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  Abstract 
As the economic status of women improves, the cosmetic industry is developing 
rapidly, but current cosmetic packaging design mostly focuses on visual effects, 
ignoring the importance of multisensory synergy on consumer experience. Despite 
the significance of the application of multisensory concepts in packaging design, 
existing studies have paid less attention to it. Therefore, in this study, 26 related 
papers published between 2004 and 2025 were collected from Web of Science and 
Google Scholar databases through a systematic literature review approach to ex-
plore the trend of the application of multisensory concepts in women's cosmetic 
packaging design. The study found that multisensory synergy of touch, smell, and 
vision can significantly enhance consumer satisfaction and brand loyalty, and that 
multisensory design in contextual display can compensate for the shortcomings of 
online shopping. This study provides a design reference for cosmetic brands based 
on the multisensory concept, which helps to enhance market competitiveness and 
promote the development of multisensory packaging design theory. 
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1. Introduction 

With the improvement of women's economic and social status, the cosmetics industry has become one of the benefi-
ciary industries in the context of the booming "she economy". Women are the core force in consumer decision-
making, with a higher marginal propensity to consume and a higher desire to consume. For modern women, cosmetics 
have long been more than just a tool for beauty enhancement, but also integrated into the daily narrative of self-
expression, identity, and social interaction. The current packaging design of cosmetics on the shelves is still generally 
caught in the trap of visual priority homogenisation, such as bright, highly saturated colours, minimalist geometric 
shapes, or luxurious materials being copied over and over again. This design logic is essentially a visual stimulus 
instead of an emotional connection, but it ignores the multi-dimensional sensory needs of female consumers in the 
real buying scene. They not only need to look good, but also need a comprehensive multi-sensory experience. 

Therefore, the core of this paper is to explore trends in the application of cosmetic packaging design for women 
between 2004 and 2025 based on a multisensory perspective. While existing studies have verified the independent 
effects of colour, material, or scent, few have examined the synergistic effects of cosmetic packaging on women's 
satisfaction by placing the senses of sight, touch, and smell in the same context. The study incorporates cross-sensory 
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interaction, contextual presentation, and integrated perceived value into a unified framework to provide brands with 
a design reference that balances emotional depth and market conversion. The following research questions were 
answered:  

RQ: Can multi-sensory cosmetic packaging design effectively stimulate female consumers' purchase intention and 
increase their satisfaction? 

2. Literature Review 

This review integrates key findings from 26 international research papers. Multi-sensory concepts have become a 
core driver of cosmetic packaging design for women, and the pathways of influence can be summarised in three clear 
conclusions. 

The synergy between touch, smell, and vision is repeatedly mentioned in terms of multisensory experience and 
cosmetic packaging interaction. Young women are particularly adept at sensing satisfaction with cosmetic packaging 
through touch and smell (Frank, 2022). When packaging integrates skin sensation, odour, and visual symbols into a 
coherent narrative, consumers' dual expectations of efficacy and luxury are simultaneously met, thus reinforcing 
brand loyalty (Spence, 2024). When touch is pleasurable, the brain automatically adjusts other sensory evaluations 
upwards, a phenomenon summarised as the "emotional ventriloquism effect" (Spence, 2011). 

The use of multi-sensory packaging in contextual displays effectively compensates for the lack of tactile and ol-
factory senses that online shopping lacks. Interviews with Generation Z in Indonesia found that websites that used 
macro video to demonstrate the frosted touch of the bottle, coupled with soft sound, would automatically brainstorm 
the smooth feel of the bottle and prolong the dwell time (Le, 2024). Placing lipstick in a dresser background will 
appeal to women's emotional value more than a plain white background, and can also increase purchase rates (Mur-
wani, 2023). 

