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Abstract. Purpose. This study examines the application of modern design prin-
ciples in bakery packaging, focusing on trends aligned with consumer expectations,
sustainability, and cultural influences.

Methodology. The research integrates qualitative and quantitative approaches,
employing literature reviews and case studies to analyze global bakery packaging
designs. Comparative analysis and systematic generalization were used to identify
trends and practical applications. Graphic design digital tools like Photoshop, Adobe
Illustrator, and CINEMA 4D were utilized for conceptualizing and visualizing pack-
aging prototypes.

Results. Key trends in bakery packaging design include sustainability, re-
usability, health-focused packaging, technological integration, using cultural her-
itage. Case analyses of bakery and restaurant brands such as KKBread, Wanluo
Peony Crispy, and Neko Neko Shokupan highlight these trends. The findings empha-
size visually appealing, functional designs that cater to diverse consumer groups.
Innovations such as mascots, typography, and multifunctional packaging strengthen
brand identities.
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Scientific novelty. For the first time, this study systematically analyzes the in-
tegration of modern aesthetics, cultural heritage, and consumer psychology in bakery
packaging design. Improved methods for evaluating visual elements like color, ty-
pography, and cultural motifs were proposed, focusing on their role in building emo-
tional connections and brand identity. Multifunctional and sustainable packaging con-

cepts received further development.

Practical relevance. The corporate identity of Jin Bai Li Cake was developed,
including logo, mascot, patterns, and packaging for three types: simple, sustainable,
and takeaway for the restaurant. The findings offer actionable insights for designers
and marketers, providing strategies to improve packaging effectiveness.

Keywords: packaging design, graphic design, brand identity, cultural heritage,
Chinese culture, digital technology, sustainability, logo, mascot, corporate pattern,
bakery, restaurant brand, food packaging design, typography, eco-design.

INTRODUCTION

In today’s information explosion and
fiercely competitive market environment,
packaging design, as the primary point of
contact between goods and consumers, is
becoming increasingly important. Packaging
design not only concerns the physical protection
and transportation convenience of products, but
also carries multiple functions such as conveying
brand information, stimulating consumer
emotions, and enhancing product added value.
But in the current market environment, bakery
packaging that meets modern aesthetics and
consumer needs has become an urgent issue
that needs to be addressed.

ANALYSIS OF RECENT RESEARCH

Researchers explore current issues
on bakery packaging design, focusing on
sustainability, innovation, consumer health, and
product preservation.

Sustainable and Multifunctional
Packaging Design. N.V. Skliarenko et al. [12]
emphasize the importance of environmentally
friendly packaging through multifunctional de-
signs. Their study introduces packaging con-
cepts that extend usability, such as pack-
age-constructors and game-based packages,
aimed at reducing waste and increasing con-
sumer interaction. This approach blends ecolog-
ical, functional, and social considerations, con-
tributing to sustainable packaging practices in
the food industry. C. Tang et al. [14] further ad-
vocate for sustainability through the 3R frame-
work — Reduce, Reuse, Recycle - highlighting
the need for practical strategies that focus on
reusability in bakery packaging.

ProductInnovation and Diversification
Strategies. N. Ayuningtias et al. [1] examine
product innovation and diversification at UD. Sri
Rejeki, a bakery business in Indonesia. Their
study identifies various innovation strategies,

including size, packaging, and design-based in-
novations. These efforts enhance product appeal
and competitiveness by aligning with consumer
expectations and market trends. Packaging de-
sign plays a significant role in branding and con-
sumer engagement, particularly in the bakery
sector.

Health-Conscious Packaging Trends.
L.D.S. Figueiredo et al. [6] investigate the pres-
ence of low-calorie sweeteners (LCS) in pack-
aged foods in Brazil, raising concerns about
consumer health. The study found a high prev-
alence of LCS in food categories foundational
to the Brazilian diet, including bakery products.
This highlights the need for clear labeling and
health-conscious packaging design that informs
consumers about ingredients and nutritional
content.

Technological Innovations for Product
Preservation. M. Gonda et al. [7] focus on
technological solutions to extend the shelf life of
bakery products by preventing fungal spoilage.
Their study evaluates the impact of modi-
fied atmosphere packaging (MAP) on inhibiting
the growth of Penicillium crustosum in sponge
cakes. The use of MAP effectively prevented
fungal growth, demonstrating how technological
innovations in packaging can reduce spoilage
and food waste.

