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This study mainly discusses the possibility of design exploration and
application of exotic Chinese characters in product packaging design. The
exotic Chinese characters are those designed fonts that incorporate the
morphological and structural elements of national characters in other
countries. The designed fonts have both the inherent structural
characteristics and identifiability of Chinese characters, as well as the
characteristics of other countries national characters. The application of
exotic Chinese characters in packaging design can attract the attention of
consumers with exotic features, imply the exotic content of the product, as
well as offer the readability of Chinese characters. Thus, consumers with
knowledge of Chinese characters can understand the product at a glance. This
study provides a new design reference for font design and brings new insight
on the influence of design elements on the consumer market in packaging
design.

Influenced by the frequent cultural, economic and trade exchanges among
countries, nations and regions, the expression of Chinese characters’ exotic
style has become more and more abundant, and the frequency of Chinese
characters designed with exotic style appearing in various occasions and

carriers has become more and more high, which has become one of the important



Bridges and bonds of mutual communication. The “foreignization” feature of
Chinese character font design in an exotic style is not only interesting,
but also conducive to the spread of Chinese characters in different ethnic
cultural backgrounds, and is conducive to the communication and prosperity
of ethnic culture. Exotic and inclusive design forms cater to the aesthetic
needs of the public, showing more imaginative new visual language. In the
era of information and digitization, the artistic expression of characters
is undoubtedly of great significance. It has a strong visual appeal with its
unique expression, and the artistic expression and appeal of the design of
Chinese characters’ exotic style are especially precious. However, there is
a lack of research and analysis on the application of exotic Chinese
characters in packaging design.

This research is mainly divided into two parts to investigate exotic
Chinese characters in packaging.

Research 1, The first part is divided into two groups: Group A Ginseng
chicken soup character (English, Korean, Chinese, K-C), Group B Tom Yum Goong
character (English, Thai, Chinese, T-C). Based on relevant research on
different languages used in packaging labels, to use exotic Chinese fonts
on the packaging to investigate whether exotic fonts would affect the
preferences and perceptual evaluations of consumers from different
countries. Furthermore, in the cup noodle as a case, designed Korean—style
Chinese and Thai-style Chinese. Established a perceptual evaluation system
and through the Crosstabs analysis and ANOVA analysis methods.

Research 2, The second part is divided into two groups, Group A, pictures
of Ginseng chicken soup (Ginseng chicken soup in K-C, Ginseng chicken soup
in T-C, Tom Yum Goong in K-C, Tom Yum Goong in T-Chinese), Group B, picture
of Tom Yum Goong (Tom Yum Goong in T—C, Tom Yum Goong in K-C, Ginseng chicken
soup in K-C, Ginseng chicken soup in T-C).

The result conclusion is as follows:

First, The preference of exotic Chinese labels in the packaging has a
relationship with the ability to recognhize Chinese characters.

Second, Whether it is K-C or T-C label, the respondents of the three
language backgrounds feel Attractiveness and Beauty. Respondents with
Chinese and Japanese backgrounds rated higher in five dimensions than
respondents in Thailand of five dimensions.

Third, Respondents would ighore the difference between the picture content
and the exotic Chinese font content.

The last, The respondent has a higher preference for products with the same



exotic style that picture consistent with exotic Chinese font.'
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