The influence of packaging design elements on women's purchase intention shows a "pyramid" order. The ordering 
of colour, shape, material, and text, as repeatedly verified by the large sample survey, is almost the same in the female 
samples from Oman, Turkey, Pakistan, and Vietnam. Overall, the 26 studies collectively depict the path of women's 
cosmetic packaging, which is to capture attention with contextualised visuals and colours, then amplify the emotional 
value with multi-sensory details such as touch, scent, and sound, and finally to make purchases through the perception 
of high quality in a uniform way. 

3. Methodology 

This study adopts the thematic analysis method to systematically sort out and analyse the relevant literature, which 
is completed with the help of ATLAS.ti9 software, and the application path of this method was first proposed by 
Zairul in 2020. According to the core logic following the theoretical framework of Clarke and Braun (2013), potential 
patterns are explored through careful reading of the literature text, and the core themes are condensed on this basis. 
As a qualitative study, this research will follow the basic process from pattern identification to theme construction, 
gradually revealing the application trend of multi-sensory concepts in women's cosmetic packaging design, and ulti-
mately combining the conclusions with the analyses to provide a reference direction for subsequent research in this 
field. 

The literature sources for this study are Web of Science and Google Scholar databases, and the literature selection 
process strictly follows the following criteria: 

1) The scope of keyword search covers all the fields of the literature included in the database. 
2) The search keywords adopt a combination strategy, with "multi-sensory packaging" as the core, and "cosmetic 

packaging", "emotional experience", "women's Consumption psychology", and other related terms. 
3) Literature types were limited to academic papers and journal articles. 
4) The publication period should be from 2004 to 2025. 
5) The theme of the literature should be directly related to the application of multi-sensory concepts in women's 

cosmetic packaging design. 
This study searched the literature in both Web of Science and Google Scholar databases. After the first round of 

searching, 71 records were returned by Web of Science and 40 by Google Scholar, resulting in a cumulative total of 
111 records. However, 79 of them were excluded from subsequent analyses because the study population and study 
type did not meet the preset inclusion criteria, or the data were incomplete or the study design was flawed. Of the 
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remaining 31, five were duplicate records, and some of the duplicate literature was incomplete and was therefore also 
excluded. This was followed by further screening using the inclusion criteria, and finally, 26 records were identified 
for subsequent studies. These records could be further categorised by information such as source to get an overall 
picture of the literature involved in the study. These articles were uploaded to Atlas.ti9 as the primary file and labelled 
with six categories of information for each paper, classifying each paper as 1) author; 2) issue number; 3) journal; 4) 
publisher; 5) volume, and 6) year of publication. Based on this information, it was possible to analyse the distribution 
of articles in different years, as well as the focus of research discussions in each year. 26 papers were finalised in 
Atlas.ti9 (see Fig. 1). 

 

 
Figure 1. Inclusion and exclusion criteria in topic comments. 

4. Results and Discussion 

The key findings of the thematic review are presented in this section. Quantitative and qualitative analyses were 
conducted on the selected 26 articles to answer the research questions. 

4.1 Quantitative findings 

The results of this study cover both quantitative and qualitative aspects. In terms of quantitative analysis, 26 original 
documents were sorted out, and a word cloud map was generated (see Fig. 2). In the word cloud map, the larger the 
word, the higher its frequency of appearance in the article. Based on the previous description, this study focuses on 
the application trends of female cosmetic packaging design under the multi-sensory concept. To a certain extent, the 
word cloud can reflect the analysis of the word frequency, research content, research objects, and themes of the 
literature. The core vocabulary of this topic is presented by the word cloud. According to the statistics, "product" 
appears 2,561 times, "consumer" 2,030 times, "packaging" 1,756 times, "design" 1,059 times, "purchase" 998 times, 
and "cosmetic" 927 times. 

