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ABSTRACT

With the trend of globalization among enterprises and the advanced technology, the Taiwanese industry tends to transfer from

OEM to self-producing, self-designing and self-sale. The effect of the branding for the launch of new products will increase

dramatically and become one of the important resources for the enterprise. However, the Taiwanese industry is inexperienced in

establishing a brand, with many failed examples as strong proof. Equipped with the ability of communicating with the consumers

becomes the first priority to establish a brand. According to Dr. Li, Ren-fang from the Graduate Institute of Technology and

Innovation Management, National Chengchi University, the origin of marketing is designing. The appeal for the essence of

designing is humanity, which is the interface between the brand (or products) and the consumers. The visual design of the product is

the combination of the products and the brand, which is the language between the brand and the consumers. Only when the

message the brand sends out can be accepted and understood by the consumers can the brand be presented perfectly in front of the

consumers. Only in this way can the model of communication bring the effectiveness into full play. Therefore, through the

importance of the visual design for products and the proper strategic positioning, this study aims to provide valuable references for

the Taiwanese industry in planning the brand image strategy to increase the probability for Taiwanese brands to develop successfully

in market. This research important result is as follows: 1. The cognition of brand image is affected by the visual design of products

conspicuously; and we can discover the style of the visual design of products which is suitable for the brand image by understood the

consumer's cognition of faces the different style of the visual design of products. 2. The brand equity and the customer response are

affected by the visual design of products conspicuously; and a good visual design of products truly creates the high brand equity, also

creates the positive customer response.
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