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Product Modeling Imagery Modeling Design Based on Biel Model

LI Jiang—yong, YAO Xiang
(Xiangtan University, Xiangtan 411105, China)

ABSTRACT: Objective Obtain the product modeling with the characteristics of corporate brand image. Methods
With the adoption of Biel model and the use of Analytic Hierarchy Process, conclusion the weight of each index is identified.
By using fuzzy comprehensive evaluation method, Fuzzy Synthetic Evaluation Model system for brand image is built. And
last, to verify the feasibility of the method, it made an evaluation of the excavator made in Jiang Lu Heavy Industries with

the application of the established Evaluation System, and constructed semantic space with mood board to visualize the

modeling. Conclusion It gained the products design method based on corporation brand image
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Fig.2 Acquisition method of brand image characteristics
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