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ABSTRACT

Along with the maturity of the internet, consumers can search products information easier, faster, and more selections are available

to compare and to choose from, this creates pressure in competitiveness between enterprises and merchants. Therefore, in order to

promote the company’s competitive power, new product design and development has become very important, and very serious

topic. Especially in recent years when people have become more sensitive to the quality of life and quality of their surrounding

environment, products that are appear to be more sensational, comfortable, and can add richness to life have become a main focus

in the process of product design and development.

This research is about product design. In this study, we use faucets as an example. Using the “Taguchi” method in product design

and research by using the internet and search for the popularity of visitors click through rate on a particular faucet, or number of

visits on the page for a certain product and compare to find out what color, shape, price or even the title of the product, then analyze

and come up with a figure of product demand in order to determine whether such product is worth to developed, what quantity to

keep stocked or distributed.

This research shows that by using online store and print advertisement, one can introduce products to consumers and boost the

popularity of a new product quickly, especially when utilizing “Taguchi” product design method to achieve the best of quality,

style and shape. This research can provide some insights information to product design and developing engineers to develop the

right product that fit the demand and at the same time, reduce the risk of product failure.
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