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Young consumer preference for visual elements in gift packaging

design of Chinese time-honored pastry brands
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2. Donghua University, Shanghai 200051, China)

Abstract: A quantitative study is conducted using conjoint analysis to investigate and analyze the preferences of young consumers for visual
elements in the gift packaging design of Chinese time-honored pastry brands. It is found that the visual elements can affect young
consumers' preferences in order of color, image, and text. The preferred visual elements are white, cursive script, and illustrations. The
design style is preferred to be a minimalist approach appropriately blending modern and traditional elements. Among the respondents, no
significant difference can be seen in preferences for visual elements according to gender or age. Based on these findings, suggestions are
proposed to improve the gift packaging design of Chinese time-honored pastry brands so that it can align with the preferences of the target
consumer group.
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Table 1  Analysis of attribute levels of visual elements
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Table 2 Attributes and their levels of visual elements in

packaging design
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Table 3 Combinations of visual elements for simulated

packaging design
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Table 4 Relative importance and utility values of attribute

levels
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Table 5 Model statistical indicators
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Table 6 Analysis of visual element importance and utility

values based on gender groups
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Table 7 Overall model statistics and comparison indicators

between genders
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Table 8 Analysis of importance and utility values of visual

elements based on age groups
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Table 9 Overall model statistics and comparison based on

age groups
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Table 10 Optimal combination of visual elements for

packaging design based on age groups
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