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This paper discusses the application strategy and
development trend of motion graphic design in FMCG food
packaging and brand visual identity system in the digital context.
By analyzing the classic cases of global and regional FMCG brand
marketing, this paper discusses the application strategy of motion
graphic design in FMCG packaging and brand identity system in
the digital context. The results show that motion graphic design
with its artistic expression, inclusiveness of multiple technologies
and styles, efficient and accurate information transmission

efficiency, and flexible production mode, can enhance the
identification and ductility of FMCG food packaging design, and
is also a mnecessary condition for maintaining the strong
competitiveness of FMCG food brands.
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Figure 1  The alternate 3D automatic advertising screen

in New York’s times square in 2017
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Different styles of motion graphic design

Figure 2

advertisements for El Jimador tequila
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Figure 3 The MG animation category advertising

from the SUNBITES brand
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Figure 4 Unlock holiday magic with Coca-Cola

campaign
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around the arena at the 2017 Australian open
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Figure 8 Celebrating the occasion from El Jimador

tequila
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Figure 10 The cherry vanilla cola advertising on the

electronic advertising screen in New York’s

times square
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