 
Figure 2. Word cloud on word frequencies from 26 documents. 
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Figure 3 shows the distribution of publications related to multi-sensory women's cosmetic packaging design in 
various journals from 2004 to 2025. The 26 research samples were published in 26 international journals, respectively, 
which shows that the distribution of the journals is very scattered. In 2004, the British Food Journal was the first to 
publish an article on the appeal of eco-friendly packaging, color, and tactile texture to the millennial generation, 
introducing the concept of sustainability into sensory research for the first time. In 2025, three journals, namely "FIIB 
Business Review", "Heliyon", and "Sapienza", joined the publication list, which also indicates that related research 
will further spread to emerging scientific and comprehensive journals. 

 

 
Figure 3. Number of articles per periodical. 

As shown in Figure 4, the main research topics involved in the literature and their distribution in different years 
are presented in the form of a Sankey diagram. The topic "The influence of packaging design elements on women's 
purchase intention" received significant research attention in 2012, 2014, 2019, and 2020. The topic of Multi-sensory 
packaging applications in contextual displays became a research hotspot in 2021, 2022, and 2023. The topic of Multi-
sensory experience interacting with cosmetic packaging has received considerable attention, demonstrating scholars' 
interest in the influence of multi-sensory attributes on consumer sentiment. 

 
Figure 4. Types of issues discussed in the literature. 

4.2 Qualitative results 

In this section, the analysis was developed from a qualitative perspective, and after reviewing 26 pieces of literature, 
a secondary sorting and categorisation were done, with three main themes intertwined. 
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4.2.1 Theme 1: Multi-sensory experience interacting with cosmetic packaging 
The theme, "Multi-sensory experience of interaction with cosmetic packaging", is divided into two sub-headings, 
"Cross-sensory interaction between cosmetics and packaging" and "Multi-sensory design strategies and product pack-
aging applications" (see Fig. 5). 
 

 
Figure 5. Multi-sensory experience interacting with cosmetic packaging. 

4.2.1.1 Cross-sensory interaction of cosmetic products and packaging 
In the cosmetics market, multi-sensory experience has become an important strategy to enhance consumers' perceived 
value and purchase intention. Research on cross-sensory interaction of cosmetic products and packaging shows that 
cross-modal perception between smell and touch has a significant impact on consumers' sense of well-being and 
product perception. For instance, research has found that adding different concentrations of fragrances can signifi-
cantly enhance consumers' sense of happiness towards the cream, their overall preference, and their evaluation of the 
product's texture. In addition, the textured surface of cosmetic packaging can also trigger different emotional re-
sponses from consumers, and participants with design backgrounds can express a broader range of emotions. These 
studies indicate that the multi-sensory attributes of cosmetic products not only affect consumers' immediate feelings 
but may also influence their overall evaluation of the products through the interaction among the senses. 

4.2.1.2 Multi-sensory design strategies and product packaging applications 
In terms of multi-sensory design strategies and their application in product packaging, the research highlights the 
significance of multi-sensory design in cosmetic packaging. Multi-sensory design can not only be used to convey the 
functions and efficacy of products, but also attract consumers by creating luxurious and pleasant experiences. For 
instance, the application of the "five senses" experience in packaging design can better meet consumers' emotional 
needs for products. In addition, the application of tactile design in product packaging has also received increasing 
attention. Research shows that the touch of a product and the touch of its packaging have a significant impact on 
consumers' overall product evaluation (Sung, 2021). Through multi-sensory design strategies, cosmetic brands can 
better establish emotional connections with consumers, thereby enhancing consumer loyalty and purchase intention. 

4.2.2 Theme 2: Multi-sensory packaging applications in contextual displays 

Multi-sensory packaging in contextual displays, subdivided into two sub-themes: "Multi-sensory packaging displays 
in online and digital contexts" and "Offline and hybrid contexts and participation, display technologies" (see Fig. 6).  
 

