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Charm of Food Packaging Design

XIONG Yan-hui, CHENG Jian
(Yanshan University, Qinhuangdao 066000, China)

ABSTRACT: The paper aims to study the methods for improving the packaging charm of food packaging design. The
term "charm" was introduced into the category of food packaging design to broaden the exclusive scope of charm. By
expounding the concept of charm and the relationship between charm and food packaging, this paper analyzed the ele-
ments of charm in food packaging, and discussed the manifestation of charm in food packaging design with specific cases
of food packaging design. This paper analyzed the influences of attractive food packaging on consumers. At the same
time, it pointed out that attractive packaging must be subject to the content and form of food. It also concluded design
methods for enhancing the charm of modern food packaging. This paper combines food packaging design with charm,
breaks through the previous analysis and evaluation of food packaging design perspective, and provides a meaningful ref-
erence for food packaging design. Excellent food packaging not only has extremely high aesthetic value, brings beautiful
enjoyment and pleasure to consumers, but also can enhance product brand value and enterprise image. The charm of food
packaging determines the sale function of product. It is the most persuasive food advertisement.
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Fig.1 Standard analysis of goods purchased by consumers
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Fig.3 Rose brown sugar packaging of "Zi Yue Hua Yu"
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Fig.4 Creative rice packaging of "Xiao Tuan Yuan"
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Fig.5 "Arktika ice cream"
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Fig.7 Packaging of dark green tea
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Fig.9 Packaging of Zhang Sheng Gu Li
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