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1. Background
Jewellery in Chinese history dates back to about 5000 BC, the Neolithic Period, and has been one of the multifaceted art forms that simultaneously symbolises social position and spiritual quest, although it is for functional purposes. For instance, during 221 BC - 220 AD, queens and potential imperial concubines would wear gold rings on their left hand as they were an indication of pregnancy or even menstruation (Rudenko, Sobolievskyi & Zhang, 2021). This phenomenon enabled archaeologists and historians to uncover many pristine artefacts of Chinese ornaments, which helped to decipher the Chinese identity, the kind and quality of artistry, and the traditions they held (Rudenko, Sobolievskyi & Zhang, 2021). At the same time, today, accessories like rings, necklaces, bracelets, earrings, and others still hold a significant place in the lives of Chinese citizens, and besides beautifying their faces, they are a sign of their status. According to Shi, Zhang & Chen (2023), the Chinese jewellery market crossed the $100 billion mark in 2020 regarding consumption. Among all sales in 2020, branded products cover 15% of it, which is 5% lower than the shops seen globally. It is possible for domestic brands such as Chow Thai Fook, Qeelin, and Cindy Chao to employ tools such as technologies, omnichannel, craftsmanship, and symbolism prevalent in Chinese culture to engage audiences in their peculiar way (Rudenko, Sobolievskyi & Zhang, 2021). This made it possible for them to bring a competitive edge that enabled them to rival other globally renowned firms with rich traditions, such as Tiffany & CO., and such brands as Cartier, Van Cleef & Arpels, and Chaumet.
Feng Shui is an ancient Chinese system of geomancy that seeks to create a balance between human beings and their environment by placing objects in the room or positions of the latter. Feng Shui is based on the ancient Chinese conception corresponding to Taoism and cosmological principles but interacts with energies called ‘Chi’ (Rudenko, Sobolievskyi & Zhang, 2021). With origins in Chinese culture, Feng Shui has been traditionally used in such spheres as construction, town planning, and design. Feng Shui principles have seeped into almost every part of the Chinese lifestyle and impacted the jewellery design and selection aspect. Feng Shui is applied when selecting an ornament in jewellery design, with the primary purpose of protection and a call for good luck and good health. Fashion designers ensure that they adopt certain symbols, gems, and colours that are regarded as essentials in Feng Shui (Shi, Zhang & Chen, 2023). For instance, jade, a material considered to hold curative properties, is often used in accessories such as jewellery to enhance health. Similarly, symbols like dragons and phoenixes are incorporated to invite power and success. Combining aesthetic and metaphysical factors constitutes the uniqueness of Feng Shui jewellery within the market.
The reasons behind the consumption of Feng Shui jewellery go beyond its decoration aspect, touching the consumer's psyche. Customers look for items that will enrich them as people, help them achieve their goals, and help them overcome their fears during the night, as the Feng Shui concept mentions (Shi, Zhang & Chen, 2023). Chinese consumers who are tradition-conscious and appreciate culture also show a stronger inclination toward this trend. Desire is created by attributing specific beneficial qualities to Feng Shui jewellery, which demands festive events, such as wedding gifts, when symbolic gifts are given (Shi, Zhang & Chen, 2023). The application of the Feng Shui principles in designing jewellery has had a positive impact on the market trends appreciated here. There is a shift to more individualised and personalised items because consumers can choose specific stones and symbols for their unique Feng Shui requirements (Shi, Zhang & Chen, 2023). Furthermore, with the new trends mushrooming worldwide, people are adopting more wellness practices to supplement their daily lives. The Feng Shui jewellery market has grown to include customers from other countries who are out to embrace culturally well-crafted jewellery.
Marketplace promotions are central to selling Feng Shui jewellery items in the marketplace. Companies weave social themes and storytelling into products to ensure customers know the importance of some aspects of Feng Shui (Van Anh et al., 2024). This is done through sponsoring the development and posting of material on social media platforms with ideas for young people who might not have come across these practices in their primitive form. The dual appeal of beauty and divine protection thus presents marketers with an avenue to cater to emergent and spiritual consumerism (Van Anh et al., 2024). However, the Feng Shui jewellery market has drawbacks, such as preserving the creation's purity and not using cultural references as the market sets its sights on the global level. Furthermore, the public needs to be informed of the actual concepts of Feng Shui since people may get the wrong impression and base their actions on misconceptions and assumptions (Yu, 2022). Furthermore, the prospect of Feng Shui jewellery is promising, as the notion of Oriental wellness drains into Western society and people’s desire for multicultural imagery in modern jewellery.
