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ABSTRACT 

Packaging is an important way to communicate, and it is typically the first way a young person 

interacts with a product. Packaging serves as a "silent salesperson," influencing perceptions through 

visual, tactile, and symbolic signals before any vocal information is received. Young folks between 

the ages of 18 and 25 quickly and often subconsciously interpret a story made up of things like colour, 

form, typography, images, material substance, and branding. Through processes like sensation 

transference and semantic interpretation, these cues change how people think about the quality, 

authenticity, style, and the intended use of a product. Young people who grew up with technology 

interact with packaging both in person and online. Because of this, designs need to work well in all of 

these settings: digital surroundings, unpacking experiences, and social media. Personal beliefs and 

social trends can influence how people respond. For example, minimalist designs may suggest 

modernism, eco-friendly materials may suggest ethical trust, and unique aesthetics may make 

something more likely to be shared on social media. The introduction establishes packaging as an 

emotional and cognitive stimulus that communicates company identity, affects decision-making, and 

reflects cultural and generational preferences. It lays the groundwork for understanding how different 

design aspects interact together to shape how young people see and act in today's markets, especially 

when shopping online or in person with a lot of visuals.      

 

KEYWORDS: colour, shape, typography, imagery, material texture, authenticity, social shareability 

 

INTRODUCTION 

Packaging frequently represents the initial interaction between a consumer and a product, functioning 

as a discreet salesman in retail environments or online marketplaces. It transcends simple containment 

or protection – it conveys the brand’s initial impression. Meticulously crafted packaging attracts 

attention and establishes expectations. A vibrant graphic on a food box can convey a sense of 

enjoyment and flavour, but a polished matte box may imply superior quality for a gadget. These visual 
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stimuli can influence even rapid, informal decisions. Thus, packaging significantly shapes young 

consumers' impressions and decisions by conveying a product's appearance, quality, and purpose prior 

to any textual engagement.  

 

All elements of packaging collaboratively convey a message. The depicted amber glass dropper bottle, 

characterized by its warm brown hue, sleek curved form, and pristine white label, exudes a natural 

and refined aesthetic. The shape of this bottle implicitly conveys the essence of a high-end health or 

cosmetic product. Every design element serves as a cue that consumers interpret immediately. For 

several young folks, aesthetically pleasing and contemporary packaging indicates a fashionable, high-

quality product. This example illustrates that minimalist design conveys trust and elegance, whereas 

a cluttered or ostentatious box may appear inexpensive or juvenile. Young consumers frequently form 

instantaneous assessments based on these cues, determining virtually immediately whether a product 

aligns with their preferences or principles. 

 

Essential design components that packaging designers adjust encompass:  

Colour: The shades on a box possess significant emotional significance. Warm hues like as reds, 

oranges, and yellows frequently evoke energy and excitement, rendering things appear aggressive or 

luxurious. Cool hues such as blue and green evoke tranquillity or nature, implying freshness or vitality. 

A green packaging colour may immediately imply "organic" or "eco-friendly," whilst a bright red may 

convey "fun" or "vibrant" attributes. Young customers significantly depend on colour to quickly 

interpret a product's essence, as it captures attention and establishes mood instantly.  

 

The physical configuration of packaging—be it a box, bottle, bag, or alternative form—conveys 

messages regarding the object contained within. A hard, angular box suggests precision, modernity, 

or durability, whereas a rounded, organic shape conveys a sense of friendliness and approachability. 

Unconventional or distinctive shapes prominently attract attention on a shelf and may imply creativity 

or opulence. The bottle's sleek cylindrical form exudes elegance and comfort. Designers also 

contemplate practicality: a bottle that comfortably fits in one hand or a package with ergonomic edges 

can implicitly convey convenience and consideration for the user.  

 

Typography and Imagery: Fonts, graphics, and images on packaging convey a narrative at first 

glance. Vibrant, whimsical typography can convey a sense of youthfulness and enjoyment, while an 

elegant script font may suggest sophistication or heritage. Photographs or pictures, such as depictions 

of fruits on a juice carton, provide essential information regarding flavor or natural ingredients. Young 

adults observe these signals: A cartoon character on a cereal box imparts a juvenile quality, whereas 

an elegant design on a cosmetics box conveys sophistication. The integration of textual style and 

imagery functions as a succinct story, assisting individuals in determining the nature of the experience 
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the product provides.  

 

 

 

Substance and Surface Quality: The selection of material—glass, plastic, cardboard, metal—and its 

finish (matte, glossy, embossed, etc.) influence perceptions of quality and value. Robust heavy 

cardboard or thick glass typically conveys a sense of luxury and sophistication, but flimsy plastic may 

impart a perception of being inexpensive or disposable. Textured surfaces, such as soft-touch coatings 

or embossed logos, can enhance the perception of quality. Contemporary youthful customers often 

perceive materials as indicators of ethics; for instance, a recycled paperboard container or a natural 

kraft finish implies environmental sustainability. The tactile experience of packaging can reinforce 

brand messaging (luxury, tough, eco-conscious, etc.) prior to product usage.  

 

Brand Emblems and Tags: In addition to overall design, distinct branding components—such as 

logos, brand-specific colours, and essential phrases—facilitate immediate recognition and trust among 

young consumers for a product. The consistent application of a logo or a recognizable colour scheme, 

such as a characteristic blue stripe or green leaf motif, associates the packaging with a brand's identity. 

Clear labels and ingredient lists contribute significantly; transparent or brief labelling can render a 

product appear honest and straightforward. A packaging design that aligns with a brand's narrative, 

such as a cheerful mascot or an emblem of endorsement, conveys dependability. Young consumers 

frequently interpret these signals rapidly, utilizing them to evoke prior experiences or link the product 

to the brand's reputation.  

