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CHAPTER 2: RESEARCH METHODOLOGY

Introduction to Chapter 2

Chapter 1 suggests an introduction of this research. It identified theoretical research
framework based on the theory of blue ocean strategy.

Chapter 2 describes the empirical research structure and methodology. The following

sections are:

Section 2.1 describes the research rationale and approach. This research employs
the holistic approach. To identify key success factors of innovative products, it needs
to understand them from, not only the consumer’s perspective, but also the
company’'s perspective. Moreover, it needs to understand both successful and

unsuccessful innovative products.

Section 2.2 describes the research structure: the selection of 10 successful and
unsuccessful innovative products in Thailand, the assessment of innovative product

values, data collection protocol and research data analysis

Section 2.3 describes the criteria of the innovative product selection and their

Success.

Section 2.4 describes the details of the 10 selected innovative products.

Section 2.5 describes a theoretical framework to analyse key success factors of
innovative products at the product level. It proposes 12 non-price values of innovative

products which are significant to distinguish their success and failure.

Section 2.6 describes main concerns in designing the research process in order to
identify key success factors of the selected innovative products, particularly on the

consumer perspective.

Section 2.7 describes the research data collection protocol: data collection approach,

methods and tools. Regarding the data collection approach, it explains the data
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collection process, from Data Collection Planning to After Data Collection. It also
describes two data collection methods: face-to-face, structured interview and
questionnaire. Moreover, it describes the research tools used for both companies

and samples.

Section 2.8 describes the research data analysis methods: Strategy Canvas, Pattern-
Matching, Value Measurement, Prioritisation and Comparative Value.
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2.1 Research Rationale and Approach

To identify key success factors of the innovative products, the holistic approach has
been used. Based on Fuller’s theory of synergy (Fuller, 1975), understanding the
relationships of the whole system tends to reveal the underlying factors, behaviours,
structure, and dynamics of the relations. Fuller (1975) asserts that the advantage of
analysing the holistic system is to investigate hidden causes which cannot be
identified by the lack of understanding the relationships of the whole systems. As a
result, to understand key success values of the innovative products at the product
level, it is significant to understand both creator and consumer perspectives. The
understanding of both relations among interacting parts is more important than each
individual part.

Although there are comparative studies in the identification of key success factors of
innovative products at the product level in the West, they have been reflected from
only one part, either creator or consumer perspective. Nonetheless, there is no
comparative work in Thailand. Instead of using a reflection of one perspective, the
research methodology is based on the reflection of both perspectives. The creator

and consumer perspectives need to be investigated.

To analyse key success factors of the innovative products at the product level, the
research adopts the principle of the relational structures or relations of interacting
factors. This means the success of the innovative products depends on the
interacting parts of intrinsic product values (as mentioned in details in Section 2.4),
which exclude price, place and promotion values. According to the Blue Ocean
Strategy (BOS) Principle, the success of the innovative products depends on the
relations of the significant levels of competing and distinctive factors. As shown in the
principle of ERRC (Eliminate, Reduce, Raise and Create), an innovative product
must have the relational combination of the following factors: (i) eliminating the
competing product factors, such as Take-for-granted and Negative Effects, (ii)
reducing the competing product factors, such as Soar Costs, Inefficiency, Long
Process, Cause of Problems and Unnecessary Issues, (iii) raising the competing
product factors, such as Potential Benefits and Standard Value, and (iv) creating the
distinctive product factors, such as Uniqueness, Cult and Exclusivity. As a result, to
analyse key success factors of innovative products, the research needs to
understand the relational structure of the significant levels of the ERRC factors.
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To tackle the above mentioned interest, a handful number of samples are the

research approach. The samples of the research are selected, based on the principle

of ‘case study’ approach rather than other research approaches, such as survey,

experiment and history. Yin (1982) suggests that the case study approach allows the

investigation to retain the holistic and meaningful characteristics of real-life events,

such as individual life cycles, organisational and managerial processes, and

international and industrial relations. Marshall and Rossman (1999) also assert that

the case study method is suitable for delving into complexities and processes. The

following arguments are mentioned to reason the research approach:

(i)

(i)

The research attempts to search for the innovative products designed and
created in Thailand. As detailed in Section 1.2, innovative products are
driven by design, not technology or market. Designing the innovative
products can be categorized into three groups, i.e. Creative Breakthrough
Products, Inventive Products and Blue Ocean Products. It is very difficult
to find these innovative product groups. The product innovation strategy,
such as ‘me-too’ or ‘copy-development’ is the most common practice in
this country.

It would be extremely difficult to understand the underlying key success
factor of the innovative products without understanding the relational
structure of innovative product values and the holistic perspectives
between creators and consumers.

Finally, to understand the richness of the underlying, interacting product
values to make the innovative product success from the holistic
perspectives, the research must rely on, not only retrieved documents and
the investigation of physical artifacts which are dominating in the historical
method, but also from systematic interviews with the innovative product
creator and real innovative product assessment from consumers as the

main sources of evidence.
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The research structure is an essential requirement in order to increase reliability. The

objective of reliability is to demonstrate that the operations of a study can be

repeated with the same results. Its goal is to ensure reliable research procedures and

results. Also, it is to minimise the errors and biases in a research. Figure 2.1 depicts

the research structure:
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As shown in Figure 2.1, the research selects the10 innovative products in Thailand.
The selection criteria of the innovative products and their success and failure are
elaborated in Section 2.3. The innovative product value success framework and12
proposed innovative product values are explained in Section 2.4. Section 2.5
describes the research design and planning process. Section 2.6 describes the
research data collection protocol and Section 2.7 describes the research data

analysis methods.

2.3 Innovative Product Selection
2.3.1 Innovative Product Criteria.
To identify the relational structures of the significant levels of competing and
distinctive factors underlying the success of innovative products at the
product level, the research selects the 10 innovative products as samples.

The innovative product selection criteria are:

(1) Innovative products are designed in Thailand.

(2) Innovative products are in the following categories: (i) Creative
Breakthrough Products, (ii) Inventive Products and (iii) Blue Ocean
Products (as explained in Section 1.2).

(3) Innovative products are driven by design, not technology and market.
Design is not just only styling (new product appearance, i.e. colour,
materials, shape and patterns), but also uniqueness, differentiation
and superiority in comparison with existing competitive products.
According to the ERRC principle, innovative products need to

demonstrate the ‘Create’ Factor, i.e. creating product distinctiveness.

2.3.2 Innovative Product Success Criteria
Regarding the 10 selected innovative products, five of them are successful

innovative products. The following success criteria are

(i) Good Performance of Sales. Successful innovative products have a
singly well-performing sales record, i.e. the best seller or always sales.
Their success is qualitatively identified by the products’ owners
because financial information of each innovative product is

commercially sensitive.
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(i) Good Design Recognition. Innovative products should get honorable
recognition by good design awards, either national or international
level. The examples of good design awards are: DeMark, G-Mark, IF
and/or Red Dot.

(iii) Comparative Sales Performance. Innovative products should have
better sales performance in comparison with the other products in the
same product category.

(iv) No/Little Design-related Problems. Innovative products have nol/little
design-related problems at the product level. The problems are
identified by either the product owners or consumers’ feedback.

Innovative products categorised as ‘success’ need to perform well at least on

three out of the four main criteria.

2.4 Ten Innovative Products

As mentioned above, the successful innovative products are selected according to
the three out of four main criteria. The summary of the 10 selected innovative
products is shown in Table 2.1. Please see the image of all products in comparison

with their direct and substitute competitors in Appendix 2-A.

