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Innovation Design of Takeaway Food Packaging Centered on User Experience

WANG An-xia, HOU He-wei
(Jiangnan University, Wuxi 214122, China)

ABSTRACT: The work aims to explore innovative design methods used in take-away food packaging from the perspec-
tive of user experience. Through the analysis on the current situation of take-away food packaging under the Internet +
environment, the case analysis method was used to comprehensively apply the multi-disciplinary background and theory
of service design, including design aesthetics, psychology and consumer behavior from the perspective of users to conduct
a systematic study on the design method of take-away food packaging. By studying the process of users using takeaway
packaging, younger user’s lifestyle and behavioral habits, which are very different from the previous generation’s, have
been explored. Four design methods have been proposed from improving visual appeal, ensuring material safety and pol-
lution, enhancing the interactive experience, and extending the added value of packaging, so as to provide design basis
and new design orientation for take-away food packaging.
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Fig.1 Three-factor relationship diagram of
take-away business in the internet era
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Tab.1 Three-level analysis on take-away packaging design in user experience
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Fig.2 Analysis on user review data of two platforms in four places
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Tab.2 Advantages and disadvantages feedback of take-away packaging sample in interview
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Fig.3 Takeaway packaging in BEMBOS Burger Shop
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“The Delicious Soup” take-away packaging
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Fig.7 Take-away packaging of NOSTRO gourmet shop
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