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Abstract Carbonated drinks are a kind of drink that is popular in our daily lives and are sold mainly
among young people. There are many brands of carbonated drinks currently on sale, and most of
them emphasize the distinction of texture, and brand images and packages have further
commercialized package design as a whole. It is necessary to increase the emotional experience
of soda package design, which can increase the added value of the brand. Sensibility is the most
common psychological experience in humans and is the subjective experience and feeling of
things. By combining the emotional experience with the package design of carbonated drinks, it
provides more emotional user experience while purchasing carbonated drinks, realizing
diversification of product package designs and satisfying consumers' emotional needs. This paper
first examines the package design of carbonated drinks, I hope it will be an implication if you
increase the emotional experience of soda package design.
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Fig. 1. Emotional Design Dimensions and Experiences
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Table 1. Previous studies on package design

Package design

brand logo color,

character slogan lllustration

typography layout symbol mark
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Fig. 2. Visual classification of package design
elements
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Table 2. Carbonated drinks sold in Korea in 2020.

Brand pakeage design

1.Coca
Cola

2.chilsung
cider

3.Fanta

4 IMilkis

5.Pepsi-
Cola

6.Sprite

7.Tropicana
sparkling

8.Welchs

9.lhwa
mcol
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Table 3. Word of emotional experience of shapes

Brand

Word of emotional experience of shapes

Coca-cola

Ceetioty

Coca-Cola naming cited two ingredients of
syrup, Coca and Kola, and after correcting
Kola's K, Coco-Cola was born by inserting a
connection line between the two words.
Bring consumers a visual sensory experience
that is easy to identify and remember, easy
to spread and remember Slogan"We Are the
Champions®, “The Way You Loved Me”,
“Lean On Me”, “I'm Proud To Bean
American” etc.

provoke people's emotions through written
words

Brand Color of emotional experience of shapes
Coca-cola Coca—cola use red, which symbolizes
passion, authority, confidence, vitality, and

passion in psychology.

It was initially achromatic, but was released
in the 1960s as a red-white colored logo.
The long red wave of consistency of the
alphabet gives a sense of flow and makes
good use of the characteristics of the coke
liquid.

Classic blue, red, white and blue color
matching,  symbolizing  fashion,  dazzling,
representing fashion trends

Packaging color: uniformly changed to "blue",
which deepens consumers' visual recognition
of Pepsi

Chisung
cider

U

The packaging design of Chisung cider is
mainly white and green. White conveys a
sense of security, purity, freshness and
cleanliness. Green is the most common color
in nature, giving people a feeling of peace,
freshness, and health. Soothing and relaxing.

lIhwa
mc col

Pepsi

pepsi

Originally called "Brad's Drink", Pepsi Cola
was made with carbonated water, sugar,
vanilla, raw oil, pepsin and cola nut. Among
them, pepsin helps digestion and is good for
health, and was later renamed "Pepsi".

Chisung
cider

Chilsung Cider is Korea's No. 1 original soda
with a history of more than half a
century.The name is said to have become
Chilsung because the founders had seven
surnames at the time of their establishment.
It adheres to the three principles of Pure,
Clear, and Capeine Free of Chilsung cider
Temple, which are clear and clean. The
slogan is "Pure, Clear" and "Caffeine Free".

lIhwa
mc col

An anecdote began to develop
barley-flavored soda to promote reduced
barley consumption, and Mc col was born in
1982 as the world's first barley soda.

At the top of the product, a line reminiscent
of barley waves was added to express Mc
col's barley soda. On top of that, it is also
characterized by a new handwriting of the
phrase 'SPARK UP!" that reminds you of
marks indicating vitamins B1, B2, and C
contained in the beverage and the pungent
image of carbonation. An  anecdote's
beverage products symbolize full of nature
and even thinking about health. It gives
consumers a healthy psychological
experience.

D
B
i

Passionate red, honesty, relaxation, calm
blue, and vyellow symbolizing barley were
used. It utilizes its unique blue, yellow, and
red colors and created the image of a
healthy barley soda called "Mc coll." The
entire background color is blue to give off a
refreshing feeling, and to emphasize that it
is a barley drink, English and Korean brand
names were applied in yellow, respectively.
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Table 5. Graphics of emotional experience of shapes