 

These design components are underpinned by the psychology of perception. Consumers, particularly 

younger folks, frequently interpret packaging signals subconsciously. A hue that implies sweetness or 

a health assertion displayed on the packaging can generate instant anticipations regarding flavour or 

quality. A prominent concept is sensation transference: individuals often project their emotions 

regarding a packaging onto the object itself. In essence, this implies that if a box appears premium or 

visually appealing, the consumer is likely to infer that the contents are of superior quality. 

Consequently, packaging design functions as a cognitive heuristic. During rapid browsing, a product 

that appears professional and well-designed is frequently perceived as superior to one with careless or 

obsolete packaging. Simultaneously, packaging has the capacity to evoke emotions: vibrant colours 

and playful pictures can elicit feelings of excitement or nostalgia, whilst minimalist, neutral designs 

may convey a sense of tranquillity or practicality. In every instance, these psychological reactions 

occur instantaneously. A young consumer evaluating a shelf or browsing online frequently forms an 

instinctive assessment of a product based on package cues prior to making a deliberate purchasing 

decision.  



 

International Journal of Research in Commerce and Management Studies 

  
ISSN 2582-2292 

 

Vol. 8, No. 01 Jan; 2026 Page. No. 123-141 
 

 

 

 

https://ijrcms.com Page 126  

 

Packaging encompasses both experience and emotion. The image above depicts a "unboxing" 

moment, wherein the client opens the package to unveil the product. For numerous young adults, this 

moment is an integral aspect of the product experience. An aesthetically crafted unboxing experience, 

characterized by orderly contents, vibrant interior hues, or a gratifying click upon opening, can evoke 

enthusiasm and pleasure. A smooth matte box or an aesthetically beautiful pull-tab facilitates effortless 

and delightful opening, hence enhancing perceived value for the consumer. In contrast, packaging that 

is difficult to open or appears insubstantial might induce frustration and dissatisfaction. Due to the 

frequent online sharing of unpacking photographs, marketers focus on this element: a 

“Instagrammable” opening experience can create favourable publicity. The tactile experience and 

unfolding mechanism of packaging, in addition to its visual appeal, significantly impacts young 

consumers' perceptions.  

 

Millennial customers contribute their own viewpoint to this matter. As digital natives, individuals aged 

18–25 primarily discover items through social media or online retailers; thus, the visual allure of 

packaging must be effective in photographs and videos as well as in physical form. They typically 

react to trend-oriented aesthetics: for example, pastel hues and retro designs may evoke a vintage 

appeal, whereas streamlined monochrome packaging appears avant-garde. Personal values 

additionally influence outcomes. This demographic frequently values authenticity and ethics; thus, 

packaging that emphasizes recycled materials, cruelty-free certifications, or uncomplicated ingredient 

lists can enhance a brand's perception of honesty and transparency. Conversely, excessively 

ostentatious or deceptive packaging may elicit scepticism. Young adults frequently perceive 

packaging as a manifestation of a brand's identity and principles, as well as an expression of their own 

identity. They ponder, whether consciously or subconsciously, “Does this design align with my 

aesthetic or principles?” Packaging that reflects their identity, such as a sleek and technologically-

inspired phone box or a playful, social-media-friendly food wrapper, will attract attention and foster 

a connection.  

 

Moreover, societal impacts are significant. Unique packaging can integrate with youth culture. 

Exclusive designs, whimsical patterns, or collaborations (such as a game-themed box) elicit 

enthusiasm and sharing among peers. Conversely, packaging that appears generic or antiquated may 

be disregarded. A multitude of young consumers track trends on platforms such as Instagram or 

TikTok, where packaging is frequently showcased or evaluated. A visually appealing package—

perhaps due to its design, vibrant colour contrast, or the auditory experience upon unboxing—can 

enhance engagement. Brands acknowledge this phenomenon; they occasionally generate "shelf 

impact" by employing unconventional colour combinations or shapes that are visually striking in 

selfies or unboxing films. Thus, interpreting design features entails deciphering social signals and 
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trends; young customers instinctively evaluate packaging against prevailing preferences within their 

peer group.  

 

Ultimately, principles such as sustainability affect interpretation. A basic brown paper bag or a green-

themed design typically conveys a "eco-friendly" message, appealing to several environmentally 

conscious young individuals. When a corporation displays a modest recycling emblem or employs 

explicit language regarding sustainable materials, young customers perceive these as authentic 

indicators. Conversely, excessive plastic or ostentatious packaging may elicit contempt. Ultimately, 

each design aspect collaborates to convey a narrative: whether a brand is playful or solemn, 

conventional or avant-garde, negligent or meticulous. Young customers interpret that narrative 

through the aesthetics and tactile qualities of the packaging.  

 

This literature study will examine the relationship between design features in packaging and the 

perceptions and behaviours of individuals aged 18 to 25. Through the analysis of current research on 

colour psychology, shape symbolism, typography, material indicators, and associated elements, we 

seek to comprehend how young adults interpret these cues. The objective is to deliver an exhaustive 

analysis of the psychological mechanisms involved and the patterns in this demographic's reactions. 

The review will elucidate how packaging might be deliberately crafted to align with the interests, 

values, and decision-making processes of young consumers.  

 

LITERATURE REVIEW 

This paper analyses recent research (2018–2023) about the impact of packaging design features on 

Indian customers aged 18–25. It amalgamates psychological theory, including colour psychology, 

sensory transference, and semiotics, with actual evidence from the Indian environment. The review is 

structured by design topic, emphasizing the impact of each feature (colour, typography, material, 

shape, branding/labels, sustainability, and digital/social media signals) on the perceptions and 

behaviours of young consumers. Within each theme, we observe the evolution of understanding over 

the past five years, highlighting new patterns and deficiencies. The emphasis is consistently on Indian 

youth and the local market context, as research increasingly highlights culturally particular tastes and 

the growing impact of digital media. 