Table 2.1: Summary of the 10 selected innovative products

Product Name Product | Company Name | Product ‘Create’ Factor
Code Category/
Strategic Group
Dancing Alligator | T1 Plan Toys Toy/ Wooden Click-Clack
Sound,
Rhythmic
Movement
Pounding Power e Plan Toys Toy/ Wooden Automatic
Pounding
System
Contemporary T3 Plan Toys Toy/ Wooden Future Style,
Dollhouse
Tori T4 Plan Toys Toy/ Wooden Foldable, easy
storage
Lini Bench F1 Osisu Furniture/ Multi-purpose
Bench Bench
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Elle Chair F2 Yothaka Furniture/ Water Hyacinth
Dinning Chair
Earth Bench F3 Osisu Furniture/ Sand Paper
Bench
Scapa F4 Osisu Furniture/ Stool | Left-over Button
Stamped Sheet
Together St Bathroom Sanitaryware/ | Waterfall
Design Bathtub Experience, |-
Spa2
Technology
Adrenaline S2 Bathroom Sanitaryware/ BedTub, I-Vichy
Design Bathtub Experience

The 10 selected innovative products are in the three product categories: Toys,

Furniture and Sanitary Ware.

Table 2.2: Summary of the 5 selected successful innovative products

Product Good Sales Design Comparative No/Little Design
Code Performance Recognition Performance Problems
T1 Good Record Good Toy Always Sale None
Award (UK),
Spiel Gut
(Germany),
Oppenheim
Best Toy
T2 Good Record G-Mark (Japan) | Always Sale None
T3 Well on the first | - Slow n.a.
launch
T4 Not well - Slow n.a.
F1 Good Record - Always Sale None
F2 Good Record - Always Sale None
F3 A few - Very Slow n.a.
F4 Not much DEmark Not well n.a.
(Thailand),
GMark (Japan)
St Good Record IF (Germany) Well n.a.
S2 Not well DEmark Quite OK n.a.
(Thailand)

Source: Extracted from the Company’s Interview

As shown in Table 2.2, the 10 selected innovative products are divided into 2 groups

as the success criteria described in Section 2.3.2: the successful innovative products




23

and the unsuccessful innovative products. The successful innovative products, T1,
T2, F1, F2 and S1 are highlighted in grey.

2.5 Innovative Product Values

As mentioned in Section 1.2, the research has developed a theoretical framework to
analyse key success factors of innovative product at the product level. As shown in
Figure 2.2, the strategic sequence of Blue Ocean Strategy comprises four sequential
stages, i.e. Buyer Utility, Price, Cost and Adoption. The first stage is the buyer utility.
According to the concept of the buyer utility, the questions leading to the success of
innovative products would be; Is there exceptional buyer utility in your product? Does
your product offer unlock exceptional utility? Is there a compelling reason for
consumers to buy it? This stage is the most significant. Kim and Mauborgne (2005)
suggest that if these questioned product qualifications are absent, no product
opportunity will be begun with. Two product alternatives are in this stage, either
freeze the idea or rethink it until an affirmative answer is reached. The buyer utility
concept is likely related to the 4P marketing strategy. The first P is Product, one of
the most significant aspects in marketing strategy. Without compelling product, it is

hard to sustain good sales performance.

As mentioned above, it demonstrates the most significant role of product in relation to
the success of business and/or marketing functions. Product is at the top of the
commercial viability in the strategic sequence. Regarding the principle of the buyer
utility, the innovative products need to offer exceptional value. Many companies fail
to deliver the exceptional product value, because they obsess the novelty of their
technology in products or services (Kim and Mauborgne, 2005). The research argues
that the exceptional value of innovative products cannot be achieved without the

understandings of their intrinsic values of buyer experience.
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Figure 2.2: The strategic sequence of Blue Ocean Strategy

According to the buyer utility, it lists the ‘six utility levers’ on the six stages of the
buyer experience cycle to deliver exceptional utility value to buyers, i.e. Customer
Productivity, Simplicity, Convenience, Risk, Fun & Image and Environmental
Friendliness. Using these levers as the starting point, the research reviews more
literature related to product values affecting the success of innovative products. All

values are non-price values. The research identifies 12 innovative product values:
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Table 2.3: The identification of 12 innovative product values

