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GRAPHIC DESIGN ON READY-TO-DRINK MILK PACKAGE FOR LATE ADOLESCENT MALE
BY USING SEX APPEAL
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Abstract

This research objects to searching the graphic design guideline for ready-to-drink milk
packages, emphasizing the sex appeal that influence late adolescent male. The guideline can be
further applied on graphic design on ready-to-drink milk packaging to market for late adolescent
male customers.

The beginning of research was study about graphic design information on ready-to-drink milk
packaging and sex appeal that attract to late adolescence male. The data are used to build research
tools that could be selected by the linguists and graphic specialists to identify mood of color, font,
shape, illustration, texture, and material. Three types of milk packaging under the scope of this
study are those of original, chocolate and yogurt-flavored.

Research summary that graphic design elements on three types of ready-to-drink milk
packaging have different results and can distinguish are colors and fonts. Meanwhile, graphic design
elements that have the same results are shape, texture, material and type of the package,
illustration type and techniques. Finally, the researcher used this study as guideline to design
ready-to-drink milk packaging for late adolescent male, and found that can be applied on graphic
design of ready-to-drink milk packaging, both in dimension of graphic and structural design.

Keywords: Packaging Design / Ready-To-Drink Milk / Late Adolescent Male / Sex Appeal
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