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ABSTRACT

Owing to the world economic crisis, both large and small companies face business problems.
Many companies have to terminate their businesses. The remaining companies have to struggle to
survive and preserve their business. Good design and good quality are not enough to survive in a
competitive market. Presently, customers are important people for any business. Manufacturers face a
wonderful challenge from the increasing requirement of variety by customers. Thus, it is important to
work closely with customers to make sure that the products will fulfill their needs and requirements. This
article aims to propose the product design to meet customer requirements. It is composed of three
approaches: emotional design, brand identity and sustainable design that have an effect on the

purchasing decision process of customers.
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56

1. UN

anduduyenandrdnediddannnaging

3

2

Vlﬂﬁgiﬁﬂmaﬂﬁﬂﬁﬁmﬂgﬂﬁw Wz “gnen” Ao
Jﬁ]ﬁ‘fmﬁﬁﬂ”tyﬁqﬂﬁa:ﬁﬂﬁqsﬁaﬂizwmméhL%faLLa:
agsa@ﬂaam‘”ﬂ@ﬂmwzm's ﬂuaqu”ugnﬁwﬁaami
SUAILRZUSNIN ABUADIN LA A BINTTVDY
AR NINNT Y FmoandasnuLwIAAUDY Koren
[M] 7ldna11895 T uIN1510932VUNIHA AN
ADUALDIA NI AU T89S IANLAZNNTAAA
me@”\igﬂﬁ 1

1.1 mINaauuuuiie

MINRALLLURALS (Craft Production) tJwns
Nﬁmﬁuﬁwﬁﬁaﬂ%ﬂamﬁmwLLa:ﬁﬂmmaa"ﬁNgo
(skilled workers) AUNUNINAAGDNIDFI FuAL]
ANMURAINAAL me:gﬂﬁm:Lﬁupjﬁfﬁwﬁwalﬁaﬁﬁ
NI0ONUULLAZNRARUAN @"’aifuﬁuﬁw:gnwﬁm
fummummﬁmmimadaﬂﬁﬁmwwmﬂ Sadue
omasddudenlulannietosdu imn %ﬂi:ﬁ’]@li:ga

1.2 MINAGUUULITNIUNIN

NINRARWA LU UYTuIuIN (Mass
Production) Lﬂumswﬁ@ﬁuﬁwﬁxjmﬁumsa@ﬁunu
mswﬁmLﬁaLﬁwgnﬁmawamw FEEEPGRI
YSuaunn fudlddanunainnans HHAaazyin
winfisenuuuausdwinreuuduinlUuda 31t
AgsnolAnugnen 1w snsudwaialuiaafl (Model
T Ford) 6‘50Lﬂm;ualaﬂﬁwﬁﬁmswﬁmm:ﬁ‘immg
F1wInNIN ﬁaLLai’ﬁfﬂim;uf':ﬁ]:ﬁaimmmﬁmﬁﬁm
fagdn LL@iLﬁam'mﬁ’saifummﬁ”@ﬂaLﬂumauQNﬁm
me:;jwﬁmnﬂuﬁﬁaﬁwmuﬁamm LEANNGBINT
Fadswnann naawinlsismingldmua

1.3 MINEAUULLSU BRI NI LEHEIN Y
AIMIPNANBNIZTIE

MMSHAALUDYS NN MUININOADUEHEIAINY
@84n133NANANIEINY (Mass Customization) 11t
mIandasud i elWasusuasnuaudasnITas
Qﬂﬁﬂ&l’]ﬂ“ﬁ% SrUUNSHAAFRALULH Fudasd

mwwmn%mﬂLLa:gnwﬁmluﬁmmmﬂ IG] 317

MIMFAIAINTINARNT W INLuATUAIUNT Laaw

19 10 aun 1 LAawUNTIAN — TQUIBY W.91.2558

{HAMIzaanLUUAUANDN mﬂﬁfu’lﬁgﬂﬁmﬁaﬂﬁa
YT RIUFUAINIOUSNNT AN ANNADINIT LT
6 a 6
TOOUA, MINIIUR
1.4 NMITHAALUUAOUAHAIAIING DINTITYDY
nune
U
MINAALUUABLEUBINNNABINNTVBINATNA
(Regional Production) ﬁlzﬁgﬂl,m‘i_lﬂ’liwa@lﬂﬁ?ﬂﬁ'u
MINAAFUAIUS VMU NLNDABLFANBIANNABINNT
g . . ' ' v A
aNALANIZINY (Mass Customization) LAY ULN
mswﬁmﬁuﬁﬂﬁ@auauaaﬂ”ui'wuﬁiw%agﬁmﬂﬁ
WANAIINY 13U TN A a7 Azl anizh
McDonalds 1484 nerin
1.5 NMINAAUULADUFHBIAIINABINITINAT
LWIZTE
MINAALUUABUAHDIANUADINIANFANE
318 (Personalized Production) ﬁl:ﬁgﬂLLuummﬁm
ARNUNUMINAARUAUS I MU NLN D ADLRUBIANN
@8INIQNALANIZIY (Mass Customization) Leiae
;\qial,ﬁuﬁmmﬁ@ﬁuﬁﬂﬁmauauaaﬁ'umméfaams
°uaaﬂumwwzn@juﬁﬁé’nwmzmwwzﬁmau‘*ﬁwmﬂ
T@Uﬁgn@"ﬁa:LﬁﬁyqﬁaauiaﬂumsaammuLLamﬁm
&/ a v a U 3
NN aumﬁ]zgﬂwam%%aaﬂwummumm
@Taamﬂm@ﬂﬁﬂ@maww: FuAlanunannans
§9 TINAUNUNTINAATI LT ﬁam%‘aﬁgnﬁﬂmmm
A +~ Euz' £ 1 nl' U
RaNWIRT BTN UA g AUNGBINT
@i”'mmq}ﬁmaﬁ{lLLﬁiﬂpjﬂiznaumm:ﬁmi
Aa A a v daa o oA
aammuwmm:wa@aum‘n@uqmmwm‘lmw 84
waﬁaza;jsa@sl,ummm@LLﬂdﬂ”%ﬂﬁ)qﬁuvl,@T VNI
wwalduluaaassed 21 andrldidrandunuan
RAYAIUATUADUNITDONUUY HIUNIZUIUNINE®
AUNAUNNTUFUA asnuITaNVs I wae19897
nnu?ﬁwﬁaaﬁnwﬂ%’ué’aLLa:ﬂ%“uﬂaqm’@Tmmi
aaﬂLL'1_|°.L|LLazmwﬁ@ﬂ:@yﬁnwuiauiﬂﬁ%@ﬁugﬂﬁﬂﬁ
& A o VA v & a I3
VNV LD AN TR WA UAD U FUOILAZLANLAN
n”um’mﬁaamsmadgmﬁﬂasi’mwTﬁ]’%o J0HIANY
v v AaAa . o a v A ’~ A v A
m@mwaag}nm'ﬂmaaummammsﬂmuaﬂ