Key Product Values Value Description Sources

Physical Value Product Perception Cagan and Vogel (2002),

Functional Value Product Benefits Cagan and Vogel (2002),
Kim and Maubourge
(2005)

Emotional Value User’s Emotion Cagan and Vogel (2002),
Kim and Maubourge
(2005)

Eco Value Environmental Advantages | Kim and Maubourge
(2005),
McDonough and Braungart
(2002)

User Value Self- and Social Boztepe (2007)

Perception

Cultural Value Thai Value Adopted from Japanese
Kansei Design

Social Value Social Responsibility Whiteley (2003), Cooper
(2005), Davey et al (2005)

Brand Value Brand Identity Aaker and Joachimsthaler
(2000), Knapp (2008)

Trend Value Consumer Behaviour Sparke (1986), Higham

Forces (2009)

Knowledge Background of | Brand Recognition Cagan and Vogel (2002),

Brand

Product Competitors Product Knowledge Kim and Maubourge
(2005)

Supportive System Value | Product Services Cagan and Vogel (2002),
Kim and Maubourge
(2005)

According to the innovative product value identification, three value creation levels
are defined: (i) Product Value, (ii) Product Surroundings Value, and (3) Personal
User Value. The product value includes physical and functional values. The product
surroundings value includes product competitors, product supportive system, brand
value and consumer trends. The user level includes user value, emotional value,

personal preferential value (eco, cultural and social values) and brand knowledge.

2.6 Research Design

As mentioned in Section 2.1, the research employs the holistic approach. Research
data needs to be collected from both creator and consumer perspectives. Regarding
the creator or company perspective, the research decides to interview business

owners or design directors who understand the whole design process, from ideas to
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commercialization. Regarding the consumer perspective, it consists of two parts: (1)
the baseline analysis of three product groups, i.e. Toys, Seating Furniture and
Sanitary Ware and (2) the innovative product analysis of the 10 selected innovative
products. In order to evaluate innovative product values, the research adopts a

theory testing. The twelve selected innovative product values and their details, as

shown in Table 2.4, are:

Table 2.4: Twelve innovative product values and their details

Key Product

Values

Value Description

Value Details

Physical Value

Product Perception

Aesthetics, Good Quality,
Appropriate to the context of use,
Enabling, Durability,
Differentiation, Uniqueness,
Innovativeness

Functional Value

Product Benefits

Comfort, Safety, Ease of Use,
Multi-functions, Convenience

Emotional Value

User’s Emotion Fulfillment

Adventure, Independence,
Security, Sensuality, Confidence,
Power, Fun, Affection,
Memorability, Taste

Eco Value Environmental Energy Saving, Rethinking Ideas,
Advantages Biodegradable, Green Energy,
CO2 Reduction
User Value Self and Social Saving Expenses, Time Saving,
Perception Convenience, Efficiency, Role
Fulfiling Self-Fulfillment, Social
Image, Group Belongingness
Cultural Value Thai Value Thainess, Thai Knowledge, Thai

Tradition

Social Value Social Responsibility No Child Labour, Human Rights,
Made-in-Thailand, Social
Wellbeing, Fair Trade

Brand Value Brand Essence Brand Image, Brand Identity,
Brand Promise, Brand Personality

Trend Value Consumer Behaviour Trendy, In-Trend Internationally,

Forces In-Trend Nationally
Knowledge Brand Recognition Brand Awareness, Brand Loyalty

Background of
Brand

Product
Competitors

Product Knowledge

Direct Competitor, Substitute
Competitor, Alternative Competitor

Supportive System
Value

Product Services

After-sale Service, Warranty,
Product Accessories, Product
Extendables, System Platform,
Product Supplements
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2.7 Data Collection Protocol
2.7.1 Data Collection Methods

As mentioned in Section 2.1, the research has adopted the holistic approach. To
identify key success factors of the innovative products, not only are the selected
companies’ perspectives are examined, but also consumers’ perspectives. Three
main data collection methods are used to investigate both parties: face-to-face,

structured interview and questionnaire.