2. Literature Review
2.1 The Development of China's Jewellery Industry in the New Era
The jewellery industry in China has evolved over several millennia, with intricate designs, aesthetic works, and a unique culture serving as a defining stamp of China's history. Chinese traditional ornaments, created as protective amulets in emblems of wealth, health, safety and sound, were applied in various rituals and everyday life. This included ivory, jade, gold, silver, and the like, where jade had a special status. Industry dynamics have also laid the foundation for the development of the industry from historical aspects and fused ancient techniques with modern-looking designs to suit the contemporary tastes of consumers. The late 20th century saw broad-based economic liberalisation and market-oriented reforms under Deng Xiaoping that altered the landscape of China's economy and its jewellery sector. According to King Jades (2021), the transition from a centrally planned economy to a market-oriented economy offered new opportunities for private businesses and foreign investments. The investments allowed domestic manufacturers to modernise production lines, increase product quality, and improve product portfolios to competitive world standards.
The principles of symmetry and directions are used in the construction of buildings and layouts, as well as the design of houses, offices, and homes. Feng Shui is a complex theory that has existed worldwide for centuries and was used in different cultures and areas, including jewellery traditions (Quang Vu, 2021). Feng Shui's essential elements concern changing space arrangements to improve Qi's circulation in every avenue including the jewellery sector according to Bhakthavatsalam & Sun (2021). Some of these concepts are the Bagua map, a tool of space division in nine specific areas that relate to various facets of life, and the five elements, namely wood, fire, earth, metal, and water, that have to be balanced to achieve a harmonious environment in terms of positioning objects, choosing colours and materials (Quang Vu, 2021). These concepts are evident in the choice of stones, icons, and shades of jewellery that are meant to attract specific qualities like protection, health, or prosperity, among others (Paton, 2021). Feng Shui principles blend into the aesthetics of this piece of jewellery without compromising the functionality or the superb artistic mastery that is showcased (Yu, 2022). For example, jade is regarded as a symbol of health and long life, and citrine is associated with prosperity and achievement. Ideas of power and balance are predominant, and they introduce symbols of dragons, phoenixes, and yin-yang symbols (Paton, 2021). This artistic incorporation of rationality makes Feng Shui jewellery distinct from traditionally styled pieces while catering to consumers interested in aesthetic qualities and philosophical alignment.
2.2 Consumer Rejuvenation in Feng Shui Jewellery
In Feng Shui jewellery, consumer rejuvenation implies reinvigorating a particular brand line or product offering to attract and maintain customer attention and loyalty by incorporating metaphysical Chinese principles with modern aesthetic and promotional approaches. This is especially necessary for an area of operation that is as saturated as the jewellery market and where the client's tastes and preferences are ever-changing (Paton, 2021). With the continued uptake of Feng Shui as a credible practice worldwide, it becomes crucial for brands to adapt to the international market while preserving the essence of civilisation and spirituality behind their products. Some of the Feng Shui jewellery brands follow brand repositioning strategies to fit into the contemporary world's requirements but still carry the essence of Feng Shui in them (Tanrikulu, 2021). This entails redesigning jewellery to contain current looks while at the same time featuring conventional elements of the Feng Shui emblem. Technology, such as integrating new resources like green metals and new synthetic gemstones with traditional stones, jade, and agates, ensures that pieces that appeal to a broader marketplace are produced (Paton, 2021). Feng Shui jewellery can correspond to the purchaser's Feng Shui requirements or preferences, making it easier for the consumer to maximise their affiliation with it.
