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Abstract: Objective: To study packaging design from the perspec-
tive of consumers’ emotional experience and explore interactive
packaging design that can not only meet consumers’ practical
functions but also meet consumers’ emotional needs. Methods:
Starting from the overview of interactive packaging design based
on emotional experience, combined with the expression principles
of practicability, integrity and emotional sustainability of interac-
tive packaging design, the construction of interactive relationship
of interactive packaging design was studied in three results
sensory stimulation, opening mode and blending of emotion and
scene. Results: The interactive packaging design, which pays at-
tention to the response principle and sensitive characteristics of
packaging materials. and uses rapid response code, electronic
components and augmented reality technology, can enhance con-
sumers * emotional experience. Conclusion: Packaging design

should reasonably implant interactive elements, close the rela-
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tionship between consumers and products, and empower the sus-
tainable development of packaging industry.
Keywords: emotional experience; interactive packaging; design

principles; interactive construction; interactive technology

THAHL I 2% B0 AR PR kD Lk N T R Bk
B A Y M 3 22 % AR I 3 0 5 ) B Of B0 A% 4 (R R
Bt A RE I 2 15 B B G 0 T L R M Ak PRI,
ST R e o [ A o RS B G S
B4 B 0 B S AR 1R 2 Ak H 2T, B
v 2 AN S W R S T ) e e SR B N iR A8 B P R R
R BT LA SR 2 1 R A I8 AT 51T AT L
1M A9 1 Bl 8 W S —Fob 307 10 A2 9% 07 XL TE T 5 LB
LAY 2 8 I i 3 g vl 1 28 B AU 38 T H AR B T — I
R,
L BT A5 i 28 B e B Vg

B GTF K James H. Gilmore } B. Joseph Pine 1T
B TR 20—, B R R I 2 PR o Ak
AT AR 4 N RBEM B, WIRETAE B i m
EHER, B M AT R, DRSS A&, 2—F L
T2 oL SRR 9 E 2 5 R W2 /9 B B & 55 B
BN RBLFIAN AL S L Fm MR EEE L
AT ESZ I ARAT S A 0 i 01 48 0, 7E 4 30 28 9% 5
BT T B WK B A 77 b A B T 2 Y 7
KRR BT A R B AR R . BT LB G b DR B R A L AR
KAF B RALT R O IR A H T C SRR LA
(NEIY AR T S I 3 L NS R  a g i S i L)
REVCTT A J S — i B B R, 5% M A 2 S T B R 1) 9 9%
RN R NNk R AV R RO 30 82 N (TR VNS
% i e 2R B W AATTRG A R SR A

LA N N Tl o R N [ . N e X A R
BEBTHAR BB U 2 O IR 5 T — kL T SR 8 1R



&M | Vol.38, No.2

JRAR SR R AR S F M R AP L JRROK S s R,
SR R TR O XL s R B 2L S T B A
BB A O R M ERT L o R R A %R
TF BT B A T S 2 R L T
TR0 3 SUAL SRS P R SR R 6 1 AR Ak ol T B LE TR
B SR A 32 B A A% o AR b R AR AR DA TR AR ARG
MR R . R AR I T Sk
T AR BT AT e i o SR R, ) 4 ™ B
{H I3 W MR 5, 3205 T 9 3 o 9 17 R e W 3K AR 48 T T
BT B A S AR T AR R R

2 R H AT FIE BN

2.1 SELAH

S PR RO 2 5 o e R T I A AR TR AR
TE AL 0T 7™ i AR AP T R A 08 B L T8 A S
TR R . BT IR Tk et 2 A8 BUE R A A
240 7 A48 0 s D 88, B n 3t T 52 24 1 58 B 3
AT 23 THFE T 9% 3 3T 7= 5 0 A 0 B e 78 7 AE 5 Wi T 9
AR 38 11 [R] B 38 2 7 f 4 3 U R 1 IR 9% B ik 32 B X
e TR T 0 202 T G S R S A b o IR o R
SR EAT P AL B T 3B AR 2 (R g 46 T AN 56 19 22 AL
BT 45T B A R 7 A T B RO O SRR IR B
AP,

B 1 RINELT7 BRIy Olio D' Oliva {8 B
T BT AR % B S A rPOfR TR Bk T
T R e B R AR Y TR 2 109 S B G  7E R B AR 0
BT — AT 0 k€ B T B A AT LR T R U R W A
AL LI B — A~ 1 5 S 90 %6 B R B AT 2 A AU s
ARHOASS ol 4 el D o AR b 3 B TR B X S TS b ik R
T T B S AR v T TR 2R 00 B L R SR
3 H 5 B 3R A [ B AF 5 T S UM BT s T
2.2 EBH

AR EE TR AR B E .
FOMRL AR R R ERSEE SRR AN S
THPEEE NI MEREE R, RS LA S

B 1 Olio D'Oliva #c# i &%
Figure 1  Olio D’Oliva package
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Figure 2 Motohiro Inaba and fruit dessert packaging
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A 3

Holcim Agrocal horticulturalr packaging

Holcim Agrocal B ¥ &, 3%

Figure 3
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Figure 4 Anti-hangover drug packaging
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Figure 5 SAN PEDRO wine packaging
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Orange packaging
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Figure 7 Pchak nut packaging
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Juice explosion
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