2811 Face-to-Face Structured Interview

Interviewing is described as ‘conversation with a purpose’ (Kahn and Cannell 1957,
149). The face-to-face, structured interview with open-ended and close-ended
questions is adopted to understand key success factors of the innovative products
from the creator perspective. Coolican (1999) describes structured interview that it is
the standardised interviewing procedure which includes pre-set questions in a
predetermined order. Coolican suggests the advantages of the structured interview
that it is to help to avoid ‘looseness and inconsistency’ which accompany interview
data gathered by the categories of informal interviews: non-directive interview,
informal interview and semi-structured interview. In comparison with the informal
interviews, Coolican claims that the structured interview also provides the ease of
data comparison and analysis. This is because the informal interviews are difficulties
in analysis because answers may consist of a wide variety of qualitative information.
The informal procedure could also make data comparison less fair and reliable.
Moreover, Coolican asserts that the structured interview reduces interpersonal bias
factors. Furthermore, it can be managed in given low time and effort commitment in
comparison with informal interviews which would consume more time and energy

because of the length and depth of the interviewing process.

2.7.1.2  Questionnaire
To reach a targeted number of consumers’ perspectives, a questionnaire method is

adopted. The details of the research questionnaire are shown in Section 2.7.3.

2.7.1.8 Review of Retrieved Documents
The review of retrieved documents is used to supplement interview and innovative

product data. The documents, including organisation objective, strategy, structure,



28

culture and the details of innovative products are gathered and analysed. It also
includes competitive products. The sources of the documents include published
organisational websites, annual reports and/or formal publications. This review is
used for the description of the behaviour of organisations, and the product details. As
Yin (1982) claims that this method can provide history and context. Also, Marshall et
al (1999) assert that the review of retrieved documents is rich in portraying the values
and beliefs of participants.

2.7.2 Data Collection Approach
Data collection approach comprises four main stages: (1) data collection plan, (2)

before data collection, (3) during data collection and (4) after data collection.

2.7.2.1 Data Collection Plan

The research plans to collect data of company and consumer perspectives on the ten
selected innovative products. Three research steps have been planned. First, the
research approaches the companies who designed and developed the products.
There are four main companies, i.e. Plan Toys, Yothaka, Bathroom Design and
Osisu. The face-to-face, structured interview is adopted as the main research
method. Secondly, the research examines the baseline consumer perspectives on
the ten selected innovative products, categorized into three product categories, i.e.
Toys, Seating Furniture and Sanitary Ware. The final stage is the examination of the

ten products

2.7.2.2 Before Data Collection

To collect research data of private companies, the formal approach is the best
strategy to access required internal data. Before interviewing, the formal introductory
letter was sent to Director or Design Director of the companies. After that, the
companies were contacted by telephone to discuss more details about the
investigation and to arrange further appointment to interviews. On the other hand, to
collect data of consumers, a few of the pilot questionnaires were designed. Each pilot
questionnaire was tested by a small sample of four. After the pilot study had done
several times, the final questionnaire is finalized. The final one is used for the

baseline consumer perspective and consumer perspective of the innovative products.
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2.7.2.3  During Data Collection

There are two types of data collection methods of company and consumer
perspectives: interview and questionnaire. First, by the face-to-face, structured
interview for the companies, the research participants are visited in their offices at
their convenient time. The interview is approximately one and a half hour. With
research participants’ permission, tape and video recorders are used during the
interview to assist in writing up afterwards. Small notes were written on the interview
script during interview. To collect data of the baseline consumer perspective of the
three product categories, over three hundred sixty questionnaires were randomly
distributed, approximately one hundred twenty questionnaires for each product
category. Not only are the baseline consumer perspectives of the three product
categories collected, but also the consumer perspectives of the ten selected
innovative products as mentioned in Section 2.4. To investigate the consumer
perspective on each innovative product, 50 samples are randomly picked for each
product. During the data collection, the participants can see, touch and/or feel the
real product while they are answering all of the questions. If they require more
explanation in any aspects related to the innovative products, the research assistants
will support on more elaborated details on any product and company details. In the
sanitary ware category, there are difficulties to access the real installed products
because of its size and technical installation. To solve this problem, the prepared
video presentation of two sanitary wares (S1 and S2) is used to show the products to

the research participants.

