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Application of Color Psychology in Package Design
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ABSTRACT: The work aims to explore the packaging design ideas and strategies under the action of color psychology.
With color elements in the packaging design as the center, the important role and significance of combination of color and
packaging design in reality were objectively examined in terms of the problems and deficiencies of their combination. It
was pointed out that the induction, indication and publicity, etc. of the packaging design were promoted by the color.
Then, combined with the business, fashion and nationality, the specific application path and strategy were analyzed, and
the specific performance of the color in the face of different characteristics of commodity, consumer groups and corporate
philosophies and catering to the era development and showing national characteristics was further refined. The possibility
of application and development in the future was summed up. The application of color in packaging design has important
significance. It can not only improve the commercial value of packaging design, but also to a certain extent affect and
even determine whether consumers purchase. Only by scientifically applying colors and maximizing their various func-
tions can we achieve a more ideal goal of promoting enterprises and their brands and selling products.
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