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Information Designing Research of Commodity Packaging Based on the
Perceived Value

PENG Hui
(Henan Institute of Animal Husbandry Economy, Zhengzhou 450000, China)

ABSTRACT: Objective It is discussed with the commodity packaging based on as the core during the research.
Methods The designing methodology of the product information could increase customer perceived profit, deduct
customer perceived cost or even both by discussing the effectiveness of packaging form and the uniqueness of structure.
Conclusion The designers try to concentrate on the customer’ s requirements and emotional feeling from the initial product

design. This activity is able to avoid the silence value which comes from the blind design. Meanwhile, it reaches the goal of

increasing the product price. This will lead the business behavior and design direction.
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