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In the past few decades, Made in China means cheaper and low quality. How-
ever, “Made in China” no longer necessarily means cheap or knock-off. China
has the expertise, the engineers, and the infrastructure to make quality prod-
ucts, and is doing so. The desire from the world to improve the “made in
China” brand and compete head-to-head in the global market, most important
Chinese people become better and better base on the Chinese dream.
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Branding

The "Made in China" brand was historically challenged by the US Cold War media campaigns that reported nega
tively on the brand and publicized hearings on the security of Chinese products in the United States Congress. Con
versely, some advertising companies and the American Chamber of Commerce[citation needed] in Shanghai have
since the late 1990s endeavored to shed the Made in China brand of its cheap image, as Made in Japan has done.

Marketing significance

The Made in China label is the most recognizable label in the world today, due to China’s rapidly
facturing industry, its relatively low manufacturing wages|citation needed] and the country being the
er in the world.

Made in China 2025

In 2013, Chinese Premier Li Keqgiang and his State Council approved a plan called "Made in China 2025". Drafted
by the Ministry of Industry and Information Technology, it took over two years to complete by one hundred and
fifty people. The plan’s aim is to improve production efficiency and quality.

How 'Made In China' Became Cool
A revolution in consumer sentiment has spread across China. “Made in China” no longer inherently
means cheap, inferior, and unfashionable. The respectable Chinese brand has emerged, and some have not only
caught up with their more established foreign rivals but have actually started to surpass them in China and beyond.
In 2011, 70% of smartphone sales in China were from three foreign brands: Nokia, Samsung, and Apple. At
that time, the country’s myriad local electronics manufacturers and nascent domestic brands were thought to be
little more than cheap impostors, lacking in quality and simply not carrying the same social-proof and status as the
expensive and trendy foreign phones which dominated the market.
“Any self-respecting Chinese consumer wouldn’t be seen dead with a local brand,” Mark Tanner, the

director of China Skinny, a Shanghai-based consumer research firm, described the prevailing attitude of this period.

But now, hardly five years later, this has changed.

“Last year, eight of the top-ten [smartphone] brands were Chinese,” Tanner explained, “with Huawei
and Xiaomi in the top spots and local brands quickly eroding the two foreign brands, Apple and Samsung.”

This year, the trend has continued. Oppo, a home grown Chinese hi-tech/media company, recently became
the second most popular smartphone brand in China, whose 67% growth was enough to propel it past Apple.
According to various reports, seven of the top ten smartphone brands in the world are now Chinese. This includes
Huawei, which is not only the mainland” s top handset brand but is currently slotted as number two in Europe and
number three in the world.
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Yes indeed, and if you shop around you can still find them at a great price.
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1 also idenrified that you can get cheap knock-offs that were fully featured, higher
quality items with imitation features, and higher quality items with full features, all
it bargain prices.

For instance [ initiatly bought some obviously Rolex knock-ofs for as little s NZDIG,
One even had self winding and working buttons. Two out of three of these barely
lasted 4 year,

Iy mext watch my wife bought me. At around NZD60 it seemed a dp-off. The buttons
were fake, but more than three years later with just one battery change and it still
works fine.
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y some importers still receive poor quality when
sourcing products from China

China has come a long way from its madest beginnings as & manufacturing-focused economy. And if histery is any

indication, the country will lkely continue along its current path toward becaming even mare competitive

But if Chinese factories can compete with foreign enes in product guality, why do many importers sourcing from China
cantinus to receive poar quakity products?

Buyer demand for low prices yields poor quality products

Most importers want the highest product quabty, while simuttanegusty pushing ther supplier for the lowest possible price.

But mast of these importers dorft recogneze that poor quality is often introduced by design, not necessity. This is where
the old adage, “you get what you pay for”, applies.

Let’s say you want to manufacture 3,000 Bluetoath speakers at a factery in Shenzhen. You visit the suppliers showroom
and see 4 dazaling array of beautiful 2udio sceessonies and equipment.

