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Creative Products Design Based on Beigang
Wude Temple Religious Culture
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Abstract

Under globalization, a local brand must be managed by strengthening local uniqueness and
representativeness to become a unique brand that is irreplaceable in the international market. An examination
of Taiwan’s cultural characteristics and resources shows that religion has been the focus of the government’s
tourism promotion in recent years. A religious site is filled with architectural, historical, aesthetic, and
cultural elements. Through online marketing and multilingual introductions, the government has packaged
Taiwan’s religious culture into a brand. Temples not only provide devotees with a place for spiritual
sustenance but also provide an opportunity for those who subscribe to the same beliefs to gather together for
a common purpose, in the process enhancing community cohesion and transmitting local culture and
traditional arts and skills. This study is mainly to investigate the Beigang Wude Temple, is to find out a
symbol sign of common consciousness within the context of localization recognized by people easily and
try to search a character of cultural identity for application to appearance of products. This study will also
adopt methods of semi-structured interview and visiting observation to analyze the structure for products of
areligious cultural and creative brand. In this study, Beigang Wude Templ was investigated, where literature
reviews, scale designs, surveys, and data analyses were performed to analyze emotional design-related
factors employed to convert religious cultural elements into cultural and creative designs. The results of this
study could provide a specific and clear reference for designers and related design studies.

Keywords: Religious Cultural, Beigang Wude Templ, Creative Products Design, Brand Identity



