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Emotional Value Promotion and Design Expression of Wedding Gift Packaging

WANG Cun-xing
(Shenyang Aerospace University, Shenyang 110136, China)

ABSTRACT: The work aims to explore the expressing way of packaging design suitable for high-quality emotional in-
teraction with consumers by taking the emotional characteristics of the “post-90s” target consumers as the basis, so as to
investigate the creative expression and enhance the emotional value, cultural taste and interesting characteristics of wed-
ding gift packaging. For the typical problems in package design of wedding gifts such as the homogeneity of design
originality, the stereotype of visual expression, or the negligence of emotional communication, the inherent design think-
ing mode was broken to deeply analyze the diversified emotional needs of target consumers and their impact on the gift
packaging design, and emphasize innovative expressions such as the focus and plot of creativity, the personalization of
graphics, and the interest of modeling structure. In the era of emotional consumption, the packaging design of wedding
gifts should aim at inducing deep emotional experience to the target consumers and take emotional value as guidance to
meet the psychological needs of target consumers in breaking through the tradition and showing themselves, thus thor-
oughly investigating the consumption potential of wedding gift market and actively leading the consumption behavior in
the new era.
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Fig.3 “Xigai” wedding candy box
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Fig.5 Study result on design of “Heheruyi” wedding gift
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