Impressed with what you see, you decide to wark with this supplier.
J And after repeated negotiation for the supplier's lowest possible
Q““i '+y price, you put a deposit down on the first order
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Made In China

emerged, and some have not only canght up with their more
established foreign rivaly but have actually storted to- surpoass
Hhem in China and beyond. In 2011, 70% of smartphone sales
v Cvinar were from thwee foreign brands: Nokia, Samsung, and
manufacturers and noscent domestic bronds were thought to-be
Uttle more than cheap impostors, lacking in guality and
simply not carrying the same sotial-proof and status as the
expensive and trendy foreign phones which dominated the
market: Last year, eight of the top-ten [smartphone] brands
were Chinese,” Tanner explained, “with Huawel and Xiaomi
n the top spoty and local brandy guickly eroding the two
foreign brands, Apple and Samsung.”
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Made In China

A revolution 1in consumer sentiment has spread across
China. “Made in China” no longer inherently means cheap,
inferior, and unfashionable. The respectable Chinese
brand has emerged, and some have not only caught up with
their more established foreign rivals but have actually
started to surpass them in China and beyond. In 2011, 70%
of smartphone sales 1in China were from three foreign
brands: Nokia, Samsung, and Apple. At that time, the coun-
try's myriad local electronics manufacturers and nascent
domestic brands were thought to be little more than cheap
impostors, lacking in quality and simply not carrying the
same social-proof and status as the expensive and trendy
foreign phones which dominated the market. Last year,
eight of the top-ten [smartphone] brands were Chinese,”
Tanner explained, “with Huawei and Xiaomi in the top spots
and local brands quickly eroding the two foreign brands,
Apple and Samsung.”
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Made In China

A revolution in consumer sentiment has spread across China. “Made in
China” no longer inherently means cheap, inferior, and unfashionable. The
respectable Chinese brand has emerged, and some have not only caught up
with their more established foreign rivals but have actually started to
surpass them in China and beyond. In 2011, 70% of smartphone sales in China
were from three foreign brands: Nokia, Samsung, and Apple. At that time,
the country's myriad local electronics manufacturers and nascent domestic
brands were thought to be little more than cheap impostors, lacking in
quality and simply not carrying the same social-proof and status as the
expensive and trendy foreign phones which dominated the market. Last
year, eight of the top-ten [smartphone] brands were Chinese,” Tanner
explained, “with Huawei and Xiaomi in the top spots and local brands
quickly eroding the two foreign brands, Apple and Samsung.”
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Made In China

A revolution in consumer sentiment has spread across China. “Made in
China” no longer inherently means cheap, inferior, and unfashionable.
The respectable Chinese brand has emerged, and some have not only
caught up with their more established foreign rivals but have actually
started to surpass them in China and beyond. In 2011, 70% of smart
phone sales in China were from three foreign brands: Nokia, Samsung,
and Apple. At that time, the country's myriad local electronics manu
facturers and nascent domestic brands were thought to be little more
than cheap impostors, lacking in quality and simply not carrying the
same social-proof and status as the expensive and trendy foreign
phones which dominated the market. Last year, eight of the top-ten
[smartphone] brands were Chinese,” Tanner explained, “with Huawei
and Xiaomi in the top spots and local brands quickly eroding the two
foreign brands, Apple and Samsung.”
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Made In China

A revolution in consumer sentiment has spread across China. “Made in China”
no longer inherently means cheap, inferior, and unfashionable. The respect
able Chinese brand has emerged, and some have not only caught up with
their more established foreign rivals but have actually started to surpass them
in China and beyond. In 2011, 70% of smartphone sales in China were from
three foreign brands: Nokia, Samsung, and Apple. At that time, the country's
myriad local electronics manufacturers and nascent domestic brands were
thought to be little more than cheap impostors, lacking in quality and simply
not carrying the same social-proof and status as the expensive and trendy
foreign phones which dominated the market. Last year, eight of the top-ten
[smartphone] brands were Chinese,” Tanner explained, “with Huawei and
Xiaomi in the top spots and local brands quickly eroding the two foreign
brands, Apple and Samsung.”
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Made In China

A revolution in consumer sentiment has spread across China. “Made in China” no
longer inherently means cheap, inferior, and unfashionable. The respectable Chinese
brand has emerged, and some have not only caught up with their more established
foreign rivals but have actually started to surpass them in China and beyond. In 2011,
70% of smartphone sales in China were from three foreign brands: Nokia, Samsung,
and Apple. At that time, the country's myriad local electronics manufacturers and
nascent domestic brands were thought to be little more than cheap impostors, lacking
in quality and simply not carrying the same social-proof and status as the expensive
and trendy foreign phones which dominated the market. Last year, eight of the top-ten
[smartphone] brands were Chinese,” Tanner explained, “with Huawei and Xiaomi in

the top spots and local brands quickly eroding the two foreign brands, Apple and

Calibri Light
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Logo & Poster

all about respect

The final logotype is stamp-style maze typeface
made by myself. And the maze means Chinese
people were trying to find the right way by them-
selves. They went to the sideway in the process.
However, they are staying on the right path now.
This process is respectful. And respectful is
earned during the journey.
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“Made in China" no longer necessarily means cheap or knock-off, though that still exists.

