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Perceptual Knowledge between Cosmetics Packaging Design and Consumer

CHEN Dan-wa, YIN Heng-jian
(Shanghai Jiao Tong University, Shanghai 201100, China)

ABSTRACT: It aims to learn how cosmetic packaging design make influences on customers' perceptual knowledge of
products. We adopted the method of Kansei engineering and took 21 ~ 31 years old Chinese female as target groups, asked
them to evaluate their feelings towards cosmetic bottles which logos had been unified changed by analyzing data using
principle component analysis and image scale analysis method. When Chinese young female buy cosmetics, they attach
importance to young, lovely and good moisturizing feeling. Designers should think about the color, modeling, material
selection and appearance processing, learn the relationship of packaging design and customers' feeling and design specif-
ically so as to produce cosmetic that young female customers like.
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