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ABSTRACT: The work aims to specify the positioning of and study the candy packaging design that is in line with the
emotion and function of modern young people, combined with Kansei and engineering. Guided by the Kansei engineering
theory, the candy and packaging designs which were popular with young people in various fields were extensively col-
lected. By means of interviews, focus groups, questionnaires, expert advice and literature search, sufficient information
for the projects to be studied was collected to get a preliminary understanding, and the packaging designs of various ma-
terials were selected for the perceptual evaluation at the time of obtaining the candy designs of various brands. Perceptual
evaluation data were counted and calculated to analyze the relationship between perceptual words and packaging design,
and finally carry out the innovative and rational guidance on candy packaging design. A candy design that met the needs
of young people in various fields was obtained. It is helpful to change the problem that the current candy packaging on the
market is too garish to pay attention to the practicality and personality of the packaging. The candy packaging design in-
tegrated with Kansei engineering avoids leaving a rigid impression on people.
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Fig.1 Framework of candy packaging innovative
design based on Kansei engineering
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Fig.2 Selected social survey examples
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Tab.1 Questionnaire example
IEmEERNT JEw R FER M Rt dBER OmEEIRNE
AL 3 2 1 0 -1 -2 -3 KA
el AR 3 2 1 0 -1 -2 -3 ARG
(RGeS 3 2 1 0 -1 -2 -3 2
Ji b 3 2 1 0 -1 -2 -3 R E
W 3 2 1 0 -1 -2 -3 H A
AR 3 2 1 0 -1 ) -3 G
x 2 HAHESIT
Tab.2 Sample mean statistics
——t ‘ AL
HAER A AL (R GAEE) FTERY FEWHY ORI
BEAR 1 -1.10 ~1.63 -0.36 1.36 0.72 0.27
BeAc 2 0.09 -0.27 -0.45 0.45 1.09 1.00
A3 -0.35 -1.09 —-0.09 0.90 0.81 0.18
FEAR 4 0.45 —0.45 0.18 0.91 1.09 1.45
BEA 5 ~1.63 -2.09 0.63 1.09 0.18 0.72
A 6 0.90 0.18 -0.09 -0.27 1.36 0.18
HeA 7 1.72 -1.90 0.72 0.18 -0.63 -0.09
A 8 0.63 —0.54 0.63 0.81 0.36 0.45
e 9 0.36 -0.63 0.18 1.36 1.00 0.72
A 10 0.63 0.54 -0.09 0.45 1.54 ~0.81
FEAS 11 ~1.45 ~1.54 -0.09 0.63 1.09 -0.18
FEAS 12 -0.09 -0.63 -0.72 0.90 2.00 -0.90
FEA 13 -1.09 -1.36 0.90 0.72 0.81 0.54
FEA 14 ~1.45 -1.27 0.54 1.18 0.09 -0.18
KEA 15 —0.36 ~1.36 ~0.63 —0.45 0.36 -1.36
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Fig.3 Samples mean line chart
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Tab.3 Extraction of main design elements
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Tab.4 Analysis results of the relationship between design
elements and the sensible vocabulary “individuation”
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Fig.4 Step analysis
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Fig.5 Outer packaging effect
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Fig.6 Inner packaging effect
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