 
Figure 6. Multi-sensory packaging applications in contextual displays. 
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4.2.2.1 Multi-sensory packaging presentation in online and digital contexts 
In the digital age, online shopping has become an important channel for cosmetic sales. Studies have pointed out that 
the performance of multisensory information processing in online environments differs significantly from that of 
offline, especially in the cosmetic and perfume industry, where sensory marketing plays a particularly prominent role. 
Through online contextual displays, consumers are able to more intuitively experience product usage scenarios and 
effects, thus enhancing their perceived value of the product (González, 2021). In addition, studies have found that 
the visual and tactile appeal of cosmetic packaging plays an important role in reducing e-commerce return rates 
(Wang, 2024). By giving due consideration to consumers' expectations at the design stage, the problem of returns 
due to products that do not match expectations can be effectively reduced. The significant effect of product packaging 
on customers' purchase intention has also been confirmed in studies in the Malaysian market. These studies suggest 
that online multisensory packaging design not only enhances consumers' shopping experience but also strengthens 
brand loyalty through emotional connection and sensory stimulation. 

4.2.2.2 Offline and mixed contexts and involvement, display technology 
Offline shopping remains one of the most important ways for consumers to purchase cosmetics. The visual elements 
of packaging design have a particularly significant impact on consumer decision-making in low-involvement contexts. 
Therefore, packaging design needs to attract consumers' attention in a short period of time and convey clear product 
information. The influence of brand packaging on consumer purchasing behaviour has also been demonstrated in the 
Turkish cosmetics industry. Factors such as packaging design, colour, and font style have a significant effect on 
consumers' willingness to buy. In addition, perceived quality partially mediates the relationship between package 
design and purchase intention. This implies that consumers' purchase intention can be effectively enhanced by im-
proving the perceived quality of packaging. In the Omani perfume market, the study further revealed the relationship 
between package design, information typography, and consumer purchase intention. This suggests that when design-
ing packaging, more attention should be paid to the integrated application of visual and tactile elements to enhance 
the overall consumer experience. In addition, the effect of packaging design on consumer purchase intention showed 
significant differences across contexts. In mixed contexts, combining online and offline display techniques can better 
satisfy consumers' multisensory needs. 

4.2.3 Theme 3: The influence of packaging design elements on women's purchase intention 
The impact of packaging design elements on women's purchase intention, broken down into two subheadings: "Visual 
and tactile elements such as colour, shape and materials" and "Integrated packaging perceived value and women's 
purchase intention" (see Fig. 7). 
 

 
Figure 7. The influence of packaging design elements on women's purchase intention. 

4.2.3.1 Visual and tactile elements such as colours, shapes, and materials 
Color, as an important component of packaging design, can directly influence consumers' emotions and purchasing 
decisions. There is a close connection between color and consumers' emotional responses. Some colors may be in-
terpreted differently due to cultural background and individual experience. The shape and material of packaging also 
have a significant impact on consumers' perception and purchasing behavior. Different packaging shapes and mate-
rials can trigger different tactile and visual experiences for consumers, thereby influencing their overall evaluation of 
the product. In addition, different elements of cosmetic container design have different influences on the purchasing 
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behavior of different consumers. Among them, shape, color, material, as well as text and artistic features are the key 
factors influencing consumers' purchasing intention. Therefore, when designing packaging, cosmetic brands need to 
comprehensively consider visual and tactile elements such as color, shape, and material to meet the needs and pref-
erences of different consumers. 

4.2.3.2 Integrated packaging perceived value and women's purchase intentions 
In addition to visual and tactile elements, the comprehensive perceived value of cosmetic packaging also has a sig-
nificant impact on the purchasing intention of female consumers. The perceived value of packaging design directly 
affects consumers' purchasing intentions (Moningka, 2020). In the natural cosmetics market, packaging design not 
only needs to convey the natural ingredients and health concepts of the products, but also needs to enhance consumers' 
perceived value through visual and tactile elements (Al, 2022). The "authenticity" conveyed in packaging design also 
has a significant impact on consumers' purchasing intentions. Consumers' perception of the authenticity and credibil-
ity of packaging design can enhance their trust in the product and their willingness to purchase. In addition, multi-
sensory marketing strategies have also played a significant role in enhancing consumers' purchasing intentions. Re-
search shows that multi-sensory marketing influences consumers' purchasing behavior by affecting their emotions 
and impulse buying traits. 

