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Fast Food Packaging Design from the Per spective of Service Design
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ABSTRACT: The paper aims to redesign the fast food packaging by introducing the method of stakeholders,
persona, user experience map, touch point in service design. Based on the service design theory, firstly, market
research is conducted on existing fast food packaging; secondly, second, the central users of fast food sales are
analyzed through stakeholders; thirdly, questionnaire interviews are conducted on the central users to refine
user profiles; fourthly, user experience maps are used to explore user behavior pain points and design oppor-
tunities for these user profiles; finally, the behavioral experience of the contact points is optimized to the de-
sign model of fast food packaging is produced. This paper designs fast food packaging that is easy to use for
both the consumer and the seller. The service design method can help breakthroughs in the design of food
packaging. Using stakeholder map can tap different aspects of users, using user experience map and contact
point research can explore user pain points in depth and design guidance for them to meet the needs of core
user groups for packaging, and give a practical case of fast food packaging design based on service design re-
search method.
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Fig.1 Relationship between packaging design
and other designs
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Tab.1 The Comparison of Chinese fast food packaging
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Tab.2 The Comparison of foreign fast food packaging
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Fig.2 Thedual aspects of design psychology
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Fig.4 The process of defining the persona of consumer
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Fig.5 The process of defining the persona of seller
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Fig.6 User experience map in fast food packaging service
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