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ABSTRACT

ABSTRACT When the new era comes, the roles of the designers need to change: that new information technical design must face

the future trend test. In the information electronic era, the way of design is taking place from the angle of authority''''''''s design to

another new mileage, the change has made from the way of machine design to the electronic design. From the completely big

environment, the designer has to create meaning and image to let the consumer have the right recognition; also, to encourage each

other and create the real needed product. The aim is to search the product''''''''s technology and design from the designer and let the

product meet the consumer needs. Thus, after the year 2000, the designer can provide more friendly and appropriate product to the

user''''''''s need. We also conduct search and discuss the Double Symbol Codes to see whether it provide benefits and changes

between the product designers and the designed products, the product will be more approximate to human, and will fit, provide and

meet the consumer''''''''s requirement in the real life. In addition, the relationship between designer and the consumer will get closer

and have the same level of recognition on the products. It will make less difference on thought, and from the process of discussion,

we can take out the main element that influences the designer, product and consumer, then generalize, the principle of technology

product and design. I hope that it can approach on the same level of recognizing image and meaning between designs and consume,

furthermore, to the future to bring up some conception conclusions and suggestions.
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