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ABSTRACT
With the development of living standard and the rise of education nowadays, consumers’ behaviors are different from before. And
the emergence of green movement also brings some new rules and restrictions in the goods production and exploitation.
Furthermore,since every country is promoting the idea of green consumption now, consumers start to concern about the texture and
environmental characteristics of products when purchasing. In order to increase sales and promote the value of products, sellers tend
to cover products completely in excessive paper or other materials. These extravagant materials are usually unnecessary and cause
the environmental pollution. Since the concept of green packaging becomes popular recently, consumers start to concern about if the
products meet the environmental protection criteria. In the process of this research, I' 1l use Factor Analysis and Frequency
Distribution to analyze consumers’ questionnaire, discussing consumers’ need to green packaging. In the course of studying,make
use of analytic approach of the green expense cognition and the manner using the factor analytic method regarding the green
packing design between factor relations, and obtains the influence factor inducts the green packing to obtain designs the new
element, via the analysis at two stages,its result new element invagination packing design, finally by this result establishment green
packing design essential factor criterion. Research Research this purpose,seeking the best way and factors of green packaging design
of wedding cookie products, promotion domestic green tendency, then promotion world competitive power.
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