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Abstract

The current consumer market is gradually showing an increase in male consumers’ interest in
pearl jewelry, which has sparked a research demand for its characteristics, demand, and market
suitability. This study mainly explores the modern male consumer market, with a particular focus
on the position and potential of pearl jewelry in this market. By analyzing the behavior and prefe-
rences of male consumers, as well as the design characteristics of pearl jewelry, the aim is to pro-
vide targeted insights and suggestions for the field of jewelry design. This study reveals the needs
and preferences of male consumers for pearl jewelry, and proposes relevant design suggestions,
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which can help jewelry designers better meet the needs of this market and provide valuable ref-
erence for the future development direction of the industry.
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Figure 1. Elizabeth | of England, the Armada Portrait
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Figure 2. Portrait of George Venus, Duke
of Buckingham |
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Figure 3. Portrait of King Henry VIII of
England
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Figure 4. Portrait of King Charles |
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Figure 5. Male celebrities wearing pearl jewelry
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Figure 6. Pharrell Williams
[ 6. Pharrell Williams®
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Figure 7. General classification of pearls

7. BEREAHES K

ANTE] (b 3 DL R 3R BE DU SRR 2 20 B AR U B 2R, KBy NEEB R, BER. SHR.
HKEZRMBEZR., Wi EBAEWRRKEHRKZ LAEAE, MEBORRR, KME 112K, &
WABKRE T AEZRKEE, BEkh T HEENAG., &6, Bash, SEFREO. P LaS s RN
MBE, K/NME 11 ZKUL b, MESERIERABHKREE, St&E AT, WIMNEFREE., REeA,
FHEEE, HPRkEOERAS T, K/AME 8~16 ZKRATE(E 8). KIFEH R Bk F IS0 H W 2405 B
WER RWAKE, RFERE, RSB EOIEERD, HhflEgieeyil, Mkttt KME
8~18 KA (] 9).

FETEAR by ANRIERE B ) 55 MR T B BRAM Stk SRR 2R 55 D7 I # 22 Rt BCH A . FR S

DOI: 10.12677/design.2024.91036 308 wit


https://doi.org/10.12677/design.2024.91036

P TR ER AR A A S RKIET 900, MAMELE LR EBIRE A BRI THE, EmT 55K,
WAANE, R s TR RS BRI B s A A U B e e A E R 4 (e ik e, DA RREB RN
T WM, PUHIEEREOR, R T R I RT RE S SSUE R BRI R A SO S R EIE (RO RS
R L SR 2R

Figure 8. Nanyang Jinzhu
B 8 Fi¥em%”

Figure 9. Tahiti black pearl
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Figure 10. KENZOQO’s farewell work by the Asian duo designer for
spring/summer 2020, “The Last Mermaid”
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