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Abstract

This study explores the impact of emotional interactive design elements on Christmas holiday
packaging materials in Shanghai, focusing on their ability to enhance consumer engagement
and emotional resonance. Packaging plays a pivotal role during the holiday season, serving as
a medium for conveying festive spirit and fostering meaningful connections between brands
and consumers. By analyzing key design components—color, typography, imagery, texture,
and interactivity—this research highlights their role in eliciting emotions such as joy, nostalgia,
and excitement. The study employs a mixed-methods approach, combining in-depth
interviews and focus groups to gather qualitative insights, alongside surveys and
observational studies for quantitative analysis. The findings reveal that traditional holiday
colors like red, green, and gold evoke strong positive emotions, while innovative color
palettes can differentiate brands in a competitive market. Typography contributes
significantly to the emotional tone, with script fonts evoking nostalgia and modern fonts
appealing to younger audiences. Imagery, such as winter landscapes and festive scenes,
triggers feelings of warmth and togetherness, while textured packaging enhances the sensory
and luxurious experience. Interactive features, including QR codes and augmented reality,
emerged as promising tools for creating surprise and delight, particularly among tech-savvy
consumers. Personalization further strengthens emotional connections, fostering a sense of
exclusivity and loyalty. This research contributes to the growing field of emotional design by
providing actionable insights for designers and marketers aiming to optimize holiday
packaging for emotional impact. The study underscores the importance of cultural and
regional considerations in design, offering a framework for creating packaging that resonates
deeply with Shanghai’s consumers. Ultimately, the integration of emotional interactive design
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elements can transform holiday packaging into a powerful tool for driving consumer
engagement, brand loyalty, and commercial success during the festive season.

Keywords: Emotional Design, Holiday Packaging, Consumer Engagement, Interactive Design,
Shanghai

Introduction

The winter holidays are a time for friends and family to get together and share in the spirit of
the season. It's a time of year when giving presents and sharing one's feelings is commonplace
(Yau & Reich, 2019). In this context, the packaging of Christmas gifts plays a key role in
increasing the emotional experience of both the donor and the recipient. Emotions ranging
from joy and happiness to nostalgia and warmth can be sparked by the visual aspects of
Christmas packaging. Emotions have a huge role in people's daily lives and the choices they
make. Emotions play a crucial part in consumer behaviour, influencing consumers' tastes,
decisions, and brand allegiances. Emotions are amplified when it comes to holiday packaging
since they are intrinsically linked to the joy and warmth of the season. There is a correlation
between the design elements used in holiday packaging and the induction and amplification
of these feelings.

The study of emotional interactive design is gaining popularity, and researchers are learning
more about the mechanisms by which designs can elicit feelings in users. However, using
psychological design concepts in holiday packaging is still a mostly uncharted territory. This
research tries to bridge this gap by investigating how various design components, such as
colour, typography, imagery, texture, and interactivity, might be strategically deployed to
elicit and enhance emotions in the context of holiday packaging. The holiday season's
commercial importance is a primary reason for doing this research (Pranata, 2019). Since the
holiday shopping season is so important to many companies' bottom lines, it's vital to find
ways to differentiate yourself from the competition. Holiday packaging that succeeds in
attracting and impressing customers can have a significant impact on the latter's propensity
to make a purchase. Businesses may enhance brand loyalty and sales by developing packaging
that appeals to customers on a deeper level by considering the emotional impact of design
aspects (Hinote, 2020).

The emotional impact of Christmas packaging can also be greatly enhanced using typography.
Different feelings and ideas can be communicated using different fonts, styles, and sizes (Choi
& Aizawa, 2019). Examples include the potential for bold and fun typography to convey a
sense of excitement and modernity, and elegant and script-like fonts to evoke a sense of
tradition and nostalgia. The purpose of this research is to see if and how typography may be
strategically employed to complement the sentimental messaging found in holiday packaging.
Since images can cause one to recall and reminisce, they are a powerful tool for triggering
feelings. The right visuals on holiday packaging can evoke a strong reaction from buyers. For
example, photos of snowflakes and winter landscapes can produce a sense of cosiness and
nostalgia, while images of joyous families and friends might provoke feelings of warmth and
togetherness. To that end, this study will examine how the choice and arrangement of images
on holiday packaging materials can heighten consumers' emotional investment (Wang et al.,
2023).
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The tactile and emotional experience of holiday packaging can be enhanced using texture, a
design aspect that is often overlooked. Whether the packing material is smooth, textured, or
matte can affect how high-end or luxurious the product appears to the consumer (Miller,
2022). Unwrapping a present is a physical process that can heighten the recipient's
anticipation and joy. This study intends to explore the impact of texture in holiday packaging
and how it might be exploited to heighten emotional reactions.

