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A study on the tractor design development

of international competitive advantage
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The purpose of this study is to develop

2

Korean-style tractors of international comp
etitive advantage which satisfy consumers’
needs based on the research of large size
ones. The overall process of this study is
to generate appropriate design process and
to apply quantitative analysis method to
each steps of it and finally to suggest obj-

" ective product design development system.

For this, we firstly selected important trac
—tor design concepts from the analysis of
current market and consumer perception,
next did conjoint analysis with the extract
—ed design attributes and attribute levels.
Finally, we decided preferred designs of ea
-ch segments based on conjoint analysis.
Here we selected only one most preferred
tractor design of all due to narrow domest
—ic market situation.

This study may contribute to the customer
oriented design development with the appli
cation to many other fields of design.
Also, it may contribute to all design relat-
ed not only academic fields but to practit-
ional fields.
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