B2t 104 (N R
2021 4F 5 A PACKAGING ENGINEERING 191

BEF =R R N TR RS RIARIE

SE, KA
(I K22 BT 2 AR2EBE, KU 410082)

FE: B RBRR SN Z %W 6250, 1 LA SRR A A IEe TR T RER, Fik 372
h VA S ) RID M) TARAUR S M AR 3 7 ok ARAE R R AL AR AW A M, 4 e A
EIR B R W HIR M ) R B AT, RIAEA SRR E BRI A S BEELESERRTREL
B2, oM L&A RANEL; RERAE\EHFTEMERC KT, &R A=—F TR THER
AR B A, ARBALT R AR AT R0 AT R AR = —F TR R LA ik #
&7 T §ORB AT AT, A AT R A SRR R F, RA— R TATI A A b, T
Jy b TARHUME 7 Sh i B R R AR RIF O A B AR L

KR FRHE; TRUVRSI; SRR S hiE

FESZES: TB472 XEFRIEED: A XEHS: 1001-3563(2021)10-0191-09

DOI: 10.19554/j.cnki.1001-3563.2021.10.027

)

The Brand Modeling I dentification Design of Engineering Machinery
Based on Product Image

Yl Jun, LUO Yang-yi
(Hunan University of School of Design, Changsha 410082, Hunan, China)

ABSTRACT: The work aims to create the engineering machinery product modeling with brand recognition characteristics
according to the difference of product image between different brands. The design method of engineering machinery
brand modeling based on product image was proposed. According to the identification of product image by vision and
concept, combined with the data analysis of identification experiment and evaluation of modeling features, highly recog-
nizable modeling features are obtained and analyzed. The semantic difference analysis method is used to obtain the style
elements of product image and analyze the modeling recognition semantics. Finally, both of them are used for the brand
modeling identification design. Take the Sany heavy industry crane modeling design project as an example, according to
the analysis results of visual image and concept image, a new shape with Sany’s identification characteristics is designed.
It is feasible and scientific to integrate the product image principle into the design analysis, and can effectively obtain the
brand recognition elements of the product modeling, which can provide a good reference and reference for the modeling
design of other engineering machinery products.
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Fig.3 Visual image recognition process
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recognition based on product image
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Identify evaluation and experimental data of each feature component

2B (Fr)  ZEE (i)

et ERER 45 BRYE (D)

Byl () P EE
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TEHE 3.63 3.40 3.20 1.47

27% 67% 53% 40% 23%
1.93 3.47 3.37 3.07 2.60

R2 BEEAEIRAEEMIFAREER

Tab.2 Identify data independent sample test results of each feature component
: - e 95% ' fri X [f]

t Yiff 2z FrifiEiR WEME (P) — I
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Tab.3 Image evaluation questionnaire
data analysisresults

FEAR 1 FEAR 2 HEAR 3 #{H  Cronbach o

TA—ER 120 1.40 .10 1.23 0.726
WA—EE 040  0.70 0.35 048 0.470
BHR—iH 030  0.05 -0.10 -0.12 0.818
% —m 070 060  1.00 0.77 0.816
NG—EE 075 060 050 0.62 0.286
WH—iKH  1.05 090 095  0.97 0.676
BE—fE 060 075 070 0.68 0.610
BA—3R 020 045 020  0.28 0.623

i BHESHT HHERIL
EEFHE T S HREL
.\ \
[Ty WA

H: “Cronbach o” FRFE, 0>0.6 FEIEESHE XL

F 4 EZRBRICIEXSH
Tab.4 Semantic analysis of image style vocabulary
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Fig.10 Modeling feature analysis and
identifying element extraction
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Fig.11 Image style vocabulary screening results
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Fig.12 SANY STC250 Crane modeling identification innovation design scheme