D. Kosub [8] also highlights the role of ad-
vanced printing and converting systems in im-
proving the quality and functionality of bakery
packaging, contributing to better product pres-
ervation and consumer appeal.

The study of visual design elements in
packaging and their influence on consumer be-
havior has been extensively explored in recent lit-
erature. S. Coulthard et al. [3] investigated the
effects of implicit visual cues on food packaging
design, revealing that upward-rounded labels
on packaging significantly influenced consumer
choice, acting as a subtle nudge toward healthier
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decisions. Their findings emphasize how periph-
eral visual elements, even when not directly ob-
served, can impact consumer decision-making
processes. D. Similarly et al. [9] examined the
influence of typeface design on consumer expec-
tations and choices in spice product packaging.
Their study found that typeface legibility di-
rectly affected consumers’ perceptions of product
quality, especially when combined with ingredient
depictions. This highlights the strategic impor-
tance of typography in enhancing product appeal.
In the article by A.I. Rubanka et al. [19] the pack-
aging design was analyzed to meet the needs of
different users, covering its historical evolution
and classification by recognition, material, shape,
design, features, and manufacturing methods.

In the context of aesthetic evaluation,
R.I. Suhaylah et al. [13] explored how individual
differences among consumers affect their aes-
thetic appreciation of two-dimensional food pack-
aging designs. Their research suggests that de-
sign sensitivity significantly moderates consumer
responses to visual packaging elements, offering
valuable insights for designers aiming to appeal
to diverse audiences. The study by Li Jun and
A. Dubrivna [10] examines the development and
application of age-friendly design in packaging to
address challenges posed by aging populations.

M. Brierley and C. Elliott [2] focused on how
children interpret food packaging visuals. They
discovered that children often perceive package
imagery literally and rely on nutrition labels to as-
sess product healthiness. This study underscores
the need for transparent and child-friendly visual
communication in packaging design to foster in-
formed decision-making from a young age.

M. Rynning [11] explored the balance be-
tween global design inspirations and local design
traditions among design students in Singapore
and Norway. The study highlighted that despite
exposure to global digital inspirations, students’
designs still reflected national visual traditions,
indicating the persistent influence of cultural
context on design outcomes. The research [17]
includes the overview of contemporary food
packaging design inspired of traditional Chinese
culture.

Further expanding on the impact of visual
cues, N. Vila-Lépez and I. Kister-Boluda [15]
compared the effects of commercial versus
technical packaging attributes on consumer be-
havior. Their findings showed that visual cues,
such as color, had a stronger influence on young
consumers’ attitudes and purchase intentions
than informational labels, regardless of whether
the product was hedonic or healthy.

A. Dlbbert [4] analyzed the role of typog-
raphy in brand name onymisation within food

packaging. His study demonstrated that typo-
graphic design serves as a critical multimodal
indicator in establishing brand identity, further
supporting the significance of typography in
product design.

The concept of corporate style, its ele-
ments, and functions - differentiation, identifi-
cation, and image - are explored in the research
by O. Kolosnichenko and K. Pashkevych [18].
The tested sequence of creating a corporate
identity is demonstrated in the fast-food restau-
rant “Kyivska Perepichka”, enhancing brand phi-
losophy and recognition.

These studies collectively underscore
the multifaceted impact of visual design ele-
ments - including shape, typography, color, and
imagery — on consumer perceptions and deci-
sion-making.

PURPOSE

Purpose of the study - by analyzing the
effective application of modern style in bakery
brand packaging design, this paper explores the
development trend of modern brand packaging
design and the application methods of modern
style in bakery brand packaging design.

RESULTS AND DISCUSSION

Case Analysis Based on Bakery Brand
Packaging Design

KKBread is a bakery brand dedicated to
making exquisite bread. Advocating that food is
not only a tool to fill the stomach, but also an art
and enjoyment. The brand slogan is “Eat Good
Nutrients”.

Choosing high saturation bright orange
with black and white as the brand’s theme
colors, the color contrast aims to further at-
tract consumers’ attention. Orange is usually
seen as a positive color that matches the image
of bread as a healthy food, emphasizing its low
sugar characteristics. In the drawing of auxil-
iary patterns, abstract design techniques are
used, using thick orange lines to form curved
patterns such as bread, croissants, and coffee
cups, aiming to attract consumers’ attention
and convey a brand image of vitality, warmth,
and health, reflecting the brand’s ease and vi-
tality (Fig. 1).

