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ABSTRACT

Because industry structure is changed rapidly in the present, it is necessary to enhance the efficiency of product development in

response to consumer behavior of diversified market. Today, most of product development primarily emphasizes the enhancement of

product features and aesthetic changes. On the other hand, consumer''s cognition and innermost demands are ignored. There fore,

the main goal of this thesis is to utilize the decisive "compensatory and non-compensatory" model at consumer purchase and

investigate how consumer utilizes sensory perception to judge product value. Also study uses deductive inference to discuss the

primary demands when consumers select products in purchase. Moreover, the study investigates the items order of consumers''

demand when making future purchases, and then use the results of this study to compare and differentiate these needs with similar

existing products. Based on the order of consumer demand and circumstance of use, a comprehensive review of the content and

composition elements of product cognition creates a classified and differentiated product demand quotient. As a result of study uses

as a guiding principle for product design strategies and as a basis for differentiating market goals during the product design process.
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