The Consistency betweens Corporate Identity and Product Identity
of Hand Tool Products

Abstract

In Taiwan, there are many small and medium enterprises (SME) without explicit
corporate identity. For the purpose of managing for sustainability, an appropriate
identity will play an important role in the sustainable corporation to differentiate the
corporation from other corporations. This thesis aimed to provide an approach for
small and medium enterprises to create their ideal corporate identities. We also
discussed how a corporation to maintain consistency between corporate identity and
product identity.

In this study, we chose five hand tool corporations, Heavy Hitter, Stanley, Bosch,
Victorinox, and Makita, as our investigating samples to explore their brand images
and product identities. This research was divided into two phases. Phase one
included data collection of hand tools, an expert interview, and qualitative analysis of
the enterprise sprit and management concepts of the five corporations. In phase two,
we used semantic differential meth&ﬁ:ﬂ)) evaluate the corporate image as well as the
product style image of the five corporations and to build up the quantitative image
database of user cognition of hand tools. Later, the degree of consistency between
the corporate identity and product identity of each of the five corporations was
examined to find out the differences in corporate identity among five samples.  Since
the corporate image and product image of Stanley Company were very consistent and
positive, and its product range was almost identical to that of the Heavy Hitter
Company, the cooperated enterprise of this study, Stanley Company can treated as the
benchmark for the Heavy Hitter. By comparing the difference between these two
companies, it was proposed that the Heavy Hitter should improve the design of its
products to enhance its image in the three factors, mood factor, appraising factor and
function factor. In other words, the designers of this company can adopt the design
suggestions proposed by our previous study to improve the image of innovation, high
class, delicacy, lightness and handiness, joy, succinctness safety, decoration.

Key words: enterprise sprit, brand image, product identity, semantic differential,
image space
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