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The Art of Visual Communication @
Image Building and Package Design

Abstract

or the past thirty years, visual communication design in Taiwan, as demonstrated in the design and development of

‘corporate identity’ and ‘packaging,’” has been closely related to and growing along with the economic development of

Taiwan. In the earlier period, the emphasis of image design and package design were the improvement and upgrading
of product quality, which later turned to product and package design and corporate identity system. Recently, public and private
enterprises are making joint efforts at developing and promoting international brands and improving the national image of Taiwan
in the field of design.

The export-oriented economy of Taiwan has been stimulating the development of domestic industries. In the 1960s, the
export goods were mostly agricultural products; in the 70s, light industrial products such as garments, toys, and shoes became
the major export. The suggestions that the related units of the government provided to the export enterprises in this period
focused on the ways of improving product quality and packaging. In the 80s, Taiwan’s economy began to burgeon. The local
industries grew rapidly, the major export of which expanded to include texture, household appliances, machines, and ironware.
As the industries gradually transformed themselves into high-technology industries in the 1990s, the Ministry of Economic Affairs
also undertook a series of economic plans, including ‘Plans to Upgrade Quality,” ‘Plan to Upgrade Product Capabilit'ies,' ‘Image
Enhancement Plan.’ They were accompanied by the Design Promotion Center of Taiwan External Trade Development Council
which assisted the industries to explore market and boost the sale of products. Both of the two institutions devoted themselves
to introduce concepts such as ‘commercial package design,” ‘trademark,’ and ‘corporate identity systems’ (CIS) and offer techni-
cal counsel and courses of project design. Their efforts were generally acknowledged by local industries and design companies
which in turn invested great amount of money, labor, and time in research and improvement. Cl design has since been listed by
the design companies as one of their core tasks. Furthermore, these progresses were combined with those of the projects of
‘Community Building Programs’ and ‘Overall Development of Culture, Industry, and Region’ that have been conducted by the
Council for Cultural Affairs since the 80s. In 2002, the projects of the ‘Development of International Brands’ and ‘Cultural
Creative Industry’ were launched in an attempt to develop design industry with all strength.

The image and packaging design in Taiwan has been honored by the participation and counseling of and idea exchange
with the internationally renowned design companies, Cl experts, and packaging designers since the 80s, which, in combination
with the collective efforts of the related governmental units, academies of design, graphic design- related institutions, and mass
media, together encouraged the sprouting and maturing of the concepts of ‘Corporate identity,’ ‘image,’ and ‘package design’ in
Taiwan. The up-and-coming talented designers not only gained the attention of local industries, but received wide recognition on
the international scene.

The practice of the aesthetic concepts by the designers themselves is effective in creating additional value for Taiwan-made
products, shaping the image of Taiwan in the field of aesthetics, and improving the image of industries and brands. It also con-
tributes to cultivate people’s sense of beauty. What are the symbols through which the Taiwanese designers employ to represent
the features of an industry or a product?

The designers introduced by this book are those who have went through the period of 1980 to 2005 during which the edu-
cation and industry of design in Taiwan came into contact with the international society, in aspects of either economy or design.
These designers, including Liao Che-fu, Hsiao Wen-ping, Lin Pang Soong (Apex Lin), Yu Ming-lung, Tang Hui-chung, Lin Horng
Jer, Wang Ping-nan (Ben Wang), Lin Chien-hung, Chen Ching-wen, and Hou Hsiao-pei, place much emphasis on the aesthetics
and artistic expression of visual art. Through the}r life experiences and works, both of their accomplishments and their love for

Taiwan can be felt.

i i B

=

TSR @® ok

©






\
G

i




SN RN SR o>

-
N

=HER GENRREERHE "4
%3545 , (Corporate Identity » fE#HCI) 82 "4
4% | (Packaging) MURETEE L > BRRES
ARSI 28 RS W R SRR - TEEEIP
SERFHE ARG R RERS - REBTAE
RRBELNI AR AT HERE By - FE AL B
e B RS ¢ A E A B A SR AT R AR
BRI > IR [E S B R R B
BRARERE S LB E S - RIETT G ERET B
B RmE S -

85—
TG HEOHIAIE

BEEHRRERTHOET  ETEK
MR E o AREFERREKYE » EE
HE—BIHIINE B RIP R - HIRBINESE
HIBE BRI & ISR IR - SRR - BEOF
R BUNAHBI AL RNBALA S IMAZES - A
HIEREtE B RILVEMME « EdGTHEER

