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Abstract

The study for design process for driving SMEs’
entrepreneurs: a case study of Bangkok entrepreneurs
aims to highlight the importance of design process
in order to drive a successful business for SMEs’
entrepreneurs. This research studies the process of all
activities that relates to design process in the interest
of contributing the knowledge for entrepreneurs and

researchers.

In this research, the data is collected by
literature reviews, interviews, and questionnaires.
The results from this study show that most Bangkok
entrepreneurs focus on design process only as a styling
in order to draw attention to an appearance of the
products. Moreover, design process is recognized and
used by the entrepreneurs as an add-on co-strategy,
but not as a structure lead strategy for the company.
In fact, to utilize the design process for its maximum
benefit, entrepreneurs must incorporate the design
process at the level of a business strategy structure.
Therefore, this research studies further the reason why
SMEs’ entrepreneurs do not use the design process
at the level of business strategy structure. It can be
summarized that if the entrepreneurs lack of these
three factors: design knowledge, design interest and
design experience, it will affect the design activities
at the business structure level. As a result, this study
suggests that building knowledge and creating design
experience directly to entrepreneurs and management
teams play a key role in developing a design strategy

at the structure level.
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