The incorporation of user-interactive features into packaging is a relatively new but rapidly
growing trend in the industry. Consumers can be immersed in a multimodal experience with
the use of features like augmented reality, QR codes, and hidden messages (Georgiou & Kyza,
2021). Interactivity in holiday packaging can provide a sense of surprise and delight, creating
a stronger connection between the gift giver, the giftee, and the gift itself. To create more
meaningful and lasting holiday experiences, this study will investigate how interactive design
components might be included into Christmas packaging.

One of the biggest challenges in the field of holiday packaging design is a lack of knowledge
on how to most effectively apply emotive design elements to improve consumers' holiday-
related shopping and celebrations. Although studies of emotive design concepts have been
conducted in a variety of fields, their potential use in holiday packaging has received less
attention. Because of this information gap, it can be difficult for designers and companies to
make Christmas packaging that truly connects with customers on an emotional level.
Emotional design is crucial to the success of a product or service, as theorised in works like
"Emotional Design: Why We Love (or Hate) Everyday Things" by Donald A. Norman. Emotional
design, according to Norman, goes beyond mere utility and instead prioritises making users
feel good (Berni et al., 2023). To successfully apply these ideas to holiday packaging, a more
in-depth understanding of the emotional intricacies of holidays and how design elements
might activate and magnify these emotions is necessary.

Colour is a key design element with a well-documented tendency to create distinct emotions
and connections. However, the use of colour in holiday packaging lacks consistency and
clarity. Consumers may have trouble associating certain feelings with holiday packaging
because of the large variety of colours used by various brands and items (Barone et al., 2021).
This lack of uniformity might diminish the packaging's emotional impact and prevent the
development of a unified festive brand image. Theories The book "Psychology of Colour" by
Eva Heller focuses on the mental and emotional effects of colour. Heller's research sheds light
on the psychological effects of colour, whether that be comfort, excitement, nostalgia, or
calm. If this information is to be applied to holiday package materials, a more methodical and
evidence-based approach to colour selection is required to guarantee that the colours
selected correspond to the intended emotional messaging of the brand and product.

When used well, typography may communicate ideas, concepts, and even the personality of
a company. However, a consistent font strategy is typically absent from holiday packaging.
Brands may choose visually appealing fonts and styles, but these may not correspond to the
feelings they hope to evoke in their target audience. This discrepancy can cause consumers'
emotional responses to be at odds with what they see on the box (Liao & Huang, 2021). Some
design and communication theories, such as Robert Bringhurst's "The Elements of
Typographic Style," highlight the significance of typography. Bringhurst's work underlines

839



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 15, No. 5, 2025, E-ISSN: 2222-6990 © 2025

how font can generate emotions, boost readability, and create a feeling of hierarchy.
Incorporating these guidelines into the design of Christmas packaging calls for a methodical
approach to the choice of font that takes into account not just visual appeal but also
emotional resonance and brand consistency.

In today's technological world, interactive design components can appeal to customers'
senses beyond sight and sound, making holiday packaging more memorable. Many
companies, however, still fail to adequately include interactive features into their Christmas
packaging. Whether through augmented reality, QR codes, or hidden messages, these
interactive components can create a sense of surprise and excitement, creating a stronger
emotional connection between the gift giver, the gift receiver, and the gift itself.
Shneiderman's "Designing the User Interface: Strategies for Effective Human-Computer
Interaction" is just one theory that highlights the significance of interaction in design,
especially in digital settings. While Christmas packaging may not be a digital interface, the
fundamentals of engaging users and delivering memorable experiences through interaction
remain relevant. It takes a change of perspective and an acceptance that technology may
boost the emotional effect of packaging materials to successfully incorporate interactive
aspects into holiday packaging (BICER).

