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(Abstract)

Recently, one of the outstanding characteristics in design
field shows that design is combined with marketing.
However, one thing shouldnt be overlooked that original
marketing theories are not able to be applied to design in
itself because of difference between marketing mind and
design thinking. This premise leads the purpose of the
study to aim to establish academic frameworks of design
marketing by re-organizing conceptual elements of design
marketing which can be more suitable for design
environment.

The study leads to review emergence backgrounds and
circumstances of design marketing regarding the disciplinary
characteristic of design. Then it examines fundamental
concepts of traditional marketing. Next it, based on
research results above, suggests the 4Cs as conceptual
elements of design marketing which might be fit for design
environment.  Last it proposes 4C Mix which can be
effectively applicable in design development process by
restructuring newly  suggested  conceptual  elements
synergistically.

The study result contributes to several implications in
academic and practical perspective.  First, it recreates
theoretical concept elements of design marketing based on
elements of traditional marketing area. Second, it suggests
market-oriented framework which can be practically applied
in the design development process by designers.
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pp.1-54,
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doctoral dissertation, The University of Arizona, 1993, pp. 32-64.
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