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Changes of perceptions on food packaging design

caused by generational variation
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Abstract: To echo with that, packaging design of food must arm
itself with updated understandings on new happenings, such as
fine-sorted scenes of consumption and afterwards experience, un-
expected fun and amusement brought by package itself, more
confidence in national culture, stronger attribute of social contact
and more attention to sustainable development.
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Figure 1 Tsingtao white beer packaging design
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Figure 2 Chu’s Orange packaging design
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Figure 3 Luhua Xiao Mo Sesame oil packaging design
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Luhua Xiao Mo Sesame oil label design
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Bestore annual gifted box packaging design

Figure 5
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Figure 6 Ancient Chinese food hamper
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Figure 7 JianYu tea packaging design
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