Research Objectives

1. To examine the current design for Christmas holiday packaging material in Shanghai, China.

2. To analyze the appropriate emotional design characteristics for Christmas holiday
packaging material in Shanghai, China.

3. To propose appropriate emotional design characteristics for Christmas holiday packaging
material in Shanghai, China.

Significance of the Study

There is a significant void that this research fills in the area of design and marketing. Although
the idea of emotive design has been around for a while, it has not been studied extensively in
relation to holiday packaging. For companies that want to create memorable packaging and
boost seasonal customer engagement, understanding how design elements may provoke and
intensify emotions is of utmost importance. The findings of this research will help designers,
marketers, and companies competing in the holiday market make better use of emotional
design.

Furthermore, there are substantial ramifications for consumer behaviour and choice making
from this study. Consumers' tastes and decisions are heavily influenced by their feelings
during the holiday season. Packaging materials serve as the first point of contact between
consumers and products, and this is especially true for gift-giving and holiday-related
transactions. This research can help firms better understand how to affect customer opinions,
purchasing decisions, and brand loyalty by identifying the emotional impact of design aspects.
It lays the groundwork for companies to design packaging that touches customers
emotionally, which in turn boosts sales and retention.

Literature Review

Emotional design refers to the purposeful use of design components, such as colour,
typography, imagery, texture, and interactivity, to evoke specific emotional responses or
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connections in users. In the context of this study, it applies to the employment of these design
elements in holiday package materials to provoke and promote emotional engagement
(Pearce, 2020).

Emotional design in holiday packaging materials encompasses a multifaceted approach that
seeks to evoke specific feelings and connections with consumers. It involves the intentional
use of various elements to elicit emotional responses, fostering a deeper connection between
the product and the individual. This strategy taps into human emotions, creating a memorable
and meaningful experience that goes beyond mere functionality or aesthetics. Color plays a
pivotal role in emotional design. Holiday packaging often incorporates vibrant hues such as
reds, greens, and golds to evoke feelings of joy, warmth, and festivity (Keesee, 2020). These
colors are deeply associated with the holiday season, triggering positive emotions and
nostalgia. For instance, red symbolizes passion, excitement, and energy, while green signifies
nature, growth, and harmony. Gold exudes luxury, elegance, and celebration. The strategic
use of these colors in packaging design can instantly captivate and engage consumers on an
emotional level.

Typography also holds significant influence in evoking emotions. Fonts can convey various
sentiments—whether it's playful, elegant, traditional, or modern. In holiday packaging,
whimsical or script fonts might be used to evoke feelings of warmth, nostalgia, and tradition,
while clean and modern fonts can convey a sense of sophistication and contemporary
celebration. The choice of typography complements the overall design, reinforcing the
emotional resonance of the packaging (Wang, 2023). Texture is another crucial element in
creating emotional connections. Incorporating tactile materials such as embossed patterns,
soft-touch finishes, or textured papers enhances the sensory experience. A packaging
material that feels luxurious or cozy to the touch can evoke emotions of comfort, quality, and
indulgence. By appealing to the sense of touch, brands can create a more immersive and
memorable interaction with their packaging, forging a stronger emotional bond with
consumers.

Imagery and visual elements are powerful tools in eliciting emotions. Holiday-themed
illustrations or photographs that depict nostalgic scenes, snowy landscapes, cheerful
gatherings, or iconic holiday symbols like ornaments and snowflakes can evoke feelings of joy,
warmth, and togetherness. These images serve as visual cues that resonate with individuals,
triggering positive emotional associations related to the holiday season. Personalization is an
emerging trend in emotional design for holiday packaging (He, 2022). Customizing packaging
materials with individual names, messages, or personalized greetings adds a personal touch,
fostering a sense of exclusivity and connection. Personalized elements make consumers feel
valued and appreciated, leading to a stronger emotional attachment to the product and the
brand.

