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PREFACE

Al S

The basic purpose of packaging undoubtedly lies in its
functionality, which protects the products from impact in the
transport even in the selling process and benefits for been
taken away,

Well, in addition to the most basic functionality, the largest
focus is enhancing the value of commodities and aftracting
the aftention of consumers. Just as people need to wear
clothes, which is not just for warming, but also pay attention
to the personal characteristics and style to highlight the
self-personality. The packaging design could well show the
contenfs and characteristics of the products and by virtue of
the visual impression to convey it to the minds of consumers,
and thus enhance the competitiveness of products and
brands.

In addition to the functional nature of these packaged goods,
the gift packaging design particularly emphasizes to show the
giver’'s mind, so that to make the recipient feel the sincerity
of the giver, and feel the value of commodities, and happily
accept it. Hence, the packaging visual effect will be one of
the most direct feelings. As soon as the gift is received, there's
no more than a set of recognitions: “so nice!”; "What is this? So
cutel”;"So special” *How so beautiful?” *| am reluctant to open
it". The packaging visual effect is the first step fo express the
mind of the giver, so that the feelings of sincerity and heart is
added and mulfiplied. The gift box or gift packaging for any
products emphasizes on the mind of the giver, so the visual
design is seemed to be more important than the packaging
functionality.

In the process of packaging design, apart from the
functionality, HOHOENGINE always pursues fo maximise the
value creation of packaging, which emphasizes the process
of creative thinking, from simple to complex, and actual
production vice visa. Whether the use of green packaging
material or getting the balance between customer needs and

BREEANEN, BEEENETEOIEK,
WL REEBIREREMMRIT, RIRREEH
EREFEREHERS, FELANOR>ZET
HEHRTTEBEEREER,

BRI T RERNIEM 2SN, BANE
RES FRABRONENRRIERENE
Ko RMRABBFRE—1, EEATRRRE
MR, MAHEHRA N ABERREROEER
M, BEERRITENFHRHANBRITE,
BRI ENR A BH R FAOPR, #Hif
RIS @R AENTES .

LRBERRITHRT LA BRFHARNENEZ
5, ERAERERALEODENRI, LRI
RERZEXILFNRE, BRIIEROMNE, &
REHFL. FNBRARSARREE R
BEENRE, SIRLRE, REFRIUIRE—5
“HEE! REMHA? GURE! B
AR " “BAMARX? BEREHFF "
BEINLE R SR R TR EI DR E—
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product value or create a focus point of the characteristics
in the product, HOHOENGINE tries to show their more cultural
ambition.

In addition fo the emphasis on the shape of the structure, they
also want to integrate more historical and cultural material or
human life meaning info the visual design. Culture does not
necessarily need a serious design techniques to manipulate,
the origin core of the design thinking of HOHOENGINE is
just like the company name HOHOENGINE, which means
machine making laughter or engine for happy. No fun no
gain "is the centre of our thinking, not fun, no gain, and no
fun is no interest. Usually, our design works will be hidden
in a little interesting elements, like Kenner Park dream box"
(Kanner's dream box) aims to let everyone to know abouf
the autistic children, rather than a dogmatic propaganda or
DM to communicate. We designed a game at the bottom
of the package box, infusing the symptoms and information
on autistic children into the game inside, letting the recipient
enjoying the desserts made by autistic children to understand
them by virtue of playing the game.

We hope that the gift packaging design could add value
to the products and encourage consumers to buy and fo
convey the full gift-giving mood, making ifself fo be is not just
packaging but an extra product beyond the product. For
example, the packaging of Taiwan Centennial Blessing Tea gift
set, whose shape likes the Chinese lantem. Even though it is a
packaging box for the Taiwan Premium fop mountain teq, it
may be turned into atmosphere lighting and beautiful lantemns.
Another example, the New Year gift box design of the Wu Xing
Fortune Cake, it can be changed into New Year couplets and
bookmarks as soon as the gift is consumed. Packaging can be
re-use, which could relatively reduce the waste and form the
concept of green packaging. It is also a double win concept,
which benefits the packaging and merchandise mutually, and
thus achieving the effect of working together fo penetrate.

