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Abstract

~————Recently, as the level of common consumer thoughts of
design has been highly developed, and the design oriented attitude
of consumers, and it’s research of behavior, are studied widely in
husiness administration field. Accordingly the study of design has
been endeavor to be studied bilaterlly by with related study like
marketing as to secure the co-operative results and or conclusions
which explain the consumer behaviors of product purchasing. This
study is one of the conceptional trials steps which get in touch of
design cognizance theoretically in design field. Main cotents are -
A) The design oriented multi-attribute attitude factors regarding
to consumer decision making. B) The design factors which give
influences on purchasing products. C) The particularity of design
factors is to be make on design cognizance. For these purpose, this
study, above all, tries to survey the circumstance of design
cognizance and the processing system of organizing design
information. Finally “The product design cognizance system on

consumers is represented hereinafter.
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