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1 st Aol 7P BEE A2 A7) 9 S5@ A% 5 Apds 4

g 2783 U 0597 2 A47AdlE Yo S40] sidn Bt
2 AAE 47187 S @A Ao} Frke Folth. olwele A i
del LA Ads @ AAPE FaAAT SAE 53 %] ge 45
AT Fe7h Jea Q. AR E 2817 229 Hetsteld. dAE AE
go] = Ao] Fo] 27 B&He] Fhm girk

olei % ARG Apas Ae T2 A B 5 e 20 A
239 LulRje] e Bl B4 TAES PASHE 283} Dol PAH
Q) A} Ak A E 4B 2 o) RoIZITH RekAlE Avlx} S o}

X
AURRTY N MY 40E \ ﬂas}w L MEsRsE
ot} ) AEs 4l b gE oYl S EEATE R N9 AY
e sy sa%9 BoiH 28 / w3t w e T

T

(#3) P83t A T2

18) FA, IZEMNE;, B &AL 1998, pp.258~259.
19) 2utd] FlolA], 174 A, Md%7iel abdst ey, AP, 1994, pp.63~64.
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7 A2 stolt}. SulA) ©AE 1G] AiEQl aee] Brteh s g A
FEo AR s F23 2PpEE 84 01“1?:5_ FEHZ FFAZ 34\9117}
oith, viiAl @AlE FE8 MUY AEst diAE B} - dEsie] A3
o] AFA|A Uit

olFoll A AFUARIL AFF3t Mk R Z BeE 5 Utk A= ‘“47\}
< A3H o2 A Fe At Ago g &83t= Rolth, EXlE RIS
2 o2 83t olth YA A AEFS 719, ‘:]7‘}?1
ol &4, YA BA 2 #E1E I YARI NS Z2AAE FIIIT)

E%H(Alan Topalian)< Al A4S T2AHE ARl A9
719 YAl AR o] TR 2 ER5ta ok dAs FE YRR 224
E #eje] vmE drideln A 54 7R A= 71 A A
do 2 xRS E&3ted nE2e 943 7 &5 2 VHES d8de &
dolrt. metA o] AL A7 Ho| 1 THAolt} X

Edlo] Z(Blaich)& YA A< 40| sty o3} 2o] &3ta it

N of ro
rN

)

‘Yajel AL tRelo] 47149 719 2o 2ol 488 FUULS o
2 A3, 14l BEE D3] 98 BE 85 UAle] gul
A 282 F UES e FHAY 9F Z2ageln

N

Z191A HARIE Z A d ez E&a)of sk SHAM YA FdL
29| A9 S =4 71 B es E8ste Al &
79l dARIe %€ =Ykl F2A 718 858 GAsket
FAANA YA FBE LAY ZFIF ohd2t Y, A
O 9AAQ A9g T gREA AgE  Jon 7YY Ex
7] 8l A1l FAR ez FeEE 220 Ao}

ARl g0l AFHo|n s ez A5 AdiMe e v7KA] F2
g599e2 UE 30tk AA, 7199 A FFe9] 71 - ole yA
A A dst A2 v 24, AR AdE - WF Yo A
&3 o9 N, oF HAgdAe] ¥ Sl #F B BIH A2
OARQl71ee] 333 8] F8& AFstn A2 CADZRIa] W

F

¢
>,
od fr L

m\m
)
ox

20) A7 9, AR A, zE 2, 1999, p.119.
21) Robert Blaich, op. cit., p.13.
22) Tbid., pp. 14~16.
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%, A3 FEASE, A2 A /8T FE, A2 E tAR] o] &, AAH -
7158 sdE AT AR dEElolA FREC] AR ALY YeEo
o AR, YA Z2AA A YA, B R ofojrojd] B UIEATY uj
% - OARIL oloto & 7|¥te g sl FABnE g 9o AlRETe]
At #H & BFE Sk vk T G tAteld, Al HIEL, ozt
o] &7F HAR m5A; o] BE ARFEC] HAR] AAY] B S Frialyn
A5 I A2 AFE Aol

Z AFNEY 4E3E AT AFL LS T AFS Ao a8
AaA e 71 2D Ao sz tzRle S8t Zelgtn 28 5 3ot

I.A=a+

AN 7148739 stet AFTARIY Q38 Akl tiste o] &3 He
€ St 2 AT o9 st A AAHCZ 719 AEHE
HaRle HdS FHAA 7199 olujAE A AA BFE <1838t
T QLA A AFNET AR AR Agdge s e T W
of AAIH 3 &2 7ol & 2YAL @ ool dYALLEES AYNetaA
E ded Hal Aoz AALES A 21 e EEAAe 5539 7
U7BE A AFNE HA AFE st

2

1. B2 Y21 A A

1) TE2 A 229 AAd

1891d e @ =o] olRIEF W (Eindhoven)o] N5 AxHA =AM Y=
BYP2Ale 2719 YA FAZA 192858 FndA Yo nl&FaiEH
(Propagonda & Art Center)& F2™ 7&7} 2= (Louis Kalff)7} AU}
ATt o] 222 FRECA, HAIYAR], vheFet A FollA] Fz2E = AlFUA
e 23 5& BZ A=A 2EAQ] Cl 2O L oy AFH
olx] &3ttt AI Al 7159 - 2th YR HURHA HAH o (Rein
Veersema)®] 2= ol er]eAF A Hajo &2 e tAQ) 258 54}
A 4 YA 71 7R ke RolAnt. wAnke] AlxE AEFAE FFPA AF
YxRlel 98-S FEE e S YA taAlzz o] 32 stete 7]