B AT R EE o B > BILE
55 - #518 - BRaGH - BERERFZH
T~ B B - BRI RE - B
AEBE  EETEZURNESEM - 2B
BEEEREAETY) - ERGE - BEHE=
KRIKE - AEFEEMITH LINEE MR ETN
A ESHEE = BRI
—(ERE - F—HEHET T CRNESRE
ERHEEBRS REEERETHIZEN - PIZEH
HIRRETIRG (B - BRI - BEEREIL T kg
BRHTES -

LR AN EEY - XF - @
Y ME - ER B SOLM  EEE
1~ VRIS, - HEEEEE - RIS T DR
ke B - R SR —TE RN E L
B -

A~ BOFER » REIMEZ BRI
TR T SRR SN © TERRE
S R L R (S B T 2 - R
P EE R R - BORIME AR ke
R BT B2 45T - SR(LET T - BN (E
8 BORFHERNEL G2 B OIS IR R TR
i e st e ch L W R AR
BRI ~ IR EELSINTE S
REHRIERE | EAOEM - EHEHEESE
LW ELERE AT B T EMEES D
KiEE » EPSTER0RE  LRRAS
HE AR E R FAME 0 2 A E
B REEERLEE T AEaEsE
"SR R A -

ST WA R B R i
b SESHIER - kHBDLE LTS - A%
TR T S AT
85 AR PRI BN - HEmEE
WEHARTIS - REARHER S -

5B _HN
wonl| Al JERERM

NOERLIR - SEIEEER - EXG
DIBGEZER - SMHEMBREN#K - ZZEH
i BRI ESRE  EAOEN  EEBANE
HHEABEERRAES - R EEEER " T



nEETE L TIEFERETEEIETE L R TR
EMPRETE o INE G RETHEE T LRI
Bhie BT - (REEMHE - BESIR
B TR L THRERINER,
(Corporate Identity Systems » ffECIS) ~ " HEl
anhd - TPEREBREREIRET ) FE &S]
7t DUR AR BIER T 2 e S g v o
TAE » Wi RS B3R FIRETREE - #3470
P ERERRIEA ST ~ AJIRNREREIRAZECE - 35T
TR (SRR ARG PR B L LA - B BlGmhE
e~ R RBRGE  FER e
HIAEMER L ~ BT R AR RIS ~ B
281 FHEEBHITENO - LNOFERHEEET
Fefal# - BN OFARE R HEER TitE
faREEE o DR "ol - EXEEMGRER
& e e

SERERY TR (Cl) B—EREE
HTH  BEREEPROAE  EREER
#5 (Mind Identity ) ~ /& EhE% 51 (Behavior
Identity ) ~ R A (Visual Identity ) ~ ZE fradk
A1 (Product Identity ) ~ ¥&55851 (Environment
Identity ) S FL{EICRATIER - B ER
TSR EERGT (FHE&ET) > LA TR B9
FE B E R L - B EEREE S - BH
e~ EALEE LR - THRBERTELR
B EEREEM - HREINETR M - —2
% - AL - RHALHIERE - EREREET
Z % REFERR—E T - e N LRSI
AR AR - RREFABRBXEA
B FEEHIIETESRRE - 4t " AE ) HZREY -

TR, BRREZEAE  BEE3
RIEIMNIEIRE - HEEEPREHEE D

B

HREA SR - REEHENBR TR’ TR - #
SHEM S HIET - BRELUKERE - Wit
FoumEE R RULERE - HEHARPRE - 2%
550 TRk, ZREY -

HOFER » EELUSMER ESGESE
WHERFTXATOEM (FHBEERE -
Original Equipment Manufacture ) R E|HFEE
FE3EHODM (JRMZEFER & 84E » Original
Design Manufacture ) » WGEMH " E3EHRAIRET
RT3 T SR A0 BUS LRl - B #ITHEB2B
({Z$Z > Business to Business) &1
D EE MFRGEE EE {EODME A £ 0BM
( E A& > Original Brand Manufacture ) H#¢
AREEEXNRE  CERSOEEEEXR
e BISHRERE AR - B EE SRR RIS
fg - ERE PR EAITE S - 554 CIEIE
ERTEBRAYNESTS ~ T8 - mEtnE
1788 ~ SULBIBERTHEER L - /NFEE
WHEBREE RS E - B SLE T SR AR

