


我们是谁 Who We Are 
 

YANG DESIGN为中国领先的工业设计创新策略顾问机构。下设YANG DESIGN设计策略研究所、CMF创新实验室、用

户研究实验室、公共与服务设计实验室等多个专业设计研究部门，办公面积五千多平方米。 

YANG DESIGN is one of the leading consultancies in product strategy and innovative design in China. It is equipped with YANG 

DESIGN STRATEGY LAB, CMF INNOVATION LAB, USER STUDY LAB and PUBLIC SERVICE DESIGN LAB in 5000sm office 

space. 



我们的团队与奖项 Design award 
   
YANG DESIGN也是中国首家囊获包括德国红点、iF、日本G-Mark、美国IDEA在内的全球四大设计奖项的设计机构，
至今累计获得了六十多项设计大奖。YANG DESIGN创始人早年在德国留学与工作，遵循德国逻辑而严谨的设计方
法体系。其团队成员由数十位具备国际化视野背景与本土洞察力的资深策略与设计顾问组成，在产品策略与设
计、用户体验与服务设计、品牌DNA、趋势与CMF研究等领域具备丰富经验与领先优势。 
 
YANG DESIGN is the very first Chinese winner of the top 4 international awards -- Red Dot, iF, G-Mark and IDEA, and has won more 

than 60 design awards in history.  

The founder used to study and work in Germany, in praise of a systematic, logical and accurate design method. Today, YANG DESIGN 

has over 40 strategy and design experts with international background and solid local insights. It has rich experiences in product 

strategy and design, user experience and service design, brand DNA definition, trend watching and CMF study. 



家电、设备及 

消费电子 
Consumer Electronics 

家居、厨卫 

及照明 
Homeware, Lighting 

交通工具 
Autos, Transportation 

快消、时尚及 

运动休闲 
FMCG, Sports & Fashion 

地产 
Rear Estate 

公益组织及公共机构 

Community  

Organization 

我们的合作伙伴 Our Partner 
   
长期以来YANG DESIGN遵循“创造完美用户体验”的设计哲学，为全球众多领先品牌实现了创新的商业价值，合
作伙伴包括波音、奥迪、西门子、三星、飞利浦、ABB、施耐德、BOSE、日立、起亚、英菲尼迪、联想、海尔、
HTC等。产品类别横跨家电、消费电子、交通工具、家居产品、时尚产品、公共设施及信息导向系统等行业。 
YANG DESIGN persists on the design philosophy of “Creating perfect user experiences”, and helps to achieve innovative business 

value for local and international renowned brands. Some of the partners are Boeing, Audi, GM, Siemens, Bosch, Samsung, Philips, 

ABB, Schneider Electric, BOSE, Hitachi, Volvo, KIA, Infiniti, DS, Lenovo, Haier and HTC.  

https://www.google.com.hk/url?q=http://2013-geneva-motor-show.blogspot.com/2013/02/infiniti-logo.html&sa=U&ei=-PJEU7z6KMufiAeFjIGoAQ&ved=0CC8Q9QEwAQ&usg=AFQjCNGdXHerY4rcxAs68suVxdM2nZZP-w


我们的设计哲学 Our Design Philosophy 
 

YANG DESIGN创始人的德国导师 Dieter Zimmer教授在担任德国红点奖评委时，会从以下的五个层面去评判一件
产品的设计优良与否，同时也阐述了创造完美用户体验的设计哲学。 

Professor Dieter Zimmer,  tutor of YANG DESIGN founder, made a statement of design criterion  as jury of the Red 

Dot Design Award: a good design must be judged by 5 aspects. 



我们如何为
您的企业创
造价值 
We Create 
Value For You 
 

    YANG DESIGN 的产品策略与设计服务，为企业深度洞察目标消费群，制定精准的市场定位。针对市场竞
争者，规划产品线与产品的品牌识别性，创造产品的差异化竞争力。在发达经济体，这已成为继“六西格玛”
之后，企业最重要的营销理念与创新方法！一件优良的产品不仅在于视觉层面的美学价值，更在于“创造完
美的用户体验”，这也是 YANG DESIGN 所遵循的设计哲学。 
 Based on target consumer insight, YANG DESIGN defines the product strategy for accurate market positioning, a product line 

and brand identity with competitivety and differentiation against competitors, In developed economics, it has become the most 

important marketing and innovation method since Six Sigma. A good produce is much more than just looking good. 



