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Abstract The purpose of this study is to conduct research from qualitative aspects regarding the development
of substantive design research for furniture brand and detailed development direction as single household has
increased rapidly. In case of research method, the usability evaluation questionnaire was produced based on
Honey Comb Model of Peter Morville. As a result, the single-person household including other household show
preference for furniture for the one-man households and tend to purchase and use them. Nonetheless, it was
found that places for sharing opinion and reselling the furniture are greatly lacking. Therefore, it is required to
vitalize community market for the one-man household. And it is expected that this result of research provides
useful implication concerning the single household as well as academic significance to offer primary information

of furniture brand development-related research.
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[Fig. 1] Change in generation and its prospect
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[Fig. 2] The propensity to consume of age
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(Table 1) The number of single—person household
by gender, age
(unit :million households)

Male Female All
30’s or under 94 (36) 66 (26) 160 (63)
40's 38 (23) 25 (11) 63 (33)
50's 29 (20) 30 (15) 59 (34)
60's 17 (10) 36 (8) 53 (18)
70's or over 14 (9) 65 (35) 79 (44)

Data @ Statistics Korea (Standard 2010)
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(Table 2) Statistical analysis of research targets

No| Using brand Age | Gender Job

1 Ikea, Hanssem 31 male Furniture designer

2 Hanssem 25 Female Furniture marketer

3 Tkea 27 male Furniture sales team

4 Ikea 5 male Design university
professor

5 | Ikea, Hanssem 32 male Manufacturer

6 | Ikea, Hanssem 37 Female Graphic designer

7 | Ikea, Hanssem 43 male Software developer

8 Tkea 29 Female Building Consultant
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(Table 3) Survey analysis result

Categories Tkea Hanssem

—Asian feeling
-Elegant design
-High quality

~North Europe feeling
-Scandinavia style
~Modern design

Design -Different display strat egy|-Design by Hanssem design
of country by expert research center
-Bright and fresh colors |-Warm colors
~Easy storage and transport |-High price and high quality
-Assembly furniture of|-Heavy weight

Useful+ light weight ~Accessories included without

Accessible |-Low price, low quality separate purc hase.
-Located in the outskirts,|-Located in the city, good
bad accessibility accessibility

-Shopping, transport and

installation by oneself | L oVide shopping, transport

Usable and install- ation service
~Frequently sold out .
; -Fast service system
-Self service
~Certain identity -Lack of identity
Valuable |-Good cost-effectiveness |-High quality strategy

~Good customer satis— faction | -Expensive furniture value
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