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Due to the difference of natural and social conditions, every nation has formed its own unique

language, customs, thinking mode, social system and aesthetic concept, which leads to form its own

unique national characteristics. Therefore, the different nationalities of design have formed different

styles, which demonstrate the various concepts, techniques and innovations of the design. In the

context of scientific and technological progress as well as cultural globalization, this paper,which

claims the characteristics and innovations of different design styles by comparing the difference

between various regions and nations, provides new ideas and perspectives for the relationship
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between the nationality of design and the world of design.
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