198 1 %

T 7

2021 4 5 H

CIEICREE TAHUMA 2 I &, 7l PREE% 25 i1
DL BEES BV E R VAR T o MTZL 2 = — SR MR A
B0, iz TR EHUZ.O I RE SRR B IR
H, BAMREATUIRCR . fREMER R ITR &M
HEERe N 9 R B 1) AN 1/ N S e S S i
RS T UUNEE, WS TR ) B S B
P 1B EZ S /NI R & AR, iR BB R TN
AR 5L, 2 Bha S s R RGBT,
THFR N F 75 SR ZH iR | A% E R
A AUARAT SR, i RO DAE AR M 1 R
P AR BETT, A ROt 1 s T2 .
RS AR AR SR AN AL T, B BB AR M
G AR M i BRI AT — IR AL BT, (R AR
WG oM HTE F STC250 Ay XU K 3 B fin LA e 3
PIRECR R TR, A R L T, K
ISR TR, e A SR T AL B 5 TR AL T
I, 772 s A 5 A i A TR JRE A v A R AR AR
b SRAPRIH A S RUAE 2L, % B ELES B R A2 I 1]
B ST, O EIRBIRE

4 £5iE

ARSCE R TR R, Eml T ER S
AR PR A R SR, R R SR A
FEEME, M B R B R BRI R, AT SR
SR TE G 3 R s R B Ay =X, ety ki
HET BISARIE o SR AR = SR G R B N R
BIHELL, $H T TREHLAR S R BRI O . DA
PRGETE G0 43 M7 1 RUBRAE , $RBOGE BRI E 25 L
PHASTE G o M v R X, IRBCE R AR E  [H
B, 38 e A 7 SR A ) R BCECE , K B ks
FAEA NS R , BEE A AN U A T A T R
Th, e i A R TR B A AR, AT
FeF = Y S0 T RE LA S R 28 U000 5 3 Oy A
B, Bn, 854 =—%Hr STC250 e E LI H 52
B, Ry A7 = s B A BT T, SR T RS
FE B G IR B TS BT, R A B i ALY
AR R, B —E T AR ol e
st AUAPF 5% AL 1B A O i L

B o EHIE 20257 SIS AGHEH, R
TE 45 S Mot BRSBTS A R s A &
BRI (B 5 55 S, AE TG 1 2 Bt R T ) 7 i 25
Sefb, HR v TR LA S i A A 4T M A A B R
B, MIMUKsh AT T RS K .

S 3k

[11 HE#E, ERAR. Lkt =z sk 4l w4
E I [J]. 3RZ, 2009(7): 30-31.
XIAO Di-hu, DONG Hao-dong. Industrial Design and

[4]

(3]

(6]

(7]

(8]

[9]

[10]

(1]

Product Differentiation and Enterprise Competition
Strategy[J]. Qiu Suo, 2009(7): 30-31.

WA, BRI, XA, BT A iy B3 R i A
WRIBHATFE[I]. % T RE, 2014, 35(8): 39-42.
YAO Jun, CHEN Jun-hao, LIU Zhi-bin. The Modeling
Identification Design of Rubbish Vehicle Based on Brand
Culture[J]. Packaging Engineering, 2014, 35(8): 39-42.
TR, XL Tt R G LR R B 7 i R 3 Y
BT[], 2018, 35(3): 105-109

ZHANG Yun-fan, LIU Zhuo. Product Family Modeling
Design Based on Brand Image DNA Extraction[J]. Jour-
nal of Machine Design, 2018, 35(3): 105-109.

BRIGER, JERE, WAAR, AE. T AL GEIE T 1AL
PR7ESIE S0 [T]. A% TR, 2018, 39(18): 118-123.
YIN Xiao-chen, LU Pang-rong, HU Deng, et al. Ma-
chine Tool Product Image Design Based on Brand Vis-
ual Language[J]. Packaging Engineering, 2018, 39(18):
118-123.

MOZOTA B B. Design Management Using Design to
Build Brand Value and Corporate Innovation[M]. New
York: All Worth Press, 2013.

