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Positioning Analysis about Product Packaging Design of Online Shopping
Environment

ZHENG Lei

(Shandong Women’ s University, Jinan 250002, China)

Abstract: Combined with the difference of shopping and online shopping, it discussed the status quo of online shopping
and the functional requirements of the online shopping environment. And then, it analyzed the feasibility of the product
packaging design based on the psychological needs of consumers, promoting the consumer psychology characteristics of

the online shopping environment. Eventually, it explored the basic principles based on different psychological

characteristics of the consumer products packaging design.
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