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ABSTRACT
The design concept of the globalization products has known to everyone. Furthermore, it has a successful marketing with culture
symbol and acquires leadership position not to replace. Nowadays, people usually pursue personality products with deep culture and
value identification. It is also a key point for customers to make purchase decision and judgment. In recent years, the trend of the
product design has turned to show and emphasize local cultural character and featured, it has more attractive power and
competition. From view of above, the research has taken local cultural character to interpret basic backgrounds and unigueness of
the local culture in Taiwan. Then, the study uses the thought of literature concept to find out and generalize the features of the local
culture from socially background and folk beliefs to decoration meanings and image of the temple. The purpose of this research is to
prove into the culture features with more symbolic by questionnaire survey. The study first analyze the temple has ten images which

include “ solemn” ” plain” ,” dignified” ,” exaggerative” ,” detailed” ,” staid” ,” elegant” ,” mature” ,” complicated
" " gorgeous” . Then we combing images questionnaire and interview acquire nine images include “ solemn” " dignified” ,”
exaggerative” ,” detailed” ,” staid” ,” elegant” ,” mature” ,” complicated” ,” gorgeous” and taking these attributes to

transform the design elements. In this study, the analysis effect is to generalize the design style of the local image and to make use of
the products of the design. As a result of study, it can give more local cultural features in products and enhance unique character in
others.
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