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Food Packaging Design Based on Interaction Concepts
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ABSTRACT: The work aims to improve the interaction experience of food packaging, and to solve the problem of food
packaging's lack of humanism and ignorance of the multiple needs of consumers. By analyzing the present situation of
food packaging design, the people-oriented core value was introduced into food packaging design by means of the usabil-
ity concept and user experience concept of interaction design. The introduction of interaction design concepts into food
packaging not only ensures the realization of the basic functions of food packaging, but also promotes the good interaction
between consumers and packaging, and satisfies the spiritual needs of consumers, so as to make them have emotional
resonance. Only by putting consumers first, optimizing the interaction experience of packaging, paying attention to the
multiple needs of users and closely combining with new technology, can the food packaging that really wins the support
and recognition of consumers be designed.
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Fig.4 Kefalonia Fisheries Organic Sea Bream
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