Amone Hsieh

Design Director
HOHOENGINE CO, LTD,
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Summary of
LEREERIHREA

ift Fackaging

Definition of Gift Packaging

Gift packaging is the package that refers to the group or individuals in
daily life and social activities gift to each other to express feelings, such

as wedding gift, bithday gift, festival gift, commercial gift and so on.

People in different regions choose different commodities as gift to send
fo the presentee, Chinese people are more tend to give foods in the
traditional holidays like alcoholic drinks and tobacco himalense and
cookies, etc. In western countries, people choose gifts more casual and
optional, it perhaps a CD which the recipient likes, a book or a tool box.
What successful packaging can do is not only making gifts much better,
but also meets the expectations of the giver. Only according to the
different countries, different areas, different age, and different levels of
consumption crowd, make the packaging more fargeted that can make
the value of the gift amplified fo maximise.

Importance of Gift Packaging

The importance of gift packaging first embodies in the protection of

006 — MmEERitimg
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gift itself, make it's avoid knock against, wear and tear, damage, etc.
Especially when choose the crystal products, glass products, ceramic
products or jades as a gift to give others. The outer packaging should
choose relatively strong materials, and should set up flexible packaging in
the inner part in order to achieve the purpose of shock absorption. It wil
be perfect if it can set up small fixed items inside the boxes, such as belt,
card slot, efc. (Figurel)

Secondly, convey the product information intuiively. Take the ‘world's best
coffees gift set of coffee’ work in this book as an example. This coffee
brand has eight different coffee flavours, the designer use the ethnic and
regional culture for clues to distinguish these eight flavours. Customers
can choose the most suitable coffee taste easily by the packaging.
(Figure?2,3)

Thirdly, promote emotional communication between people. Buyers to
express their respect to the recipient with a fine giff, make the recipient
feel the value of the gift, and have satisfaction.

I, EHBRERN. EIRSIAE. LHEEFK
W, BESM. EREFENHRE
et SNEBRRRIDEFR A ZENME, &
MR EBREEDILTIRENR M. MREEIL
ERIEEER RSN, MART. FES
HMEMEXRT . (WE1)

LR

HOR, EBENNELA=RER. UABPH

“World's best coffees gift set of coffee” £
240, XANRAEHMHEFSTMARRAOMK, &
THI IR A SO A R, SaXe R ek N
MK, METUKEQRIESHENERES
B ABkEmEE, (WE2. E3)
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The Context of The Creative Thinking When
Received Gifts Packing Case

Gift packaging is the packaging design theme that full of human
kindness, it has greater flexibility on design processing. In the modeling
of packaging that more focus on strong artistic quality, the pursuit of
characteristic and the individuality, reflect the giver’s personality and
culture cultivation, also have good performance on the protection of
products and easy fo carry.

When do the gifts packaging design, first of all need to choose the
materials and packaging design project according fo the characteristics
of products, match with harmonious colours and patterns, go with the
appropriate decoratfions and so on. ltalian designer Romina lannuzzi
shows us her gift packaging design process. (Figure 4,5)

Make sure the size and do the structural design

Choose colour

Design the patterns

Design ornamental part, such as coloured ribbon, bow, and gift

tags etc.

Packaging products

008 — #AmeiERitemit
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SRe ST, TR ST R s T SRR
presents My goal was to create a kind of little paper bag, wrth somethmg specral
inside of it for each person.

SRS SUISNCEATS ey L EAa TSN o Ses Tl e DX

First | started by selecting a structure from a packaging book. After that | made the
design. Since | love vintage stuff and pastel colours, the result of it was exactly the box
you see in the final version. Everything began from a sketch on paper, scanned, traced
on lllustrator, and coloured using a Pantone Coated palette. Then | printed out the
layout on 300 gr paper, A3 size, together with the tags and the Christmas cards. What
followed was to cut and stick, put the Christmas card and the chosen present inside
the box, with some wadding to make it seem like snow, close it with a satin ribbon
and the tag. Final step: write the name of the person on the tag. Finito!

