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Product Packaging Design Based on the Context of Consumption

GAO Xue
(Zhengzhou University West Andreas International College, Zhengzhou 451150, China)

ABSTRACT: It studies the product packaging design under the context of consumption. Based on the elaboration of
consumption connotation and the understanding of consumption context, it further researches the packaging design in
perceptual consumption environment. In the new era of perceptual consumption environment, it can make product packaging
design through the sense of emotional expression, pass out the demands of emotion and consumption appealing for

consumers to a certain extent, create more beverage packaging design attracting consumer attention, to promote the rapid

development of the design industry.
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