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Packaging Design of Macau Tourism Food from the Per spective
of City Image Communication

LI Yi-xuan, WANG Bo-xun
(Faculty of Innovation and Design, City University of Macau, Macau 999078, China)

ABSTRACT: The packaging design of tourism food can often reflect and enhance the culture and connotation of a city.
As an important city for cultural exchanges between the East and the West, Macau has a particularly prominent city image.
Taking Macau tourism food as the research subject, exploring the ways and strategies of city image in Macau tourism food
packaging design will help enhance the uniqueness, regionality and culture of Macau tourism food packaging, enhance the
added value of tourism food, and spread city image. Starting from the packaging design of Macau tourism food, combined
with the theory of city image communication, the development of Macau tourism food and tourism food industry was
analyzed. Starting from the classic city image of cultural heritage, folk handicrafts, casinos, festivals, etc., the four di-
mensions of food packaging color, visual symbols, language and writing, and design style were discussed to clarify the
positioning and development of tourism food packaging design in the spread of the city image. The packaging design of
Macau tourism food from the perspective of city image communication is of great significance to promote the city image,
enhance the uniqueness and culture of tourism food, and promote the appropriate diversification of the tourism food in-
dustry.
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Tab.1 Per capita shopping consumption of touristsin Macau (Currency: MOP)
miH 2015 4F 2016 4F 2017 4E 2018 4F 2019 4E Ga) i /%
A 127 113 108 123 72 108.6 13.51
HETFE 87 91 90 104 64 87.2 10.85
FHEER 224 219 252 248 219 2324 28.91
ot i e A K 143 157 230 280 255 213 26.49
ST S 84 77 91 84 65 80.2 9.98
At 98 87 84 78 66 82.6 10.27
Wy &t 763 744 855 917 741 804 100
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Tab.2 City image design theme of Macau tourism food packaging
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Fig.1 Package of chewy

peanut candy with coconut
of Koi Kei Bakery

Fig.2 Package of gift box
of mixed cookies of
Koi Kei Bakery
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Fig.4 Package of
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Fig.9 Package of Andrew’s
handmade chocolate chip cookies
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Fig.7 Package of chewy
peanut candy with black
sesame of Koi Kei Bakery
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Fig.6 Package of ailmond
cookies with black sesame
of Koi Kei Bakery

fce Cream
Sandwich
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Fig.10 Package of Fai
Hei ice cream
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Fig.11 Package of Grand Plaza cookies
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