Overall, KKBread packaging designs
tend to be concise and clear, without excessive
decoration or complex patterns, making product
information clear at a glance. The packaging of
the same series varies in details such as color
depth, pattern size, etc., but they all follow
similar design styles, such as using curved
patterns, white labels, etc., which helps maintain
brand consistency.
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Fig. 1. KKBread’s Packaging Design

Wanluo Peony Crispy. In recent years,
as a niche category in the bakery market,
new Chinese style baked goods have become
increasingly popular among young consumers.
Around Chinese characteristics, some pastry
brands have also incorporated elements of
traditional culture into their product packaging
designs.

Wanluo Peony Cake is a Wanluo Dim sum
that adheres to the combination of traditional
handcraft techniques and modern technology.
Based on the inheritance of the Tang culture,
people make it carefully. The product packaging
extracts Chinese traditional colors, creates the
prosperous scene of Luoyang City in the Tang
Dynasty through certain color matching, as
well as the process of women’s hand-made Dim
sum in the Tang Dynasty, and details such as
bakery, kneading/pressing/packaging, ham-
mering, etc. are displayed on the paintings.
The individual packaging of the inner box, with
a woman holding a peony pastry on the sur-
face of the box, implies the preciousness of
the product, and the interaction between the
two further echoes the theme of Tang culture
(Fig. 2). The figure illustrations are inter-
spersed with elements of Luoyang City, Imperial
Concubine Crisps, time-honored brands, etc.,
and abstract the extremely simple Chinese frame
style, which is well integrated with the scene of
Dim sum production. The details are full of ex-
quisite and elegant Tang style charm. The com-
bination of Tang style culture and Chinese style
Dim sum is a deeper interpretation of Chinese

traditional culture. While tasting delicious food,
you can feel the catering culture of the Tang
Dynasty, which also reflects the brand’s inten-
tions, professionalism and quality.

Wownana is a bakery located in the
center of Malaysia, which embodies a unique
blend of health awareness and exquisite vegan
baked goods made with infinite passion. Inspired
by the lively pronunciation of “Wownana”, the
logo design captures the vivid essence of the
brand. Through carefully planned elements, the
brand’s goal is to convey Wownana’s core values
and vibrant spirit to customers [16].

The brand uses high-purity yellow as the
theme color and white as the auxiliary color,
laying the foundation for the entire design. By
extracting the most frequently appearing letters
“"W” and “O” from “Wownana”, arranging and
combining the letters, and using repetitive de-
sign techniques to design the brand logo. This
design allows for the symbolization of a single
brand logo, which can be used in the form of
patterns for packaging and promotional de-
sign. And the high repetition of the same ele-
ments can enhance consumers’ memory points,
making the brand image deeply rooted in peo-
ple’s hearts (Fig. 3-a). Wownana'’s packaging de-
sign revolves around mascots, allowing mascots
representing different categories of bread to as-
sume a running posture, showcasing happiness
and vitality, and conveying a healthier and purer
enjoyment of bakery (Fig. 3-b). The use of mas-
cots makes the packaging visually more prom-
inent, and the design elements together form

Fig. 2. Packaging of Wanluo Peony Crispy Inner Box
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a simple, modern, and attractive brand image.
Different sizes of boxes (Fig. 3-c) are provided
in the design of packaging boxes to meet the
different purchasing needs of consumers. Larger
boxes are suitable for family sharing, while
smaller boxes are more suitable for personal

w

a

consumption. The design of shopping bags not
only facilitates carrying products, but also plays
a role in promoting the brand. The combination
of practicality and aesthetics in shopping bags
helps to enhance consumers’ purchasing expe-
rience.

Fig. 3. Wownana’s brand identity (Epikinono Studio, 2023 [5]): a - logo design and theme colors;
b - mascot design; ¢ - Wownana’s Packaging Design

Japanese Neko Neko Shokupan. Theim-
portant position of cats in Japanese life has grad-
ually integrated into Japanese culture, forming
a unique cat culture and becoming an important
part of Japanese national culture. The word “#
Z" in the store name means’ cat’ in Japanese,
and this cat bakery, as the name suggests, sells
bread in the shape of cats. But the cat bread
sold in the store is not an overly complex specific
cat shape, but a very simple and cute cat head
shaped toast, which not only gives the product an
animal shape, but also allows for easy mass pro-
duction. The image of “cat head” is the best entry
point for brand design direction (Fig. 4-a). The
logo design uses graphic isomorphism to connect
the main product Neko Neko Shokupan with the
cat image, summarizing and explaining complex
content in simple color blocks, and presenting the
brand connotation together. The overall image of
the brand also adopts a simple and cute style in
design, with packaging combined with Japanese
minimalist aesthetics. The brand’s classic cat

shaped symbolic design is presented to con-
sumers in the most comfortable and direct way,
allowing consumers’ visual senses to be calm in
a healing small world. Currently, 15 stores have
been opened in Japan. The reason behind the
rapid expansion is naturally the capture of a pre-
cise customer base. Hit the customer’s heart with
impeccable products (Fig. 4-b).