2.7.2.4 After Data Collection

Regarding the face-to-face, structured interview, the interview verbatim is transcribed
and filed according to the categorization of questions in the data collection tool after
each interview. The video record is kept with the interview transcript in a computer
file. The transcript is in the form of paragraphs, in the format of question and answer.
On the other hand, all the questionnaire data are recorded in the Microsoft Excel.
The data is double-checked again before starting the analysis process. The original

guestionnaires are categorized according to the type of innovative products.

2.7.3 Data Collection Tools

There are two types of data collection tools, i.e. (1) structured interview questions
with an interview note for the company interview, as shown in Appendix 2-B and (2)
guestionnaire 1 and 2 for the consumers’ product evaluation, as shown in Appendix

2-C. The tools are based on the same design principle.
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The data collection tool is designed by employing twelve selected innovative product
values as guidelines in structuring all data collection questions. Regarding the

structured interview, it comprises three parts:

Part 1 aims to investigate the background of innovative products and their process in
companies. Open-ended questions are employed. It is suggested that the open-
ended questions allow interviewees to freely and spontaneously express their own
views and experience (Oppenheim, 1992; Coolican, 1999). The research questions
in Part 1 are:

o Please define the characteristics of your innovative products
o How your company manages the development of innovative

products with your company? Any standards or documents?

Part 2 aims to examine the value assessment of the innovative products within
companies. There are two types of questions, i.e. (i) open-ended questions and (ii)

close-ended questions. The open-ended questions are:

o Have critical success factors of the innovative products been
clearly identified with the company? If yes, what? And How to
achieve each critical success factor with the company’s new
product development practice?

o How do you define the success of the innovative products
within your company?

o What factors make successful innovative products differ from
unsuccessful ones? In which level: organisation support, new
product development process and product.

o Please give the example of successful and unsuccessful

innovative products

The close-ended questions are designed to identify significant value of twelve

selected innovative products value, as shown in Table 2.3. These questions are:

o Please identify the following innovative product values, in
which factors/aspects do you put in your innovative products
o Please rank five key innovative product values in order, to

make your innovative product success
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o Please rank five key innovative products in order, to make your

innovative product failure

Part 3 aims to end the interview. It is designed to ask interviewee’s opinion regarding
the increase of the rate of innovative product success within the company. The
open-ended question is:

o In your opinion, how to increase the rate of innovative product

success in your company? Do you think is it possible?

2.8 Data Analysis

The data analysis of this research is divided into 3 parts: i.e. (i) the analysis of the
company practice on innovative products, (ii) the comparative analysis between the
baseline consumer analysis on the product groups and the consumer assessment of
ten selected innovative products, and (iii) the comparative analysis between the

company and the overall consumer perspectives.

First, the analysis of the companies’ practice on innovative products aims to identify
the following:

o the characteristics of innovative products

o the procedural management of innovative product development

o critical success factors to assess innovative products

o key success factors for the development of innovative products

o the example of successful and unsuccessful innovative products

o the significant value of innovative products

o the priority of the significant value of innovative products

The second analysis is the comparative analysis between the baseline consumer
analysis on the product groups and the consumer assessment of ten selected
innovative products. The aim of this analysis is to understand key success factors of
innovative products on the consumer perspective. Regarding the baseline consumer
analysis on three product groups (Toys, Seating Furniture and Sanitary Ware), this
helps to understand the significant value of the customer expectation on the selected
twelve innovative product values in each product group. Regarding the consumer
assessment of the innovative products, this helps to understand the significant value
of the consumer assessment on both successful and unsuccessful innovative

products. To compare the significant values of both analyses, this helps to
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understand the difference between the success and failure of innovative products on
the consumer perspective. According to the research hypothesis, the successful
innovative products tend to provide higher level of the significant values than the
baseline consumer expectation. On the contrary, the unsuccessful innovative
products tend to provide lower level of the significant values than the baseline

consumer expectation.

