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Machine Tool Product | mage Design Based on Brand Visual L anguage
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ABSTRACT: The work aims to propose improvement approaches regarding the current situation that domestic CNC
products are seriously homogeneous. After investigation, the design methods for product image of excellent machine tools
at home and abroad were summarized. In the process of product image design, the core values of the enterprise should be
confirmed firstly, and then the brand positioning was determined by combining the market environment with the enter-
prise conditions to put forward the basic design principles. Finally, the specific design rules were summarized from the
aspects of product color, modeling, material, logo, details and other elements, so as to reflect the enterprise's core values,

brand positioning and design principles, and enable the product image to be externalized as corporate culture.
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