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Abstract: Color plays a multidimensional role in packaging design, serving as a powerful visual tool that not only quickly
captures consumer attention but also subconsciously influences emotions and purchasing decisions. By effectively enhancing
product recognition in the market, color acts as an emotional bridge between the product and consumers. Carefully selected
color combinations can attract attention, highlight products on shelves, and create visual appeal that facilitates consumer un-
derstanding of product information. Color also enhances memory retention in packaging design, leaving lasting impressions
on consumers and improving brand recall during future purchasing decisions, this research validates the practical strategies
for applying color psychology to enhance the market performance of skincare brands in competitive environments. By le-
veraging the power of color, packaging can achieve unique visual appeal, improve market recognition, and maximize brand
image and product value, thereby increasing consumer loyalty and purchase intent.
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1. Introduction

In a competitive market, packaging design is a key communication tool, and color plays a significant role in influencing
consumer behavior and brand awareness. Color psychology shows how hues evoke emotions and associations, making them
a strategic asset. Color goes beyond aesthetics to influence preferences, purchase decisions, and create emotional connec-
tions with consumers.

Memorable color schemes increase brand recall and loyalty, making products stand out on crowded shelves. This study
explores how skincare brands use color psychology to increase visibility and engagement. Strategic color selection in pack-
aging can maximize consumer trust, brand equity, and market performance.

2. Package Design
2.1 Package design concept

Package design is an activity of creating and designing a container or package that contains a product, and is a type of
product management. The package is usually called a package, and clearly shows the identity of the product. It also induces
the impulse of the consumer to purchase the product and has a protective function to safely transport the product.[1] At the
same time, the package is an important means of increasing the commercial value of the product and protecting the usability
of the product, and packaging design is especially important for export products participating in international market com-
petition.

When a product has the same performance or benefit, consumers first make emotional purchase decisions based on the
appearance of the product. Analyze consumer psychology based on the consumer’s age, education level, and consumption
concept, and meet the diverse needs of consumers to provide better consumer services. Since product awareness and the pur-
pose of product function have been successfully emphasized, companies should focus on package design to create attractive
and high-value-added packaging.

2.2 Package design function

The function of package design is closely tied to the visualization of information. Effective information visualization
enhances product communication, user experience, and functions like protection, convenience, and sales. By prioritizing
key information and using strategic layouts and colors, designers can highlight essential details, ensuring consumers quickly
grasp the most important messages. Beyond colors, patterns, text, and other visual elements also play a role in improving the
clarity and efficiency of package communication.
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2.3 Importance of package design and future development trends

The role of package design is very important for maintaining the market and competitiveness between companies in
all market situations, and its importance is gradually increasing. In particular, competitive sales activities in today’s market
require innovation by introducing a new level of communication into the package. In this way, consumer favorability toward
package design means that package design has a very large proportion in consumer psychology.[2] Package design is key
in adding value, attracting attention, and enhancing brand image. It boosts competitiveness by conveying brand identity
and serves to protect, inform, and promote products. Recent trends focus on eco-friendly, minimalist designs using natural
materials.

3. Color Psychology
3.1 Color Psychology concept

Although color is just a physical phenomenon, people can feel emotions from color. This is because people have accu-
mulated a lot of visual experiences. Once the visual experience and external color stimuli reach a certain correspondence,
a certain emotion is induced in the human psyche. This is color psychology, which refers to the subjective psychological
response caused by the objective color world.[3]

The symbolic meaning of colors arises from conventions that become habits over time. Color plays a key role in com-
munication, influencing human psychology and shaping connections between companies and consumers. Brands use color
psychology in packaging to influence perceptions and emotions, creating visual impacts that lead to psychological associa-
tions and lasting impressions.

3.2 Color Psychology application area

Color psychology is widely applied across various fields to influence emotions, behaviors, and decisions. In marketing
and branding, it enhances consumer engagement and product recognition, while in packaging design, it appeals to target
audiences and communicates product features. In interior design, healthcare, and education, colors create desired moods,
reduce stress, and boost productivity.

Industries like fashion, digital media, and entertainment use color to express identity, improve user experience, and
evoke emotions. Additionally, in sectors like food, automotive, and architecture, color choices reflect trends, convey mes-
sages, and impact consumer perceptions, making color a powerful tool in shaping experiences and outcomes.

4. Brand awareness

4.1 The importance of increasing brand awareness

Brand awareness is the ability of consumers to recognize or recall a specific brand within a product category. Recog-
nition involves identifying a brand based on stored memories, while recall refers to retrieving past experiences or knowl-
edge about the brand. Brand awareness is crucial for purchase decisions, as it fosters familiarity and trust, which are key to
building favorability toward a company and its products. Without consumer recognition, a brand loses relevance and risks
being excluded from the market. Ultimately, a brand’s vitality depends on the extent to which it is recognized and valued by
consumers.

4.2 The Impact of Package Design on Brand Awareness

High brand awareness contributes to considering the brand as an alternative at the time of purchase. In fact, a company
can increase the probability of selecting a brand simply by changing brand awareness without changing the attitude toward
its own brand.[4]

One of the characteristics of strong brand equity is high brand awareness. If a consumer can easily recognize a specific
brand among several competing brands at the time of purchase or recall the brand first in their memory, the brand can be
said to have strong brand equity. Package design plays an important role in increasing brand awareness. A visually striking
package design attracts the attention of consumers, remains strongly in their memory, and helps them easily recall a specific
brand at the time of purchase. This can increase the probability of selecting the brand and lead to strong brand equity.

5. Color Psychology, Brand Awareness, and Consumer Trust

Color psychology plays a crucial role in brand building and marketing strategies, influencing consumer perceptions,
emotions, and decision-making. Colors evoke emotional responses, enhance brand recognition, and foster trust, making
them vital for shaping brand image and market competitiveness.
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Proper color combinations can differentiate brands, convey specific values, and optimize consumer experiences. For in-
stance, red evokes passion and urgency, while blue conveys calmness and professionalism, with cultural and environmental
factors further influencing color perception.

Companies must integrate color psychology with market positioning to enhance consumer trust and drive sales, while
avoiding misinterpretations by considering cultural nuances. Future studies should explore the application of colors in digital
marketing and examine cultural differences in color preferences to refine strategies further.

6. Conclusion

In conclusion, the integration of color psychology and package design is essential for enhancing brand awareness,
consumer trust, and market competitiveness. While significant progress has been made in leveraging colors to influence con-
sumer perceptions and emotions, there is still room for improvement in optimizing these strategies for diverse markets and
evolving consumer behaviors. Companies should focus on creating more personalized and culturally relevant color strategies
to strengthen their brand identity and appeal to global audiences.

Future trends in packaging design will likely prioritize sustainability and minimalism, reflecting growing consumer
demand for eco-friendly practices. Advancements in digital marketing and technologies, such as Al and AR, also present
opportunities to explore dynamic, interactive, and immersive color applications. By embracing these innovations and contin-
uously researching cultural and psychological aspects of color, brands can refine their strategies to stay competitive, foster
deeper emotional connections, and drive long-term loyalty and growth.
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