This project took me two months (October, November), including of course the
assemblage of every single piece! | gave 35 boxes to friends, families and office team.
Everyone appreciated, | think, and the most of them at first didn't even recognize that
the box was handmade.

Romina lannuzzi

Detail Expressions in Gift Packaging Design

Every gift has its unique significance and characteristic; designers
should pay particular attention fo explore these items special traits and
flash points, and amplify it then make it eye-catching. Such as fragile
gifts, need tfo make the coresponding identification on the packaging.
(Figured)

...with Love

g This is a Lil 'R~
: IL e % % 100% handmade gift

6

(Figure 7)In order to reflect the original product qualities of this Croatian herbs shop,
the designer uses the original gunny bags to express the special traits of the products.
(@7 ) AT HMXRE T T AERERESN>RFER, & HRABRGOREEERR

KiZE QML RABREY, BHRSEE, EH. BR. SHmHAKE
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B, BRM—XEBRQIHBPEFE—NEWFHEY
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REMAEE, RIS RUE L EPRER G
FHIRENRE. FEH—THRME L— %E@F
., A, BKPEEFYHETERTBEEFHER
kEe., ZEREWERLGREXEEWEFITH
FES003E, ASA/NYAL Lo T REMAIRER R I TN
0, MEFERFAEFRERTRONY  BiE—
LRFAMPHIEBRRGREE—H, H—REFMIL
BITERETIER, BE—F: EHRFELS EZIA
HEF. XHERTRT!

X R TR ANEE (+A. +—B), X
X ERRTEE1E T BRI EXEMAE, B—HE
AAEA. RAFHL TEFIAESL T35MALE . X#4l
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Elements of " ift “ackaging
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The Pleasant Colour

It'is said by Picasso that the colour is same with the form, and it is like peas
and carrofs with our emotional feelings. Colour is part of the packaging
and also become a part of the gift symbol. The colour of packaging
material is a kind of suggest that cool colour is clam, warm colour is
sweet and happy, red colour represents the mood of hotness and joy,
black colour represents grief and sadness, green colour make people
feel harmonious and peace as the flavour of natural, and gold colour
shows elegance and generous. The white colour reflects the pureness
and refinement; however blue colour is full of fantasy and mystery.
Therefore, from the colour of the gift packaging, it can decide where the
gift is used for.

010 — ieormgitEsx

(Figure1) The Danish designer Stine Engels
Henriksen wants to do the packaging design
with simply and inexpensive material, he chose
common and ordinary kraft paper as the based
packaging material, and then use brightly
coloured notepaper to creating flowers shapes,
that immediately let the packing work looks
luxuriantly green, with a happy upward vitality,
and looks colourful, extra grace. This is the power
what colour bring to a gift packaging, it makes
every gift has its own unique character and
language.(Figure2) As shown below, the designer
uses the bright colour with high saturations to
highlight happy and pleasant atmosphere, along
with ribbons and gift tags to decorate. That such
a beautiful gift, will you not reluctant to open it?
(201 ) & 3HHStine Engels Henriksen B Eg 4 &
REEMMR#HITIL R ORI, hEET B EE
MFREMEROE, RETIRES BB HROERTT
BRI, WHILXANOEERBRRBBE
B, THREEENESS, BREFVHE, #EH
%o BREEEBAILLBENNE, SiLE— iy
#HEH T BOREOMAETIES.

(2 ) SRR AR BN RR e YRR E
K WREVEE, LG, N BREMNEN, X
HRENALS, STLETEHFTR?

