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Product Identity Factors Research on Equipment Form Design Based on
Sequential Relationship

TAN Zheng—yu'?, HU Ting—ting’
(1. State Key Laboratory of Advanced Design and Manufacture for Vehicle Body, Hunan University, Changsha 410082,
China; 2. School of Design, Hunan University, Changsha 410082, China)

ABSTRACT: To study the product identity factors of equipment product form design based on sequential relationship.
Based on the basic theory of product identity, metaphor and DIS (Design Information Structure) are used to extract the
sequential product identity factors of equipment. The types of sequential product identity factors and its adaptability are
studied. Then the extraction method, key features of sequential product identity factors is studied. An innovation method
based on sequential product identity factors is proposed, which is further verified in the Zoomlion equipment styling project.

KEY WORDS: sequential relationship; equipment; form design; identity factors
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