Bakery brand packaging design
projecting. Using the results of the analysis of
scientific publications and examples of packaging
design, a design project for the corporate identity
and packaging of the bakery was developed. The
design scheme for this bakery packaging has
chosen the brand of Jin Bai Li Cake as the design
object. Jin Bai Li aims to achieve the concept of
“relaxation, warmth, and health”, insisting on
carefully bakery delicious food, using delicious
food to convey happiness, and using bakery to
create a relaxed and warm attitude towards life.
Jin Bai Li Cake always pays attention to the health,
safety, and delicious taste of food. Business scope:

Fig. 4. Neko Neko Shokupan’s brand identity [20]: a — unique cat head shaped,
b - logo design and theme colors
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Manufacturing and sales of handmade baked cakes,
freshly baked bread and other food products, etc.

Color tone: The overall color adopts the
brand’s original cheese yellow, black and other
colors that reflect the brand’s relaxed and en-
ergetic tone. Adjust the original color tone to
make it more harmonious.

Font: The design of the font leans towards
a small round font, which is concise, clear, and
recognizable, in line with the brand tone.

Packaging: The packaging is mainly in a
minimalist style, highlighting handmade bakery

-
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and relaxed living. The packaging color is mainly
brand color, highlighting the brand logo. Design
multiple types of packaging to accommodate dif-
ferent types of baked goods to meet different
usage scenarios and provide them to consumers
at all levels.

Mascot: The mascot is designed in the
image of a little bear (Fig. 5-b). The mascot
“Xiao Jin” is designed from the exterior pat-
tern of the brand logo (Fig. 5-a), with simplified
graphics modified and transformed into a com-
plete dynamic pattern.

T

b

Fig. 5. Jin Bai Li Cake (Song Zixuan, 2024): a - logo Design; b — mascot design

Packaging Design. There are three types
of packaging in this design, which are presented
differently: firstly, considering the need to ac-
commodate different types of baked goods; sec-
ondly, designed to meet different usage sce-
narios and provide for consumers at all levels.
The packaging pattern and color design of baked

LiEw

goods are important factors that highlight the
personality of the product. Based on consid-
ering the characteristics of baked goods, the
basic principles of packaging design should be
followed: Simple Bakery Packaging (Fig. 6-a),
Environmentally friendly paper bakery packaging
(Fig. 6-b), External bakery packaging (Fig. 6-c).

Fig. 6. Packaging design of Jin Bai Li Cake (Song Zixuan, 2024): a — simple bakery packaging;
b - environmentally friendly paper bakery packaging,; c — external bakery packaging

CONCLUSIONS

The reviewed studies reveal several key
trends in bakery packaging design.

1. Sustainability and reusability: multi-
functional and eco-friendly packaging designs
are becoming essential for reducing environ-
mental impact.

2. Product Innovation: businesses are
adopting diverse packaging strategies to differ-
entiate products and meet evolving consumer
demands.

3. Health-Focused Packaging: clear labeling
and ingredient transparency are increasingly im-
portant in addressing health-conscious consumers.
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4. Technological Integration: innovative
packaging technologies, play a crucial role in
extending product shelf life and ensuring food
safety.

The design of the corporate identity of the
baking brand Jin Bai Li Cake has been created,
namely: logo, mascot, corporate pattern, pack-
aging design of three types (simple, sustainable,
takeaway).