AATAR] AL 7199 AFGAA 423 Aol #F A7 143

A xRl AL 93] s

1966'd =24°]9] o]&(Knut Yran)o] HAI AUAZ QIHHULH 12
e 229tz 715 tid Fa4do] Faajiict. 2e e 28 tx
o]} AlelA~(Norman Bel Geddes)Y 29 (Raymond Loewy) 9} Zo] ZE4
o 25 251U F} & Fol FAlo] ARAR Al Z2A| 20| HEE-& A E3)s)
7] A% "A] E (Design Track) & TAAZ 1 ZelAgold AL} 7]
Eo FERIAT. olFL YARIL vAE Jed Ad Ve FYGToln Y
Aol A rroE FAte] ovg EFdoldtt. 1 st ol#e
AARA AL A53An 3|Ake] ZeAgolde] BE Hel AP E F=
P2 =9 7Y vlwd (House Style Manua) A &-& =315}, o] o
A2 1970 A AAY 71delA fEHJL™ FF Aul 2 7] Ho} H Joj
AME ARRE AT 19800l @] SH T W Y29 YRl 23L& 2007 ©]
Fo 2 Ao dARIF HARIZA S 79 A A £He
84 % WolEole T4 J&E FYPs T, B4 A Buste =
AAAE g5sdct.

\

o fn

1891 - Y RE O E 5 ¥ (Eindhoven)| S M XYM 2 M HB

- 0j&YDHE (Propaganda & Art Center) Az
1928 - HIE O, AT, Crd KRN Y4EE HE Oixiel Louis Kalff
CIZY 5 &%
- ORQ IR SX8 SYC Al 7|78 A%}
1950 - Radio, TV, 587/, HE7/| & CJXiQl 3£ )
S LEA CRIOI T2 0| TA Rein Veersema
1966 CCIRIOE ZRAA UM E MBS -7 Design Track” C290) 44 ORI0|L
- ZYHE|0}M 2B 7| BZ - House Style Manual (1973)" Knut Yran
1980 - Cixiol HMAYY 7Y - CRHo|L0] o HY MY oj29] Acixioly
- M| X9 M3 (Three-Zone Strategy) +8 Robert Biaich
- 3}0| ] X0l (High Design) Al £ "
1992 - M2 0|2(Strategic Future) HH 2 OIEf2I &4 CIR0lL

- 0f242) | F(Vision of the Future) ¥ 72 3} Stefano Marzano

(B4) Y2 YAl Aol ¥d

23) Ibid., p.95.
24) Peter Dormer, 2283 - |0} 9, TDesign Since 19455, AlZ3} 219}, 1995, pp.25~26.
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2) Y2 YAl 2] AAA St

P29 faRl 29yl 19809 =9 7F3lAF 3% E# (Herman
Miller)AHe] G2 g FAPE| D &8l o] 2 (Robert Blaich)9] 942
ZREolt}. #A CIDC(Corporate Industrial Design Center)e] &2 ¢
A[9 o|Fo] BAFAA3]o A FAsH ot 19 1270 AF FAEF AH
2l Agho] ATt Edlolae tRlolve Hd ¢4 A&red 24, #
AAzA el AAd| odle] AAstn CIDCE Bt o] Z3te F2E WHAA
ATk 9] AERE AAAL AXZEAE sl F-3-3t= AAZIHo2A
2o dote tAQl 2302 FAldhes AolAtt. BAl Y29 Aol
A ZFE(Cornelius van der Klugt)e A2 AA sl A-83817] HsiA<
© AAAF A AP AAY, @ FA &S we e e AR
o A - /1, "=, BEeMel, @ s 93 AL AdH Ve v 8
o] Ao AAYH YA ZFE Aol YA, @ Lut 2uAEHY AEAFS
A% Vlee] B FABIA. EelolaE ok e FAAF wak AR F
A (Three-Zone Strategy)°olghs HAR] Ags FHIIAL AR d& 3
BA717] A% 22 iEst A 22 72 2FE APt 1

£e et 2.

AH|ARIE HEME
Fouun ! =
[ urogsas I [ | |
ey Cxoraext | cixtereint | cixelaelxt | R axt | cixjelgelxt oxngx
1e871Pe 4oty s SNy s 49 9
HRAE | Theige || mplp || 2%0m ||dojaza || gshae || wigy || 225
(- [ER TR T Eindhoven Groningen Cassierta [ Eindhoven Eindhoven Einghoven QI Eindhoven Eindhoven
< g Yaly Hasselt Klagenfurt Stuttgart Lamotts Montreal Santa Ana
(1 - A eatga Brugge Essex Beuvion
- 2APMRY Krefeld Tokyo <l
= Wetztar Sao Paulo -1
( Y Vienna =
- iy Suresnes =
H - CAD Rambouillst
crlgRz Barcelona &
Knoxville 5
g Mexico City ®
Guantlhos &
- Aol 9 Bombay 3
N qux}ﬂ Singapore o
Hang Kong a
S R ~
214 Toky
A A
RE

