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(Abstract)

The success of a product is only possible on the basis of user
preference for products and the user preference for products is
greatly influenced by the design. Designers have to understand
user preference and convert it into the combination of specified
design atfribute, and after that they should design products
which have the image that they want to get. Then the product
will be sure to be a hit. Therefore, on the point of view of
design, it is necessary to find out definitely the consumer
preference frame ; the relationship among design preference -
design images - design attribute.

This study will give you guidelines on which designers can
select and design some more objective and reliable design
factors, finding out the relation of cause and effect by which
they can know what kind of product designs their consumers
like and how the popular image which that products offer is
composed of.

Therefore, in this study, after we developed the consumer
response framework which is proposed by Bloch(1995) ; distinct
relationship mode! among preference - design image adjective -
design factors, we analyzed the relationship among
preference-design image adjective - design factors through the

. empirical researches. And then we give the way of design.

(Keywords)
consumer response, product beliefs, catagorization
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