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ABSTRACT

Based on the document analysis, deep interview, and questionnaire survey, by reviewing the output value, product design and

production procedures of the industry, the article will analyze the effectiveness of present cultural products designed with the images

of Tung Tree Blossom. The range of the research will thus includes (1) the effectiveness of Tung Tree Blossom images applied to

product design, (2) the influence of Tung Tree Blossom images on promoting the value of the products and its brand, (3) the degree

of the identification and evaluation of Hakka culture with reference to Tung Tree Blossom images. The major conclusions of the

research can be divided into two parts: the effects of Tung Tree Blossom on product value and the development of cultural industry

with Hakka features. Relating to the effects of Tung Blossom on product value, there are seven points. (1) The image of Tung Tree

Blossom has become the common memory of Hakka people. (2) Design sense can greatly increase the product value. (3) It is unique

and valuable to apply the image of Tung Tree Blossom to product design. (4) Customers’ willingness to buy will increase if the

products are designed by famous designers, made by renowned handicraft practitioners, with a brand, a prize or a specific mark. (5)

The main considerations of the customers are price and design sense. (6) The memory from life-experience will increase the

willingness of customers to buy. (7) The identification of Hakka culture is closely related to customers’ willingness to buy and their

overall satisfaction with the products. Relating to the development of cultural industry with Hakka features, there are five points. (1)

We can arouse the cultural awareness through education, deepening the cultural root. (2) It is important to have a long-term policy

and assistance in marketing promotion. (3) We should encourage continuous educational training and multi-faceted strategic alliance

from different business sectors. (4) Creative products should not be seasonal souvenirs, but daily commodities. (5) It is correct to shift

the focus on design assistance to marketing promotion, however, more attentions should be given to the means of implementation.
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