Marketing and Digital transformation are central to reviving consumer appreciation and demand for Feng Shui jewellery. Marketing through social media platforms and online stores ensures audiences are expanded and shoppers are given a one-stop-shop experience (Ngoc Tham, 2021). Features depicting products and sharing the words of Kuan Yin through WeChat, Weibo, Tmall, Jing Jin, Instagram, and Etsy are utilised to show consumers the unique Feng Shui jewellery and its metaphysical uses of love and protection (Ngoc Tham, 2021). Marketing promotions of the centre as a mix of conventional Feng Shui practices and contemporary architecture could target both residents of China and some people worldwide. Stressing the significance of the jewellery beyond the corporate context while highlighting the metaphysical value of the product helps sustain close intimacy with the consumers (Ngoc Tham, 2021). For instance, uncovering that a particular type of piece can contribute to prosperity, health, or protection can increase the appeal of jewellery. When communicating these self-stereotypes, with the help of artistic configurations, many consumers would easily relate to the cultural values treasurer in them, thus making the jewellery products more desirable and precious.
Economic and Social Responsibility is gaining popularity and is an element that concerns every buyer, starting with Feng Shui jewellery. Companies that implement social responsibility by focusing on recycled materials, respecting employees, and using transparent supply chains can reinvent themselves and attract new ethical consumers (Quang Vu, 2021). For instance, incorporating recycled metals and gemstones sourced from responsible sources satisfies the customer's ecological conscience (Quang Vu, 2021). In China and worldwide, brands that can incorporate and endorse sustainable models can distinguish themselves from the general public we serve, reflecting a new generation's mindset. Consumer rejuvenation means buying products that suit their taste and satisfy the younger generation; thus, the sales of Feng Shui jewellery can be positively affected (Quang Vu, 2021). By integrating brand repositioning, digitalisation, cultural association, and recyclable perspectives, customer engagement and devotion to brands are usually enhanced. For instance, Feng Shui jewellery brands have said that their brands have embraced digital marketing and cultural storytelling, and they have recorded high sales on the Internet. Moreover, the ideas of sustainability and ethical performance improved a new group of consumers, while sales and brand image have increased again. 
2.3 China Jewellery Market Development Prospects and the Integration of Feng Shui in Jewellery Design
In traditional Chinese society, jewellery, which may sometimes be melee and made from gems like jade, gold, and silver, has profound cultural implications. More than mere ornaments, these pieces are also treasured for their religious and ethnic connotations, which depict wealth, wellness, and security (Van Anh et al., 2024). This cultural base helps offer a good background for today’s cultural jewellery market, making Chinese jewellery accepted locally and abroad. Moreover, China has been enjoying a steady and growing economy in the last few decades; this has seen its population grow in purchasing power incredibly (Van Anh et al., 2024). As consumers shift towards the middle and upper classes and bear higher disposable incomes, a large market available today is luxury products, including jewellery. This economic success has helped expand the jewellery market, where consumers are eager to invest more in quality and culturally relevant merchandise (Van Anh et al., 2024). However, there are still more benefits to implementing the Feng Shui principles, especially regarding the cultural aspect of jewellery this target consumer segment that is looking for these additional values and good looks.
The market of Chinese jewellery is characterised by a relatively constant process of change and improvement. Original trends are being incorporated with new styles to meet the needs of the current society since the consumer is constantly changing. Modern jewellery designers are using more sophisticated techniques and different materials to design their jewellery (Van Anh et al., 2024). This modernisation can be seen in the incorporation of Feng Shui into the jewellery design, as the outlook is modern, yet Feng Shui is an ancient Asian practice. This integration also ensures that the aesthetics of the jewellery is preserved but, at the same time, renders the jewellery appropriate for today’s market. The change in the consumption of jewellery can be directly attributed to the Digitization of the market.
Due to the emergence of e-commerce platforms and the presence of social networks, the storage of jewels has also changed. It has also become easy for brands to market themselves through the Internet and social media networks as they can display their products to global clients (Van Anh et al., 2024). Some of the B2C channels include Tmall and JD as e-commerce platforms. Entailing that, B2C e-commerce platforms such as JD.com and Alibaba platforms and social media platforms such as WeChat and Weibo have transformed into significant platforms for advertising and selling jewellery. These continue to be well-suited for the marketing of Feng Shui-integrated jewellery designs as they target consumer responses based on the theoretical and cultural meanings of the products (Van Anh et al., 2024). The current consumers in China are more inclined to buy products that touch the traditional and contemporary worlds according to Meltzer, Petras & Reynolds (2020). Regarding the selection of jewellery, there appears to be an increasing demand for ornaments associated with culture and religious or philosophical value. These demands are met in Feng Shui jewellery by uniting the Chinese philosophical concepts of the ancient period with today’s trends in jewellery design. 