BFEMR, AR, BT P8 Alk g Ui s
IEARFET]. #t, 2019(17): 90-91.

YIN Guo-dong, ZHU Xu-dan. Research on Corporation
Product Identification Design Method Based on User
Cognition[J]. Design, 2019(17): 90-91.

XA, 7= S E R (P E SCRY L[], B 5t S AR B
FAREGEAR ST, 2005(1): 135-136

LIU Gang. Definition and Composition of Product Iden-
tity(PI)[J]. Journal of Nanjing Arts Institute, 2005(1):
135-136.

R, AR, IR S5 T RN i B R B E Y
[1]. B2 ARBIZE, 2019, 9(3): 67-70

LI Xiang, ZOU Si-qing. Research on Product Image
Design for Brand Recognition[J].
2019, 9(3): 67-70.

Wik, WM, ABEE, AF. FET Al A EIE S
LRI BT[], A3 TR, 2007(5): 88-90.
SHEN Fa, XIE Zhi-bin, ZHENG Di, et al. Study on
Construction Methods of Product Identity Based on Cor-

Design Research,

porate Brand Image[J]. Packaging Engineering, 2007(5):
88-90.

. P IE G R GER RN BV S ERAT[D].
R A), 2015(12): 12.

PEND Meng-zhou. The Product Image System to The
Brand Recognition Mold Analysis[J]. Brand (Second
Half), 2015(12): 12.

ZEgR. Z R AR PL RR[C]. WHHEREERA
FBE TP BT R KRR TS T2, 2009.
XU Jun. PI Exploration for Manufacturers with Multiple
Product Categories[C]. Department of Industrial Design,
Academy of Fine Arts, Tsinghua University: Department
of Industrial Design, Academy of Fine Arts, Tsinghua
University, 2009.



8428 103

Gy A BT OG0 TR S s B

199

[12]

[13]

[14]

[15]

[16]

[17]

[18]

(20]

(21]

W dE, R, 7B R Bt i S I ]
T.7&, 2008(7): 186-188.

YANG Lei, CHEN Man-ru. Analysis and Discussion of
Product Image Design[J]. Packaging Engineering, 2008(7):
186-188.

Wangqun Xiao. The Research and Practice of Mechani-
cal Product Identity System Design Theory[P]. Ma’anshan:
Dept. of Ind. Design, Anhui Univ. of Technol., 2010.
skif, e, HILHE. TR & i Tk s i
AH[I]. %3t 2018(8): 102-104.

ZHANG Ye, JIANG Liang, XIAO Jiang-hao. Industrial
Design Ideas in Construction Machinery Products[J].
Design, 2018(8): 102-104.

fif = k. TREHUMAY A IR 20 A (D], b e a8 T
£, 2018(3): 205-206.

HE Yun-qiu. Analysis of The Development Status of
Engineering Machinery[J].
2018(3): 205-206.

SRHETT. B TR B AT 1 77 i it RS 1 RO BF S (D]
B WK, 2008.

ZHANG Yan-he. Product Brand Personality Identifica-
tion Based on Visual Perception[D]. Hangzhou: Zheli-

China Plant Engineering,

ang University, 2008.

XUE. Aol b 7= i B R (PO RYSE I PR [0]. (% T
T, 2009, 30(10): 151-153.

LIU Gang. Influencing Factors of Building Product
Identity[J]. Packaging Engineering, 2009, 30(10): 151-
153.

AR, AR RS (PD[D]. Kb
K%, 2008.

GE Xiao-fei. Product Identity in Product Design[D].
Changsha: HuNan University, 2008.

BAR. PEIE RSB RESE D). $ i, 2004(8):
18.

JIN Dong. A Study on Strategic Design of Product Im-
ages[J]. Forum on Art and Design, 2004(8): 18.

RCHE . TR IR 5 L A OB R R[],
ZAREETHELS), 2007(4): 99-101.