N S SN SN SN S N
(F5) 1980t} 5t WP 249l Corporate Industrial Design &3 - F7]%53 $4]

A, 7197494l shte ZaA22A AFHARle FHH £, a2la 2

25) Clistophe Lorenz, op. cit., pp.109~110.
26) Robert Blaich, op. cit., pp.97~98.
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Yol 22 T2 §3EE Hrke A ™) o7 TR T
4

4, Ol 22 9] A4S FEstn Ul A AL Hristy] Y& 7]
2o 2M9 &S te 719 a2 B AFUAR] A 323}

AR, AQH, &84 715 S o 229 L3 AlF

A, dxle] E&A37 AS FAAIT17] At ARE 7o 483

gAA, 719 olnR] S8 (Corporate Identity)= 913 A&, Al2"], ¥
Aol z3ld 2 ae] st

XA, Az} npAR ] F53 HEUEA TRl E JAAA AFY Fx
3= FA4L e 2

3) tztoliol 2@ By

Eglol2E B4 YAkl 2§EQ1 48R AAAE, AN 9 2", £
B, 428 JHAAE AU A5AFE, F 7PAE, g dAex] T aF
Eo AgdAY-S Fxdlg e 252 TR 999 OAAF AL (DPC :
Design Policy Committee) & 743t 22t A Ruste s sttt 1 <
A& A 259190 vl 33| Fo] € AHolAdor Rl Eoe] Aol A A
AALE st FREH A daleldtt. DPCUllE xRl 28325 Wt
3,88 E 7““""%_} 27994 15% Fo] AT =S AL ol dY el F
83 AL T: gl 885 Ao FAUh ol o “}'“01“] Ay d&
B7st7] A% 7—3—“?—-!—*14 Z1ee o= 2t

AR, AFe] AFFH o2 A A (Human Factor) & BHEFAIZL 4 UA
OARJIEHRAE7? 2 AFL BEIF (]3] F)AFUA7?

4, AFol kA JFd FEsie do = doid A AP ES HodS
2 Q=19

AR A Eo] 2vAe] 2 F(Need) & A FH L2 TEATE7?

A, AlFe] B2 T2 AFET 2354 Holy 1 AF FAAE G
& deT?

A, A Fol A ARZEA A U] T& 7Y EREoE F8E &
UEE ARG R =72

AR, Fevt Az, AAF v]E QAERET ohg} Iy FR F& HF3

27) Thid., p.99.

=




146 Atizidl Ak 7199 AFHA 333 A 2 A7
FEoz AT FYIAREN?

4) Y29 migtiAel Mk

@ "ARlE B3 7 Fx

1992 1€ Ty 2 dARl 259 Az BT w22k (Stefano
Marzano)7t A& #4e] HEE AEES &9 4L Folu MALH A=
JAFAFE 7t 285 F3A7] A" oAt Po] BERE GA717] A3l
€ 4509 AEVHER o] Foi7] HAAA HE Yty Esidnh oA
TE A FE, AL, BAGTd A BEgFo|u AAA FFolden, 55
o dAEH APt o] AEE AZE FlE2A k= 3ro]t Al (High
Design)ol2t E511 7193517 S5 Foltt. AGe AFE, Au]», FR
TAES A2 3l dAlelHEL 2REY AN B384 (Complexity) <
olgjd oyt vk aA F o & sHA YA 7lgo] EF(AE £ Al
F dARIE a8y gaRle])sojof gt Ao 2AZ JeH FEHE]
tAl ol ARE Holded 2RL AWFE, 2E, Qg Al e,
= B4, #37)e B A5AE ol #3 Aot} Aue BEDISIA A
e A gAd# 79 Aol OreluvEe] gL TEHL
2 ZAlo] gt3ojh om Ao o3 AFE rlel=ale] A =&o] At
A A7AFE 2 dAlelvEe] F2AQ ¥ B3k A2 A& dFshe

A3 vk}
goltiAe tREe] JMA AHESL BY2 TiARI0] 199030 22H
ool A4 AES, TN Aulz, AREA SRS o] A

T M2 AENLH AY713E Tz /1o
At AHE] E31A "o vl #371e3 75
E, 323 A2 E 71XEZ A A AAFETG MB|2Ee] MEEHA
t}, o83t H2WHL ‘mEle BlA (Vision of the Future, 1996) ol& 9+
AFERZA ZF A vk E UE ZAEZ = e Yag

i

28) Philips Design, Creating Value by Design FACTS, Lund Humphries, 1988, p.4.
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(1933), W AASHFo2A - Zhdel A TV(1994), 7H8¢ uiA e 1]
WS F5319 - The Solid Side(1994) , TRt &2 gl
g 71t ABHA ¥, A2 B, A2 vfo]o] ik &5(1995)
mE 7Hg e 4BE B - Vision on the Move (1996), ‘4% <] X
E AE2AM9 7154 - Domestic Media (1997), 7Fge] AxljA, =
Al, AL, "lofl gk AL]] 713] 9] 2AH(1997) , ‘2ol EA] AR 713le
AR 2xArte] 57 UAE Vgo] FFE AMZ2L sheAdel dE Auvt
HA)oH(Pangea)oll tig A& (1997) Foloh®

