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Barrier-Free Design of Food Packaging Based on Humanization Concept
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2.Tianjin Academy of Fine Arts, Tianjin 300141, China)

ABSTRACT: This paper aims to explore the humanization significance and strategy of barrier-free design of food pack-
aging. By summarizing the relevant theoretical concepts of humanized design and barrier-free design, with food packag-
ing design as the base, this paper explores the barrier-free design ideas of food packaging under the humanized design
concept from multiple dimensions. The barrier-free design of food packaging should take into account the physiological
obstacles such as behavioral function and perceptual function of vulnerable groups. Designers should explore more rea-
sonable unpackaging ways and visual language application methods, dig out the psychological acceptance degree of vul-
nerable groups, realize interaction through food packaging design, guide consumers to form positive feelings for food
packaging, and truly realize the purpose of design to serve people. Humanized design and barrier-free design have com-
monality, Integrating relevant concepts into food packaging design can coordinate the relationship between products and
people, and make the design meet the needs of more consumers (especially vulnerable groups of consumers), which is of
great significance to promote equality, inclusiveness, care and respect among human beings.

KEY WORDS: humanization concept; food packaging; barrier-free design; people oriented; vulnerable groups

FHE KR RSB AR IR T, AT AR AR EE 2 —1k . il & i
AL TP R, X RAEN BRI RRBOTEE IR, NI R LB A A, B
e Rt H R 5 o B VRN AN TR R Ay ™ RSB A L IR 7= s BRI 4 v A0 AT LR
i, REZSEEE . BITFRAZBAMNTH, &f Wik, Bl Eseh Oy e IR BOC T /Y J7 [

i B 2021-12-14

EE&TH: RETHFERAALHH—HR A (2019SK101)

EB®B . o (1978—), %, M+, #F, TEMAF Ah T kikit,
WEMESE: 20T (1975—), B, #Mt, &k, T EHRAFT A ERLTF,



4 43% 6l

BLLHAF T AL IS 0 i L R T FEAT BT 337

B AR A E B AT A NI 5K i S g
A0 IV T E N B A, e KRR B M A LR A
{H, ABEMEHIE s T, AR T AR Al
AT E SO — M

MMEACBT R T LA BB, BIOW A
D& AR R SShrg AT T BRAR O AT BET T,
RIUN >4 e KR B B AN RIS | AN TR 4F i S AN [ fE
TIBIRSRNTE, JUH BT 5 0l 2 R S8 AR
TR LG R IR T 20 HEZEPIIN, BT 55 HOE IR
AUAE TS . AT SRR RIS A B R LS, B
SRS iy Xof G B g PR 58 RGBS B 1T HEA TR 2
S AR EBOR S B R BT 5T, oREiF it
L 28 0 1 24 2 A T5 A9 75 75 I, X TR A 2
i, TSR A S AL | AT L ISR RS
Jr L AT 23 ) BEAL 2R T 28 PRIME | A BN vl 25 ]
L SRS RN roF T C R T N U N = T
BT RREAE  GE FEER M EL
WL, 560 2R 9 2 D REPE Y SR b e R B 22 A A M
Ko

1 ANERRITEE

S % N UL, 3 NS DL VRN SR T W3
AT EREE, —Jrim, A2 E PR R
TEZMER], 53 —T7H, BRI D e A7 dh o
NRAE—E L 7 AR et PRy 2%, w2
TR B S Al o NP BT B R K S A
MR R AL TR A R, AN ISR X R A P S T fE
PERRDE, R PHEZT 5 D EIZ R A,
AL A [l B A BT AR R

ANEAE BT B RO 2 Rk SR A 4 i B
BT, AR DI D wr i, — Bkt
Bz A BRI REFIRL 2 A A5, W EE Y . S RTIH
AINTE A, Rt PE T3 . 2R R DT, e
ARE BB E i, 1T AR AR S
FlABoRBERE 9 NP BOHR It R RO T AE, kil
PR B TCEBA LA TR BB FARFE A
M B TR M s s R S A
TR, a5 5 A BB 2 . 78
Cleig ) b, AR BoE O AR 3. A1
B H RS HIE R BRI, AL
e R SRR L AMRBIA T LR EOR AN [ A
PRIRE S A 2 AT AR, i 52 B G e
i, At o K Rt e N S AR A S —

Zib, NEBOHERS . At B,
NN A 2 BRI S, L%
BT TR, A BRI S A R ]
PR RIROR] il AN R NTEAS [ 37 5T 09 28 B R0

U OR, A4 N A P R
iE,;‘E[Z]o

2 ETEBRITSEREE

20 MHZEHI, FEAMPAE . REE A AGE E
SCBAHFZ T, BT ST Uiz RO B i
TR PRI, PR2R BE 0 fift DR 55 S0 (AR A 35 IR 58 640587
%, JORA Rt R IR . Y AR I 4R G TE 2
e [ v I e A5 SRt P e 2 TRt 8 0 8 0 i 24
Binyicit B, 8O TUE RO RE i 426 A
P ARG 1 AR B AR I AT R, LA O 55 S A 4
HEEE A, 1974 45, BRE EALLVE SR IERR L
FEAT Bt , HAEARLS I TR AT A RYIAR
110 B v e L, 3d 3 Bt 55 A NS TG
77 ity ST AR PR, T8 B TP FE SR A A 7™ i o e
B BREA o JCREA BT U G A A L AR
Syl AS TR G B HA AR S ]

BEHE A2 i R i SR T 545 [ X 55 eI Y
RTERRE H fife v, TCReht it C 22 N ST 4R
PR S AT TP A T WA . PESEiT R IE A 8 500
TEIBRN, FENTTERAGEE T, ARRILE RFRA
BRI, > I A IS i A 2R S e Sl e A
A 05 47 N E N BE S e e = 2
FHF AT o AR TR EARLE 5 1 O R R PR A ik
RURIBRAE , A WrifEzh 1T JCRERs st i A J , #2020
NS, BIHHRA T 674 A JoRR G PR SO A B ik
WL BRI S, £ I8 20 TT I 58 3% 1 b i
I, DRBE TR RETS V2 S A A A
EGME TR ERHARZ HERA  E BFEA
FILE, MirE B2, i A2 AR 00 P AN E 1
HRKZ , AL A W] BETE R — e I 9 Ry 55 3
REUR, B RL SC b i JE R A5 B2 T 1) B B 38
i, ANER T U S S R TR R, X
PN AT SIE TR N AR

B it £ 2 19 TG R AT D A ()91 2 AR A A B
ok HATR . NE SR ETOR &L A RELHT R
WAk T Z AT REE . AR P ST, B AU
e BT E AN, BB i —Fh
GG Bl B A B Y JC RS BT BOR BT I A%
FEAFEREAR, ANREZ S S5 AR . X T a3, 22
BRIV FIAIAT Ry I H5L, BExeE HAR ARE, 1
B LA T o e A BELRS: , 6 B3 55 A AL T 2 A
£t R AT e S BEREARS L i, TR ]
LB BE AR OB L RN R G, AR
T MM o A E o Ak A AR L
FOF TR EAARERAL, S H A H R AR R T
R, AT RS T AR RS, I 1,

S B R 1



338 fu, %%

T

2022 4F 3 H

.

CUISSE DE POULET

S e 2004 08 g:é?f
2 (ussEs 0 oulls

— 0
oy ="

B A s AR RO B e R R 58
Fig.1 Food packaging identification system for
visually impaired people
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Fig.2 Dairy packaging design
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Fig.3 Sauce packaging design for convenience stores
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Fig.5 Pistachios packaging design
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