HENER

EmFRE, BRAER—#, SRONGERE
TAE, BRABEN—IS, bR
SH—#S. FTRBEMRNEE R —TER,
REREHRE, BRERFE, AeRTHI.
BERAUE, RERTEELG, REB8AT
WRTE, RAHAKERANSE SERNES
ERER, MMATT, ARENTASERK, i
EBNFHT OB, FILMILGE%N
IMLER, MEBAMZILYMEBTAMHGE.
W5 RFEE,



when designing a gift packaging, the packaging colour should be
chosen according to the product's features, cool or warm, light or black,
colour purity, and chroma, etc. Colours have great influence on people’s
mood, and harmonious colours give person implicative, rich, elegant,
pleasant and comfortable. Therefore, the collocation of packaging
colour can distinguish by age and gender: men mainly use cool colour,
women can choose the bright colour or elegant light colour, and children

often choose bright colour with lively patterns. (Figurel,2)

EFTILRBILITR, RIZRIE @A K
wREX, AE. BE. 4E PES e
ABBEZmRA, ERBNAANSE. F
. B Wi AROER. Ak, 8RER
R T RER AR MIAR S B L&A
BENE, ktTEREYRWIRERTH
*e, L ENPBEEE PR, HERUTENER,
EREEILTHRBROEY, REALTEHIED
B, (mE. E2)
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Fine Graphics

How to attract consumer's attention effectively among a wide variety
of products? This requires the designer make full use of all kinds of ideas
and design methods during the packaging graphic design process, fo
make the packaging image can affect the subconscious rapidly and
draw the consumer's attention. Packaging graphics is the main carrier of
gift packaging's external information; it can fully display the gift feature
and make consumers recognize this giff through the external graphics.
The design elements included in gift packaging graphics design are text,
illustrations, graphics and patterns, etc. Designer can make full use of
these elements fo create unique beautiful graphics, in order to convey
the characteristics of gifts. The main purpose of giff packaging design is
to make gift looks more elegant and more atfractive, whether graphics
design succeed or not, is the important factor to make the customer
interested or be less interested. (Figure3-8)

012 — #REAEmtER
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(Figure3) This is a gift bag design for Andreas and Sophia’s wedding, white is a
symbol of purity of their love, the words on the gift bag are Sophia/Wisdom, Pisti/
Faith, Agape/Love and Elpida/Hope, means wisdom, faith, love and hope. This is the

theme of their wedding and also the indispensable good quality in marriage life.
The designer used these words as the design element for the gift packaging design,
to express the blessing to their marriage.

(Figure4) This is an extra virgin olive oil gift box that limit to 1000 in global, box
contains three cans of olive oil: one from Portugal, Spain and Italy. Three young
art talents from each country illustrated the cans to show different culture and
customs of their countries. Each picture illustrates the distinct characteristics
of these countries: the great maritime achievements of Portuguese, hot and
passionate Spanish lady and luxuriant false face in the Italian Renaissance. The
talents illustrated the cans to represent what they love about their countries and
dress a beautiful coat for the gift that make people very impressed and could not
help collecting these beautiful cans.

AR, ABRMEMNAENEN, LR EHXF
s Sophia/Wisdom, Pisti/Faith, Agape/Love and Elpida/
Hope, BASH. Bk, BHESHE, XERMBNEIL
HES, hRIERAETFRARTDHETFRH, &I
X e AT T EHITAL R BERIT, REXMAD
pepilapn

(tNE4 ) XA R LR R 10004 HBIHLE BRI
2, AENBEAMEME, FHAJEWET. FHE
FREAR, ZARARBERNERNZARBILE
ERiITRT T 15 AERNIERE. S—IRHEE
S ZIE T XEER OB, WEFABROREN
B, BB TEIIF LR, BAFIXEENENE
MEE. TRARNBSXLEFEERRFMNITECSER
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(Figures,6) This is a set of chocolate packaging
design. It has three flavours: orange, lemon
and honey. Designer used these taste as a
graphic design element skillfully and placed
in the slot of the origami leaf divider. So
can distinguish the three different flavours-
orange, lemon and honey clearly, and the
leaves shape external unified packaging
didn't destroy the overall harmony. It is
environmental friendly since the box is made
of recycled paper.

(mESs. E6) XR—ERNILEBRER. F/
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