Finally, the comparative analysis among the company value, the baseline consumer
value analysis and the significant values of the consumer assessment on the
innovative products aims to understand the relationship between the intended
product value provided by the company and the perceived product value received by
the product consumers. According to the research hypothesis, if the consumer
expectation and priority of the significant values of innovative products is met,
innovative products at the product level tend to be successful. If not, innovative

products tend to be unsuccessful.

As Yin (1982) suggests that knowing the analytical strategy and methods before
conducting research helps to increase the internal validity and reliability of collecting
data. Before approaching the research data, three main analysis methods are

planned: (1) Strategy Canvas, (2) Pattern-Matching, and (3) Prioritisation.

2.8.1 Strategy Canvas

Strategy Canvas is a technique to visualise the collected data in a graphic form.
According to Kim and Mauborgne (2005), this technique is used for not only a
diagnostic framework, but also an action framework. On the canvas, it captures the
current stage of competing/baseline actions, such as investing, competitive and
offering factors. Figure 2.3 shows the example of strategy canvas for this research.
The horizontal axis captures the existing product values, which the product is
competing in the market. The research selects twelve innovative product values. The
vertical axis captures the level of the significant value across all product values,
perceived by consumers. High level means high significance. If it is compared to
score, high significant level means high score. There are four significant levels, level
1 — 4. The level one means the lowest score. The level four means the highest score.
After the significant levels across all product values have been measured by using
the principle of the four significant level, ‘strategic profile’ or ‘value curve’ is drawn.
The value curve represents a graphic depiction of the overall value performance. In

this research, the strategy canvas is used as a key data analysis tool and method in
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the understanding of the value curve of the baseline consumer perspective on the
product categories in comparison with the consumer perspective on the selected
innovative products.

High
Blue Ocean
Offering Strategic Move
LaPELS (-l = - i R
(Perceived by buyers)

Industry Value Curve

Low Competing Factors

(Industry competes and invests in)

Figure 2.3: Strategy Canvas Tool

2.8.2 Pattern-Matching

It is claimed that pattern-matching is a deductive methodology of data analysis. The
categories of analysis, ‘theoretical patterns’ are developed through logical deduction
from the pre-existing description, explanation, or theory. In my study, the theoretical
patterns (twelve innovative product values) are pre-defined before the data collection
will start. The strategy of this analysis method is to bring these theoretical patterns to
test against collected data. These patterns are used to find/compare an analysed
pattern with a predicted theoretical pattern or with several alternatives of theoretical
patterns. Yin (1984) describes that if the pattern of collected data matches, it will find
an explanation and strengthen up the research internal validity. Please note, this
strategy is not only used for the analysis method, but also used to shape up the
research questions and for making decisions on data sources. Yin claims that to do
this helps to strengthen the research reliability.

2.8.3 Prioritisation

To understand the most significant value of the twelve selected innovative product
values on the ten selected innovative products and the baseline consumer
perspective of the three product categories, it is important to understand the priority
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of the significant product values in consumers’ cognitive and emotional model. This
will help create innovative products bridging the gap between consumers and
creators’ need and desire.