@ P dSE Z2AE - njge v]H

mlefe] B (Vision of the Future)ol& Al 2] Z2AEE FYP27} 2005
Ao njgALE S dldste) he AL &9 Q17 Aol ARA WE AUV}

 FAE 2L AFEG MUAE FE37] 93ked 19939 2E 19963 7H4]
LR vl E A7 AREol) ndle AlEEC] FAE &3t F3t
T AZEE ZA7 digte] Adsla 71 2efs 23] 3 54
o2 LA o) E 9 Ve $AL Y WA F FopuE]gt, K37,
TF, ¥ 59 A1) B3bE dAE A= A A7

Bz NN BIAFTAL, AFFFAL, AL SR}, dAY ], AFA Y,
QAR dAteld, 2y Yxold, ¥t & AFER Ttk F2A
1 H3ZES 7HR 3 30070 o] AR & =ESIT o] AVl e A
(People), A1ZH(Time), &3H(Space), W& (Object®} &3 (Circumstances)
€9 5714 WFES AMEEY 604719 Fud Mdez HHAR, AU
(Personal), 78 (Domestic), &% (Public), °©]%(Mobile)2] 4714 dgo
TEHAT

olZA MLE AV 2= FENE A3t FY, oA}, Folugls} F49
AeZ vl A A=A Yerd gao] dgd SAx AELATG.
Zke] AU L e BEoZ AFH T, 7 A 2d2 AFEHAY.
£ 27 S Ty 3t o] AT AFAEEL RIESH] P~
A B AEHA S FA vt AZ}, Az, GAIE, o|NE F ThFe HA]
7o 2 AAHA ™

olz}gt WYPALY] = v AR E AEstE 71ge 29 ojn|x] HAH

29) Ibid, pp.4~5.
30) Philips, Vision of the Future, V+k Publishing, Blaricum, 1996, pp.17~19.
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AFGARNE Bt Az vl FFESHE F2de QAT FYIT=

LR

3. UL Tl A W

1) 21 HA 24 WA
1946 FAFUSAIL AL 201 AAAD 2] D02 B3

Y Re Hold AL J1$E PO SR S} B AFURAY B
22 379 587 AFRINA UEAAG. S FEAYANR 592

22Jel(Akio Morita)& 287171, TV 2 Hld L AFF 7= ¥7 ole}
71901 A 7R A7 HARle] e AR oz it #EES AW

th 1% 19549 H2 2 AgdAeldE &3t on 3Ate] o] &S gl
AL o) Fo B vrT FAAR] 71 o2 dsty] A1 1960 271 179
o] Yol g m&3tHTh 1972 2 A FE Yzl &, 1978 PPAl
B2 19859 FE B3R YRRIAIY 2 19909 AEA SRR tRRIAEH, 1992
A AERHFETE AN S ARSI AAle 2YHARIAE R 951 3l
o}, 1982dell= 19509t FY oA 373 27HNorio Ohga) & AFgeZ ¢

Bata M Bt 54 FAR 7led vt 2% Frny] gle ey

71Tl AdstReh.?

1982:d #dolA A13] &YFA AR AA| 3] 23ty Pt Eejehe
YA L v ¢ Fasleh, wref ofWl A Fo| FatA AATA TR &S
Aot} A Fe] FL ofgrhof 3t A LRl wf & =8L 7]
gole Aejth"®

b>

22 sl 497 Zeiekel A @7k AgitiAle] #1919 G A

31) Christopher Lorenz, op. cit., p.84.
PPAH & A %78 (Product Planning)s F &+ =221} A EA4 A (Product
Presentation), #¢F @ &3 (Proposal and Promotion)d) o]2% oj= AL dujgie J&
Zozroz ofuistA HHstHAT

32) F271% £ AR 7 EAEE ARog F AnRHE AlaEl Bl OF HE et
don tele] 4&S o|H T FEE A AL A dEZ A g 7oA v ¢ =&
dzA AUAe AAE ARl Aer|gdegA g wglct

33) Christopher Lorenz, op. cit., p.81.

34) Akio Morita, Speech at Sony Design Exhibition, Vitoria & Albert Museum, 1982.
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Aoz FRAAT ZA a9 AR e Aol SH AAF A
5 diezAel 9% Bk ohet kg AFFAEENE 28E0] 7t

& 2L ofoltiojgo] /S AT BEte] §7A|S] AFsT. E
g 2vatel TR7 AR AR Sl met 1 ojddle SHH Ud 2
e, vte, AFH R TS Eokes EFAA e At 87
whet AP AL 719 kel A3 AFAL BR/E AR Ny F2F 45T
2hA=g

19783 A2 B35 d PPAIEY Hu AYA} F27]((Yasuo Kuroki)E YA
oldzA S FuFAe APANLr olHF AL BFoR P AR
adhe, 7199 22 g2 F-Eol SFste dAlelvezte] g v 4

