g $& Agaa g
ANZA=A=R
Market Seeker Strategy and Market Leader Strategy
Through Design

0] A1 g (Jin-Ryeol Lee)
ZAWStR YAQIEgH
219 = (Myoung-joo Kim)
ZAdE D A
3} o A (Young-sung Hwang)

2AH R DAASR

) 291813 Journal of Korean Society of Design Science 58 A|52% Vol. 16 No. 2 355



a3 Original Articles @ Received : Mar. 13. 2003 ; Accepted :Apr. 14. 2003

1.

356

=l

AFHY L B

d
=

. 20 mnh 30 o4

2-1. 29A 2l 394 249 o)d
22 A gAY AZA= g

2-3. B 4eEn Lzl 91z 9
2Rk

u “

Ol

ole

31 48429 4
32 Bd=e) 474 9 4824}
33. 423}

CHE U NAET $F A7HH

(E#)
2 a7 gAY ZEA2E 289ARDY 3B EY
2 FEIL ol &4 Bdo a4 sty AF3IA
o 26A 2 e taolde] FAHQ) wIEE uige
2 FAHolu FAH oz Fiste UAAEFS 9|
st W= 3gA RS B¢ ARFoln =gHA &
HZ SAHARG TS r] gt
71E @FAE olHE T HA 2de) giat Yoy
o2 ofd wdo] o FFHHAT tjste] o] g
£ o]FouA] Eaict
€ gd7ode of F Edd distd AR
(market leader strategy)?} A]7g4 2 market seeker
strategy) 9} 7Hd& F3 Z2e] £&43E AAEHA
%, ASE4s B3 WAEAsed g RdS uig
o8 ¢ A=l Je]u HPAEEEd A9
€ 39 Zdg wgoz @ Adg4HEge] o 584
olghe 484 4FE AAFGeH tt of" AdgelA
ojd Edo] © AEHAA W 94 AEI} o
Fasra Agst ok

(Abstracts)
This research verified efficiency of 2 design process
models; 2-stage model and 3-stage model. 2-stage
model means subjective and sensitive design process
based on designers creative mind. Contrarily, 3-stage
model means objective, logical and consumer-oriented
design process.
Past researches have suggested inconsistent
conclusions on efficiency of 2 design process models.
This study suggested efficiency of 2 design process
model based on the concept of market leader strategy
and market seeker strategy. The study results imply
that, in condition of high prestige brand, 2-stage model!
based on market leader strategy is more effective and
contrarily in case of low prestige brand, 3-stage model
based on market seeker strategy is more efficient.
However, it is requested to perform various
investigation about situations in which each design
process model is more effective for the generalization
of the study results.

(keywords) : 2-stage model, 3-stage model, market
seeker strategy, market leader strategy
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