Brand

Graphics of emotional experience of shapes

Coca-cola

The fact that the design of the initial C and
the C streamlined design of color coincide
from left to right induces the reader's
perspective, with the bottom wire extended
and the top wire extended in the middle C
breaking the visual balance and penetrating
the alphabet L showing constant line
change. The long red wave of consistency
of the alphabet gives a sense of flow and
makes good use of the characteristics of
the coke liquid. Give consumers a smooth
sensory experience of liquid flow.
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Pepsi The Pepsi-Cola logo takes the vigorous
"PEPSI" font as the visual center, and uses
the abstract geometric shape as the carrier
to reflect the brand text and form a whole.
In 1996, the all-color Pepsi blue was used
as the company's new image. Set off a
'blue storm" and use red as a secondary
color, giving a sense of sensory stimulation
and a new beginning

pepsi

Chisung
cider

It is designed with green and white as the
base color and is presented in a diagonally
spaced manner. The two green diagonal
lines are where the trademark and product
name are located They are printed with the
Korean and English names in white letters
and black shadows, respectively. The upper
end of the green diagonal line is flanked by
a green five-pointed star and a cut
lemon.Gives a refreshing, cool feeling

The logo is a combination of a farmer and
a barley-shaped figure with a circular
geometric figure in icon background and
barley bold.
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Table 6. Model of emotional experience of shapes

The upper part of the bottle is straight and
the lower part is curved, adding a visual
change experience, holding it easily and not
falling off easily.
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Table 7. The basic settings of the survey subjects

to hold than the old one, and it is easier to
find the force point when pouring drinks,
which increases the experience of use.

The thread of Pepsi is streamlined.
Corresponding to the wavy line element of
its logo, Mountain Dew uses a triangular
thread, which caters to its lightning—shaped
logo, and the visual effect will be stronger.

Chisung

. The bottle has a straight design.
cider

The bottle of Chisung cider is thinner and
taller, and the overall shape is straight. The
pull-tab at the opening is very cleverly
designed. The overall appearance is slender
and delicate, and it is more convenient to hold
providing consumers with more choices

Brand Model of emotional experience of shapes - -

Question Options Frequency Percent

Coca-cola First of all, the design of the curved bottle Sex Male 163 54.3
of Coca-Cola is also convenient for drinkers. Female 137 45.7

The same is the bottle, the arc bottle is Total 300 100.0

- more convenient to carry than the ordinary 20s- 71 23.7
beer bottle, and will not easily slip off. 30s 102 34.0

Secondly, thg design .of the cu.rved. bottle qf Age 40s 94 313

Coca—.Co.Ia vlsua!ly gives an illusion, as .n‘ 5Os+ 33 110

the liquid contained in the arc bottle will Total 300 100.0

appear to be more than the actual weight. - .

Third, the curved bottle of Coca-Cola is high school 85 283

beautiful and unique, bringing pure visual Education university 104 347

aesthetic pleasure. graduate school 111 37.0

Pepsi Pepsi's new bottle design is more Total ——— 300 1000
ergonomic, narrowing the circumference of 1 m'”'_oh 44 14.7

the entire bottle to 10.4 inches hold. The Salary 1-3 mfllfon 103 343

height of the entire bottle body is 3-5 million 89 29.7

increased, and there is a visual top—heavy 5 million+ 64 213

feeling. The new two-liter bottle is better Total 300 100.0
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Table 8. Consumer sentiment

Question Options Frequency Percent
often 91 30.3
how often to Sometimes 125 41.7
buy not often 69 23.0
Not buying 15 5.0
Total 300 100.0
brand 73 243
taste 64 21.3
What to Ioo.k for Pack.age 89 297
when buying design
price 47 16.7
else 27 9.0
Total 300 100.0
What resonates graphic 88 293
with you the color 84 28.0
most in word 71 237
packaging
design? model 57 19.0
Total 300 100.0
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Table 9. Satisfaction with the visual elements of
the package design

Question Options Frequency Percent
Coca Cola 94 31.3
Satisfaction )
with graphic pepsi 89 297
emotional chilsung cider 69 23.0
experience
llhwa Mc col 48 16.0
Total 300 100.0
Coca Cola 63 21.0
Satisfaction )
with color pepsi 98 32.7
emotional chilsung cider 94 31.3
experience
llhwa Mc col 45 15.0

Total 300 100.0

Satisfaction Coca Cola 97 323
with word pepsi 68 22.7
emotional chilsung cider 94 31.3
experience llhwa Mc col 41 13.7

Total 300 100.0
Satisfaction Coca Cola 90 30.0
with model pepsi 84 28.0
emotional chilsung cider 61 20.3
experience llhwa Mc col 65 21.7

Total 300 100.0
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Table 10. The satisfaction result ranking of visual
element emotional experience

Satisfaction result ranking of visual element emotional
experience
Ranking Brand Image

@ Coca Cola

® pepsi

® chilsung cider
llhwa

® Mc col
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