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Abstract

Nowadays, with the continuous development of science and technology, people’s living standards
in all aspects have improved by leaps and bounds, which all prompts that our society has entered
an era of diversification. In daily life, when people buy food, in addition to the food itself, the ex-
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ternal packaging design has gradually become one of the reasons for purchasing. People often
choose unique and novel packaging to show their taste and personality. Many food companies still
exist today, not only because of the quality of their products, but also because they continue to
keep pace with the times and update and iterate on product packaging. Nowadays, there are many
types of food, and consumers are often dazzled when shopping and don’t know what to choose. At
this time, companies and designers are faced with a difficult problem: how to meet the basic func-
tions of packaging while designing unique and popular packaging. And interesting food packaging
makes it stand out among many similar products and drive consumers to buy. This article aims to
explore the application principles of fun in food packaging. By studying representative food pack-
aging at home and abroad, analyzing the expression methods and result orientation of fun, and fi-
nally concludes that fun in food packaging can not only promote the purchase desire of consumers,
but also satisfy their yearning for the aesthetic taste of life.
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Figure 1. Peppermint candy
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Figure 2. MIOMIO meal replacement powder with funny packaging
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