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The Analysis of Male Cosmetics Packaging Design Based on Consumer Psychology

JIANG Yong-hua
(Beijing Technology and Business University, Beijing 100048, China)

ABSTRACT: It analyzes cosmetics packaging design from the perspective of the male consumer psychology. Through the
investigation, it analyzes the male consumers' concern factors to buy cosmetics brands, skin concerns and problems, the
reasons for the purchase of cosmetics, as well as the male consumer preferences of cosmetics packaging design. The male
cosmetic packaging should show a more powerful visual impact, so that consumers feel the use of products can be full of
spirit, more men's charm. For the male consumers preference of cosmetics packaging design, packaging model prefers
concise generous and steady powerful style, packaging material mainly use glass and plastic, packaging color prefers
mainly use black, white and gray, match small amounts of bright colors, or mainly use cool colors, decorative graphics

advocating concise style.
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Fig.1 What is the most concerned about skin
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Fig.2 Reasons for buying male cosmetics
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Fig.3 Favorite male cosmetics packaging modeling
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Fig.5 Favorite male cosmetics packaging design color
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