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A Study on New Protype Generation of Korean-style Tractors
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Abstract

The pupose of this study is to develop the Koreanstyle
tractors for agricutture  with international competative
advantage meeting consumer needs. In order to perform this
program, we induce the sutable design processes  through
previous literature study of product design process and
provide customer-oriented product design processes with
academic and practitional guides from an objective
design development system by using appropriate sampling
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