5. Conclusion 

This paper adopts a research method combining thematic analysis and quantitative analysis to systematically sort out 
and analyze the relevant literature on the application of multi-sensory concepts in the packaging design of women's 
cosmetics from 2004 to 2025. From the results of quantitative analysis, the number of related literature has shown a 
gradual increasing trend from 2004 to 2025, and the research enthusiasm has significantly risen after 2021. This 
phenomenon indicates that the academic and industrial circles have continuously increased their attention to multi-
sensory packaging design, and the research scope has also expanded from single-sensory experience to cross-sensory 
interaction and comprehensive perceived value. Qualitative analysis further deepens the understanding of the above 
theme: multi-sensory experience plays a key role in cosmetic packaging design, among which the synergy of touch, 
smell and vision can significantly enhance consumer satisfaction and brand loyalty; The application of multi-sensory 
packaging in situational presentation can effectively make up for the experience deficiencies of online shopping and 
strengthen consumers' emotional connection. The influence of packaging design elements on women's purchasing 
intention presents a "pyramid" hierarchical feature, and the appeal of elements such as color, shape, material, and text 
to female consumers varies in different cultural backgrounds. 

References 

Al Saed, R., Abu-Salih, M., Hussien, A. H., & Swwedan, N. (2022). The impact of perfume packaging on consumer buying 
behavior of Jordanian female. International Journal of Business Excellence, 27(4), 555-570. 

Frank, P. (2022). A qualitative investigation into multi-sensory package: Environmental packaging, visual and haptic pack-
aging appeal among consumers. Journal of Marketing Development & Competitiveness, 16(3). 

González, E. M., Meyer, J. H., & Toldos, M. P. (2021). What women want? How contextual product displays influence 
women’s online shop behavior. Journal of Business Research, 123, 625-641. 

Le, N., Mai, N. T. B., Nguyen, N. Y. T., & Vu, H. N. T. (2024). Multi-sensory marketing and impulsive buying behavior: 
The role of impulsive buying traits. Emerging Science Journal, 8(5), 1764-1782. 

Moningka, V. A., Pangemanan, S. S., & Arie, F. V. (2020). The influence of natural cosmetics and product packaging 
design on female consumer purchasing intention in Manado (Study case: The Body Shop). Jurnal EMBA: Jurnal Riset 
Ekonomi, Manajemen, Bisnis Dan Akuntansi, 8(4). 

Murwani, I. A., Rooseno, E. D., Cakramihardja, A., & Widjaja, J. V. (2023). The impact of sensory marketing: Analysis 
of its attributes towards online perfume users’ behavior. International Journal of Professional Business Review, 8(9), 
13. 

Spence, C., & Gallace, A. (2011). Multisensory design: Reaching out to touch the consumer. Psychology & Marketing, 



Dan Xiao 
 

 

DOI: 10.26855/jhass.2025.07.030 1455 Journal of Humanities, Arts and Social Science 
 

28(3), 267-308. 
Spence, C., & Zhang, T. (2024). Multisensory contributions to skin‐cosmetic product interactions. International Journal 

of Cosmetic Science, 46(6), 833-849. 
Sung, I. (2021). Interdisciplinary literature analysis between cosmetic container design and customer purchasing intention. 

The Journal of Industrial Distribution & Business, 12(3), 21-29. 
Wang, I. C., Jiang, Y. R., Wang, Y. W., & Li, C. Y. (2024). Exploring the multisensory attractiveness of cosmetic packag-

ing: A study of visual and tactile design elements and attractiveness factors. Sustainability, 16(13), 5716. 
 


