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Abstract

In recent years, product design in Taiwan has received considerable attention because of
economic development in Taiwan. Concurrently, manufacturing in Taiwan has shifted from the era of
the original equipment manufacturer (OEM) and the original design manufacturer (ODM) to that of
the original brand manufacturer (OBM). “Branding Taiwan” now plays a critical role in Taiwan’s
economic development. Brand image represents how consumers view a product. Consumers typically
obtain product information from the product brand; therefore, product design is crucial in establishing
brand image. This research study of product and brand recognition of Taiwanese and global brands,
fina summary analysis and comparison. Three perspectives (user, designer, and maker) and consumer
psychology (needs, wants and desire) were included in the conceptual framework, and expanded the
scale design. Base on framework, we explored the issues of a comparison of the overal average,
compared with one another for each brand and compared each other of every single one brand after
determined the reliability and validity of the scale. We concluded the following: (a) A Taiwan brand
has the potential of becoming a globa brand. (b) Taiwan products exhibit strong brands athough the
brands still remind consumers of Taiwan’s OEMs. (c) Manufacturers that make products for Taiwan
brands have mature production skills and produce high-quality products. For example, the Taiwan
brand HTC is unique and well known to consumers. The research framework and results of this study
can serve as a reference for related industries in identifying their brand position and in entering the
global market.
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