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ABSTRACT
Image board can be used as a useful tool for describing the design objectives in product design. Designers may refer to image board
to generate ideas as well. However, image board was normally made based on designers’  subjective choices. It will be interesting to
see if this approach can really satisfy target groups’ expectation. In the first stage, this research simulated the product design
process by making the image board using photos of various kinds of product. Products were categorized into six groups by two
graduate students in design field according to similarity in images. Each image group represents preference of certain specific target
group. A survey to 100 female students in Da-yeh University was then conducted to see their preference of each product. Cluster
analysis was carried out based on subjects’ preference of products. Commonly preferred products for each group were identified
and compared to the previous simulated groups by graduate students. The result shows that preference of simulated groups and
groups based on cluster analysis do have some in common. However, the preference of groups based on cluster analysis vary more
than simulated groups.
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