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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 workK in Germany, in pralse of a systematic, logical and accurate design method. Today, YANG DESIGN

id local insights. It haSﬂWﬂﬂL——
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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.
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Professor Dieter Zimmer, tutor of YANG DESIGN founder, made a statement of design criterion as jury of the Red
Dot Desigh Award: a good design must be judged by 5 aspects.

CREATE PERFECT USER EXPERIENCE
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We Create
Value For You
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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.
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Product Strategy & Public Service CMF Lab Trend Report
Brand Identity Design
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D EEHHHEHERE Annual China Design Trends
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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.
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Annual case study across six industries to
explore future lifestyle
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Conversations with experts from six design
fields to search for future design trends

Future four macro trends
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1) FRUFATRUS
2) UFITER
3) MUFRATHE

1) Forecast style trends
2) Forecast color trends
3) Forecast material trends
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Provide inspirations of future design for
enterprises, and for them to capture
the trends for product shape, color, and
materials.
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The culture-influenced aesthetic trends are no longer emphasized on its
Chinese or Western characteristic. Instead, they are integrated deeper into.
another level - without anymore clear boundaries, yet these trends present the
uniqueness of each culture.
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Types of Focus on 2-10 year design trends according to the product nature in the projects
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HBALER Are you a trend setter or a follower? Who can get the most consumers?
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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. Videa link:

http://www.tudou. com/programs/wew/sdkKrXP3FeQ/
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General Motor Compact Car Trend & Driver Lifestyle Study, 2013
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Home Consumption Pattern of 80’'s & 90’s
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