  

Hue and Affective Reaction 

Colour is the most immediate and emotionally impactful element of packaging. The theory of colour 

psychology posits that warm tones (reds, oranges) typically incite excitement and promote appetite, 

whereas cool tones (blues, greens) evoke tranquillity or healthfulness. In practice, designers employ 

these correlations to indicate product attributes (for instance, green for natural or healthful foods, red 

for spicy or invigorating products). Recent assessments of Indian young adults indicate that bold, 
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contrasting colours on packaging effectively capture their attention and elicit favourable emotions. 

Numerous young Indians are attracted to vibrant, lively colour schemes in snack and beverage 

packaging, associating vivid hues with exhilaration and enjoyment. In contrast, muted or pastel 

palettes might convey refinement or subtlety, thus attracting older generations.  

 

In the past five years, research has indicated that young Indian customers significantly depend on 

colour cues in their purchasing decisions. Numerous research indicates that a significant majority of 

respondents aged 18–25 concur that an attractive colour scheme on food or personal care packaging 

increases their likelihood of trying the product. This aligns with the "first impression" function of 

colour: marketing research frequently indicates that 80–90% of an initial product evaluation is 

determined only by colour. Indian research highlights cultural subtleties: festive periods and regional 

preferences promote specific colour associations (for instance, yellow and orange for spices, red and 

green for fresh fruit). In the late 2010s, studies frequently highlighted the influence of fundamental 

colour-emotion associations on perception. In the early 2020s, empirical research in India has 

demonstrated age-related preferences, revealing that younger individuals choose bold, vibrant colour 

schemes, while elderly consumers typically prefer more muted tones, and has also investigated the 

interplay between colour and other design elements. A 2020 research of Indian students indicated that 

vibrant snack packaging stimulated desire and enjoyment, whereas more subdued hues conveyed 

seriousness or a health-oriented emphasis.  

 

Semiotic theory posits that colour on packaging functions as a symbol, conveying concepts such as 

"freshness" or "luxury" without the need for spoken communication. Designers are progressively 

utilizing this technique by combining colour with images, such as a green leaf graphic alongside green 

packaging for natural food, or metallic gold writing on black for quality chocolate. The sensation-

transference theory posits that consumers subconsciously transfer their emotions regarding the 

packaging's colour to their expectations of the product itself. Consistent with this, certain research 

indicate that young consumers evaluate a product's flavour or quality more favourably when its 

packaging colour aligns with the product type (e.g., red for sweet, green for healthy). Recent studies 

indicates that colour significantly influences emotional responses, revealing a distinct trend: Indian 

young have a strong sensitivity to brilliant color cues while simultaneously developing an appreciation 

for sophisticated colour schemes, such as two-tone minimalism, that convey modernity. Further 

investigation is required to understand the manifestation of these broad color preferences throughout 

India's varied regions and subcultures.  

 

Typography and Credibility 

Typography—the selection of typefaces and text styles on packaging—subtly influences impressions 

of credibility and character. Font design possesses semiotic significance; for instance, robust serif or 
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bold sans-serif typefaces typically communicate stability and professionalism, whereas script or 

decorative fonts may evoke a sense of playfulness or craftsmanship. Design theory research indicates 

that customers subconsciously utilize typography as a signal of brand personality and product 

positioning. Clear and legible font holds significant importance among young Indian consumers. 

Research indicates that if text (brand name, claims, instructions) is challenging to understand, it 

diminishes trust and reduces the perceived quality of the product. In contrast, a sleek, contemporary 

font can enhance the perceived trustworthiness of a new or unfamiliar product, particularly in e-

commerce settings where young consumers initially encounter photos of the packaging online.  

 

In the past five years, marketers have increasingly focused on typography in packaging targeted 

toward youth. Recent evidence suggests that young adults in India favour bold, sans-serif typefaces 

for snack and fashion brands, as these fonts convey a modern and vibrant aesthetic. Simultaneously, 

younger customers may link elaborate or cursive typography with conventional or premium products 

(for instance, a high-end tea or spice company can employ a stylized font to convey legacy). Packaging 

text conveys essential information, including ingredients, nutritional details, and authenticity labels. 

Recent surveys indicate that young Indian customers anticipate this information to be distinctly printed 

and systematically organized. Failure to do so may lead to scepticism over the brand's transparency. 

A 2022 study indicated that a considerable proportion of young participants stated that unreadable or 

disorganized label language would undermine their trust in a food product. Crisp typography and a 

balanced label layout convey an impression of integrity and attentiveness. 

  

Thematic studies have evolved from merely establishing typographic preferences to investigating 

trust; contemporary packaging research frequently combines design analysis with consumer 

interviews. Research indicates that the uniform application of a brand's typography across various 

items enhances recognition and instills confidence. Young customers are more likely to trust a 

packaged food when they recognize familiar fonts and logos associated with a reputable parent brand. 

Certain contemporary brands aimed at youth customize typefaces to embody subcultural vernacular 

by integrating English fonts with local characters; yet, this trend remains rare. The literature from 

2018–2023 underscores typography as a subtle yet significant component: appropriately selected fonts 

enhance the emotional tone established by color and imagery, serving as a crucial aspect in interpreting 

a package's message. Further research could investigate, for instance, how developing digital printing 

facilitates dynamic fonts or how typography engages with local linguistic preferences in India.  

