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Brand Value Building Based on the Economy Linguistic Context

LUO Fang, DAI Xiang—dong, HUANG Yan-li
(Central South University of Forestry and Technology, Changsha 410004, China)

ABSTRACT: It aims to explore the building process of brand value based on the experience economy linguistic context,
from aspects of product design strategy, service design strategy and user experience system.Taking the case study method
and choosing the new Chinese furniture brand Fnji as an example, through the integrated use of focus group, personal
interviews, group interviews, mail surveys, observation, store visits and other methods, the selected subjects are
systematically understood. Collected data are analyzed, compared, inducted, to form the final conclusion. From five aspects
as sense, feel, think, act and relation of Fnji, the experience design is implemented, and the tangible furniture products are
changed to an intangible experience and emotion.This positive experience, which carried by Fnji furniture, shapes a value
community for Fnji brand, and finally promotes the ascension of brand value.
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