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ABSTRACT
This research approaches the kansei characteristics of the outer plastic art of the mobile phones from the viewpoint of the feminine
life style. Through the division of the feminine consumers, further investigation is taken into each individual group regarding the
mental requirements for the outer plastic art of a mobile phone. Tendencies of the designated group are induced by way of a
five-step evaluation of the contrasting adjectives. Main requiring factors of the group members for outer plastic art of the mobile
phone are contracted in a statistic way, and those factors are retro-analyzed corresponding with the plastic units of the mobile phone
parts. Thus the connection between each is established. The feminine consumers are divided into three groups (1) separate and
distinctive, (2) rational and practical, and (3) fashion shopping queen. The kansei factors of the second group with regards to the
outer plastic requirements of a mobile phone are derived in the following order (1) human factors, (2) creative factors, and (3)
orientation factors. Images like comfort, elegance, alternative, creation, popularization and function are shown. The first two places
of the part unit design influencing tendencies are taken by (1) outer specification ratio and, (2) screen size ratio. Kansei factors can
be shown more clearly if the outer specification can be smaller and the screen size larger. Feminine image tendencies and product
design norms can be regulated accordingly. Based on the result, the practical design can be proceeded to prove the accessibility of
this design research and the increase of the satisfaction with the practice of the summarized design elements and norms, and the
consumers would be more willing to purchase the product.

Keywords : feminine consumers ; communication product design ; life style ; kansei characteristics ; outer plastic image ; mobile
phone

Table of Contents
o000 oooooo iioooo ivd OO
O vOQd viiO O viii 0 O
O xiiOdo xiidOd oo 100000
ooooo 1000 ooog 300000000 5000 0
oooood 6000 0000000 7000 000000 800
ooood OO oooo 12000 0000000 ---mmmmmmmmmmmmmmeeee 130
0000000000 --mmmmmmmmmmmmmeee 21000 0000400 31000 00000
O 36000 00000000 --mmmmmmmmmmmmeeee 9000000000 42000 00
oo 44000 000000 440000000 48000 O
ood 490000000 000000000 54000
000000 0 =m-mmmmmmmmmmmmmmme e 57000 OD00000 0O O ~-mmmmmmmmmmmmmmmeees S5trO000 000000 -—-0000o000a
O00-50000 0000000 O —mmmmmmmmmmmmnmmmaammm 67000 0000000 O wmmmmmmmmmmmmmmmmmeee 6000000
0 MO000 0000000000000 00O00---79000 0000000000 O00O00O0O0O
o0 ooooo g1l 0b0d0ooooobooooooooo ooobooooooooooao
og--- 8gl000 0000000000 U0DOODODO OOO 000 000noopDoooog
o0o0d00pooeoUl0U0D D000 0oOoDOoUoODOooooDooOon /s 0ID0O0ODO
oooooooooon--——-- 117000 000000 O -mmmmmmmmmmmmmeme- 120000 0000000 -=mmmmmmmmmmmmmee- 1200
o0ooooo 121000 000000000 0 --mmmmmmmmem- 121000 00000
O 126000 00000 128000 0000000 ODO O =mmmmmmmme- 128000 O
O000000 O -mmmmmmmmme- 129000 000000000000 - 129000 0000
O 1310000 1330 00 1030 0 O O O -==m==mm=mmmmmmmmmmee- 136000 7300
00000 --mmmmmmmmmmme- 137000 0000 140

REFERENCES



1. Engal.J.F.,Blackwell,R.D and Kollat,D.T.1984,consumer behavior,4th,ed., p189. 2. Thomas P. Hustard and Edger A.Pessemier,[The
development and Applicant of Psychographics Life Style and Associated Activity and Attitude Measures] in William D.Wells,ed.,Life Style and
Psychographics(Chicago:AMA,1974), p37. 3. Plummer,J. T.,1974, Theconcept and application of life style Segmentation, Journal of Marketing,
p33-37. 1. James F. Engal, Rogel D. Blackwell. David T. Kollat, Consumer Behavior,4th.ed.0 0 0:0 0000 019840 0 5.0 0 O O 19980
0000000000 00DOO00bO0O000DOO00DOCO00O0OOO0p16-300 6. 00001980 000000000000
0000000000 O00DOO00b0O0OO0p210 7.00001980000000000000DOO0O0OODOOO0ODOOODOOOO
8. 00001940 0000000000 DO00D0DOD0O0—-0DO000D00O000DODO0O0ODODOO00DOOOO0ODOO 9.000019950
0000000000000 C00D0O0O000DOO00DODO00O0O00O0DOO 100000140 0000000DOO0ODDOO
0000000000000 0O0000000DODO00000 110000000001 OO000OO00O0DODO0ODoOOon
0000000000 0p6-80 12000000000 DOO0ODOOODODO-00000D0DO0ODODOOODOOO0OAOPpP.1-1080 13.0
gooOoOoOoOOoOOOOOOOOOCOOOCOOOOOOOOOpP1-340 14000019930 0000000000000O0O0ODO0OO
OO000Opb2-450 15.0000000019940000000000000000000000p56-630 16.000000000000
goooooo-0OOoOoOoOoOOOOOOOOOOOOOOOOOOOOOOOOOOYOOOOODOOOOOOOOOODOO
OO0O0OOOOO 18.Brian Mullen, Craigdohnson 0 0 OO 00 0000000000000 Op8SO 19.0000199%0000000
OOoOoOoOoOpr7-860 20.00000000000000000000O0O0O0O0 22000019980 000000000O0O0O0ODOOO
O000000000D00DOp.12-160 22000019980 0 0O O O O O EAJ Information No.72, The Engineering Academy of JapanO O O
OO0 pl60 2300000197000 0000000000000 00OO0Op.760 2000000000000 0O0O0O0OOOOO
O00OC0OOO0OO0OOOOOOOOOO1esuUOOOoOoOoOoOoOoODODOOp17-260 25.0000 19970 000000000 0O0OO
O00OO0OO0OOOOOOOOOOOOOP93990 2600001940000 0000000000000 27JohnBBest O OO0
00000001l oooOooOoOoOo0oLo 8o00OoOOUOOOOOOOOUOOOOUOOODOUODOUOOUODOUODOOOOOp8O
200001994 0000000000000U0000OUOOD VOO OUOOOODIYDDDDDODUODODDDOO
00000000 0O0O0O0O0O0OOO3O00001999-210000000-000000000000000p44-480 320000
01998-5.120 33.0 00 000DODOO0ODOCOOOOOOOp177