Future research should explore consumer
perceptions of sustainable packaging, develop
standardized labeling practices for health trans-
parency, and investigate the integration of smart
technologies in bakery packaging design.
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€xoBa 0., KporoBa T., Mociiyyk I1., SlyeHko M., MeH KyHb, COHr
3icroaHb. CyyacHmii gn3aiiH yrnakoBKN XJ1i606y/104HUX BUPO6IB: NOEAHAHHS
CTUIII0, PYHKLiIOHa/IbHOCTI i €KOJ10ri4YHOCTI

Merta. [lpoaHanizyBaTn 3aCTOCYBaHHS CyHYacHUX MPUHUUIIB AN3aKHy B Naky-
BaHHI 47151 x71i606y104HMX BUPO6IB, 30CEPEAXYHOYNCh Ha TEHAEHLISIX, SIKi Bi4rMoBiAaroTh
OYiKyBaHHSIM CrOX1BadYiB, MPUHLMNNAM CTas0ro PO3BUTKY Ta Ky/JAbTYPHUM BrlnBaM.

MeTtogonoris. [JocnigXeHHs MNOEAHYE AKICHUI | KiZIbKICHWI Migxoan 3 BUKOPUC-
TaHHSIM Or/ISi4Yy NliTepatypu 1a Kenc-cTagi 47151 IPOBEAEHHS aHasli3y AN3anHy yrnakoBKu

€xoBa 0., KpotoBa T., Mocinuyk ., AueHko M., MeH KyHb, CoHr 3ictoaHb. Cy4yacHMn An3aiiH yrnakoBKKU X1i600ynoYHnx
BMpPO6IB: MOEAHAHHSA CTUIO, PYHKLIIOHANbHOCTI 1 eKONOriYHOCTI. Teopis Ta npakTuka An3ariHy. KynbTypa i MucTeyTBo.
K.: KAI, 2025. Bun. 1(35). C. 214-222.
doi: https://doi.org/10.32782/2415-8151.2025.35.22
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X1i606y104HMX BUPOBIB Ha rs106asibHOMY piBHIi. [7151 BUSIBIEHHS TEHAEHUIN | npak-
TUYHNX 3aCTOCyBaHb BUMKOPWCTOBYBAJINCS MOPIBHSIJIbHWMI aHasi3 | cuctemaTn3alis.
s po3pobaeHHs Ta Bi3yasnizauii npoToTumniB yrnakoBKM 3aCTOCOBYBAaJINCS LNppoBi
IHCTpyMeHTH rpagiuHoro Amn3anHy, ssik-ot Photoshop, Adobe Illustrator ta CINEMA 4D.

Pe3ynbrarn. OCHOBHI TEHAEHUII B AN3aliHi yrnakoBKku A7151 X1i606y104HUX BU-
pob6is rnepenbayvyaroTb CTanaiCTb, MOXJINBICTb MOBTOPHOIO BUKOPUCTAHHSI, OPIEHTO-
BaHiCTb Ha 340pOB’S Ta IHTerpayito TEXHOJIOriV, BUKOPUCTAHHS KyJbTYPHOI criaj-
wuHN. AHani3 kencie 6peHgiB, sik-oT KKBread, Wanluo Peony Crispy ta Neko Neko
Shokupan, BUCBITIIO€E Ui TeEHAEHUII. Pe3ynbTatn nigKpec/itoTb 3Ha4YEHHS Bi3yasbHO
npmnBabanBmux i yHKUIOHa/IbHUX PI3HOBUAIB An3ariHy, SIKi BignoBigaroTe notpebam
pi3HMX rpyn crioxusadiB. IHHoBaLii, SK-0T BUKOPUCTaHHS TaaiCMaHiB, Turnorpagiku 1a
baratopyHKUIOHa/IbHUX pilleHb, MOCU/IIOITL akeHTUKY 6peHAaiB.

HaykoBa HoBM3Ha. YrepLlie B 4OC/gXKEHHI CUCTEMATUYHO MPOaHasi30BaHo iH-
Terpayiro cy4acHoi eCteTuku, KysbTyPHOI CrnaglymHu 1a rcmxosiorii Crioxmsadis y am-
3ariHi yrnakoBKu 4715 x7i606y104Hmnx BupobiB. 3arnpornoHOBaHO BAOCKOHAaJ/IEHI MeToAMN
OLIHIOBaHHS Bi3yalslbHUX €JIEMEHTIB, SIK-OT KOJlip, Turorpagika ta KyJbTypHi MO-
TUBM, 3 AKLUEHTOM Ha iXHIO poJib y OPMyBaHHI €MOLINHNX 3B'S3KIB Ta [AEHTUYHOCTI
6peHay. KoHueriyis 6aratoyHKLIOHaIbHOro U €KOJI0rYHOro nakyBaHHsI oTpuMasia
rnogasibLUnii pO3BUTOK.

