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About the Authors

Jamy Yang

Top product designer, industrial design master and former product designer of Siemens headquarter in Germany.

Winner of more than 30 international design awards including iF China Award, Red Dot Design Award, G-mark and Design
For Asia Silver Award, and judge of many international design prizes including.

In 2005, he became founder of YANG DESIGN, one of the most influential product strategy and design consultancies in
China. YANG DESIGN has been working with Greenpeace, Audi, Bosch, Rado, Absolut Vodka, Swatch, Schneider, Dupont
and ABB.

In 2007, he founded designer brand y—town, a design experiment with attention to society, human and material. Since then
the brand has launched product collections including the Recycled Project and Jiu Jie.

Xiaojing Huang
Strategic Director of YANG DESIGN, Brand director of y—town.
Xiaojing Studied in Guangzhou and Berlin, and is winner of Red Dot Design Award, Design For Asia Silver Award with projects

shown in Germany, ltaly, Switzerland, Sweden, Taiwan and Hong Kong in China. She is also the writer of Small Product, Big

Idea, and How to Build Brand Image with Creative Gift Design.

About the Design Agency

YANG DESIGN

YANG DESIGN is one of the most influential product strategy and design consultancies in China. YANG DESIGN excels in
design strategy, consumer insight, product design, interaction design and brand design. We design innovative lifestyle.

YANG DESIGN'S clients include local and international brands such as Greenpeace, Audi, Bosch, Rado, Absolut Vodka,
Swatch, Schneider, ABB, Avon, Dupont, Haier, Joyoung, CNOOC and ZTE.

About YANG DESIGN Brand Strategy Department

The Design Strategy of YANG DESIGN focuses on user experience. Methods include Consumer Insight, Trend Study,
Competition Product Research, User Experience Redesign. Outputs include Product Design Strategy, Pl Strategy, Annual
Color Planning, Product DNA and Product Line Planning.
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About this book

I truly understood and made use of design trend when | worked in Siemens Headquarter in 2003. | worked in a department
where design projects were commissioned by multi—national companies. There was a dedicated team to work in color,
material and trend research at the same time. That was how | truly understood brand identity in product design as well as
design trend, and later applied to my projects in China. In the design consultancy | founded, there is a team responsible for a
color, material and trend design database, and constantly apply the research into design projects. They are strategists from

the Brand Strategy Department, and the Color and Material Lab. Ever since 2005, it has proved to be a job meaningful and
effective, hard but challenging.

| still remember when | returned from Germany, our team were designing for a leading local home appliance company, who
felt that our design was too “Germany” and too high—end for the Chinese market. The pictures below show our project
over the years, involving from minimal Germany style to a soft, organic but still simple tone for the Chinese market. Indeed,
the so-called design trend is influenced by global issues and local factors such as regional, cultural and consumer target
group differentiation. Therefore, it is especially not easy to apply trend study into design projects for the complicated market
in China. On one hand, our team has grown to be experienced and insightful in the Chinese market over the years, and the
local home appliance company has been working with us, with their product evolving in style every year. On the other hand,
we are invited to make trend study and product strategy consultancy for multi-national companies. Our annual research of
design trend is served as a blueprint and reference. In specific projects, trends are narrow—-downed by product category,
and translated into design languages that target consumers could accept.

The book is a collection of more than ten design trends that we follow over the years, a reference for designers and
companies alike. We're looking forward to your opinions!
Jamy Yang, Shanghai, 2012
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Needs, Category & Design oK. J9l. il

ALERNRHRE 5180, SBERNVBBNRKEF. HREmDEN~RBAEMRELITF RN ERBERN~RNER. B
i, BEAMNBERSHEOEELNERERAN—HY=RNEENE. ZS5HRNEARETHESHBRAERFERRBEX.

ROBIRIRITITERR T IESERIDNEF 5, HEAEOIHBREZRR—HOIREIER. AEEP. "REBETN—LEXFIEERGFE,
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RZBYANEGRE 8% XTEAMRRNFE——IKEY. RE—If. B5—58, AMIEEHEESRTEARBLERIRR, LA—
MITAmRMEVRTL. M, SLHIFWNL. AGRIEP, “RT 5 "BR BNEE. 05, BRENR ROERESF" Uk 8B
BRSSO HRAETRILB—TERE”

IBIREIE, RITEBHLEALNEH. AIREVEBAR, BSERDERNCALES, MNISEE—FTRIURLRIFENRITRE, mAE
FIETWEIREAYZEE, ARNAHENHAEE. BMNFZA "HRHEE” N "BEHEE" . TREVANISEPORKRE .
BENEMAONRREB. —ERFOBEIEESHNFTER, BRAN, HMBWBIN EE"G. BAESEERRELORIHESRI
RSB NBERBITWHINGE, URAEHEN=BEHER T EE—DRE, BLERZIAZEL I, ME—TPRTESR. IR, X
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Relationship between Consumer & Trend
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Relative % Innovators/ . Early Adopters/ . Early Majority/ . Later Majority/ . Laggards/

of consumers | Technology \ Visionary Pragmatists Conservatives Skeptics
Enthusiasts SPHIXAEN SHARARE RERAARE EAEX
BIFTERZAR SIET RS SCAENE RIFE REELE
BRE ‘
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Trend Watch #3241 A%<

ZRBHE=5HRHE+ AW . BAMSFARLENTREB/MLRY, BIHRELHSENRESNDEORE, REERSETRHIN
BBifte WITEBMSELSTRIMNNILAMESNKBNERSN, FERHRBRI—RISE: NOMARENERIIEDIRAELEHN
WITR. YPEHNBKR. RNSRABOMROREL, hE—LS2HHN. ERHTNTANNES ., TILENFRESIBMRIT
IPERARBIRITES AR, BEAXBNESS[HREFENGRE. S8, S, XHBWMEMNHHRESHHARBFHER, mMEH
MEREFLRR, BSREN™HIRIT. ERRITH, RIMBEBENTREE, HH. BRSRITATREEETRNNERLEE
R AESE.

ERBSBHAR], BNERTRBHSEE., @, Bl SPEABEXNRITEL, HETFNDHE, BRIMBIIET XFHRKH
BEIMNADARAENEF . REE. KRB mHiHs010. ARIIRRITIDARERNDGE, FREBRNEATHHNE, EWLHRE
TR A EREFHADH ENNBIBM, MARNEHEENS-RUFEENSEGE, WREVAEBIINEDRTBHS,
BameeEFANNBERRELNFLIS A, HZ2FNEICTIRES NARTES.

BENNEEETRI—BEN. X—THRANBEMS ., F—ORITRBIESHAZR R "Kix” HIRR, ME—HERN~REERIR
B, BEEHBABHR—TESNBEEIR. Sit, ARERITRUBHBRES (WRBHRBAAENESENRT ) S RBERSS
G—ROAIHR T EA, ERITRBLABIESNRE. NI76EES, EREMAEEZH TEASRI. IBHE. AELES. HES
FEZHRE, ERZOVDNRITTTRE—EERE. BEF-THESEHNIN "EROTE=FE. 08" . IMBIRITBBHAEROEE
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