产品策略 

与品牌识别 
 

Product Strategy & 

Brand Identity 

用户研究 
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UX Lab 

CMF创新 
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趋势研究 

报告 
 

Trend Report 

公共与 

服务设计 
 

Public Service  

Design 







年度中国设计趋势报告  Annual China Design Trends  
 

    潮流趋势因何而起？怎样的产品设计是符合未来的市场？设计趋势是否适合中国的市场？本报告建立在对2013年整体社会形
态、消费趋势的研究，以及与六大领域专家访谈的基础上，提出符合中国人生活形态的预测，并由此引出四种设计趋势主题。对
应每个趋势主题，提出色彩、材质、表面处理（即Color，Material，Finish，简称“CMF”）的提案，它们适用于未来2015-2016
年针对中国各行业的设计领域。我们坚信，体现未来生活形态的CMF元素在转化为产品设计之后，具有迎合消费者心理诉求的魅力，
从而吸引更多潜在消费者，获得市场的成功。  
    YANG DESIGN每年都整理和发布国际流行趋势报告并运用到实际设计项目中。研究案例跨越产品、建筑、时装、平面等多个设
计领域。 
 

YANG DESIGN release annual Design Trend reports with study cases in the multi-disciplines of products, architectures, fashion 

and graphic design, and apply trends into our design projects.  



政治 

Politician 

经济 

Economy 

社会 

Society 

科技 

Technology 

文化 

Culture 

设计 

Design 

媒体 

Media 

产品 

设计师 

Product 
Designer 

品牌策划 

Branding 

艺术家 

Artist 

策展人 

Event Director 

趋势 

分析师 

Trend Anayst 

为企业提供未来设计灵感，把握未
来造型、色彩、材质的趋向。 

CMF的展现 

 

1）预测流行风格  

2）预测流行色彩  

3）预测流行材质 

年度六个领域的案头研 

究探索未来生活形态 

对话六大设计领域先锋 

人物寻求未来设计潮流 

Provide inspirations of future design for 

enterprises, and for them to capture 

the trends for product shape, color, and 

materials. 

Annual case study across six industries to 

explore future lifestyle 

Conversations with experts from six design 

fields to search for future design trends 

Future four macro trends 

 

1) Forecast style trends 

2) Forecast color trends 

3) Forecast material trends 

年度中国设计趋势报告  Annual China Design Trends  
 

研究方法 Methodology 



Key words： 

回味 Recollection 

渗透 Penetration 

再生 Rebirth 

融合 Fuse 

 

 

  

石墨黑 

栀子黄 

牡丹红 机器灰 

鹅黄 

荧粉 

Key words： 

通透 Transparency 

妙幻 Wonderful 

亲和 Intimacy 

愉悦 Joy 

 

 

砚台黑 

紫藤 

浅玉 

Key words： 

传承   Inheritance 

素雅   Elegancy 

质感   Quality 

厚实   Solid 

 

 

青烟紫 

素红梅 

缥色 

Key words： 

省思   Reflection 

洗练   Tempering 

本质   Essence 

平实   Plain 

 

 



聚焦持续2-10年的设计趋势研究  

Focus on 2-10 year design trends according to the product nature in the projects 

流行Fad 
6 months -1 year 

趋势Trend 
2-10 years 

大趋势Maga Trend 
30 years 

文化Culture 
Decades & generations 

年份Year 

强度 

Intensity 

1 10 20 30 100 

趋势的演变 

Types of 

Trends 



潮流当中，你是领先者还是跟随者？谁能获得更多的消费者？ 

Are you a trend setter or a follower? Who can get the most consumers?  

Relative 

of 

consumers 

2.5% 13.5% 34% 34% 16% 

早期市场,流行 Fad 主要市场，趋势 Trend Time 

创新者 
Innovators/ 

Technology 

Enthusiasts 

早期采用者 
Early Adopters/ 

Visionary 

早期大众 
Early Majority/ 

Pragmatists 

晚期大众 
Later Majority/ 

Conservatives 

落伍者 
Laggards/ 

Skeptics 

绝大部分品牌 

需要争夺的 

“主流市场” 

