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Commutative Pattern between Commodity Packaging and Customer Mentality

Luo Qiuming, Sun Hui> Zhouyuejun
(Institute of Business» Hunan University of Technology, Zhuzhou Hunan 412007, China )

Abstract: As a bond of communication between commodities and customers, commodity packaging has a commuta-
tive relationship with the mentality of customers. On one hand, commodity packaging influences the customers through
appearence like color, shape, words, pictures and symbols, which attract their attention, initiate their emotion, inspire their
desire, and then, lead to the acquisition. On the other hand, the characteristics and rules of the mentality and behavior of the
customers are the gist and precondition of commodity packaging, i.e., commodity packaging shuold conform to the charac-
teristics of individual customer or customers mental demands as a group.
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Fig. 1 Pattern of the customer’ s behavior influenced by
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Fig.2 Process and influencing factors of customer’ s

purchasing behavior
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