China has the expertise, the engineers, and the infrastructure to make quality products,

B E th

and is doing so. |t also has the necessary drivers: a growing middle class with buying

power, and the desire to improve the “made in China" brand and compete head-to-head in

the global market.

A revolution in consumer sentiment has spread across China.
“Made in China” no longer inherently means cheap, inferior, and
unfashionable. The respectable Chinese brand has emerged, and
some have not only caught up with their more established foreign
rivals but have actually started to surpass them in China and
beyond. In 2011, 70% of smartphone sales in China were from
three foreign brands: Nokia, Samsung, and Apple. At that time, the
country's myriad local electronics manufacturers and nascent
domestic brands were thought to be little more than cheap
impostors, lacking in quality and simply not carrying the same
social-proof and status as the expensive and trendy foreign
phones which dominated the market. “Any self-respecting Chinese.
consumer wouldn't be seen dead with a local brand,” Mark
Tanner, the director of China Skinny, a Shanghai-based consumer
research firm, described the prevailing attitude of this period.
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Where China’ s manufacturers initially found their niche filling the world” s
markets with low cost products they are now also pumping out some of the
most sophisticated, cutting edge, and high-quality items available, and

But now, hardly five years later, this has changed.*Last year, eight
of the topten [smartphone] brands were Chinese,” Tanner
explained, “with Huawei and Xiaomi in the top spots and local
brands quickly eroding the two foreign brands, Apple and
Samsung.”

This year, the trend has continued. Oppo, a home grown Chinese
hitech/media company, recently became the second most
popular smartphone brand in China, whose 67% growth was
enough to propel it past Apple. According to various reports, seven
of the top ten smartphone brands in the world are Chinese. This
includes Huawei, which is not only the mainland's top handset
brand but is currently slotted as number two in Europe, number 3
in the world.

Chinese brands are no longer inherently looked down upon, as
they were just a few years ago. According to a recent McKinsey
report (PDF direct download link), 62% of Chinese consumers now
prefer Chinese brands over foreign ones if the quality and price
are equal. “Five years ago it would have been well under half,”
Tanner said. Tanner attributes this drastic about-face in consumer
sentiment to four main factors:

1) Many Chinese brands have drastically improved the quality of
their products

This is by far the most important driver of this transition: “Made in
China” no longer equates to bad. Where China's manufacturers

consumer sentiment around the world has adjusted accordingly.

initially found their niche filling the world's markets with low cost
products they are now also pumping out some of the most
sophisticated, cutting edge, and high-quality items available, and
consumer sentiment around the world has adjusted accordingly.

2) Chinese consumers are becoming more confident in the
social-proof that comes with domestic brands Foreign brands are
no longer anything new in China. They've had a major presence in
the country for the better part of a generation, and to the young, jet
set of the country, interational brands like Apple and Starbucks
are on the decline as far as their ability to help flaunt their wealth,
sophistication, and worldliness and are becoming just a normal
part of the landscape a handful of options to choose from among,
many others. As some high-end Chinese products are no longer
functionally inferior to their foreign counterparts, the footing that
international brands once had is eroding fast. The free-fall descent
of Apple in China— sales dropping 26 percent so far this year —is
just one example of this. According to Tanner, Chinese consumers
no longer “need a foreign brand to show they're cool.”

3) Buying Chinese brands is increasing being seen as a patriotic
act. The desire for Chinese people to support Chinese brands for
idealistic or patriotic reasons is also rapidly increasing. Chinese
people to support Chinese brands for idealistic or patriotic reasons,
is also rapidly increasing. “People will feel encouraged to support
a Chinese brand because they are a Chinese person,” Cody Chao,
watcher of China's tech space, summed up this phenomenon
matter of factly.
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Key opinion leaders, such as the First Lady Peng Liyuan, who is
very public about exclusively wearing only Chinese fashion, are
bringing domestic brands into the forefront and having a major
influence on China's consumers. Tanner explained that in October
2012, World Luxury Association found that 86% of Chinese
consumers refused to buy domestic luxury products because of
their country's reputation for cheap goods. Then, just 18-months
later, after what has been dubbed the “Peng Liyuan effect,” this
number fell to 9%, according to research by Added Value.
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Chinese are inherently proud of what they've
achieved in the past generation and are now realizing,

HESGE

‘Hey, we're actually a pretty impressive country.

