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Packaging Design and Aesthetic Consciousness of Individual Appeal

TIAN Hua, LUO Bing
(Shanghai Second Polytechnic University, Shanghai 201209, China)

ABSTRACT: Commodity packaging is more and more personalized prompted by diversification of consumption patterns
in the market economy. Personality demands as individuals to one of commodity packaging emotional appeal can reflect the
characteristics of human nature, sensitive, flexible, niche. Based on visual communication symbols through new ways of
communicating prompted packaging design changes in the nature, a personalized beauty commodity packaging is created
which reflects the commodity characteristics, regional and individual character. Personality appeal as a way of design think-
ing can deeply excavaten packaging design in the form of functional significance and consumption value and bring consum-
ers a new aesthetic form, character experience and promote the consumption group of aesthetic ideas and strive to lead the
aesthetic consciousness.
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