A3 AH el 22 IS FAoH HuY FHE 6HoEREH
4 ES B FxA Hus FaFe g ot
19853 AEA 2AE dARIFM E FEFER UARE R A9E HYeH
= AFEHAT}. o] 23 o)He] PPAHE X3

TFEIVE FISE M2E 715 AENEA

Network Company
(R Home Audio Company
EHNC NG e
Design Cen | ® Home Video Company
CIxpQE M} (Home W W N ® Personal Audio Company
e @ Mobile Electronics Company

PG ong ]
Seﬁ%‘-mrﬁ“,.‘.,m.._“_,‘“"f" Compan)

|

° i Company
© Personal Video Company
© Digital Telecommunication Company

g
I
]

o Emgs
i
Y i o Energy Company
FiR e Teok Comeary) @ Recording Media Company
Tegp T T @ Semiconductor Company

8

TiRl e} S

@ Optical System Company

® Broadcast & Non-consumer products

o Playstation

(F6) £2YAR] HAR] 23 = (1999¢ dA))

35) Christopher Lorenz, op. cit., pp.91~93.
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LT el AT 99 7 ANER T8 A2 YRS
. 280 4¥e H2o AYO2RY UAL, AL, AL, A
o o2t HPE Satel AR Eix_ree 449 mzwﬂ | g3k Yol

g o
Nz
r.‘\:E} )
T
=

A, ol2ld 22 7t 4] L 21 YAl A a% A 22
e N
q_‘35)

E3 DAL AE A E 19804 o) AAT 9IS, 19689 PIFe] Mz
A2, 58, AR, 19939 H7hE0] AALE A $98IL 9em AAkelA
£ Be 84 daelug Asstel tRde] @Asst A7, 719 A9, 4
Avols L A4, v 422 sha glet

2) YA Her
1990t ¢ ‘49] FEAE B4 SAB(Star, Ability, Business)olgh
© AENE S 2t AT SE A ]’“3’*} AFAEE v R LYo A2
& oA & F7F3) ‘/}7]'-1: Hal Add AES oAnsiH, As 7P &Ytk
BEE ugch, AA A W & 03 AE —% Ndgicte ofnjojn B v
2 o 2 AAAGNA AL FES L] ste] Sob A°ﬂ/‘1 gz
=38 B’“ Fo AR, AAC & QA wkdstA gt dE &
yel BAE €A dlFE A3 AF ALde STFHe ot @-‘47‘“’&——8

P!
B
<

B 553 549 AEFE AEsted oM F24 8L sigled 2 A
A AdES A% A 7R JlES TR dH. O #F A2 E8 AR
g @7l ol2717HA AF B Anke miste], AFR SHA 0

4ol 71948 & Qe AME WED kAP @ 9% 2L A
2 TESHD Yom, ol BRI gl Helsta, AP FHAF? @ Aol
3, 2ulAelA AAD NHoz B FAL TEE 5 dod, 7] AF

./":
AL 4 QTP @ AHEAS Tl B718 REAN 7dY B

2 olEE e

el 2L & sle Al dert? olf @ 712 avYR AlF, 2%, %
I HARLE AESH] A A" ThRe] FAAL Aol HAU. T e A
A, AlFe 5

Plsol skl $EAY, gl Held, KA FE goly
& DAV B4, dol FLBEH VNS E 5 YET Bk AA, AFE o}

.|_4



AR A= g AFHUARI ZEs A 23 47 151

U0k s, 29k B2 olFHE-E AHERIZL tAtol el g AA Al
o YA, AF9] Ho] Folof dth. AR, 5370 slojof drh. &Y
o 719 B HA Ve v e R A2 e A4 nfde) de AFE N
ek A, o) dHeln FelAQ 2 WHeE dF ALy O o] &
g AFe S RS dFA, AFE A7 7R Odd 87 S
Alzg]e] 3 84 AMGE F 3leS TEste] Aoidst Aol AxEE o
Ak v AF, 2R, B3, AL dBGLE F7EeEA 2y
°] PIE 7}3hgith.

Cixiel Z2AjA

Process for Proposal Designing

T
‘.ﬂ' H|X|L|A @0 :

5 NewBushessField

EYE ¥ HU R
C)Xt0]LA2) == S
1Rl & !‘ Trend Conceptualization Devsltpricar

2 anmw s e uns
{ upEs e Che CIAtelo] 2BAIRICH

 Technology that
* tan be realized in the ,*
*., nearfuture /"

FHE i 228

(7)) 2YA] YA T2A X

3) YA T2A 2

ME2R Z2HA
A New Design Process
i1 B8 (Obewving) ) 7
/ T e e e e e
(2 B (adng bsighy
4 . if ] ) :
NURIR HY (Scenario Wriling) /
A . - B ;
HECIXY (Desiging the Product)

Mgt Z2BE01Y (Rapid Prototyping)

6 NEXEAE (User Testing)
Ly

Routine Design(80%): Proposal Design(20%)

