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Interactive Design of Jewelry Packaging

LI Yan
(Shanghai Maritime University, Shanghai 201306, China)

ABSTRACT: Based on the concept of interaction, this paper studies the expression methods of interactive jewelry pack-
aging design, to explore new forms of jewelry packaging design, and solve the problem that jewelry packaging lacks hu-
manistic care and can not meet the needs of consumers for multi-level emotional experience. By analyzing the current
situation of jewelry packaging design in China, this paper introduces the concept of interaction into jewelry packaging
design, and follows the principle of people-oriented interaction, to study the forms of interactive jewelry packaging design
from the aspects of the shape structure, color matching, material selection and multimedia image application of jewelry
packaging. At the same time, combining the concept of green consumption, the application of digital intelligence and AR
technology, this paper looks forward to the future trend of interactive jewelry packaging design. From the perspective of
human emotional psychology and aesthetics, the research and design of interactive jewelry packaging is a new way to
break through the single packaging mode and innovate the jewelry packaging form. It is a new trend to apply interactive
concept to jewelry packaging design, by combining multimedia and using new technologies to help brand building and
promote industry development. The diversified forms of interactive jewelry packaging expand the space and dimension of
jewelry packaging design, and provide consumers with more imaginative feasibility.
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Fig.1 Common styles of jewelry packaging in China
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Fig.3 “Diamonds’ jewelry packaging
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Fig.5 Tiffany’s Robin egg “blue”
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Fig.7 Plastic packaging of Markus Diebel’s work
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Fig.9 Fantasy love animation of “I Do” wedding ring
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Fig.11 “Infinite” jewelry packaging with riveted structure
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