Storytelling within packaging design is a potent way to evoke emotions. Brands that weave a
compelling narrative related to the holiday season—whether it's about family traditions,
cultural heritage, or charitable initiatives—can create a deeper emotional connection with
consumers. Narratives evoke empathy, resonate with shared experiences, and create a sense
of belonging, thereby strengthening the emotional bond between the consumer and the
brand (Kim & Sullivan, 2019). Inclusivity and diversity in holiday packaging design also
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contribute to emotional connections. Representing a diverse range of cultures, traditions, and
celebrations acknowledges and respects the varied experiences of consumers. Inclusive
designs that embrace diversity can resonate with a wider audience, fostering a sense of
acceptance, unity, and belonging among consumers of different backgrounds.

The functionality of packaging materials also influences emotional design. Ease of use,
sustainability, and eco-friendliness can evoke positive emotions such as satisfaction, pride,
and environmental consciousness. Packaging that is convenient to handle, reusable, or made
from recycled materials aligns with consumers' values, eliciting a sense of goodwill and
emotional connection with brands that prioritize sustainability (Wu, 2021).

Color, typeface, imagery, texture, and interactivity are just some examples of the design
elements that form the backbone of every good looking and feeling design (Tian, 2020). This
study examines the emotional effects of several types of holiday packaging, focusing on the
aesthetic and practical design factors that go into their construction.

Interactive design is a multifaceted discipline that encompasses the creation of digital
experiences, interfaces, and products that encourage user engagement, participation, and
feedback. At its core, interactive design aims to facilitate meaningful interactions between
users and technology by focusing on user-centric approaches, usability, and seamless
interaction flows. This field is continuously evolving, driven by technological advancements,
user behavior patterns, and the pursuit of enhancing user experiences across various
platforms and devices (Purnomo, 2023). One of the fundamental principles of interactive
design revolves around user-centered design methodologies. This approach emphasizes
understanding users' needs, behaviors, and preferences through research, user personas, and
usability testing. By placing users at the center of the design process, interactive designers
can create products and interfaces that align with user expectations, resulting in more
intuitive and engaging experiences.

The picture below showing the design features cut-out areas on the boxes, allowing the inner
color or contents to peek through, creating an interactive visual effect. Additionally, the
inclusion of vibrant red ribbons offers a tactile, hands-on experience for tying and securing
the festive packages.
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Research Framework
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«  Cognitive Load Theory
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Figure 1: Research Framework

Methodology

This study utilizes a mixed-methods approach, combining the strengths of both qualitative
and quantitative research. The qualitative component is focused on understanding the
emotional and interactive aspects of holiday packaging through in-depth interviews and focus
groups. These methods provide rich, detailed data that reveal the underlying emotional
triggers and design preferences of consumers. The quantitative component involves surveys
and observational studies, allowing for the measurement of consumer preferences and
behaviors on a larger scale. By integrating these approaches, the research is able to provide
both depth and breadth in its analysis of Christmas holiday packaging design.

In-depth interviews are selected as a primary data collection method due to their ability to
capture detailed and nuanced insights into consumer emotions and design preferences.
Unlike surveys, which are limited by predefined response options, in-depth interviews allow
respondents to express their thoughts and feelings in their own words. This flexibility is crucial
for exploring the emotional impact of design elements, which may not be fully understood
through more structured methods. Additionally, interviews provide the opportunity to probe
deeper into responses, uncovering underlying motivations and perceptions that might not be
immediately apparent.

Thematic analysis will be used to analyze the interview data. This method involves coding the
transcribed interviews to identify recurring themes related to emotional design and consumer
preferences. The analysis will focus on how different design elements evoke specific
emotions, and how these emotions influence consumer behavior. The results will be used to
inform the development of the survey questions in the quantitative phase of the research.
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Discussion

The findings of this study emphasize the critical role that emotional interactive design
elements play in Christmas holiday packaging materials in Shanghai. Consumers are
significantly influenced by packaging that resonates emotionally, making it a key factor in their
purchasing decisions. The use of visual elements such as color, typography, imagery, and
texture, combined with interactivity, contributes to the emotional impact and overall
effectiveness of holiday packaging. This underscores the importance of creating a sensory
experience that not only captures the festive spirit but also establishes a meaningful
connection with consumers.

