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Comparative analysis on visual elements of package design
-Take the top five global cosmetic and chinese cosmetic brands for example-
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Abstract

The purpose of this research is to develop a Chinese cosmetic package design for the future by
comparing visual elements between the top five global brands and Chinese cosmetic brand package designs,
and check out the problems that Chinese brand package designs face and find out the solutions. Therefore,
the research analyses the credibility and reasons for choosing a certain brand. The data was collected from
100 female consumer's preferences according to the package's four elements: color, layout, logo and
illustration. The survey reveals the most famous and the most favored package design cosmetic global
brand is ‘Estee Lauder’. On the other hand, Chinese cosmetic brands were evaluated as a low. Therefore,
we acknowledged there is a need to develop Chinese cosmetic brand packages. The research shows us the
problems and provides the solutions for Chinese cosmetics in relation to the four elements of packages
according to the survey.

Keyword : Cosmetic brand, Package design, Consumer's preferences, Visual elements

1 Graduate School of Visual Design, Chung-Ang University, Seoul, Korea [Graduate Student]
e-mail: wangmijjl@163.com

2 Department of Visual Design, Chung-Ang University, Seoul, Korea [Professor]
e-mail: keheehee2@naver.com (Corresponding author)

Received(September 27, 2019), Revised(October 31, 2019), Accepted(December 9, 2019)

ISSN 2508-9099(p) 2672-1198(e) JDAEM
Copyright © 2019 NCISS 79



P
21

OILIY AR E AHX[Z UCH kA

1. M&

Comparative analysis on visual elements of package design -Take the top five global cosmetic and chinese cosmetic brands for example-
SFYE AIZ0l AHXIEA CHeE

ol

A ALY

I

X
o

12 7t

A
[

=R

ULt ZFe T7|X|CIAFRI2 2H[XRS] Al
TOjof FeS 0| =EME0[0X|

it
=

A
7| X|CIRRI2 s=SHe2 HE0(0|X|7t &Lt

o n
==4

4

=
=

3

—

.
o

OF AH|XFQ| ZF9|

A0[D, o]

= SIYFEUES MIF[RICIXI0 et AlZR

Kio

2 o7

o] 2Xo|Lt,
= 10749

.I

A

7.

% (Kans), HFO|X}2X|(Herborist)O| L.

3

—

.

TEMES opFF 7|K[CIAtRl0]| Cist &
o

9| &2 % (Inoherb),

o

o 2 SFYE T7[RICIALRL & A0 7| ofst
At

Mot A2 2M7t JLEE I3 EfRHER(Tao BaoAtO|E)OA 2019

tOjEFo| 7t

—

.

A1)

HIO|#| 2 (Pechoin), At® (Chando),

A= CNPP OfA[O} G| O|EfH|O| 201 A ZHEDE 2018 2}
(Estee Lauder), &&(Lancome), 2| (L’OREAL), SK-II, A|A|O| % (Shiseido), &% 574

[

H 92 1027HK|

2+27t
a5

=Y

Bl

ol

| Al

7| X| ) &t

o17g

S|
£ ZOorEY| flof HHATASO]

P& W7IX[EIxelel o2

3

.

=
=

—_

Jod
KO0
ujn
Bl

—_

Jod

Tl

BHEZ N AHAEPYQ

o
—
Al

il ofof

>

A=o| M

A =8 E

&
S

o

i

gefettt.

i

80



Journal of Digital Art Engineering & Multimedia
Vol.6, No.2, December (2019)

[\]
o
rhu
a3
K

la

p =

21 22 AFEL T SAYE MT

o
rot
jo

(33 112 2003-2015F 22Y HYE AY 2 FO0|zo| st JROICH = APFE HE
30 2™ 2003~2015H 22 HO[3Y AR O HHLt OO|HA Q&S SHX| $E XH
HMo|1 QMHE Ol MAMS HACH 2015WNIK| 1790 Q29| IIE AK FEIF S48 S7| Chy|

o
3.9%= HEAUCL

el

=229 3 EE: 9(EUR)

i 51532 16021

66317231790
146
1500 1145118412291289135313921406

\</

o \Q \'\ N \o-’ \b‘ \‘9
PSS
(23 1] 200320159 S2Y SIHE AIF 72 30| |1
[Fig. 1] Global Cosmetics Market Trend in 2003-2015 [1 ]
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[Fig. 2] Global Skincare Industry TOP5 Sales Revenue, 2011-2017 (§ 1 Billion Dollar) [2]
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[Fig. 4] Importance of each element when purchasing cosmetics
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[Table 8] Interest in cosmetic brands
=2 JHE OAE| 2O e 2y SKI AlN[O| =
BEic (Estee Lauder) | (Lancome) (L'OREAL) (Shiseido)
ABXH 66% 33% 35% 17% 7%
g|0[0F2 51% 35% 20% 32% 12%
Haic 27 48% 81% 32% 14% 8%
PEESEETS 55% 38% 16% 22% 35%
T E Hio| & Xt AojEx S HFO|Xt2X|
HEic (Pechoin) (Chando) (Inoherb) (Kans) (Herborist)
ABXH 28% 14% 2% 18% 4%
EPS 19% 17% 19% 3% 2%
Haic 27 26% 4% 2% 4% 5%
A AEZ0|M 18% 16% 5% 5% 6%
[O8 51 1070 FESEWE TH7|X|C|XIQIC] PHEEO| Ztot HO|CH ZNE S o|AE 20
(Estee Lauder)(4.53) ZE(Lancome)(.21) > SK-II(4.16) > A|MO| %= (Shiseido)4.03) > =&
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[Fig. 5] Customer Satisfaction with Cosmetic Package Design
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[Fig. 6] Package Design Preferences for Cosmetic Brands
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