Consumers also absorb the cultural connotations and the perceived function inherent in the Feng Shui philosophy, which denotes the ability to draw in luck, health, and protection, thereby rendering Feng Shui jewellery highly desirable within the marketplace (Meltzer, Petras & Reynolds, 2020). Sustainability and ethical aspects remain current concerns of consumers worldwide, including Chinese consumers (Feng, 2022). As a result, the jewellery industry is moving towards sourcing and manufacturing sustainably and ethically. Sustainability policies such as using environmentally friendly products and substances in products and fairness to workers are gradually being adopted (Meltzer, Petras & Reynolds, 2020). Specifically, in Feng Shui jewellery, using environmentally friendly material makes the piece much more attractive to the ‘mindful’ consumer beyond the symbolic properties of the piece (Feng, 2022). By correlating with such values, the opportunities for Feng Shui jewellery to prosper in the market can be realised.
The market for jewellery originating from China, especially those with Feng Shui characteristics, is experiencing a rising trend. Feng Shui jewellery’s themes, styles, and motifs are another reason the products enamour consumers worldwide. Thus, utilising the opportunities of modern design and cultural reliance, Chinese jewellery brands have a great potential to increase their foothold in the global market by targeting its continuously expanding audience (Hsu et al., 2014). Therefore, the further development of the Chinese jewellery market and their integration of Feng Shui into jewellery design has great potential for development. The sustained economic growth and the highly elevated interest of consumers towards highly valued cultural and metaphysical items act as the framework for further growth (Meltzer, Petras & Reynolds, 2020). Brands that can create something new and yet adhere to their culture will be the winners in the new age (Hu, 2022). The continued demand for and implementation of digital marketing techniques, ensuring responsible consumption, and the focus on internationalisation will also contribute to stabilising and developing the Chinese jewellery market. Subsequently, Feng Shui jewellery is appropriately placed to fuel the market because of the constant need for meaningful and unique adornments.


2.4 Market Trends and Sales Performance in China's Jewellery Industry
The development of the Internet and digital environment has immensely shifted the landscape of the jewellery market in China. McKinsey & Company report also highlighted that 2023 proved beneficial for online jewellery in China as it grew 35% and was ahead of traditional markets. Some of the primary online marketplaces include Alibaba's Tmall and JD, and now both Tmall and Taobao platforms have become essential channels for selling products; Tmall alone revealed that the company's jewellery sales experienced a 40% growth year-on-year. Mobile apps such as WeChat and Weibo are also instrumental in marketing agendas, enabling brands to reach more consumers (Matthews, 2021). This digital enhancement has helped brands add Feng Shui principles to jewellery collections by being able to make people aware of these pieces of jewellery being culturally significant. Customer individualisation and diversification remain vital forces shaping the Chinese jewellery market. According to Lin & Sai (2023) the interest in personalised jewellery was on the higher side in China, and 60% of consumers were ready to spend more on customised products. This trend is quite relevant in jewellery accessories and the Feng Shui jewellery business, mainly because customers are looking for unique pieces that address their unique metaphysical requirements (Lin & Sai, 2023). Since people can choose the specific stone or symbol etched on the Feng Shui jewellery, there has been an increment of 25% in the production of these brands in the market.
Feng Shui jewellery is on the rise and is stylised due to people's heightened concern about their spiritual, mental, and physical health and an inclination towards products of cultural importance. According to Nguyen Kim Ngoc (2024) the prospects for Feng Shui jewellery are also positive: the market in China is likely to increase at an average annual rate of 15% through 2025. This growth can be attributed to new consciousness and awareness of Feng Shui in homes and buildings worldwide. For the year 2023, there was a 20% rise in sales of jewellery that incorporated Feng Shui motifs compared to the sales made in the prior year, signifying the growing demand from the public for the product that provides ornamental and spiritual features. Due to the increased awareness of sustainability and ethical practices, these issues are emerging as significant concerns in the jewellery market. According to Feng (2022), more than 45% of Chinese consumers want their jewellery to be eco-friendly and free from conflict materials. Focusing on sustainable sourcing for the components used in Feng Shui jewellery, mainly when it predominantly uses natural stones and traditional materials, can add value to the product (Ho Tien, 2021). Those organisations supporting ethical behaviour claim that consumers' interest and consumption have risen by 30 per cent.
