The data from these studies show that in order to successfully adapt to
changing consumer behavior, Chinese and foreign manufacturers should take into
account the described trends. The findings of various researchers can be used to
improve companies’ marketing communications, modify products, change pack-
aging, and position a number of goods. Simple extrapolation suggests that this
trend may continue in the near future, which means that manufacturers should
take these trends into account in changing consumer behavior today.
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Summary. This article explores the huge impact of consumer psychology on the
marketing of Chinese companies important role. The influence of consumer psy-
chological factors such as demand, motivation, cognition, and emotion on prod-
uct marketing was analyzed.

At the beginning of product development and design, it is necessary to
deeply study the self-concept of consumers and fully consider the self-identity
needs of consumers, so as to create products that are more in line with the psy-
chological needs of target customer groups, so as to improve the attractiveness
and market competitiveness of products. Chinese consumers often have a strong
sense of nostalgia, and companies can incorporate nostalgic elements into their
designs in combination with product features. Accurately grasping consumer
psychology can help Chinese companies create a brand image that is unique and
resonates with consumers [1]. Improve brand loyalty: By satisfying the psycho-
logical needs of consumers, injecting emotional factors to provide high-quality
products and services, and establishing a good interactive relationship with con-
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sumers, brand loyalty can be improved. Chinese consumers are particularly sen-
sitive to price, and psychological price is widely used in Chinese marketing. For
example, the mantissa pricing method sets the price of goods to a number ending
in 9, such as 9.9 yuan, 199 yuan, etc., giving consumers a psychological illusion
that the price is cheap and stimulating consumers to buy. Price preference strate-
gy: Chinese companies can adopt price preference strategies based on the differ-
ent needs and purchasing power of consumers.

Internet marketing: with the increasing popularity of the Internet, the
shopping habits of Chinese consumers have undergone subversive changes, and
fewer and fewer people go to traditional physical stores to shop, and online
shopping has become the mainstream. Chinese companies can take advantage of
consumers' dependence on online shopping and use big data to conduct preci-
sion marketing through social media, e-commerce platforms and other channels.

Offline experiential marketing: despite the rapid growth of online shop-
ping, there are still a large number of consumers who prefer offline experien-
tial consumption. By opening experiential stores and holding offline events,
Chinese companies can open up the features and advantages of experiential
products, increase the attractiveness of their products, and boost consumers'
purchasing confidence.

Traditional Chinese culture focuses on the expression and transmission of
emotions, and emotional marketing has great potential in the Chinese market.
Companies can use advertising and promotions to spark emotional resonance
with consumers, which can lead to increased sales of products. Thus, all this is
combined with the classical principle of working with the consumer.

But very popular Hunger marketing, in which Chinese businesses can adopt
hunger marketing strategies by capitalizing on consumers' desire for novelty
products and their desire for scarce products.
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