ZHAO Yan-mei. The Application of Metaphor Method
in Visualize Design of Product[J].
2007(4): 99-101.

R, JEISLAN, B 7 U i RS W e e R
[J]. B33 T#E, 2006(2): 163-166.

YANG Ying, ZHOU Li-gang, LEI Tian. Product Identity
and Its Applications in Brand Strategy[J]. Packaging
Engineering, 2006(2): 163-166.

AR, RS, LTI R OC R AR 7 i AR
PUNEZBIFE[T]. B%E T, 2015, 36(2): 46-49.

TAN Zheng-yu, HU Ting-ting. Product Identity Factors
Research on Equipment Form Design Based on Sequen-
tial Relationship[J]. 2015,
36(2): 46-49.

BESE, BVLHE. T AR AR AR R A A

e}

Art and Design,

Packaging Engineering,

[24]

[25]

[26]

[27]

[28]

[29]

[32]

FR UM [0]. B3 TR, 2014, 35(24): 17-21.

TAN Zheng-tang, ZHAO Jiang-hong. Brand Product
Identification Design Based on Line Feature and
Graphic Feature[J]. 2014,
35(24): 17-21.

PR s, eBIE, BIEX, 5. JEF U vk A
R s R[] % TR, 2019, 40(6):
159-164.

CHEN Guo-qiang, JIN Ming-xia, SHEN Zheng-yi, et al.
Product Family Modeling Design of Sweeper Based on

Packaging Engineering,

Product Identification[J]. Packaging Engineering, 2019,
40(6): 159-164.

L AT TR R s RN D]. (2 TR,
2012, 33(2): 61-64.

GAO Hui. Analysis of Color Application Rules of Con-
struction Machinery[J]. Packaging Engineering, 2012,
33(2): 61-64.

ZEVLK. FE T R B TR LA R R RIS D).
22247, 2014, 35(3): 423-428.

LI Jiang-yong. Research of Color Scheme for Construc-
tion Machine Based on Brand Identity[J]. Journal of
Graphics, 2014, 35(3): 423-428.

Xk, PhIT, BERRR, . BREROROEE 4 R T
[7]. BEAMFE AR ST, 2017, 30(10): 50-53.

LIU Yong, SUN Yuan, TENG Ru-min, et al. Product
Identification Design of the Railway Rescue Crane[J].
Construction Machinery Technology & Management,
2017, 30(10): 50-53.

TR BT B S TR L ¥ EE5E D]
A MR AR R, 2013.

ZHANG Jun-hong. Research of Construction Machinery
Industrial Design Based on Product Identity[D]. Nan-
jing: Nanjing University og Aeronautics and Astronaut-
ics, 2013.

SEER, MREGRE. Ja PERFAEVE FH T it L A B R
RS ZE5R 55 (7). Talki&it, 2002, 30(2): 251-257.
DENG Jian-wei, LIN Ming-huang. Attribute Character-
istics Affect The Identification Process and Category
Strength of Product Modeling[J]. Industrial Design, 2002,
30(2): 251-257.

Chiu-Shui Chan. Can Style Be Beasured?[J]. Design
Studies, 2000, 21(3).

AT, AEWEE, LM, A T R XURS Y BILBCEE
FERIRIH BT )] A2 AR, 2019, 40(18): 28-
34.

SU Jian-ning, LI Xiao-xiao, WANG Peng, et al. Innova-
tive Design of Mechanical Equipment Form for Brand
Style[J]. Packaging Engineering, 2019, 40(18): 28-34.
BB, INSFAE, Blise, . T RRAEDCEC Y = b KU
INAITTIE]. HEHUC TR, 2003(21): 42-44.
HUANG Qi, SUN Shou-qian, LU Liang, et al. Product
Style Recognition Method Based on Feature Match-
ing[J]. China Mechanical Engineering, 2003(21): 42-44.



