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Abstract

In the old days, domestic products referred to the items produced or manufactured in China, and
the old domestic products have always been a symbol of high quality and low price, but with the
advent of globalization, foreign brands have gradually occupied the Chinese market, and the living
space of domestic products has been squeezed. In recent years, with the gradual enhancement of
China’s comprehensive national strength, the country’s attention to domestic products has gradu-
ally increased, and with the blessing of new media, more and more submerged domestic brands
have been seen by the audience again, attracting a new turnaround. As the first old domestic
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product to put forward the concept of “washing and care separation”, Bee & Flower has expe-
rienced a history of glory, decline and revival, and its growth and innovation have a very strong
leading role. This paper will focus on the analysis of the design innovation of the Bee & Flower
brand from the perspectives of narrative design and visual communication design, so as to pro-
vide reference for more domestic brands to design innovation.
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Figure 1. Bee & Flower classic packing
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Figure 2. Bee & Flower new product
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Figure 3. Packaging of various products of Bee & Flower
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Figure 4. New packaging of Bee & Flower
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