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On the Psychology of China’s Commodity Packaging Design

YUAN En—pei, SHEN Xing—hua

(Chongging University, Chongqing 401331, China)

Abstract: Inspired by the extension of the concept of China’ s packaging design, it analyzed the psychological needs of
consumers and the psychology of packaging design had become popular for China’ s packaging design. Then it
expounded that the center appeal of the commodity packaging design psychology was “People—Oriented” and its value
orientation was the "true, good and beautiful". In the economic globalization today, commodity packaging design
psychology tendency showed internationalization features including more emphasis on humanistic concern, more
attention to international culture and design elements of multivariate. Finally, on the basis of this, it put forward three
coping strategies namely, truth—seeking, innovation, and change to deal with the product packaging design trend of
internationalization.
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Fig.1 Xinghua Village wine packaging
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Fig.2 "Barbara appearing" dumplings
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Fig.3 Lesheng Guowei milk
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Fig.4 Guizhou Ann wine packaging
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Fig.5 Shuijingfang wine packaging
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