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Abstract

Introducing regional culture into specialty product packaging design not only enhances the market
competitiveness and brand image of the product, but also promotes the inheritance and develop-
ment of local culture. This paper takes the packaging design of Luoyang Peony Cake as a case study,
and the enhancement strategies for the effective realization of regional culture and characteristic
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product packaging design are concluded: integration of regional culture and product characteristics,
introduction of green and sustainable design concepts, and innovation in combination with the new
media environment.
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Figure 1. The picture of Luoyang peony flower cake
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