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Features of Lifestyle Home Furnishing Brand Taking America as an Example

LIN Qi-fen
(Guangzhou Academy of Fine Arts, Guangzhou 510006, China)

ABSTRACT: The work aims to study the design features and marketing mode of relatively sophisticated lifestyle home
furnishing brands in America, so as to provide research examples for the development of domestic home furnishing
brands. The documentations of some representative American lifestyle home furnishing brands were analyzed. Combined
with the field research of target brands, the common features of different brands were comprehensively analyzed. The
research found out that, the design features of American lifestyle home furnishing brands could be seen from the overall
design plan and products matching methods, and reflect consumer’s lifestyle, etc. Moreover, there were similar successful
experience and methods in their marketing features which included presenting scenes of daily life, interaction and
guidance. By contrast, domestic traditional home furnishing companies were lack of that experience. As a sophisticated
market, American home furnishing market has been developing for many years and it is worth being learnt from by
domestic traditional home furnishing companies and further discussed by the industrial practitioners. As China's lifestyle
home furnishing market is now growing rapidly, American lifestyle home furnishing brands can work as one of the most
important references for both of the domestic startup firms and traditional companies which are experiencing the
transition.
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