Color emerged as a particularly powerful design element in evoking emotions. The study
found that traditional holiday colors like red, green, and gold consistently trigger feelings of
warmth, joy, and nostalgia among consumers. These hues are deeply associated with the
Christmas season and are effective in enhancing the festive atmosphere. However, the
research also highlights the need for innovative color combinations to differentiate brands
while maintaining emotional resonance. The strategic application of color theory, as proposed
by Eva Heller, could further optimize the emotional impact of holiday packaging in Shanghai's
competitive market.

Typography was shown to play a complementary yet vital role in shaping the emotional tone
of packaging. Script fonts, for instance, were found to evoke a sense of tradition and nostalgia,
aligning well with the sentiments of the holiday season. On the other hand, modern, clean
fonts appealed to younger demographics, reflecting contemporary aesthetics. The findings
suggest that an intentional and consistent typography strategy could amplify the emotional
messaging of packaging, enhancing brand identity and consumer engagement.

Imagery proved to be one of the most effective tools for eliciting emotions. Holiday-themed
visuals, such as snowflakes, winter landscapes, and family gatherings, resonated strongly with
consumers, triggering memories and feelings of togetherness. These images not only added
visual appeal but also deepened the emotional connection between the product and the
consumer. The study underscores the importance of aligning imagery with cultural and
regional nuances in Shanghai to ensure authenticity and relatability.

The tactile experience provided by texture was another critical element in enhancing
emotional engagement. Participants noted that textured packaging, such as embossed
patterns or soft-touch finishes, elevated the perceived value and luxury of the product. The
tactile element contributed to a multisensory unboxing experience, heightening anticipation
and joy. This finding aligns with previous studies emphasizing the role of sensory interaction
in creating memorable consumer experiences.

Interactive features, though less commonly utilized, were identified as a promising avenue
for creating unique and engaging packaging designs. Elements like QR codes, augmented
reality (AR), and hidden messages added a sense of surprise and delight, fostering a deeper
emotional connection with the product. These features were particularly appealing to tech-
savvy younger demographics, suggesting a potential area for innovation in holiday packaging
design. Incorporating interactive elements could not only enhance the emotional experience
but also drive brand differentiation in the competitive holiday market.
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Personalization emerged as a significant trend, with consumers expressing a preference for
packaging that felt unique and tailored to them. Customizable elements, such as names or
messages on packaging, were seen as a way to foster a stronger connection with the brand.
This aligns with the broader trend of personalization in marketing and underscores its
potential for increasing customer loyalty and satisfaction during the holiday season.

Finally, the study highlights the broader implications of emotional interactive design in
shaping consumer behavior. Packaging serves as the first point of contact between a product
and a consumer, making it a critical touchpoint for influencing perceptions and purchase
decisions. By strategically leveraging emotional design elements, brands can create
memorable experiences that not only drive sales but also build long-term brand loyalty. The
insights from this research provide valuable guidance for designers and marketers aiming to
optimize holiday packaging for emotional impact in the dynamic Shanghai market.

Conclusion

This study underscores the significant role that emotional interactive design elements play in
enhancing the appeal and effectiveness of Christmas holiday packaging materials in Shanghai.
By strategically incorporating elements such as color, typography, imagery, texture, and
interactivity, designers can evoke emotions that resonate deeply with consumers. These
emotional connections are pivotal during the festive season, as they influence consumer
perceptions, purchasing decisions, and overall satisfaction. The findings highlight the
importance of aligning design elements with cultural and regional nuances, ensuring
authenticity and relatability in a highly competitive market. Furthermore, innovative features
like personalization and interactivity provide unique opportunities to differentiate brands and
foster meaningful consumer relationships.

The research contributes valuable insights into the intersection of emotional design and
holiday packaging, offering practical guidance for designers, marketers, and businesses. By
understanding the emotional triggers associated with design elements, companies can create
packaging that not only captivates consumers but also strengthens brand loyalty. The study
also opens avenues for further exploration, such as examining the long-term impact of
emotional design on consumer behavior and the integration of emerging technologies in
holiday packaging. Overall, this research demonstrates the transformative potential of
emotional interactive design in crafting memorable and impactful holiday experiences,
ultimately driving both consumer engagement and business success.
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