N
HLN 2

SE=Hi
ML BT

BEEER " &RE ) HEERY T4
EHA 0 ThR T eRmEE ) BBGIE -
—OO0OFELK » EFaE{L (Corporate
Branding ) HYEl&HE - HEEREMERE =1
e MR E S - EREIMEEEERE
B E AR B Shanh® - ERE—(HERERIESE
mnhd - (T BLE R RN T 2EAEE
B R M RRE TN T2

pide bl OTe S Sl R

-
w



FOLARE R | o R A IR BIBIFE ST 81
RE)  MERBENWERBZERE - H _—OOO%F
L BT A B (S {6 [ A HEE i £ 3 S R (LR
& TEREREBSE ETSULAIEER ) F
itE o ET T REEEESMEERE > 25
AT E IS LA G R R EEFAEESE
TA

TRAEEEE T - T EHEN ) E
Finkg  ZRAROER | XF - 8% -
T e A S T % A T RO BEEASAEL R AT Y H Y
ERT TEsE - TR TR FE
FOTRAR R K5 ER » IEFERERENE @ 18
BE TS - RS EEENNE - @R
R~ T R B B S BRAR 0 PR — SRR
% 0 WA - 9 - HLO - B8 - B R
&~ BF - i BEERRREST » e (b
R AR FRIH— » WERRARRITRE « 5
WM CHEHE - ERE LREL TR
w o T{EHE, BT 3K AOERE - BIEEE TR
fEE 0 AHEREE(E - RETEMTHIE A 1B
B EEREREE  FHERARE S EE
B m(bEiE - INREN S - RE BB
(EHETTE) - EBMIL RRE SR -

RIS ELE T A4S (James C. Craig) i
E W% (Robert M. Grant) fEH » SREETEZ AL
STERARBSREUTE) - A RPUERE K - 1. BE
& (Mission) » B8 * BT ~ HEEXER -
2 FRERE - 2. B (Objectives) » Al
R SRR o B kR BB Y AT B YRR
B3, 5ERE (Strategy) > BIFZRSEE HERHYF
B - RERISERENR - REAEHEE? A
AR F 2 ER A ERE M ? (E b

it

EITSHEBIARLER.L - B8 R - &
Bl ~ B85 - EIHSECS © 4. BT (Tactics) 22
RyBR 1S FRTERINAYITE) ~ BRI - fERE
GITHHERE LaR2 - S - A% - B2 - F
PRIEE) - LRS- SEER - RE - MRENIITHIG
g -

AT REFRBIENER - AR
% T A LABE b 2 AR LR RIS B - (AR R
178 - 2B 8% - Rl - BEBENE
% FFHBBENEN - SEERITRET
SRR ERE - AR A ARG T EBOREE R #8%
HAR &R - & H R 2BETKRHREL R
TR e B HEEL MR A S B B
HIEE AT R AR, - BREHRTEYE



R R EIERNE (F3E) Hiifxes (8
flif) Bhe - EiE TR, TaRE L, TE
% | FRLEWE AR RIT Y - DUER
A MR HEETK -

i B BT RS A E R AR (Tom
Peters ) fEH " WG A —IH T IER
TAEs (B2 - BPBET R +RH TERE
RUREE 5 RESH BUHEBN 3R BRNE - I EaEE

CEUANGIY w1 AR A (WS B S D=
YT - BERERKEAE(BHT (Steve Jobs)
hat © THRBEAKR > REAFAREFH
x> HEAR - Gt —Y)  iGt2ATE

Setlior: & A

E U
e -r;liili
BB R R ML AT B R
=K > EERNBRTFHERBEEL -
o PHEHERGHER S - HREFILFESE T > L
K BIFEENaET A RICIE R ~ B EEERETEI2
BRI AR 0 1S TR TR
Tege . "ML, FREHEGBRRE
i o BRETEEMT AL EEH - NMEEREEFNT
B FEBIFE EthEESE -
RETATEBE CRREHET > HEES
EEmMTINEE « #EIEEENP S ~ £14E

WETHE

NOFRREGZET
HNE R RETHEED
DRI R RS
ERBERE (&Rt
B BERG Bk
&t © TR BR
1~ BHNE )

SEErSHTE ©) ol R B s

=y
(4}



