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A EVIDENCE STUDY OF THE PRODUCT DESIGN METHOD
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ABSTRACT

The objective of this paper is to integrate design methods, which are popular in
product design and use to the cell phone market. It cluster consumers’ common needs and
identify the significant functional requirements. Then propose a method for the selection
of optimal elements of the product design that satisfy the functional requirements by Suh’s
design axiom and integrating the advantages of QFD and conjoint analysis. An empirical
study of cell phone market performed to validate the proposals.
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