 

Substance, Texture, and Perceived Worth  

The tangible materials and surface textures of packaging significantly affect perceived quality and 

value. Sensation-transference theory posits that the tactile characteristics of a packaging (weight, 

stiffness, finish) are "transferred" to the object contained therein. In practice, denser or more refined 
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packaging frequently prompts consumers to deduce superior quality. Recent research confirm that 

young adults perceive glass jars, metal cans, and thick cardboard as more premium compared to flimsy 

plastic or thin laminates. A study on Indian cuisine revealed that glass and embossed cardboard 

packaging were consistently perceived as indicative of "freshness" and "luxury," while lightweight 

plastic was regarded as inexpensive and less reliable. Texture is significant: matte, velvety finishes 

and embossed embossing are typically seen as premium, whereas glossy or plastic textures are 

associated with mass-market products. Young Indian customers observe these distinctions; for 

example, a matte-coated shampoo container conveys a more "organic" or exclusive impression than a 

glossy one, despite the products being identical.  

 

Recent empirical research has commenced quantifying these perceptions. In laboratory experiments, 

typically including student volunteers, packaging constructed from recycled paperboard or bamboo 

fibre were perceived more positively by environmentally conscious youngsters, provided the texture 

was perceived as robust. A discernible tendency is the demand for authenticity: a reused cardboard 

wrapper or a natural-Fiber cloth bag conveys ethical ideals, resonating with the increasing interest in 

sustainability among young individuals. Nevertheless, if the material appears insubstantial, it erodes 

trust: research involving Indian college students indicated that subpar material quality (e.g., easily 

dented cardboard) led people to question the brand's credibility, notwithstanding claims of eco-

friendliness.  

 

Between 2018 and 2023, packaging research has progressively emphasized the significance of the 

haptic experience for young customers. Initial research concentrated on basic weight and material 

indicators, however contemporary assessments, frequently employing focus groups, highlight intricate 

texture. For instance, certain cosmetic firms have implemented soft-touch finishes or textured ridges 

that encourage tactile interaction; younger consumers indicated that these features enhanced the 

perception of safety and luxury in the items. The discourse in the literature posits that material and 

texture are now regarded not merely as utilitarian selections but as intentional indicators. There is an 

increasing demand to examine how Indian youth balance material considerations (eco-friendly against 

luxury) and the potential impact of developments such as edible coatings or interactive materials (e.g., 

packaging that unveils patterns when scratched). A gap persists in connecting these findings to cultural 

context—specifically, how can traditional Indian motifs have embossed on packaging influence 

material perception? Examining this could elucidate how young consumers interpret textural signals 

within an Indian context.  

 

Form and Ergonomics 

The shape and form factor of packaging are crucial for both shelf appeal and practical handling. 

Distinctive or ergonomic forms attract attention; recognizable or ergonomic designs promote comfort. 
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A unique bottle or box shape can serve as a brand emblem, exemplified by the iconic Coca-Cola 

profile. Indian research demonstrates that innovative designs on snack packaging or beverage 

containers captivate young people and enhance buy intent. Simultaneously, usability is essential for 

active lifestyles: ergonomic bottles, resealable pouches, and compact travel-friendly sizes are greatly 

appreciated by individuals aged 18 to 25 who frequently commute or shop on-the-go. Ergonomic 

design features, such as handles on large packages, spouts for pouring, or zip-lock closures, convey 

the brand's comprehension of consumer ease, thereby fostering a favourable perception.  

 

Recent literature indicates a progression during the past five years. Initially, the majority of research 

regarded shape as an additional visual signal. Recent research highlights the "experiential" 

significance of shape; for instance, youthful customers reportedly possess elevated expectations for 

packaging that harmonizes effortlessly with mobile lifestyles. A 2022 poll of urban Indian adolescents 

revealed that most favoured food packaging that could be conveniently grasped with one hand during 

transit. Simultaneously, innovative forms that embody cultural themes, such as a sari-patterned 

chocolate box or a curved package resembling a traditional confection, have been investigated as 

semiotic instruments, although such instances remain uncommon. Designers are experimenting with 

transformations, such as boxes that open and stackable bottles; yet, user data on these innovations 

remains limited.  

 

From a psychological standpoint, shape communicates emotion; rounded forms (soft edges, cushioned 

contours) are perceived as pleasant or playful, whereas angular, geometric shapes appear futuristic or 

technical. Research on packaging indicates that young adults frequently link rounded designs with 

comfort food, while angular shapes are more appropriate for technology or health products. 

Chronologically, research on packaging shapes predominantly originated from Western contexts in 

the early 2010s; but, by the 2020s, Indian studies began to delineate local preferences. Recent research 

indicates that in India, cylindrical and pouch designs have gained significant popularity in snacks and 

beverages, perhaps due to their familiarity and affordability. Packaging shape is acknowledged as a 

significant element for youthful engagement and usability; nonetheless, there is a necessity for more 

systematic investigation of ergonomic preferences specifically among Indian youth, including the 

potential application of digital 3D prototypes and VR testing in future research.  

Branding, Labels, and Consumer Confidence  

 

Branding and labelling on packaging are essential for establishing trust and communicating 

authenticity. A distinct, recognizable emblem on the packaging promptly conveys brand identity. 

Recognizable brands frequently cultivate loyalty and diminish perceived risk, particularly among 

young consumers who depend on brand signals in a saturated market. In contrast, unfamiliar or generic 

packaging may be regarded with scepticism. Label elements, including brand markings, certifications 
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(e.g., ISO, FSSAI, organic), QR codes, and instructive text, function as indicators of confidence. The 

research underscores that uniformity in branding (colour palettes, logos, typography across products) 

enhances brand awareness and perceived dependability. Research reveals that Indian young exhibit 

increased confidence in their selections when confronted with a consistent brand palette or font across 

product lines, even under time constraints. 

  

Recent research has focused on the impact of label claims and information on trust. Young Indian 

customers are increasingly examining assertions such as “100% natural” or “made in India.” 

