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Milk Packaging Design with Consumer Satisfaction

HE Lu-jun
(Kashi University, Xinjiang Kashi, 844000, China)

ABSTRACT: In order to accurately obtain consumers' perceptual needs for milk packaging design and improve the mar-
ket share of commodities Firstly, the Kano model was used to analyze the consumers' demand for milk packaging. Sec-
ondly, the survey results were classified according to the basic demand, expectation demand and charm demand. Finally,
combined with the research results, the information translation model based on consumer demand is constructed. Taking a
brand of milk packaging design as an example, based on the direction of consumer demand for milk packaging, packaging
information translation design practice was carried out to meet the needs of consumers. The effect of packaging design has

been affirmed by the enterprise, and it is planned to be put into production. The feasibility of this packaging design

method is preliminarily verified, which provides a certain method basis for enterprises.

KEY WORDS: consumer; Kano; packaging design; local brand; cultural translation

BEE LB PEUR e, Ry R H s, gk
VAT B8 Ay 5 1] ) R il 22 3 8 4 1) A 2% 25 1A 6 O 2
TR HEATHAL , “METNRE” BYHCR 2 MAATTHY
MEHTH IS, AT R A ORI RT A

NATHYTE B 07 X5 T 2 Sh AL B 5 Al 70 %
o B FORBISE AT R 5 R R
HTER | ZaTOR, HRER . MEWR, AREH
oK, AT R ARZ KT RIG , 2 A s 3
JER BT SR . AR 2 BT AR, i R
A A T RSO, X AR AN N A B
XTI R B K o S I B P &, 32 ] Kano

mBE . 2021-12-21
HEE£IB: S KFRAN—ARA (2021) 1740

BERIRRIE , X B Wy S A v 7 AR R L SR S2 1A T
THRFE T, FEREE TSI 45 & ST AL I A T
LT T RREBETCER, 158 T 2T 2 A T R A 1)
AR, AU B R TR R

1 HEXEISER

1.1 Kano #&#

Kano HERI A4 /PR, B H AR L %
T 1984 AETEHR 25 1AA% UK X BRIS HEAE F 4 T a2,
TR R 32 B AT 0 A alUIR G5 R 2 )

EER/N: %E (1992—), B, Aid, #IF, ZBHRH @A & i8R L) 3,



843 103

ATBRAY : R B 0 R B A W L 373

MSEFR, E—FREIEIH 2 H F R ATk, nl A 0
X5 T B BT 20 BRI 28 ShHLIEA T OF 5T

Kano FRURE 1 2% 5 oK Kl 70 AR 5 A2 DL
1. A S U0 (R JI5K ). IR BT 2 1
I I BEAOR ), 1 2 3 2 BB T REME oK (2
AT R OB X 2 A AT TE AR R (62 SRR ).
L5 2 BUPARTE T Y R R TR (R sR ) B
X T 2 AN R R AT 0 28 AR B, ] LAY By 4l
TR T AN [R5 SROUH T 2 25006 T B A2, i 71
SR 9 T R i D R

W
A

WBHTRA)

RATR®)
%, A BEER ()

N
N ,
N ,

N ,
N ,
N ,
N ,

N ,

,
,
N ,
N ,
N2
2
<
’
, N

TRASE

TEFFHR®D

R

1 Kano %Y
Fig.1 Kano model

1.2 Kano g% 5 Kano A& X

FETFFEPRLR . Matzler $2H T H B #E . B5C
FHH) Kano BIAME Rk, X P 7 i AE & A4 9k )
A 2R B AR R, $2
HIE T S ST 2 AN IR, AR A AT Kano PRAT F ki
FE BB RHIE 8 THE—28 . M8 i3 , Sauerwein
P& 12 3T Kano fAL Y RS2 AR #1715 B R 4E

