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Effects of Visual Expression Elements in Natural Cosmetics Packaging Design on Consumer Preference and Satisfaction

Abstract

As environmental concerns intensify, the societal emphasis on well-being has increased, raising consumer
attention to cosmetic ingredient safety and skin irritation. Consequently, natural cosmetics using naturally
derived ingredients have gained prominence. Yet, market expansion has led to visual homogenization among
brands and a female-centered consumer base, underscoring the need for gender-differentiated packaging
strategies. This study examines gender differences in preferences for color, imagery, and packaging materials
in natural cosmetics and identifies the psychological pathway through which these visual elements influence
satisfaction. An online survey of 250 consumers aged 19 -64 with purchase experience revealed that
packaging design is a key factor in the purchasing process, with skin concerns and recommendations as
major motivators. Results showed that first, color, imagery, and material differed significantly by gender in
cognitive, emotional, and behavioral responses; second, color served as a central determinant of visual
recognition and emotional association, and third, visual elements influenced satisfaction both directly and
indirectly through a cognition — emotion — behavior pathway. These findings clarify gender-specific
interpretations of visual elements and provide practical implications for the development of differentiated
packaging design strategies.

Keyword : Natural Cosmetics, Packaging Design, Consumer Preference, Satisfaction
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Effects of Visual Expression Elements in Natural Cosmetics Packaging Design on Consumer Preference and Satisfaction
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186



Journal of Digital Art Engineering & Multimedia
Vol.13 No.2 June (2026)

F=27.827)0 2% H+)Q| F&d2 O/X|= A2E LIEFRTCHp<0.001). Ol= T{7|X|Q] AlZtH @47t
AH|ZE d2lel M o) AYEoR Agste oyl RQIYUS QOjBt QIX| BSOIME= MR
=036)2| FHo| /1Y =1 27 H3UMe AXY(B=0.29), HE PHSUME= MR(B=0.357)7t 7t
2 JLEHS EQALL Ol aX7F H4H -2t g JHK| QA A=6l EHME bezlop Z4dH M
= Fyo 7|ofgE 200 M= HE QA EME HQIY, LIop7F F0f AS22 0|0fX|=
Sl QOIAZS A[ARSICE ot R M6 241 A1 X, 4, ds HE2 BF AH|X} RO
Foloh FgE DM (R=0465, p<0.001) &S HHS(3=0.338), & H-S(B=0.226), K| HZ(B=02)
To2 2 FNE UEHHCH FHHEQ 24 Aut= ofefol (& 5)9F ZLt

[ 5] AAH-OOR] ATHO| [ ATt OIX|- 2 HS HH U AT} BIEE 24 2}

— [L S |

[Table 5] Regression Results for the Effects of Visual Design Elements on Consumer Responses and Satisfaction

Dependent Variable
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[Table 6] Mediation Test of Consumers' Cognitive, Affective, and Behavioral Responses
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[Table 7] Effects of Color, Image, and Material on Cognitive, Affective, and Behavioral Responses(Female)
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