MpakTn4yHa 3HavyLicTtb. Po3pob/1eHO KopriopatnBHui cTuib 6peHay “Jin Bai
Li Cake”, 30kpema 10rotmr, MackoT, NnaTtepHu i yrnakoBKYy TPbOX TUMIB: MPOCTY, CTIkKY
Ta 4715 DKi Ha BUMHOC i3 pectopaHy. OTpuMaHi pe3y/bTaTtv CTaHyTb y npuroi Am3a-
ViHepaM | MapKeTos10raM, rporoHyrTs CTPaTerii 415 niABULLEHHS €(HEKTUBHOCTI yra-
KOBKMU.

Knro4yoBi cnoBa: An3aniH yrnakoBKu, rpagiyHni An3aiH, pipmoBuii Ctusib 6peHay,
KyJIbTYpHa CrajllimHa, KuTarcbka KyJ/bTypa, Un@dpoBi TEXHOJIOrII, CTaini poO3BUTOK,
J10roTur, TaaicMaH, ¢ipmMoBuil Bi3epyHOK, x1i606y104Hi Bupobu, 6peHan pecTopaHis,
AN3akH yrnakoBKu1 Xap4yoBoi npodyKuii, Tnrnorpagika, ekoam3arH.

ABTOPCbKA OOBIAKA:

€&xoBa Osibra, A[OKTOp MeAaroriyHnux Hayk, KaHAuAaT TEeXHIYHUX Hayk, rpogecop,
rnpogecop kapeapu rpadiyHoro gnsariHy, KniBCbKui HaliOHabHUI YHIBEPCUTET TEXHOJIOrMIN Ta
ansariHy, Knis, YkpaiHa, e-mail: oyezhova70@gmail.com, orcid: 0000-0002-5920-1611.

KpotoBa TersiHa, JOKTOp MUCTELTBO3HABCTBA, rpogecop, npogecop kagdeapn mucreytsa i
An3ariHy KocTioMa, KuiBCbKui HalioHasibHMIA YHIBEPCUTET TEXHOJIOrIN Ta An3ariHy, KniB, YkpaiHa,
e-mail: krotova_t@ukr.net, orcid: 0000-0003-2282-0029.

Mocinuyk MaBno, acnipaHt kageapu rpagiyHoro ausariHy, KuiBCbkuii HauioHasibHWi
YHIBEPCUTET TEXHOJIOriN Ta Au3anHy, KuiB, YkpaiHa, e-mail: summeroro@foxmail.com, orcid:
0009-0008-6502-9118.

SAyeHko MapwviHa, KaHAWAAT TEXHIYHMX HaAyK, AOLEHT Kapeapu MucTeyTBa Ta AU3akiHy
KocToMa, KuiBCbKUEi HaliOHaIbHUKI YHIBEPCUTET TEXHOJIOrN Ta An3ariHy, KuiB, YkpaiHa, e-mail:
yacenko.mv@knutd.com.ua, orcid: 0000-0002-6983-4332.

MeH KyHb, acriipaHT Kagpegpwv rpagidyHoro gn3sanHy, KniBCbKui HalioHalbHWIA YHIBEPCUTET
TEXHOJIOrN Ta An3ariHy, KniB, YkpaiHa, Bukaagaydy kageapu aAv3anHy yrnakoBku LLIeHbCiFiCbKOro
yHiBepcuTeTy Hayku i TexHosorivi, CiaHb, Kwutau, e-mail: mengkun@sust.edu.cn, orcid:
0000-0003-0531-786X.

CoHr 3icraHb, Marictp Kagegpun rpagiyHoro aum3anHy KuiBCbKOro HayioHasibHOro
YHIBEPCUTETY TEXHOJIOMiN Ta Au3anHy, KuiB, YkpaiHa, KuiBCbKOro iHCTUTYTy TEXHOJIOriYHOro
YHIBEPCUTETY Uiny, L{3iHaHb, Kurai, e-mail: researcher70@meta.ua, orcid:
0009-0000-8040-8468.

C1atm9 N0AQHA A0 peaakLii 28.01.2025 p.

Yezhova O. V., Krotova T. F., Mosiychuk P. M., Yatsenko M. V., Meng Kun, Song Zixuan. (2025). Contemporary bakery
packaging design: integrating style, functionality, and sustainability. Theory and practice of design.
Culture and art. 1(35). P. 214-222,
doi: https://doi.org/10.32782/2415-8151.2025.35.22



