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Abstracts

It's required to develop new design process
which reflects objective and quantative data of
real market structure and consumers’ demand
and to understand, use statistical packages and
softwares for it in order to make a product
design which can satisfy consumr’s needs.

Product design approachs have, however,
merely focused on simple methods of design
and have not been improved much so far with
regards to customer-oriented design. Therefore,
This study aims to help customer—oriented
product design with validity and reliability by
suggesting successful product design process
based on reviewing existing literatures and by
providing each steps of design process Wwith
optimal  approaches  reflecting  consumers’
preference.

The results of this study may provide all
design related fields with theoretical framework
of successful design process and may reinforce
ability of with  the

customer—-oriented  design

competitive design
development  of
process.

We need to verify vality of this study by
doing some case studies with various products
in real market situations and need to develop
measurements and survey methods to measure

exact customers’ perception dimensions.
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