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After | did my research, | learned that

On average 2-3 times a year, each time costs Options i Cusntity:  Proportion it's called brand premium, and it
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Flyers on the street
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4 Luxury brands will
re-design their logos
and will not print them
directly on the prod-
ucts, but cheap brands

[/

will not do this.

The materials of
products of cheap
brands are usually not
very particular, and
the color matching is

/

not high-end. _ AN Ty
SNOOPY
~ | @ Luxury brands will unify f
design elements in % ‘
their products, but J
cheap brands will print TR
meaningless words on A
their products. Luxury brands will
create classic styles for
/ their products, but
cheaper brands will
P only use generic styles.

CHANGES IN LUXURY BRANDS

Many luxury brands change their brand style by changing their brand logo.
LUXURY BRANDS They changed the original classic handwritten serif font into a sans serif

font, which looks more street-like and youthful. | find a certain similarit
VERSUS CHEAP BRANDS Y y

between this font and low-end visual analogies.

INSPIRATION

| collected a lot of design panels that are
everywhere on the street, which we perceive as
cheap, earthy and tasteless. | try to downplay
the price for the brand in a visual way. Two key
points were summarised:

The content is close to
life and not very logical
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Sometimes, in luxury brands, the sophistication of design is not very important. Even cheesy designs can be perceived
as intentional because of the brand’s blessing. Therefore, no matter what the design of luxury brands is, there will
always be people who spend a lot of money to buy some tacky products. This has to do with whether it is a luxury

brand, and has nothing to do

If these experimental visual designs were launched by these luxury brands, would you still pay for them?

Aileen
25 Female

Y 20

§ Student
® ¥5000/mo

(From parents)

| won't buy it. As a student, | don’
that much financial support. When

luxury brands come out with des

that I don't like, | still won't buy them.

CHARACTERISTICS OF CHEAP AND TASTELESS DESIGN

Direct And Clear Product Names

Contrasting Colors Without Tricks

with the design itself.

Lynn

95 Female

¥ 26

8 Fashion Editorial

Assistant (just started)
nth
® ¥6000/month

t have I might choose to buy it. | think luxury

brands have a certain style orientation in trends in a timely manner. So even if | don't
igns the fashion industry, and it is easy for them | understand the ideas of these brands, I will
to identify a new trend. But | am not a very still buy them. Because as a luxury brand, |

rich person, so | will buy selectively.
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Blurred Image

Metallic Gradient Color
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8 Internet bloggers
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20000/month

My job requires me to catch new fashion

think it makes sense for them to do this.
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BRAND DISPLAY OFFLINE SHOP
SPACE CONCEPT

BRAND CONCEPT

| found that Tiffany often does some n- DESIGN ELEMENT INSPIRATION |
unnecessary price raising for some daily TIFFANY & CO. I China has a very funny adjective - | followed anti-con- | find these low-end brands popping up in places that are not very high-end. They don’t have gorgeous decorations,
items, so | named my brand TIFUNI, the “chopping hands” to describe shop- sumerism guidelines they don’t have a lot of space, and they don't pay attention to detail and design in product display. I've found that
Chinese name is "Ef#k{R". Regardless of the species, the feet are the ping, because every time youcannot  and used some bright context also affects how people perceive a brand. So | want to reduce the environmental impact on the brand.

part that touches the ground the most and gets the most dust. The control the consumption, the only colors to make the

word hoof also has the meaning of tacky and low in Chinese, and is way to stop with chopping hands. logo look less profes- POSTER

not usually used in elegant places or luxury titles. The group is usually mixed workplace  sional and make it The inspiration for the poster comes from the prod-
white-collar family, refers to online look tacky. INSPIRATION uct flyers used in convenience store promotions.
shopping, unknowingly spend a lot of In order to satirize luxury brands that are not easily |
money, look back at the bill chagrin, i nd hav f premium prices, | f '

MEANING b y g available and have a lot of premium prices, | focused

self-deprecating to chop hands. on convenience stores that are easy to obtain and

have low prices. They will put up posters and adver-
tisements at will, and even display the prices and
names of the products directly on the posters, so
that all the products can be seen at a glance. So |
designed TIFUNI's offline store based on some local
convenience stores.
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This is how | understand the connotation of the brand:
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"B also means hand, so
| chose horse hoof, pig's
hoof and human hand to
extend my project.

TIFUNI's offline shop will be like convenience stores. The brand
sells seemingly high-end products, breaking the way the products
are displayed. Stack products on top of each other and arrange
them on shelves like those in a convenience store.




Water in a swimming pool in summer =8

Ingredient Price(¥) =~ Price(f) | Total:

Water ¥0 £0

B RA N D Glass bottle ¥0.93 £0.13 ¥177
ConnectionRing  ¥0.8 £0.1 = £o_25
Cardstock (logo) ¥0.04 £0.005

Number: 003

TIFUNI SHOP
go back

PRODUCTS DISPLAY

Accordingly made some posters that mimic print
store ads to mock the current consumerism. | kept
my brand name simple and clear on the ads with-

Water in the faucet in the bathroom

Ingredient Price(¥) =~ Price(£) | Total:

Water

¥0 £0

_ . { Glass bottle ¥0.93 £0.13 ¥1.77
out too much embellishment so that people could | ConnectionRing  ¥0.8 £0.1 -£0.25
focus more on my products. . ( ; 2 Cardstock (logo)  ¥0.04 £0.005

Number: 003
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Thunderstorm rain during the rainy season
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Number: 003

PRODUCT LABEL

Return of commodity prices
to the true value of goods.
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