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Abstract

Objective: To seek new ideas for the integration and promotion of packaging design and Chinese
homophonics, in order to promote diversified innovation in packaging design from content to
form, from the surface to the inside. Method: Taking Chinese homophonic characters as the start-
ing point, this study explores the application forms of Chinese homophonic characters in product
packaging, guides the author’s design practice, and applies homophonic brand names, product
names, and promotional texts to design and practice the packaging of Newyou dairy products.
Through homophonic culture, the product is given new vitality. Results: Cleverly integrating Chi-
nese homophonics into packaging design, while innovating the packaging structure and seeking
breakthroughs in design elements, closely following modern trends and popular elements, helps
to convey cultural connotations, stimulate consumption, and enhance product competitiveness
through packaging. Conclusion: Only by fully considering the cultural connotations and product
positioning behind Chinese homophonics, flexibly adjusting the usage occasions and application
mechanisms of Chinese homophonics, following design principles, and enriching expression forms,
can Chinese homophonics be truly integrated into packaging, showcasing the modernity and arti-
stry of the product.
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Figure 2. Newyou packaging illustration design

2. AR RRERIT

DOI: 10.12677/design.2023.84333 2729 Bk


https://doi.org/10.12677/design.2023.84333

6.2.3. LOGO i&it

AR LOGO PABITE BRI, PARAE RS FOA W s (o fE 2 1, SRIUE U B AMO T
%, BB d” . R PEEE TR N L YT #HTE A BT . IXF AN KRS E R
Fh % E A L B G I 5 o R AR S 20, agaris i o0 6t e Al i 2% 38 DO U1 ) 5 R e 47,
Ref A 24 m) vl 3 AR08 M, RS IR &, BT SR AL T R TE B AL 8]
6.3. Wi EHRES
6.3.1. Gi—{Ligit

MCHE = b IR 2 FEAORE A, U W e R 5 RIS X R 3 m AT 8. i T P E T T
WEE SR YE. MEATER, DFERMCAFEZIENA, FNEE~GEEg Rk, BEA
REMERNEE SRR, B, FHut, NHBEA 2 BRAE BT BRI Y 4
KA gi—Ab. 3E 1P F—4h. REFIEG—b. JIRMAHE RS T RPoRE, Dl—MB AR RS SR —m
T R AH ™= s, WA T RIS S k.

6.3.2. IERWELA

DA N TN SR A B I B AR A A (R JE (9]0 FEARIE AT i DU 1 5 T 5
MR G E TR T, ST E R SR . B TP R AR ™ 5 5 LR I K 0 3 A
Y R BIBRPE AR B LRI E 25, Bl P RSN A EBAEB . M. BESY, Erd
SHAR (1 & RO S BSOS, BRAR B A AR B ISR, SO B SOk A SE AN
FE—E R LRER B IN L= BAH S MPER, (2= S AR R RY R RAR VG o X AR 7=
T B T S H R AT T S S LA, AERs A OB O S N AT B IR R, Y
KD F VT G .
6.3.3. TR EHS

SHAR = it 2 HP DL 3 T R R IR 5 B 2 S0 7= i R 35 3010 22 J0 6 K BUA IR LA
TEANZE: —REAM BRSO S, B, RS ST BOR R BT Z AR S H
AR F140 IP TR R P B B 5 TR TS5 VR R SEIEAN R8RS R IR 5 A
AT ¢ SRR A BT . BT RS T TR S, TSRS, SEELSR R =
SN A BB, SR T B S KR e S A, T8 % LB T &, EREUE & 1T 5%
SRIERY EANCLA T, B P s AR B S I A B AN AR (101 [R5 A A L e IR
HAE KV EAEEWSE 87 7= S AT S 54k, Tl B K7 TR I S A5 A,
77 A S R
7. 86

D EFR PR S MERAT S Tk, St MRS ERWE 715 585100 KA
HPOE P BB R T, B A ARERE T TG0 OB R B . A A Bt vh B i
DU R AVl 2 A SR S MR RR R, SCRESRTH ™ S A (&L, AR i e scql . TAETH $E
ke T I TR SRR AR, IR ENEAE TRREBF PN FiEE N2 EaZ. R
780 % STV A B4l S S IR S 77 e AL, RE D S 3 & 5 MR, ETE
BOF R EF E RIEA, A R R DU 5 KRB BRI AT, I A S 2R . 4
BEN &G i AR BTHR R — 2 AT S I AR O i AL A, (Rt BT A B 300

DOI: 10.12677/design.2023.84333 2730 wit


https://doi.org/10.12677/design.2023.84333

EEFENEST
i B

SO R RS B4R

SE

(1]
(2]
(3]
[4]

[10]

e, EESH] ESEF S, 1987(1): 40-56.
BB, DU ST SRR BT R IR R [J]. EREH AL, 2018(8): 8-11.
FAES I, R S PR R A B P R A FE[T]. SR T2 S, 2022, 2(11): 32-34.

BB BN 2o 0V 0 T RERLAR 5 B RIS (0 LER AT, PRSI K2 S R X PR,
2013, 15(2): 22-27.

RS, AW, BREM. BT PR TR, Wi, 2022, 35(9): 56-58.

TRENIN. &SR ICREAG a2 TR RN A ], P EE 4L, 2023, 42(3): 156.

XA, TR, T e & b A worh h B TE ], & an 5P, 2022, 38(7): 144-147.

SEENR, BRAR. B vE RN i Ml A I 7 S R T g L[], B, 2022, 35(9): 53-55

ARFIA. T AR B SRAE SR S s ORI FE[D]: (A0 0. BRRE: AR T ZRAR R, 2022.
A, BT REOR RSB B I X 28 8 BRI BT AU 0], DA A AT, 2017(11): 46-47.

DOI: 10.12677/design.2023.84333 2731 wit


https://doi.org/10.12677/design.2023.84333

	汉字谐音在产品包装中的应用研究
	摘  要
	关键词
	Research on the Application of Chinese Character Homophonics in Product Packaging
	Abstract
	Keywords
	1. 引言
	2. 汉字谐音内涵
	3. 产品包装中的汉字谐音
	3.1. 应用现状
	3.2. 现存问题
	3.2.1. 汉字谐音受众定位偏差
	3.2.2. 汉字谐音应用方式单一
	3.2.3. 所选汉字谐音含义不宜


	4. 产品包装中汉字谐音应用原则
	4.1. 明确产品受众群体 避免举措失当
	4.2. 丰富谐音结合形式 避免千篇一律
	4.3. 衡量所选谐音含义 避免弄巧成拙

	5. 产品包装中汉字谐音应用形式
	5.1. 品牌名称谐音化
	5.2. 产品名称谐音化
	5.3. 宣传文案谐音化

	6. 产品包装中汉字谐音设计实践——以纽纽优乳品包装设计为例
	6.1. 谐音汉字选择
	6.1.1. 品牌名称定位
	6.1.2. 产品主题文字
	6.1.3. 产品宣传文案

	6.2. 包装详细设计
	6.2.1. IP设计
	6.2.2. 包装插画设计
	6.2.3. LOGO设计

	6.3. 设计营销策略
	6.3.1. 统一化设计
	6.3.2. 延展化应用
	6.3.3. 多平台推广


	7. 结语
	注  释
	参考文献