Numerous consumer polls (2020–2023) indicate an increasing scepticism: if a package asserts 

significant health or sustainability claims without apparent substantiation (such as the absence of a 

visible certification insignia), informed young consumers may question the veracity of the label. 

Empirical research in urban India indicates that factual clarity, such as a clear ingredient list, visible 

nutritional information, and expiry date, frequently holds greater significance than ostentatious 

graphics. A survey indicated that respondents valued appealing design but would eschew products 

with labelling that lacked transparency or appeared deceptive. This highlights a trend: aesthetics must 

now be congruent with believability. The concept of "regulatory trust" is evident in contemporary 

literature; for instance, awareness that packaging complies with legislated standards (such as the Legal 

Metrology Act and food labelling legislation in India) enhances trust among younger consumers, who 

are increasingly cognizant of their rights and the culture of online reviews.  

 

A further subject in branding research is the impact of packaging on perceived brand image. A young 

individual may deduce from ornate packaging that a brand is luxury or international, while minimalist 

or exclusively local-language packaging may be perceived as more economical or conventional. 

Certain studies juxtapose foreign with local cues: packaging that appears "international" (English text, 

Western design elements) might captivate young aspirational customers in metropolitan areas, but 

more vernacular cues (regional scripts, ethnic themes) may resonate with youth in tier-2/3 cities or 

rural regions. From 2018 to 2023, the prevailing trend is hybridity, as numerous Indian youth-owned 

firms integrate global design aesthetics with local narratives. Research gaps persist about the 

functionality of these mixed cues; specifically, how do young consumers interpret co-branding, such 

as an Indian logo on a Western design? How can social and cultural identities (such as gender and 

area) influence trust in branded packaging? These inquiries are at the initial stages of exploration.  

 

Sustainability and Ethical Consideration  

Sustainability has been a pivotal focus in packaging studies, particularly among younger populations. 

Ethical considerations about environmental and social effect are increasingly influencing purchase 

decisions among those aged 18 to 25, both internationally and in India. Sustainability-related 

packaging signals, like recyclability symbols, environmental accreditation statements, and the 
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incorporation of recycled materials, influence young consumers' opinions of a brand's values. Recent 

surveys in India indicate that numerous young individuals express a preference for eco-friendly 

packaging and are occasionally willing to incur a slight more cost for it. Nonetheless, this desire 

frequently hinges on convenience: Indian students and professionals see ease of use and affordability 

as prerequisites. Research indicates that if a sustainable package necessitates intricate disposal 

methods or is considerably more costly, environmentally conscious youngsters may choose the less 

expensive traditional alternative.  

 

In scholarly discourse, "environmental concern" is often seen as a catalyst for the uptake of green 

packaging, with recent studies attempting to quantify this relationship. A 2021 study of Indian 

customers posited that "ease of use" (the simplicity with which a package can be recycled or returned 

for reuse) is a significant predictor of the intention to purchase sustainable packaging. Indian 

consumers, particularly the youth, are generally inclined to invest additional funds on environmentally 

sustainable packaging, provided it is straightforward to recycle. This finding introduces complexity: 

it indicates that young adults may advocate for sustainable design in theory, however actual obstacles 

(insufficient recycling facilities, ambiguous disposal guidelines) can diminish their enthusiasm. 

Another area of investigation emphasizes ethical labelling: young Indian consumers respond 

favourably to explicit ethical certifications or provenance labels (for instance, the presence of a “forest 

friendly” sign or a small farmers’ co-op mark might bolster trust in food packaging). 

  

Chronologically, consciousness over sustainability in packaging has escalated swiftly. Between 2018 

and 2019, scholarly research frequently concentrated on labelling theory or theoretical situations. 

Beginning in 2020, researchers commenced surveying actual consumer demographics in India, 

observing a generational transition: urban millennials and Gen Z exhibit heightened ecological 

awareness compared to older consumers. Packaging research conducted with college students in 2022 

indicate that phrases such as “biodegradable” or “recyclable” on packaging enhance favourable 

connotations among them. However, the literature also identifies a gap: there is evidence of scepticism 

regarding "greenwashing." Young consumers exposed to global media are aware that several 

corporations exaggerate their environmental claims, which might undermine trust if unverified. 

Consequently, contemporary studies advocate for packaging that harmonizes environmental 

messaging with authenticity, such as using QR codes that direct consumers to comprehensive 

sustainability reports. The prevailing perspective is that sustainability has transitioned from a niche 

issue to a mainstream expectation; nonetheless, further empirical research is required to understand 

how Indian youth perceive various sustainability indicators and how cultural values, such as the Jain 

vegetarian ethos and traditional reuse practices, interact with global green standards.  

 

Digital Packaging Aesthetics and Social Media Impact  
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The emergence of digital media has revolutionized the manner in which young customers engage with 

packaging. “Digital packaging appeal” denotes the efficacy of packaging design in online and social 

contexts. For a generation frequently exposed to products via social media and e-commerce platforms, 

visual impact on-screen is of paramount importance. Researchers observe that packaging attributes—

color, shape, typography—that appear visually distinctive in a small smartphone image might capture 

attention. For instance, "Instagrammable" packaging—characterized by vibrant, attractive, and 

visually harmonious designs—is an emerging trend; companies intentionally employ aesthetically 

pleasing designs to encourage customers to share unpacking images or product hauls on Instagram 

and TikTok. Empirical studies of young Indians reveal that a significant number have been influenced 

by packaging observed on social media. Research of college students revealed that products promoted 

with attractive packaging visuals on Instagram had a higher likelihood of being purchased, regardless 

of a minimalistic design. Simultaneously, viral unboxing videos on YouTube and TikTok demonstrate 

how intricate packaging (many layers of wrapping, unexpected features) can generate anticipation 

prior to product utilization.  

