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On MUJI Brand Image

Tang Wen, Qiu Zhitao
(' School of Packaging Design and Art, Hunan University of Technology, Zhuzhou Hunan 412007, China)

Abstract: Asabrand,MUJ goesagainst the mainstream brand concept by creating a “non-brand” brand image. In
product packaging design, it adheres to consumer-oriented design concept and chooses natural packaging materials and
simple colorswith streamlined text descriptions. MUJI also uses forms of advertising of emptinessin which advertising
content is reduced to the extreme by conveying a feeling of existence from the concept of nonexistence and the final
combination of the two which unifies the connotation of oriental culture.
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Fig.1 MUJI brand name
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