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ABSTRACT: Under the new normal background, study on the development of multiple design values. Based on understanding
of design history and the general rules of the basic clues, compared to developed countries, consumer economics and design ex-
perience of transformation, system, cross and comprehensive multidisciplinary perspective, analysis and summarized the cha-
racteristics and value of contemporary design. This paper puts forward the practical application value of the consumption ethics
of the new normal design in the social transition environment.
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Fig.1 Four stages of consumer society in Japan
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Fig.2 A very simple wooden chair with graceful details
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Fig.3 Sharing design in the Internet Age
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