(Lg% 1)1 F4di ] Kano ¥R 0 T20HT, W3 2,

x1 Kano g%
Tab.1 Kano questionnaire
_ N . N N .
febr AR EX ;ﬁﬁ TEE R AEW

AA I

T KRR O ] ] O O
FIE RAq

R O ] ] O O

1.3 Kanoit& 73

B AR Kano FRIGENS T A3 R A5 B Al 1 fit 1 2%
EXTR AT R, A AT 22 AL BT & R K
ik, E S 3 T BRI 432 L B0 A B 1R 3k ) S A [

% 2 Kano REXREIFME
Tab.2 The analysis of quality results about Kano model

S [ ] it

PR o s ol UEE FER
=57 0 A A A 0
1IE HEETHSR R I I I M
% T Iris R I I I M
R ATREZ R I I I M
ANEAN R R R R 0
e M ORI KR O MIIEETER; 4 WK 1

NS TR; O Al EENIE

RN, WRB TR —E N AR
P [ Ah2 4 Berger S5t VEF Xobix — R RIE, 12 HH ek < AH
XoJ JBI i T R B LA DA ) U i 7 ot 1) 5 i S 1

HARHEA:
- Ai+ Oi )
Ai+Oi+Mi+1Ii
Die— Mi+ Oi 2)
Ai+Oi+Mi+1i

Si 7R i FL A R X 2 A0 R R R
Di R A B A& MR X S s AR 4i
Oi, Mi, Ii REREANFRIBIER T2 @ N E
R AT H AL

2 HMERREERERARIZIT

WSR3 5 o 5 AN BB — R BORbIREE, X)
Szl BT R TS e T, sk
g WA w12 2518, AR I B gh H AT e e i1t
g — S [ R P SE PR oK s 2 T Kano (7]
Bxit, ERARNEE AL LT Kano AFFRIE A
T, I 50 B DR S R B, TR A AR
17 SPSS B Zs R AT FEVES T — IR TR AL R T,
W Kano WA AMIIE ik, XTIHRE K T4,
A5 145 T REG AR AT 40 H7 , FFFE T Better-Worse 4
WX T 2 5 oK A0 S B R R e A T 0 A 5 U2 Sk
BRI RS A, T RS M3 2R G sk R
R TEE T W X =S¥ = N R e P i W a7
MRS TR R M s OB ac.,
LRI RS T, R AR R R TS
2.1 mBEITREERE

) 2 5 1 B B 4 S w0 25 1) 45 15 IR B o B R
Kano [AIAGMBFRY B, #1240 RIS BT B 32 224t
YHE S EAL SO R . RK. 8T, DI
H BB R AW TR i . S e B . BAE X 4R 0%
R T B LSRR TR, FE G TP B,
B X RIS S i B ST WSO 1) [ 45 9] A R 0 B 5
i KIVhE | A WE T 12 MR TR R
FRInlER, AR () 5 (] AR M IE 2 2 AN BER HEA T Il 15



374 1 %

T 7

2022 4 5 H

i, BoRAE NEN ., BATER TORNE . BB . A
B S AR PR A O SR RS B RILE 5

IR B A BCR A HER P, AR IR A RTUEAT T
ANTE TR R TR A, R IA TR o S B ] B AR
fEBIMZG . MIEE . QQ MHEATIMT, JMTXT R
DUBAEN Y 5 > 1 S s B (B IR B S |
BRSO . AR AR ) o SRRl 56 1y, BIER
PSS I a) s R T BE R R s, AR B AR 48
7y, TR TR 86% . SR UL, FEARTEFREC A B,
HAT AIPE

22 HEERWEESN

J T RAEREA B R T, ] SPSS.21 Xt Ak dE
() Kano [ & JHAEARIEAT o PTEEMERI, o REUE
M2 # Kaiser T 1974 4E82H, H#A3 212 AR 1)
— R EEERIN DT ik . ZOTIE T, & a (ERTF 0.9,
W) S e 1 ) A5 B R W 4T 45 o (KT 0.9 5 T 0.7,
M s e Z 15 R R o (AT 0.5~0.7,
B S5 B 4 % o B/NT 035 B, M
W Z R (5 B 2% . 2R W36 Kano )34 AT SEPEAS
M o ZELFE 3, ZIEM NS o RECH 0.866, [
5 0.801, YN EIEE,

xR 3 8% Kano WERTRERDN o RE
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