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Design Ideas Focusing on National Brand Auto SUV

LI Jin-chen, LI Ran
(Southwest Jiaotong University School, Chengdu 611756, Sichuan, China)

ABSTRACT: To explore the design ideas of Chinese national brand cars from the perspectives of modeling genes, brand
image, and eastern and western car design concepts by taking the modeling design of SUV under Chinese national car
brands as the research object. Select car case with representative design and have achieved good market sale in domestic
and foreign industries, analyze the design characteristics and rules of individual car and their family models. Compare the
typical car design cases under the East and West design concepts to find the development direction suitable for Chinese
national brand cars. In the context of the integration of eastern and western design concepts, a car solution with an im-
agery of the eastern nation is designed. This paper summarizes a set of ideas and methods applicable to the design of
Chinese national brand car, which can be used as reference or enlightenment for how to improve the independent brand
image of the car, convey the Chinese national culture, and enhance the competitiveness of the national brand car in the market.
KEY WORDS: national car; brand; SUV; design concept
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Fig.1 Representative of national SUV cars in China
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