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(Abstracts)
The purpose of this study is to build users
psychological respense  process model on  design

evaluation. Users firstly evaluate design factors such as
form, structure, texture and colors which are basic
elements of product design. These facters, however are
affected by product's situational factors, user's individual
factors and environmental factors. That is, even same
design can he evaluated differently by users according
to product's situational factors such as price level, brand
prestige level and marketing programs, and user’s
individual factors such as tastes, involvement level,
personality,  lifestyles and  demographics, and
environmental factors such as culture, sub-culture, social
class, reference group and family and so  on.
Understanding how users evaluate product design is
necessary to increase the posshilty to  create
user-preferring design and alse is the starting point of
user-based design and design marketing. In the future
researches, it is necessary to examine more factors
which are not included in the study and to find out the
relationship between factors affecting user's evaluation

on design and user's psychological response.
(Keywords)
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