(E8) 2L N2 Z2 A2
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ol2g &Y AL WA AFLEAN HZ NEE REANE E 5 Uh
1999¢ &3 v)5 AFE 79 v LS A5 F e 2L 2R
E sttt o] AlEFE A7) AFov] Ha e 2 Add 224 A
< YARIEE B3l AR Em sttt w3 ARl Al dujd AlFL
T 55 AS AHERNY] Q7 ANES wolEoln o)HEd AR E o At
ERA B3 OARlE AL AFS MLshed AMFo] Alg D=y Hof
A=

aYE 1999¢ 7149 Za| Aol ddA Sule ERME o537 st A
T8 AR A e A 1 srder o e Ady
(Conceptualization)—71'# (Development)—2 & (Experimentation) ©] At}

M2 Ul Zaq2s © 49 @ 52 @ AU e A4 @ AFUA
® 243 T2 EE]Y ® AHEA Hl2EoH 80%2] YA tlARlF 20%2
=237 YRS Frha AT

3. ElA(Alessi)Ate] AR B A

1) el 27 har

g Al 1921 ojgeloe] B Iz A B2 ou 21} (Omegna) ol XL
v 2| Al (Giovani Alessi)®] o3 AR =HACH LAl AMA A FL A5
S UAS FUSE 3t AYRZE, Aut, HA| T A9 sdo] FHLES A
ke £FY B 192843 dAle] 92191 F22)'9Z(Crusinallo) E ©]
Azt om 1930d] dA EFARA G2 E LelAl(Alberto Alessi)e] 9%
£ B El (Alfonso Bialettell o3 dARI=E 1z ME=HAA Lvig 58
Adeo]A ¥ LY E 27} 2T i (Espresso Moka Bialetti)oll <ls &3
A} olF AFulolAY FFPo 2 A2)FL v EE 409 F< o)Eeo}
A wo]A Ao} AT E 43t 1945 A23t Al A A 2HArlE
FaolA BAAA NN HFYT AA R AFstH o 2 d ojule] FA A
F7| T wolAZ A |oh®

1970d HAgAES £H43 YHNZE A7t 7199 G0l FA3t o] F &
HAlE 71de] B olu|x & HAAAALL 471 tAl AFE FY 38
AAE Mol €3 A1} o597 2 AAIAQ 7oz A g

36) Fay Sweet, Alessi: Art and Poetry, Thames and Hudson Ltd., London,1998, pp.8~9.
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2E9) o4 19 B A%E AT A

‘Ge e BEE Bl oItk U RS TR AP eleka 4%
B $ElE AAACE g ARE DUSY A5 A2 74
e 553 Al2"S 7 a gtk el 25S vl AE 2 (Maestro)
% W5 gelel J1ed $4E BEA DE ¢ UEE Helsa 9l
o FAN 9RE SN g Sul2 e F24e] Bdoln] Anlg
o] #& FAds Aotk

LA g 19899 FREE FoIN FRE BYL AA g YW
W) %A kel ) A Hne) FAERCUUS d37} 49 23] ]
B4 Ul o3 & AL TN dA AHS wHoz A9HF

=
1A §3) FUTA DAAE Fole] duldje] R §T7FFL BE AL
Q
d

+

AFolhE A7 EE APl @ Rolth. TF theke AnulolA Un
£¢ A3 BEd FEALNNY BIRE 2] JF A,
23k Hol7he 7lewsFel Alel E BE oo AgAe, 23 3EL 97
% AAZRE WA FFAAZ AoNA FE AAANZA A A 2
so) 4B & BoiF givk.

2) &# A2l ulo) AE 2 (Maestro)

G Al ] ul| ~E 2= A8 (Philippe Stark), $A}2=(Ettore Sorrsass), 7}
222 2 (Achille Castiglioni), Z2#|E~(Michael Graves), 2A1(Aldo
Rossi), MY (Alessandro Mendini)¢t AFH (Richard Sapper)S3 2+-& A
AR ti7Eo] Ut ol 47 LHAIE AsiA] AEAQ ofolt]o)g} HAl
A AAEES JNEstdct.

27} GHAe] Aol S W 2 157 AFER|ol] (Franco
Sargiani) ¢t AH= 229 tzte]] ] (Ejja Helander) oAl Tzl S &
AR 1 AFHEL BE Aoz 24 F4 ANt £7)E0 )
AL OE i AT & o], 11 B 32 AEV} AZY A6AE
FEF gte =218 dAR AFEIRT. 289 FEAAE 708 LA A
£Hon, O F AZR]ol] 9] Ajle] wa} ga]uE]Ale] Elo]ZelelE{ 2 o
A< dEld FA1Y 7t SAtzdA FdE ZEAE AR 4470 A

37) Ibid., p.7.
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A AL Aoz 19789 AFL AU LAl e M2EAY Fof s

