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The effect of design factors on product design
preference in concept testing
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Abstract

In the new product development process, concept testing
which screens ideas with the highest probability of market
success is very effective in predicting the success of a new
product. However, designers do not have accurate guidelines
in new product development because the structure of cause
and effect of consumers’ preference - the most important
part of concept testing - has not been provided as
quantitative data. Therefore, the aim of this study is to
present guidelines for new product concept development
through applying means-end chain theory and product form
theory which explains what kinds of benefits cause
consumers to purchase a product and what kinds of design
attributes meet the benefits. In this study, after reviewing
means-end chain theory and product form theory, and
developing a research model, guidelines for a concept
product development (TV) are provided through an empirical
study.
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