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{Abstract)

According to the improvement in quality of life and the progress
of user’s taste in this modern society; people great deal with the
symbolic meaning of product which express user's self-concept
(image). Therefore, this kind of information of users’ image is
needed to deal importantly for the product design development
processes, particularly, the early stage of design development
such as the concept design development stage. But, there is not
much analysis tools which deal qualitative data of users for the
design development. From this reason, the supply of information
of user's image through the development of verbal analysis
method of user's self-concept will help a designer

For this purpose, this study not only developed the twenty-one
factors in order to evaluate user's self-concept, but also
suggested that the new approach method that can classify user’s
group within the same characteristic of user's image using the
twenty-one developed verbal measurement items with tools of
statistical analysis for the design direction of product. The
developed this verbal analysis tool was testified through the
case study in this research work.
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