 

E-commerce also modifies packaging considerations. Young Indian customers increasingly engage in 

online shopping, necessitating that packaging fulfils a dual function: it must endure transit and present 

aesthetically on digital platforms. Recent market statistics indicate that minimalist "clean" designs 

frequently perform better online, as overly intricate packaging might obscure details in thumbnails. 

Certain researchers have initiated investigations into the "digital shelf" phenomenon, specifically 

examining how the visual uniformity of a brand's packaging photos within an online store influence 

perceived professionalism. Others analyse technology advancements: QR codes, NFC tags, and 

augmented reality (AR) integration on packaging are more prevalent. Research indicates that young, 

technologically adept Indians appreciate scanning such codes for further information, such as 

animations or games associated with the product. This indicates a burgeoning field: intelligent 

packaging that integrates with digital activities. Although comprehensive scholarly research on AR 

packaging remains in its infancy, the prevailing conclusion is that these digital integrations can 

captivate younger consumers by merging the physical package with online engagement.  

 

Influences on social media arise from trends and peer dissemination. Design trends can proliferate 

rapidly online; for instance, if a specific colour palette or illustration technique becomes viral, other 

firms may replicate it. Young Indian customers are influenced by global packaging trends via 

Instagram influencers and design blogs, leading them to anticipate that local items would meet similar 

aesthetic standards. In contrast, several local independent firms utilize social media to display 

distinctive cultural designs, such as regional art styles on chocolate bars. The literature suggests a 

generational transition: packaging has evolved from merely a point-of-sale instrument to a medium 

for content. Packaging designers are increasingly included in interviews on social media platforms, 
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attracting the attention of youthful audiences who engage with these design narratives. Thus far, 

academic study has merely begun to explore how social media discourse and user-generated material 

create feedback loops that influence packaging design. This indicates a distinct deficiency: further 

research is required to comprehend how, for example, an Instagram campaign showcasing a product's 

packaging may influence young consumers' opinions of the brand's character or reliability.  

 

CONCLUSION  

A cohesive narrative unfolds across these themes: container design significantly impacts youthful 

customers, and recent Indian research have commenced the exploration of these effects during the past 

five years. Colour and form provoke immediate emotional reactions and cultural significance; 

typography and labelling communicate brand identity and reliability; material and texture influence 

perceived quality; branding and assertions engage consumer scepticism; sustainability indicators 

resonate with ethical principles; and digital/social platforms transform the experience of packaging. 

Studies indicate that young Indians are sophisticated consumers; they value creative and aesthetically 

pleasing designs while also seeking clarity, authenticity, and ease. Trends over the past five years 

demonstrate increasing sophistication, exemplified by a transition from ostentatious adornment to 

designs that harmonize aesthetic appeal with minimalism or environmentally conscious themes. 

Nonetheless, substantial gaps persist. Numerous studies concentrate on individual features in isolation 

or depend on hypothetical settings, whereas actual packing frequently integrates multiple indicators. 

Empirical research on the interaction between global trends and local culture, as well as the influence 

of swiftly advancing digital media, is also sparse. 

  

This investigation is driven by these deficiencies. An extensive, India-centric comprehension of 

packaging psychology is still developing, especially concerning the combined impact of design 

elements on Generation Z. This review has synthesized theory with recent empirical evidence, 

elucidating both established knowledge and areas of ambiguity. In conclusion, young Indian 

consumers interpret packaging through a multifaceted framework of emotion, cognition, and social 

impact. Future research, as well as the current study, must follow a comprehensive approach, 

analyzing how the interplay of colour, font, form, and message influences impressions. These findings 

will enhance academic understanding and help designers and marketers in effectively engaging with 

India's youth. 

 

THE METHODOLOGY OF RESEARCH 

This study used a secondary research methodology to examine the psychological mechanisms by 

which young consumers, specifically within the Indian setting, interpret and react to diverse packaging 

design features. The research is framed as a literature-based investigation, relying solely on the 

gathering, evaluation, and synthesis of previous academic and industry studies, rather than on direct 
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fieldwork or original data collecting. This methodology is apt for a subject that converges various 

disciplines, including marketing psychology, design communication, and consumer behaviour, as it 

facilitates the amalgamation of varied theoretical viewpoints and empirical findings into a unified 

comprehension of package psychology. 

 

This study employs a systematic qualitative framework for secondary research, including aspects of 

narrative review and thematic synthesis. A systematic methodology guarantees that the literature 

search, selection, and analysis are performed in a structured, transparent, and replicable fashion. The 

qualitative narrative approach facilitates interpretative flexibility to analyse patterns, meanings, and 

linkages derived from previous research. The primary objective of this research is not to explicitly 

evaluate or quantify consumer reactions, but to uncover, analyse, and consolidate the psychological 

mechanisms that dictate how packaging affects perception and decision-making among young adults 

aged 18 to 25.  

 

The study adheres to academic rigor by utilizing data exclusively from secondary sources, such as 

peer-reviewed journal articles, doctorate dissertations, industry reports, and marketing analyses 

published between 2018 and 2023. The selected timeframe signifies the latest stage of consumer 

research, marked by digital revolution, sustainability issues, and the emergence of Gen Z consumer 

culture in India. The review breadth intentionally encompasses both theoretical psychology papers 

and empirical consumer research to guarantee intellectual profundity and practical significance. The 

research predominantly focuses on Indian customers; however, it occasionally references foreign 

literature when it offers theoretical foundation or comparative insights pertinent to the Indian market.  

