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Research on food packaging design based on the acquisition and

transformation of consumer demanding
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Abstract: From the perspective of food packaging design, the
interaction between packaging and consumer behaviors was
explored through the analysis of their demand trends. This review
analyzed the performance characteristics of consumer experience
at instinct level, behavior level and reflection level between users
and packaging, and discussed the design strategies of food
packaging at different levels. In view of the multi-dimensional
needs of consumers, the emotional responses to products from
visual and non-visual sensory experience at the instinct level can
attract their attentions. At the

be responded and thereby

behavioral level, it starts from interesting, humanized and

intelligent interaction, prompt and feedback to expand the use
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function of the product and create a good use experience. On the
reflection level, starting from creating interactive experience to
stimulate users’ creativity. The creation of interactive experience and
stimulation of user creativity were focused on to systematically shape
deep emotional experience at the reflection level. Integrating user
experience into food packaging design effectively and exploring the
process of information experience will be a new idea and direction of
food packaging design in the future.
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Figure 1 Consumer demanding vocabulary acquisition and selection
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Hierarchical analysis of consumer demanding

Figure 2
in food packaging design
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Figure 3

The cognitive process of food packaging design

based on user emotional experience
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Figure 4 Chu Cheng packaging design
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Figure 5 Rotating coffee cup lid
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Figure 6 Ho kee cake packaging design
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Figure 7 Assafras cookies packaging

AERE . ETARERRBERULNRRERZITHAR

Y 3l ) i B [ I 3 B Bl ) B 0 R 2L A R
S PR & DAYR B B 5] TN A IR K N B AT
DITEWZ S0 TR Eah i B E 52 E iR T
SRR N T A I IR LR T S 1

4 1 0 L P R A TR WA AE B S TE P — ik
FHLEE BT DGR A . 3 20 R Pk 5E i N B R | i
WL, S8 B A% 328 B R B 2 L 7 A 22 ME 0 BRURRGZ L
BV NI B € i A N VA N e e e S
K B NP SE , ST ARG i LB A B I BT R AR 0 A G
RO S SR — Rl ) 2 1 A SR 2 5 43 RS M ORL 1 g BT
B OB E, R 2T ERD ., A
VERRIAR R S Bl S S A e o Y AR T - g
MR b AP AR DR, B E AR g N DL IR BB L
i I8 5 B BB O O A R A 7 A T L R OB 1 R
Wh 2 o UL 265 N LIRS 380, T i L v R 109 )8 o 5 L U 25 )
AR NG TR LA B R

40 B T P R AT A B B o Y 3 R SR
IS o A2 b T B P RS 0 R AR A R R R
EIE S s Py B RO AER 3 - DN DN LN ]
Sl R T WL S2 M ) o AR Y AR R R A — b
PIAE LAY 2 Bk 40 A B L B 8 J&— 3K Bee Bright #
AT, N & K% maudepaquette-boula 81 1F ,
F155 R AR 55 0 i 28 5 dE A7 B0 A A 3 0
B H 100 06 e B AL, 24 B P 50 B B 20 L T LK e 0 )
TR, 2 A i ok 4k 25 5 D TR) IR s A7 s 104 A A K Sy S b
PO EE o AT IE A 25 4 4 B RE AT B3, 7R B 58
JE AT LAk SRl L TR TS Y B T P S R A
HE,
4.3 EEBRERNENGCERN

3 R 2 IR THE T A AR R AT O 2 L FAE M
EOEE O & AN I TRN VA N s B LR sl T (Y |
AR RN AR B AT R FAE, AR —F {2 T
WAL R REZ5 4 b AR B2 7™ & Y
SCAL I TR 77 i P 2 AR A

MR B ARG AR5 R R R
TR . 18 7K 4045 90 3 5 IR R AL R 7 W SO ) T AR
FH o 38 5 R Rl A A BT T T 2 E T

&l R 3 % com/
galleries/a26cae32a8aaad5d4537f14ac51dac32
B8 % e Rkt

Figure 8

puxiang.

https://www.

Honey packaging design



108

A% 5i% it PACKAGING & DESIGN

fish 8 S 22 AR IR R T 2 O B SR SRS A R &
T2 Y AL AR (0T B 3 AE R W K AN T 22 B A
PR R AETRAR T AR A RS LA R ARk
SN R T SCARBE T LR A £ AN 5 A 2
SR IR AT LU B A0 M I A B N R B A5 5
BB A BRi R T A BE S AT 0 AN JE Uk B 1 R 5K [
BRI B A 5 g, e R N E RN i
H 48R 24 BT AL B B 3 31 A B Pearlfisher Z F Y4
Fl AR BT, BT T TR 5 0 7 AR AR A R
BRI ZM RS Je SRFTEAS VELAS 08 4 SRR
RN TRIEZm (K 9, 2xm 328 A SC 58 b 3 4%
TR AL BT R A 0 A 3% BB ERAE I & B BOR
FUIG 2 b SRR 5 5 1 R T AR SO i R IR S Rk R AT
T AR P ) AR LA A% SOk L XSk — B S P L AR
Bocfi gy XA R N A T G I A R R R
TURAZ IR T AR I ISR 1Y 3 98 & 3T, T Ml T 48 e N
FIR V3 AR R,

R U - https: //fashion.sohu.com/a/601212426_121124321
B9 RXLEEEEZRIT

Figure 9 Packaging design of Nongfu mountain spring
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