“If we ook back to 2011, 31% of Chinese consumers wanted to
support Chinese companies by buying Chinese goods,” Tanner
said. “Justa year later, it was 43%. It s representative of how fast
Chinese consumers are maturing.”

4) Domestic cinema ushers in a renaissance of Chinese culture

Contemporary Chinese culture is being helped big time by the
growth of domestic cinema, which is using its soft power to
promote Chinese brands similar to the way that Hollywood
promotes Western brands like Starbucks and Nike. In 2012,
47.6% of China's box office was local films, but last year this rose
t0.62%, which is something that Tanner said shapes national pride
and a preference for all things Chinese.

Some Chinese brands also often have an advanced
understanding of their country's multitudinous and complex
markets, and are able to devise sales strategies and product
features which are highly optimized for the local.Oppo became a
model example of a Chinese brand using locally targeted
marketing campaigns and technological innovations to their
advantage. With highly-promoted technologies, such as phones

of talk time from five minutes of charging, The tides of China's
manufacturing empire are rapidly shifting, and consumer
sentiment has been following closely behind. Where it was once
only about making the largest amount of products as fast and
cheap as possible, it's now about quality, marketing savvy, and
brand image. Five years ago Xiaomi did well by positioning itself as
an acceptable alternative for people who couldn't afford an
iPhone or a high-end Samsung, which is a marketing strategy that
no flies so well today.

“They don't say that anymore,” Chao said. “They say, ‘We are
good." This is a new trend for the Chinese smartphone industry,
which is now about high-quality, high-price.”

“Chinese are inherently proud of what they've achieved in the past
generation and are now realizing, ‘Hey, we're actually a pretty
impressive country,”” Tanner concluded.
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“Made in China" no longer necessarily means cheap or knock-off,
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though that still exists. China has the expertise, the engineers, and the

infrastructure to make quality products, and is doing so. It also has

the necessary drivers: a growing middle class with buying power, and

the desire to improve the "made in China" brand and compete

head-to-head in the global market.

A revolution in consumer sentiment has spread across China.
“Made in China” no longer inherently means cheap, inferior, and
unfashionable. The respectable Chinese brand has emerged, and
some have not only caught up with their more established foreign
rivals but have actually started to surpass them in China and
beyond. In 2011, 70% of smartphone sales in China were from
three foreign brands: Nokia, Samsung, and Apple. At that time, the
country's myriad local electronics manufacturers and nascent
domestic brands were thought to be little more than cheap
impostors, lacking in quality and simply not carrying the same
social-proof and status as the expensive and trendy foreign
phones which the market. “Any self-respecting Chinese
consumer wouldn't be seen dead with a local brand,” Mark
Tanner, the director of China Skinny, a Shanghai-based consumer
research firm, described the prevailing attitude of this period.

Key opinion leaders, such as the First Lady Peng Liyuan, who is
very public about exclusively wearing only Chinese fashion, are
bringing domestic brands into the forefront and having a major
influence on China’s consumers. Tanner explained that in October
2012, World Luxury Association found that 86% of Chinese
consumers refused to buy domestic luxury products because of
their country’s reputation for cheap goods. Then, just 18-months
later, after what has been dubbed the “Peng Liyuan effect,” this
number fell to 9%, according to research by Added Value.

=

Chinese are inherently proud of what they've
achieved in the past generation and are now realizing,

HE#iE

‘Hey, we're actually a pretty impressive country.

“If we look back to 2011, 31% of Chinese consumers wanted to
support Chinese companies by buying Chinese goods,” Tanner
said. “Just a year later, it was 43%. It is representative of how fast
Chinese consumers are maturing.”

4) Domestic cinema ushers in a renaissance of Chinese culture

Contemporary Chinese culture is being helped big time by the
growth of domestic cinema, which is using its soft power to
promote Chinese brands similar to the way that Hollywood
promotes Western brands like Starbucks and Nike. In 2012,
47.6% of China's box office was local films, but last year this rose
10 62%, which is something that Tanner said shapes national pride
and a preference for all things Chinese.