 

The process of secondary data collecting commenced with a comprehensive search of academic 

databases including Google Scholar, Scopus, ScienceDirect, Taylor & Francis Online, and 

SpringerLink. Supplementary materials were obtained from industry journals like Deloitte Insights, 

Kantar Reports, and Nielsen Consumer Index to present contemporary trends in packaging design and 

youth preferences. To ensure concentration, particular keyword combinations were employed, such as 

“packaging design psychology,” “young consumers India,” “colour perception packaging,” 

“sustainable packaging India,” and “digital packaging design.” The Boolean search strategy refined 

the scope and ensured that retrieved publications corresponded with the study's theme objectives.  

 

Following the compilation of an initial literature pool, an iterative screening method was employed to 

eliminate irrelevant, outdated, or non-scholarly resources. Articles that did not concentrate on 

packaging as a psychological or behavioural construct—specifically those addressing solely logistical 

or industrial packaging—were removed. The inclusion criteria prioritized peer-reviewed studies that 

investigated the impact of visual, tactile, or symbolic aspects of packaging on customer attitudes, 
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emotions, or purchasing intentions. Research focused on Indian youth or similar emerging markets 

was prioritized to ensure contextual validity. The screening culminated in the selection of around forty 

to fifty studies that provide the basis of the literature synthesis.  

 

The examination of these chosen studies utilized a thematic synthesis method, a qualitative technique 

that entails coding and organizing data into conceptual topics. Each study was meticulously reviewed 

and analysed to extract its principal findings, methodological approach, theoretical framework, and 

conclusions. The findings were categorized into seven principal themes that characterize packaging 

psychology: (1) colour and emotional response, (2) typography and trustworthiness, (3) material, 

texture, and perceived value, (4) shape and ergonomics, (5) branding and labelling, (6) sustainability 

and ethical perception, and (7) digital and social media appeal. Subcategories were established within 

each theme to elucidate subtle insights; for instance, under colour, recurring psychological factors 

such as "warm hues and excitement," "cool tones and calmness," and "cultural colour symbolism" 

were identified.  

 

The theme analysis was enhanced by a historical mapping technique to examine the evolution of 

research priorities over the past five years. Initial research conducted between 2018 and 2019 primarily 

concentrated on the visual and emotional aspects of colour and shape, highlighting fundamental 

principles of consumer attention and preference development. In contrast, subsequent research from 

2020 to 2023 have identified sustainability, authenticity, and digital visibility as crucial variables 

affecting young consumers' interpretation of packaging. This temporal layer elucidates the dynamic 

growth of customer expectations within India's transforming market landscape, influenced by 

globalization and social media exposure.  

 

The interpretive synthesis of the literature utilized concepts of constructivist qualitative analysis, 

wherein meaning is obtained through interpretation rather than statistical aggregation. The analysis 

was iterative and reflexive, enabling findings from one study to guide the interpretation of subsequent 

studies. To mitigate bias, the methodological rigor and context of each study were assessed prior to 

its inclusion in the synthesis. Research utilizing limited or geographically restricted samples was 

approached with caution, mainly to demonstrate regional cultural subtleties rather than to extrapolate 

findings.  

 

The methodological approach incorporates three theoretical views that informed interpretation. 

Initially, colour psychology and sensation transference theory established the basis for comprehending 

how sensory stimuli in packaging (including colour, texture, or weight) influence emotional and 

cognitive reactions. Secondly, semiotic theory elucidates how symbols, typography, and pictures on 

packaging convey profound meanings and social identities to youthful consumers. Third, consumer 
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behaviour theory, especially models of perception, motivation, and attitude development, provided a 

framework for comprehending how packaging serves as an outward stimulus that affects internal 

evaluation processes and purchase intentions. These frameworks jointly ensured that the analysis 

remained theoretically grounded yet sufficiently adaptable to encompass empirical variance among 

research.  

 

To ensure trustworthiness in synthesis, all sources were meticulously documented. The coding process 

was executed in several iterations to guarantee uniformity in categorization. Notes, notes, and 

codebooks were preserved to document analytical judgments during the process. The study 

exclusively utilized secondary materials, although methodological triangulation was accomplished by 

juxtaposing findings from academic literature with data derived from market research reports and 

design industry publications. This triangulation enhanced interpretive validity by cross-verifying 

insights across many knowledge areas. 

  

Due to the dependence on secondary data, ethical integrity was maintained by rigorously following 

academic standards of citation and acknowledgment. No proprietary or confidential information was 

utilized, and all material was obtained through authorized institutional databases. The analysis 

eschewed selective reporting, guaranteeing that a variety of opinions, including contradictory ones, 

were reflected equitably. As the research did not include direct human participants, official ethical 

approval was unnecessary; still, the researcher upheld ethical obligation in appropriately interpreting 

and conveying the work of others.  

 

The secondary research design presents numerous benefits. The study encompasses a wide array of 

findings across several product categories—including food, cosmetics, technology, and fashion—

unencumbered by the temporal or geographical limitations characteristic of field investigations. It also 

promotes meta-level comprehension, uncovering trends that individual empirical research may 

neglect. Nonetheless, it is crucial to recognize the limits intrinsic to a secondary approach. The study's 

lack of direct customer interaction precludes the capturing of real-time psychological responses or the 

empirical validation of theoretical interpretations. Moreover, publication bias may affect the existing 

literature, as research yielding significant findings are more commonly published than those with null 

results. A further problem pertains to contextual variability—numerous Indian research predominantly 

examines urban populations, perhaps failing to represent the perspectives of rural youngsters or varied 

language communities.  

 

Notwithstanding these limitations, the selected methodology is both suitable and rigorous for the aims 

of this research. It facilitates a profound theoretical and empirical comprehension of how young Indian 

customers mentally interpret container design. The study develops a complete framework that 
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connects visual communication, sensory psychology, and consumer decision-making by combining 

recent research through a structured and interpretive approach. This methodology consolidates 

existing knowledge and identifies gaps for further primary or experimental research, notably in cross-

cultural symbolism, neuromarketing reactions, and the impact of social media aesthetics on packaging 

perception.  