One significant development that has recently occurred and has seen a boost in Chinese cultural identification is the jewellery market. Accordingly, there has been an 8.5-billion-yuan ($1.29 billion) growth in the sale of cultural-themed products over the past two years, particularly, a 25% rise in jewellery sales (Fernandez-Beanato, 2021). Being culturally and historically associated with jewellery, Feng Shui enjoys the advantage of this occurrence. Since Feng Shui is composed of old-world elements that reflect cultural antecedents and today's trendy designs, brands that embrace both aspects will appeal to consumers looking forward to obtaining items that are cultural and modern, boosting overall sales by 15% (Armano, 2020). Incorporating Feng Shui principles into jewellery has been proven to influence consumers positively regarding sales performance. The China Jewellery Industry Association has provided evidence to support that jewellery related to Feng Shui experienced an increase of 18 per cent (Armano, 2020). An essential fusion of metaphysical forms and modern design can attract various types of consumers. As for the future of Feng Shui jewellery, it is believed that the market's growth rate will increase by at least 20 per cent per year till 2025. Companies that create brands and provide value systems that meet customer needs and demands in the marketplace are likely to emulate market growth and dominance.
3. Research Questions
The purpose of this study is to determine the metaphysical factors influencing consumer purchasing decisions and sales performance of Feng Shui jewellery in the modern market. Towards this end, the proposed study shall seek to find answers to the following:
i. What metaphysical factors influence consumer purchasing decisions and Feng Shui jewellery sales performance in the modern market?
ii. What role does the perceived metaphysical benefit of Feng Shui jewellery play in consumer decision-making?
iii. What are the prospects for the global expansion of the Feng Shui jewellery market?
4. Research Approach
The research methodology for analysing the application of Feng Shui in China’s jewellery market includes both qualitative and quantitative research. This approach enables covering all critical areas of the market and potential consumers, in addition to understanding the effect of metaphysical drivers on jewellery consumption.
Quantitative Methods: Quantitative data will be collected through questionnaires and analysis of sales figures, showing consumer propensity, overall performance, and trends (Bingham, 2023). This will include surveys aimed at capturing the top Feng Shui elements that may directly affect the probability of purchase and statistical analysis of the sales data.
Qualitative Methods: Consumers and jewellery wearers, intending jewellers, and unbiased experts will form focus areas for qualitative research that includes in-depth interviews and focus group discussions (Bingham, 2023). Qualitative data will assist in investigating the reasons towards consumer behaviour and the perception towards Feng Shui jewellery.
4.1 Research Philosophy
The research philosophy adopted in this study is pragmatism, which entails focusing on the effectiveness of the research studies and their practical implications. Using pragmatism in this study is appropriate since it encourages the application of cross-sectional approaches in responding to intricate research questions and in generating generative knowledge (Bingham, 2023). This developed philosophy enables the use of different procedures in conducting the study and uses a pragmatic approach to solve issues to do with the implementation of Feng Shui in jewellery and its market.
4.2 Theoretical Framework and Conceptual Framework
The theoretical framework for this research is based on the Symbolic Interactionism Theory and Consumer Behaviour Theory: 
4.2.1 Symbolic Interactionism Theory:
 According to Meltzer, Petras & Reynolds (2020), people communicate meaning and provide interpretations of symbolisms through interaction. As for the concept of Feng Shui jewellery, this theory allows us to grasp how cultural associations of signs and metaphysical significance are seen and appreciated by consumers. It offers another perspective on how Feng Shui elements are incorporated into the production of jewellery products and how these products affect their consumers in terms of identity and individuality.
