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Packaging Design Strategy of Cake Virtual Store

XU Shi-hu, ZHAO Chun-yu
(Chongqing University, Chongqing 401331, China)

ABSTRACT: It aims to analyze the packaging performance changes of cake from the store to online operations, as well
as the opportunities and challenges facing. By comparing the two of the cake packaging, it puts forward the advantages of
online packaging and the existing problems. Based on the latest experience of cake packaging technology and CMF design
experience, it analyzes the packaging design of cake virtual stores comprehensively, and puts forward opportunities for
improvement. With the guidance of technology, the cake will be guided to the innovative application of active packaging,
intelligent packaging and nanotechnology. Taking user experience as the direction, it analyzes the design language, im-
proves the design of structure function and perception experience of the existing problems, and creates a design plan with
the style, taste, personality and cultural conception. Combined with the development of technology and the transformation
needs of emotion and experience, it will further predict the design strategy and development direction of cake virtual store
packaging, and promote the optimization process of industrial experience path.

KEY WORDS: online operation; CMF; perception experience; cake packaging; active packaging; intelligent packaging;
nanotechnology packaging
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