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The Practical Framework 

الى: تطبيقيةلتحقيق أهداف البحث قام الباحث بتقسيم الدراسة ال

 

 

 

 



   
 

 

 



   
 



   
 



   
 

 

البنائي الذي يحتوي على مساحات شفافة جزئيا ويكون مدعم بالخامات الورقية يفضل المستهلكون التصميم : 

 ويسمح بتصميم بصري مميز للهوية التجارية. والبلاستيكية



   
 

 4 2 رقم العينة

 
 
 
 

 عينة الاختيار

  

 4 04 عدد التكرارات

 %4 %044 النسبة المئوية

 من سلامة المنتج الغذائي وجودته. حققتخصيص جزء للتصميم البصري وجزء شفاف للت يفضل المستهلكون :

 4 2 رقم العينة
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 01 22 عدد التكرارات

 %05 %55 النسبة المئوية
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 Abstractملخص البحث باللغة الانجليزية 

In General, The Goal of Packaging Design (Structural and Visual) Is to Contain, Protect and 

Sell the Product by Meeting the Marketing Objectives with Distinguishing the Personality or 

Function of The Product and Confirming the Brand. 

Many Standards and Requirements for Packaging Foodstuffs Such as Fresh 

Vegetables and Fruits, Which Are Fast-Moving Consumer Goods (FMCG), So Their 

Packaging Is Crucial to Prevent Waste and Product Damage During the Transportation 

and Storage Stages Until Reaching the Consumer. 

The Basic Standards for Packaging Are Added to The Standards for Ensuring The 

Quality of Food and Its Freshness, Which Can Be Distinguished by The Shape, Color, 

Size, and Condition, Which Requires A Structural Design That Contains Transparent 

Areas of The Packaging Material, Which Gives The Consumer Sensory Responses To 

The Strength and Appearance of The Food Product Reflected on The Feeling of Its 

Quality And Confidence In Product And Brand. 

In this research, the Researcher discussed the effect of transparent areas in 

structural design on confirming the identity of the product and achieving the desires of 

the consumer to ensure the quality and quality of food packages wrapped in the 

Egyptian market. 

 

 


