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Abstract

Firstly, through the definition of modern consumer psychology and packaging design, the different
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types and functions of modern consumer psychology, the attributes of packaging, and the rela-
tionship between consumer psychology and packaging design are analyzed. Secondly, specific to
the packaging design, the packaging design of local products is more affected by consumer psy-
chology. Then, from the analysis of different visual elements of packaging design, starting from the
visual elements of modern consumer psychology, the different feelings brought by these visual
elements to modern consumers are understood. Thirdly, in this research project, different con-
sumers are divided into different consumer groups under the social culture, and more detailed
and powerful packaging design strategies are carried out for different groups. Through the analy-
sis of the differences of basic types of consumption psychology and social culture consumption
psychology, this paper deeply analyzes the unique functions and values of packaging of consumers
of different ages, genders and modern consumption psychology. The design principles of packag-
ing design are summarized. At the same time, the expression technique in the packaging design is
summarized, so as to get the unique aesthetic meaning of the packaging design under modern
consumer psychology. Finally, the paper concludes by emphasizing that while enhancing the ap-
peal of packaging design, it must also meet the higher-level spiritual pursuits of modern consum-
ers. Additionally, it delves into considerations on how packaging design can maintain equilibrium
within the ecological environment, thereby paving new paths for the personalized development of
packaging design. The conclusion further presents new prospects and reflections on the potential
for future growth in this field.
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Figure 1. Ankang native egg packaging design
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Figure 2. Shengshi Chinese liquor packaging
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Figure 3. Chinese native product packaging
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Figure 4. Honeysuckle packaging
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Figure 5. Peach ripe packing illustration design
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Figure 6. Portable gift box design
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Figure 7. Gift box design
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