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Luckin Moutai co-branded "sauce latte" brand business design research
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JSuzhou University of Science and Technology, Jiangsu Suzhou 215000, China

Abstract: This article introduces the brand design overview of the sauce latte, including brand logo design, packaging design and marketing
promotion material design. As a characteristic product of Luckin Coffee, the brand design of Sauce Massage focuses on simplicity, modernity
and high quality, and through logo design, packaging design and the design of marketing promotion materials, it conveys the uniqueness of
the product and the positioning of the brand, attracts the attention of consumers, and establishes brand recognition and loyalty.
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