Some Chinese brands also often have an advanced
understanding of their country's multitudinous and complex
markets, and are able to devise sales strategies and product
features which are highly optimized for the local.Oppo became a
model example of a Chinese brand using locally targeted
marketing and to their
advantage. With highly-promoted technologies, such as phones

of talk time from five minutes of charging, The tides of China's
manufacturing empire are rapidly shifting, and consumer
sentiment has been following closely behind. Where it was once
only about making the largest amount of products as fast and
cheap as possible, it's now about quality, marketing sawvy, and
brand image. Five years ago Xiaomi did well by positioning itself as
an acceptable alternative for people who couldn't afford an
iPhone or a high-end Samsung, which is a marketing strategy that
no flies so well today.

“They don't say that anymore,” Chao said. “They say, ‘We are
g0od.’ This is a new trend for the Chinese smartphone industry,
which is now about high-quality, high-price.”

“Chinese are inherently proud of what they've achieved in the past
generation and are now realizing, ‘Hey, we're actually a pretty
impressive country,” Tanner concluded.

Where China” s manufacturers initially found their niche
filling the world” s markets with low cost products they are
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now also pumping out some of the most sophisticated,

cutting edge, and high-quality items available, and
consumer sentiment around the world has adjusted

But now, hardly five years later, this has changed.“Last year, eight
of the topten [smartphone] brands were Chinese,” Tanner
explained, “with Huawei and Xiaomi in the top spots and local
brands quickly eroding the two foreign brands, Apple and
Samsung.”

This year, the trend has continued. Oppo, a home grown Chinese
hitech/media company, recently became the second most
popular smartphone brand in China, whose 67% growth was
enough to propel it past Apple. According to various reports, seven
of the top ten smartphone brands in the world are Chinese. This
includes Huawei, which is not only the mainland's top handset
brand but is currently slotted as number two in Europe, number 3
in the world.

Chinese brands are no longer inherently looked down upon, as
they were just a few years ago. According to a recent McKinsey
report (PDF direct download link), 2% of Chinese consumers now
prefer Chinese brands over foreign ones if the quality and price
are equal. “Five years ago it would have been well under half,”
Tanner said. Tanner attributes this drastic about-face in consumer
sentiment to four main factors:

1) Many Chinese brands have drastically improved the quality of
their products

This is by far the most important driver of this transition: “Made in
China” no longer equates to bad. Where China's manufacturers

initially found their niche filling the world’s markets with low cost
products they are now also pumping out some of the most
sophisticated, cutting edge, and high-quality items available, and
consumer sentiment around the world has adjusted accordingly.

2) Chinese consumers are becoming more confident in the
social-proof that comes with domestic brands Foreign brands are
no longer anything new in China. They've had a major presence in
the country for the better part of a generation, and to the young, jet
set of the country, international brands like Apple and Starbucks
are on the decline as far as their ability to help flaunt their wealth,
sophistication, and worldliness and are becoming just a normal
part of the landscape a handful of options to choose from among
many others. As some high-end Chinese products are no longer
functionally inferior to their foreign counterparts, the footing that
international brands once had is eroding fast. The free-fall descent
of Apple in China— sales dropping 26 percent so far this year — is
just one example of this. According to Tanner, Chinese consumers
no longer “need a foreign brand to show they're cool.”

3) Buying Chinese brands is increasing being seen as a patriotic
act. The desire for Chinese people to support Chinese brands for
idealistic or patriotic reasons is also rapidly increasing. Chinese
people to support Chinese brands for idealistic or patriotic reasons
is also rapidly increasing. “People will feel encouraged to support
a Chinese brand because they are a Chinese person,” Cody Chao,
watcher of China's tech space, summed up this phenomenon
matter of factly.
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This entire book tell us the past, present
and futrue of China. Also the image present
the same way. “Made In China” means
the past decades this term may stand for
cheap and low-quality in the first image.
The second one stands for Chinese are
doing something different at nowadays.
The last one is people who will doing the
future. And I put the made in China in
chinese on the side. Also I did the pattern
of the maze as a part of the book.
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This package design made by 2 boxes. The Maze Money Box
one is on the gloss cover paper. And the made in China one is on

the transparency paper. [ was trying to mix the picture with the
word to created a three dimensional space on the box. The three

words are the main word in this exhibition.
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« WIDESPREAD *

Hey, we're actually a pretty impressive country.

MAZE
MONEY
BOX

Made in China, Product of China or sometimes
Made in PRC is & country of origin label affixed
to products manufactured in the People's
Republic of China
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MUSEUM OF ART

“ RESPECTABLE ”

“Made in China" no longer necessarily means
cheap or knock-off.

“

SPIRITUAL

Where China's manufacturers initially found their niche filling the world's markets with
low cost products they are now also pumping out some of the most sophisticated,
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