7F H90w. e dEAe] A e 2B 27} BT 35U &8 29
e U A3/ A E E F el AHe AE7tEA 29717 B
L & tAdste] 19 AAGS AT AAT A e 2dzte] g R
1979 LA HZ9 daZda AvvolAE BistH e of AFEL T8
& st o EE st LelAle E e WA} " A
3 ZxAAT geA e Axreol ?MW o] FiX AHAT. BAA
el ApEBLE A A aFstet AT FEEFE HAFE o] A
g A "ARle] A& 2 HojFr)

o o 12 rlo

rlo
it

o

—

3) LaErle] AF M

2 E= dHAAES 43T AdS D3] Y3 BIFE AT T
2} (Fomula for Success)& Azttt 25 1970d 17t BGol &d o] %
ol AEEY 9 HoleE FHstn AU F Y& ojH HE4E Fopfdr).
2 AMA = SMI:Sensoriality (3212 <Q1), Momory(7193), Imagination(%
) el F4olurt. 2L AlEEe] gt X olgta Aedte ol F
AJMAE AWl slolth. AL A2E wEA| 3, EE A5t 3
< AFAIE Aoldr. 2= SIMY SAE 5HAE JUH B4
(Unpleasant), ®o}E°]7] IE(It s not Convincing), 252 (Neutral), =}
# 2 9l (Attractive), A & (Exciting) 7H 2 Hrlstgich. 22 <A A
FL =S TS F4E Okt v 2EAY 9 3R] & A9 Ao
e gk Esit. 3 tee2 744 (Price) & 71% (Function)ol thgt +
7H g FIEIRTES A Ed b= 7HE T 75l AAA] (AR 72
AJ AFUACl EFEA H7HE & we 17 dvk 7o) ZE e
o] A4l =& wiAE ZEko] ‘—Hiﬂﬁiﬂr AEFE HEV] A% ALt 2t
&2g 1] Bre "‘34 BAAEE AFY HELE 2o s

ol

i1 22 I g o )

olA& Hrlste dAE vl ¥R (Too

Expensive), B]%(Expensive), A747F# B]5:%H(In Line With Market),
2t 91 =(Good Image), AHEE 2-2(0n a Gift/Gratuitously) 2] 5EA 2 Y

38) Ibid., pp.1~12.
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Fol A HrbetaA.

718 g Frtx ZAEH(Perveres), ASIt29] (Arbitrarily), EHAQ]
(Stanfard), A&#c]w 2] (Practical & Functional), #3 3H(Genial) 2
2 U] Hrietaen® 2 A Fed it Hrte st E48 e
£ 50} 19909l M & AFE Pol AT AFL kY Hol &4
ARt A vty (Stefano Ginvannoni)e] A2 &7 FFEIH 2At
(Mattia Dirosa)e] WEZ& H= 22 AF olge o5 sl 49
7] 2ot} o]AEL 3 AvFEd A Y FHeEE
AFRER st g delAlY olu A7t FetaY A EFE RO EA ATeld He
T g ]«] EAAE dethe =49 ‘i‘l%‘% A H}Jt. 1Y FEAlE

] 23 BT gisle Almrl v =g TAA T2 AUz 32 109

%}Eﬂ/\]" A 22 FE5AET AHEERA FoA /8], EA, =2, =
EP\Q 9 A8E WPstd AHEShe AL uiURTh LelAo AR E
a8F A5 g FEse AL tARl AdA 2] gl ofelt]
& FAAI7I7] el gt star ok, o3 A Ao Foio) AF
A= Fa3 #Hho| glen AAY E4 32 A vARAA B ¥
Al g ek At W3t 5202 tigste AR Ml YRHY e
Aoltt,

V.28

204171 3t o] F AAAZE LT B AT FH o= Haria en,
AARR ZIFERE dobdr] f3l H54< Hsle 4 Zﬂ 3t it olA AF2
FHe71ed Qe AsHo] #5E T o 1R ts ARk thekdl 7]
Atz A3 234 Ee B FLAT 7Y FHe UxF
(Multinational)719, =% (Transnational), ¥ A3 (Global) 7|12 W
d7te FAoltt. o[t skl Ajthell Aol Wr] Yot 71y Zxel BT A
F N A3 M e ARIC] A9 AHH s 7MY /A EHE Al
7t HR2SE 4A =0

1950~60d th71=] o] AgAto] FA4lo] = AD A|NZHE 1970~80dt) v}

39) 213, Alessi9] dlAIA ST Fopdd O @ oAQEAT, 1997.10, Vol 22,
p.395.
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gol T a4l HAW Aldh, o]F 1990t o]F 2+ tjRiele] F4lo] He 7Y
Zeke] Wyt it T fARIE AdAdSgs Fdozy tael Aol
& OA 718, "AR 238 PR A3, ARl BAlY Z2AAE 7R
e o2 oJgA &&sterld wat AF N BFE 7HAE F AsA A
AR AAAR AE 7199 Atel AFE B3] Lolrsion Hd Ax
€ U3 2

- EA YA - EZAA HAAF 7199 2 AE 19803 o] F AAY
g S8 A3 AR AT AFUAR] A F 3] AAAGAS AF
o FAL Folx Y29 o|uA & Z3sidtt. mgate} tiaiel Azt
o] BgEstel wet dH 2] ARl AT A9 9434E Wt e A
AR 7192 438 F Ut BH2E o8 98 vl=e txioluiolz} 7
F7IRl ZHE Ego]2E HA3eHA tAR] AYAR Y e 125 A
FAIUES] 98-S Wil YAl F2H (Global) 38 F3& 4= AUArh.
T 2 2E UARIE AR RS d2r B 10dS A 535ka A Bl
£ |8l 7hedt HAA AFHUALE A Ho2H vl AlFE Ax
3t CAQ1E B3 719 B8 24 A28 /N ARE & 5 i