Mainstream market 

% 

消费者与
趋势关系  
Consumer 

& Trend 



《城市画报》亚文化生活形态研究，CityZine Sub Culture Lifestyle Study  



《城市画报》亚文化生活形态研究，CityZine Sub Culture Lifestyle Study  
 
      《城市画报》联合YANG DESIGN设计策略研究所展开对于过往14年中国亚文化群的生活形态研究。我们的社会将越来越关注小众和个人化的趋
势，我们总结了中国亚文化群体的特征和走势，我们好奇他们现在的生活状态是继续还是回归了主流，我们想要明白亚文化对于主流文化、商业、品
牌等等又是以什么意义而存在。项目成果包括在上海K11举行的一个公开展览，一场专题论坛，一段视频，一份全国发行量为30万的研究报告。视频
链接：http://www.tudou.com/programs/view/sdkKrXP3FeQ/ 

 

This is a YANG DESIGN partnership project with CITYZINE for a lifestyle research of China’s sub-culture in the past 14 years. Our society will 

become more and more focused on sub-cultural group and personalization. In this research, we combined the specialty and trends of the China’s 

sub-culture, wondering if their life condition will continue as is, or go back to the main stream. We wanted to understand the meaning of sub-

culture’s existence for main stream, businesses, and brands. The result of this research was exhibited at the K11 Art Center in Shanghai with a 

public exhibition, a forum, a video, and a research report that was published nation-wide with 300,000 copies. Video link: 

http://www.tudou.com/programs/view/sdkKrXP3FeQ/ 
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Travel 

Lohas 

Geek 

Art Park 

Bourgeois 

WIFI holic 

Fashion Bloggers 

Mori Girls 
Maker 

Belly Dancer 

Internet Radio DJ 

Levitate 

Sharer 
Dry Matter Female 

The Lost Lady 

Indie Musician 

Backpackers 

Yuppie 

Campus Folk 

Idolater 

 

Influenced by Foreign Culture 

Influenced by Internet 

 

 

 

Expansion Development 

Steady Development 

Reducing Development 

Have Disappeared 

Shooter 

Couchsurfing 1kg more 

Divine Tune 
Talent Show 

City Farmer 

Ease Life 

Idyllic Life 

City Panic 

City Wander 

Global Nomad 

On the Road 

Racer Doll Raiser 

Super Mobile Phone Fan 

City Nomad 

Environmentalist 

Urban Escaper 

Neo Handicraft 

Materialism 

Cartoon Fan 

Flea Market 

Jazz 

Urban Countryman 

Independent Coffee 

发展演变史 

Timeline 

Artisan 

Fixed Gear 

Nostalgist 

Flash Maker 

Beat Dancer 

New Poorer 

Chinese Goods 



个人性与 

精神性 
Individualis

m & 

Spiritualism 



消费观 
Consumpti

on 

Tendency 

在追求物质和精神中呈波浪曲线发展 



通用小型车趋势及车主生活形态研究，2013年   
General Motor Compact Car Trend & Driver Lifestyle Study, 2013 



传播路径 

Influence 

Path 

文化传播途径是起源于欧美、日韩，流传到港台，再到中国大陆。 
近年，港台作为文化中转站的影响力逐显衰微。 



影响力 

模型 

Influence 

Model 

文化的影响力模型从中心辐射型转变为多中心和去中心化结构。 



中国的年轻世代 

Generation Youth in China 



Home Consumption Pattern of 80’s & 90’s 

Define the 

right  

emotional 

consumer 

Define the 

potential smart 

home customer 

Redefine 

brand 

significance 

Define the 

buying habits 

of the income 

level 

Following 

interest circle 

culture 

Consuming more 

than a product 

《时尚家居》8090后家居消费模式研究  TrendsHome Post 8090s Home Consumption Study 



哈设计 Design Enthusiasts 

 

低碳族 Environmentalist 恋旧族 Nostalgist 

生活家 Master of Life 

至享族 Hedonic  乐游族 Lohas 

安居族 幻想族 Dreamer 新职人 Freshman 

工业化恐慌族 Commercial Panic 

Kidult 

赖网族 Online alcoholic 



Conservative Innovative 

Master of Life 

Hedonic Group 

Fresh Man 

Networkholic 

Dreamer 

Environmentalist 

Traveller 
Otaku/ Indoorsy 

Design Enthusiasts 

Commercial Panic 

Features of 80’s and 

90’s  

Nostalgist 



漫画族 

Cartoon Artist 

摇滚族 

Rocker 

涂鸦族 

Graffiti Lover 

闪客 

Flash 

族群交叉 

Overlap 



消费趋势：
圈盟化  

Habit Circle 



消费趋势：订购式生活形态 

Subscribed Lifestyle  



消费趋势：
她时代 

She Age 



消费趋势： 

情景故事化 

Story-telling 