(%

1201}



MIFIAINTINAFAT W INeFpATUATUNT L@l

19 10 aUn 1 LAawUNIIAN — TQUIH W.A.2558

Mass production
< Supply >

Steady demand

1980
Mass customization

57

d o=
ﬁ Globalization
pSES 2L

Product ot
egionalize
volume 2000 production
per
variant Personalized
ﬂ"‘igg;__ production
Variable demand Craft production
< Demand > Product variety >
Homogeneous Heterogeneous
Brocicts Customer needs

| products

gﬂﬁ 1 FIWWINTVRITZUUNNITHAS

UNAINHITRNLAUOUBIAANITO BN LD Y
wﬁmn”mwaﬁaiﬁ@auaua\‘lﬁbmmﬁaamimm@ﬂﬁ"}
ﬁﬁmmﬂﬁmuuﬁmagjmaaﬂnm Tagiitamfiniaue
iuaztsznavldde nseenuuLfineuauesny
AW3FN289gNAY (Emotional Design), LaNaN woh
AMFuA (Brand Identity) WaznmIsanuuUagnIssiin
(Sustainable Design) $9113 3 uwdaiifeldindsn
fanuaziianiwademsdaaulalumadendofiud
LLa:u’%msmaagnﬁﬂuﬁ%}gﬁ'u ERMMIPL R AL ER
Qﬂﬁnmgimwmmazﬂi:qﬂ@"’l‘*ﬁwé”auﬂ”u’lumgu@ at
nixmumiaanLLuwﬁmﬁmeﬁluﬂ%gﬁu

2. mMIvanuUUNnaUAKBINUANNIRNVBY
v
ana
u
osualanuiFnduiununadyadnaida
naalafulalunnies ansananfiyaaaaglu
A ' va
sounItklasn un1sainis yansazagnoldde
131 (stimulus), Wqﬁﬂﬁ&lﬁua@daaﬂ (expressed
behavior) uaz1l3zaUN13aL (experience) Nivilag
ldorunivasyanatuulndfouldun [2-3]
anunInalaw a\‘lgﬂﬁ’l (customer satisfaction)
= A a v d' d' L2 s 6
Dudnnikiwn@nssuvesgnarfiinoidosrivensual

s lil o ﬂ/ ' e a g a v A
mmgﬁnﬂmﬂmmans:mumimau‘twaaum gip

Winanauasn e (desire) NHuINNIIANNEN
v 09’/ II 1 Qs
4 (need) m'luﬂmmmamn%umwuagﬂu
mmjﬁ?ﬂmm_lauamé’amnﬁ%ﬁﬁuwﬁmﬁmﬁ%%a
FUAN ﬁaLLﬁiﬂauﬁwﬁfngﬂﬁﬂﬂﬁ’uﬁmw HULFA
Widwimisngnazdadulaiiendedudinu az
NIVITHIINN ATNAN mﬁt&’wﬁm (manufacturer
. > 6 a U .
image), AT Wanw b AINTW A1 (brand image),
TalFe4 (reputation), N1T8BNUWUY (design), A
Usznula (impression) 1dudu v1nnIIARINTIUN
AMNWIRTUMTITINU [4]
A A o & Al o
AMNFIN LANRNIVIBUEN NI T UININ bE LA
Winlainnneanuuuinduiazdasrinnisdnsd
Fauduaimianuoiuazanuiinvasgndlild

¥ o

LAIRINIT NN OARIUUAIRUAIRIONA AN U

'
A

Wz lARUA L UL A UL A LR A D UFWAINUAIN
@Tmmma:mmjﬁﬂmaaaﬂﬁw

Ho and Siu [5] levihmsdnsnisouaziiniaue
WNAANNLINUANNRFNN WS TZH IV

weR . et . A

AUIRN (emotion) NUNIIBBNULY (design) T3
AIaLUIaan b 3 yuuaddunuAe
motionalized design, emotional design Lz emotion

design LaAIAIFLUN 2



58

MIMFAIAINTINARNT W INLuATUAIUNT Laaw

19 10 aun 1 LAawUNTIAN — TQUIBY W.91.2558

-

El Emation design - -

Elements included in
Visceral level (1 level)
Elements included in
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a) Visceral level

b) Behavioral level
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