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Narrative Construction of the Brand Design of the National Goods

SUN Li*, ZHANG Lei®
(1.Shanghai Donghai Vocational& Technical College, Shanghai 200241, Ching;

2.Tongji University, Shanghai 200092, China)

ABSTRACT: It aims to the evolution of the national goods concept and the transformation of the narrative strategy of
image design from twentieth Century to the present. From the perspective of consumer nationalism and brand strategy, the
narrative strategy of national goods design is combed and dialectically analyzed. The concept of the Chinese national
goods has experienced three big changes. The first is Chinese goods, which were against the invasion of foreign goods in
the late Qing Dynasty and the Republic of China. The narrative construction of their brand images included the strong na-
tional identity and the consciousness of economic sovereignty. The second is domestic goods to meet the needs of the
people's daily life from 1950s to the end of 90s. Design narrative of their brand images changed to good price and beauty.
The third is the new Chinese goods, which refers to high-tech, high value-added Chinese brands entering the overseas
market successfully and the revival of classic national driven by nostalgic consumption psychology brand since new cen-
tury. Both of them embody the cross-cultural narrative strategy and discourse logic in the context of globalization.
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Fig.1 China national goods exhibition
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Fig.2 Maxam hair cream and Seagull shampoo
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Fig.3 The product launch event of Xiaomi tech
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