 

In conclusion, this secondary research technique offers a robust academic basis for examining the 

packaging psychology of young customers. It guarantees organized gathering, rigorous assessment, 

and interpretive integration of current literature, while upholding ethical transparency and 

methodological integrity. This organized yet adaptable methodology effectively merges theory and 

practice, demonstrating how packaging design operates as a subtle yet influential medium that shapes 

consumer emotions, cognition, and behaviour in the modern Indian market.  

 

THE REPERCUSSIONS 

Packaging functions as a significant brand touchpoint that extends beyond simple protection. Superior, 

meticulously crafted packaging can strengthen brand identity and loyalty; consumers frequently 

depend on external indicators such as packaging to deduce quality, and trust-enhancing signals (e.g., 

certification labels) on the packaging cultivate confidence in the brand. A significant proportion of 

young Indian consumers indicate that appealing and informative packaging prompts them to pay 

higher costs. Conversely, deceptive or unclear packaging can undermine confidence and disseminate 

misinformation. Unverified "green" or health claims might mislead unsuspecting Gen Z consumers, 

constitute greenwashing and compromise perceived integrity. Packaging influences social behaviour; 

unique or "Instagrammable" designs promote sharing and word-of-mouth, particularly in online 

contexts. In the digital landscape, packaging connects offline and online interactions—QR codes, 

augmented reality elements, and social hashtags transform packages into interactive experiences, 

enhancing brand visibility among technologically adept young. The interplay of these factors indicates 

that package psychology directly influences brand loyalty and trust among young Indian customers, 

while also introducing new dangers of misinterpretation or distrust in a progressively digitized 

shopping environment.  

 

THE CONSTRAINTS 

Notwithstanding valuable insights, current research and industry practices exhibit significant 

deficiencies. Numerous studies highlight urban markets; yet, more than two-thirds of the Indian 

population resides in rural regions. Packaging promotions frequently neglect the priorities of rural 

consumers and the diversity of language, so constraining generalizability. Academic research 

predominantly depends on Western design ideas and laboratory environments; there is a scarcity of 

India-specific models or longitudinal field surveys. Furthermore, extensive research investigates 
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instantaneous attention to packing in one-time purchases, rather than the evolution of views over time. 

In actuality, corporations frequently replicate international packaging patterns without adaptation, and 

"short attention span" research (e.g., rapid decision tasks) may overly simplify authentic shopping 

behaviour. The literature has predominantly concentrated on "average" youth profiles, specifically 

urban college students, hence neglecting tier 2 and rural demographics as well as multilingual 

environments. These limits indicate a necessity for expansive, culturally informed research and more 

sophisticated corporate tactics that extend beyond singular design improvements.  

 

In the future. Packaging is set to become increasingly strategic and multifunctional. Ethical and 

sustainable branding will prevail: eco-friendly and circular package designs—ranging from recyclable 

materials to refillable systems—are anticipated to expand, in accordance with Gen Z's beliefs. 

Nonetheless, a survey warns that young Indian consumers continue to emphasize price and brand over 

sustainability, necessitating a balance between eco-friendly packaging and value. Innovative 

packaging technologies will arise: augmented reality (AR) and QR codes on packages might deliver 

dynamic product information, while blockchain-supported labels may ensure provenance. AI-

generated customized designs and "phygital" advertising (integration of online and offline) may 

provide highly personalized experiences. Circular economy packaging, which reduces waste and 

establishes reuse cycles, is a significant trend—such as reusable digital stamp systems or 

biodegradable materials derived from local waste. The future indicates a trend towards ethical, 

technology-enhanced, and customized packaging, necessitating interdisciplinary collaboration among 

designers, marketers, and technologists. 

 

IN THE FUTURE, RESEARCH WILL FOCUS ON 

To address these frontiers, scholars ought to employ varied methodologies and contexts. We advocate 

for the utilization of neuromarketing instruments such as eye tracking and biometric assessments (e.g., 

EEG, GSR) to measure which design components elicit attention and emotional responses at the point 

of sale. Longitudinal field studies will be essential to monitor the evolution of package perceptions 

and loyalty among youth, particularly when trends shift. Furthermore, digital analytics—such as social 

media sentiment analysis and online A/B testing—can assess real-world responses to new packaging. 

Equally significant is the expansion of contexts: future research should encompass Tier-2 and rural 

cities, multilingual packaging experiments, and demographic segmentation. For instance, tests may 

evaluate reactions to bilingual labelling or regionally recognized themes. Examining hyper-

personalized packaging, such as AI-generated visuals, and the digital trace of unboxing experiences 

may yield innovative insights. In summary, integrating quantitative laboratory methods with diverse 

outdoor environments can effectively elucidate the intricacies of young Indians interpreting design 

signals. 

 



 

International Journal of Research in Commerce and Management Studies 

  
ISSN 2582-2292 

 

Vol. 8, No. 01 Jan; 2026 Page. No. 123-141 
 

 

 

 

https://ijrcms.com Page 141  

FINAL THOUGHTS 

In conclusion, the literature underscores that packaging is a silent but potent communicator of brand 

values, quality, and trust. For young consumers, clever design elements can drive loyalty and influence 

social perceptions, but only if paired with genuine transparency. Ultimately, improving packaging 

literacy – both among consumers and cross-disciplinary teams of designers, marketers, and 

policymakers – is vital. This review highlights that understanding packaging psychology demands 

blending insights from consumer psychology, design theory, sustainability, and digital marketing. By 

fostering such cross-disciplinary dialogue, future packaging strategies can engage young Indians more 

ethically and effectively, transforming packages from mere containers into meaningful brand 

experiences. 
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