- Ay HRl  AYZE A7y F of 509l AlA Hu £F9 Ve
gl E AL A9 271 RE 7148 uiEeR 3 4% taizz o
AA AZS A Aot 2] AR e QWM AHAN, AA71D3

Aoz % B F gom N A8L wiPoR AR AFY YAz 2}
 Aes AA AT E AL L AT SYelekaiA & ¢ e 2

AMEATN S AT ATE BT, @ ) A9 Ge aer
G dolA9) AFE S BT o 719 ol °WH e o

AL 71 A A oz 453t 1950dd) F9 AAl HZe] E
AR 2H e, 1979390 7dd AW dyatolx} A Zeetol] o)
TAHEAD LA 1980d T ©] AFE A AAL AlEEANA 72
ZAQ 2 AFLE A1 90dtHZ 5,0005H71 o] do] AT} ©

1999 o= Z&7] AIBO(Entertainment Robot AIBO)E 7H'dsle] #| &t

40) Jocelyn de Noblet, Industrial Design Reflection of a Century, Flammarion/APCI,
Paris, 1993,p.280.

41) Peter Zec, Design Innovations Yearbook 2000, Design Zentrums Nordrhein
Westfalen, 2000.p.104.
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ARle] Azg vlgE <Alstm Ut dEE IATE K3k dolBEe A
ofgbdo] FRAA % &5, =3, sz, Fsty, e H3he 5
79 748 S 187HK19] YT o2 AFAEA PBate 2ot o] AF
< B3t AYe vl AFe] ek AlAIEta dow A Fe] Q17 A ojn
S FE m A AA7Yel it AAstn Ut

- LA YA - F 8 E S AEleE Fe £Fd FEHE AR 4EA
€ UARIE o] &3t AFS deFEF2LE/A S 719elnt. 19559
ojn] Ate] tzlol & EE3te] E53 el sd& ng FH AFES A
don £3dE AFS AFLE BUA ¥1 ZulY FHE A7) dat
oJIEE &3l d&A AEES(Art-Design Object) S AT d& &
o] 1960 dthell vlo]of(Richad Meier), A1(Aldo Rossi), AFH (Richard
Sapper), ©]&A7|(Arata Isozaki)9 22 YT J&E UEES by =
Z83tct. =3 ol2lg YARIELS ofHfe]e] 1980dH £2E Rz}l
shE7kA) BASUT o133 AAEEL FHF, 7|54, AFe s adrt
219 NFANETRE A3 ohE FAHA A FolAct.

olelgt A A9 AF HErE MYAte] &R ol = 7S BA V1Y 7
G & 7IFdETHE vdE 558 YAl A FFEAY Hojgka A7
At A 71 93] Fuie] AAFEA drtES vl2EZ R 2831
AEFel A=) o7 oln| 1 AFS AWEE Ze X
3 AR B YAEE o AEFE ©HE7] Y8 2# 7]
FTE F e QUE L Z2E Hu AFRY A AAAL FEE TEA HA
= Eag =

olde] AdF WLES S £ o AlAF Ax 7IYEY YA Hi AF
el 43t Age

AR, Ald AelE dS&stn A O] A F3eka glvhes Holoh

4, H3 BEA7T PRl U F84E J4F 3 ORI tig hES
WA 3, fAR] 729 g X h3 S =

AR, Gzl F29] Hxz A7t Y A
ofstr gt tiAlQl b= wl o] vlAE A A
ojo} Fr},

A, AN 22 530l FeAQ Z2A| 29 22 S ZhFojof Firt

AR, Bzl 228 AR Brtehgl o) Jadt Bol WEVIE AT &

Hy
o
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m Abstract

A Study on the Industrial Design of Leading Cbmpanies'
Successful Product Design Strategy by Design
Management

Lee, Hai-Mook
(Professor, kyonggi University)

The objective of this study is to establish a theoretical framework of

factors and strategies for success, by probing into design management,
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strategies and the resulting product development details of firms from
many parts of the world that improved their images and
competitiveness through industrial design.

As a means for a company to successfully develop products and to
survive, strategies for successful product development were unfolded by
many leading businesses of industrial design, whose methods and
strategies were respectively unique.

International companies such as Philips, Sony, Braun, Ford, and
Alessi employed industrial design to not only renew their brand
perceptions, but also added values to human life by embedding
exclusive designs that customers prefer in their products. They have
used design as a business strategic tool, whose elemental processes
are, planning, organizing, directing, and controlling.

In conclusion, the successful strategies of the leading global
companies design management and product development share the
following @ First, these companies seek design strategies that foresee
upcoming changes and are ahead of their time. Second, the CEO is
aware of the importance of design, has an appreciative eye for design,
and puts in effort into supporting and developing his or her design
sector.

Third, the director is provided with the conditions in which he or she
can take control of one s tasks, and has the abilities and qualities to
provide visions for the future. Fourth, the product development team
uses original and logical processes and is highly organized. Fifth, the
design organization effectively utilizes necessary experts of internal and
external corﬁpany. Sixth, the firm produces innovative products that
meet the customers demand and predict the future. Seventh, the
products developed shall employ cutting-edge technologies and are new
and original. Eighth, the product must have an identity as a product
that represents the company.