4.2.2 Consumer Behaviour Theory:
According to Tanrikulu (2021), consumer behaviour theory pervasive is the decision-making process that goes on in individuals’ minds each time they make a purchase, which assists businesses and marketers to take advantage of these behaviours and know how and when a consumer is most likely to make a purchase. It comprises micro-variables such as perceived value, psychological variables, and cultural variables. Applying this theory enables one to understand the implication of the Feng Shui theories in the perception and purchasing of jewellery in the marketplace.
4.2.3 Conceptual Framework
The conceptual framework for this study integrates critical concepts related to Feng Shui, consumer behaviour, and market trends. 
· Feng Shui Principles: Integral to the framework are such natural elements as Feng Shui, symbols, chosen colours, and materials, which are supposed to have an impact on the metaphysical aspects of life, such as wealth, health, and protection (Chen & Chen, 2023). This entails understanding the manner in which these principles are adopted in jewellery designs and possible perceived benefits.
· Consumer Perceptions and Preferences: This framework is analysed by reviewing the way people view and appreciate Feng Shui jewellery. This is regarding aspects like the symbolism associated with the jewellery, the possibility of the owner making modifications to the jewellery, among other things, and the role played by cultural and individual perceptions towards the purchase of the jewellery products (Chen & Prompanyo, 2021).
· Market Trends and Sales Performance: The adoption of the concept of the evolving market environment involves aspects like e-commerce, personalization, and sustainability. It also assesses the extent to which these trends positively or negatively impact the overall sales performance and the development of the Feng Shui jewellery industry.
· Integration of Modern and Traditional Elements: The framework focuses on understanding how modern product design aspects are incorporated with conventional Feng Shui concepts to create appealing products (Chen & Prompanyo, 2021). This includes looking at how brands innovate while also promoting cultural heritage and fulfilling current consumer expectations.
5. Methodology
The research design of this study is a mixed-methods research design, which includes both the quantitative and the qualitative approaches. Structural questionnaires will be used to capture quantitative data from consumers of Feng Shui jewellery to envisage factors like purchase reason, perceived value, and the tendency of Feng Shui principles influencing buying behaviour in China (Bingham, 2023). Descriptive statistics will be used for group comparison, and analysis of Variance (ANOVA) will be used for hypothesis testing which will be analysed using SPPS software. The study will incorporate semi-structured interviews with consumers and jewellery designers, as well as focus group discussions with other consumers. This will give the cultural background of Feng Shui and how it impacts jewellery design and marketing. Due to the qualitative nature of data, the data will be analysed to look for patterns that point to trends in consumers’ behaviour and the markets (Bingham, 2023). The combination of both quantitative and qualitative data enforces a rich understanding of quantitative market trends as well as qualitative cultural imperatives that drive the consumption of Feng Shui jewellery.
6. Limitations and Challenges
There are various limitations and challenges inherent to this research. First, cross-sectional surveys ‘views and interviews are self-administered, thus distorted by respondents’ desire for bias in their opinions and impressions instead of representing objective truth. Nevertheless, the sample size and coverage of the collected samples confine the generalization of findings of the research within the entire Chinese market or even at the international level. The idea is that Feng Shui may be interpreted differently within different cultures of China and regions; therefore, the findings of this study may not perfectly reflect the reality of Feng Shui. Another factor is the variability of consumer demand in jewellery consumption, and this depends on trends and economic and technological factors. Maintaining the currency and relevance of the research in such a dynamic environment becomes quite cumbersome. Finally, getting information from companies on their actual sales might also be difficult due to business secrets, which may result in a restricted view of the market trends.
7. Expected Outcomes
This research will confirm that Feng Shui jewellery is a popular trend among the Chinese due to its symbolic value and Asian belief, and recurrent desires in the Chinese jewellery market are expected to be identified. From these expectations, it will be ascertained that the application of Feng Shui in jewellery design intends to be a decisive factor that leads to the purchase of a particular piece of jewellery, particularly for those who are sensitive to culturally relevant designs (Cafeland, 2022). The study will demonstrate that other factors, such as e-commerce growth and increased focus on sustainability issues, also increase the potential of Feng Shui jewellery, thus creating great sales potential and a favourable market outlook for Feng Shui jewellery within the overall jewellery market.
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