2.8.4 Comparative Value

Comparative value is mainly used to analyse the value curve and the value level of
each product value and value elements/factors in the product values. In this
research, the research participants are asked to evaluate each product value and its
value elements, ranging from 1 (low level) to 4 (high level). These evaluated values
are plotted to illustrate the value curve (as shown in Section 2.8.1) of both companies
and consumers’ perspectives. To identify the value of each product value and its
value elements, six value levels are used as the level measurement: 3.5 — 4.0 = the
most significant level, 3.00 — 3.49 = the highly significant level, 2.5 — 2.99 = the
significant level, 2.00 — 2.49 = the less significant level, 1.5 — 1.99 = the least

significant level and 1.00 — 1.49 = not significant.
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APPENDIX 2
APPENDIX 2-A: 10 INNOVATIVE PRODUCTS
F1

LINI BENCH — OSISU

Product description:

A reader bench with shelves for books. The bench is handcrafied from teak
off-cuis, reclaimed from lumber yards. Three angled supports are designed

Competitive products

Recycled teak wood bench

Company: Artemano

Handmade Recycled teak wood
bench

Size: 30x12x18
Price: $295.00
Year: 2009

Maku Bench

Company: Maku Furnishing

Garden, museum. foyer, bedroom -
indoors or out. The Maku Bench is
the perfect accessory for any space
in need of additional seating or to
simply add understated elegance in
contemporary terms. Made of fine,
sustainable, plamation grown or
reclaimed teak and meticulously
manufactured for lasting quality.

- Made from 100% reclaimed or
plarmation teak

- Post-consumer use metal hardware
- Non-toxic, water-based finish

Size: 72W x 23D x 18H
Price: $629.00
Year: 2009

Jor a more playful aesthetics—advocating that reading is leisure.

Key Features& function

Recycled teak off-cuts, Design oriented, Eco-friendly, multifunction

Advantage:

Eco-friendly, mutifunction use, material from construction site

Price: 13000 THB

Material : TEAK Off-Cuts

Seating Bench

Company: Blue Bone

The range. made entirely from
recycled timber. provides all the
tradition, innovative style and charm
of what is arguably, the most durable
and sought after hardwood in the
world And it comes without cost 1o
the environment.The sources of this
timber may date back hundreds of
years. Having outlived its original
use (bridges, wharfs or jetties:
structural beams, frames. and
Sooring: shipping and railway
structure elc.), this magnificent
timber has been carefully selected
and skillfully restored to produce
this bench-made furniture
range.Constructed from timber of
such diverse heritages and uses,
each piece of the teak range will be
unique, living proof of the durability.
charm and character of teak wood
Sfurniture.- Solid Chunky Teak-
Contoured Wood grain Finish-
Reclaimed Timber- Environmentally
Sound- Dove tail jointing- Arrives
assembled

Size: 45x 134x43 cm

Price: £179.00

Year: 2009

Carpenter Bench

Company: Poynters

Eclectic. contemporary design
comes together beautifully in the
Carpenter table. The classic
carpenters bench inspired these
updated designs.

100% FSC grade natural, oiled,
reclaimed teak timber is used for the
table top in a defibre finish which
lends the table an rustic charm by
imitating an aged wood grain
texture. French sourced high grade
304 grade stainless steel is used for
modernity, strength and durability in
stark contrast to the soft lines of
100% FSC teakwood. Exquisite
outdoor furniture pieces of modern
design and exceptional build quality.
FSC certification is your assurance
that the timber used has been
harvested from sustainable forests.

Size: 140cm L x 30cm W x 46cm H
Price: $795.00
Year: 2009



Subsititute

Clayton Oxford

Clayton Oxford

Rustic Farmer Long Bench
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P-MOTE dinning set — YOTHAKA

Competitive products

CHO01013-WH

Company: Natural Decor

Wood bases, with water hyacinth for
armrest and the backrest.

Water Hyacinth
YEAR 2009

SIZE :54x60x 77 cm
PRICE: $5500

CHOI1012-WH

Company: Natural Decor

Wood legs with water hyacinth
weaving for seat, backrest, and
armrest.

YEAR 2009
SIZE :58 x 52 x 10! cm
PRICE: $5300

37

Product description:

Dinning sets. Water Hyacinth Furniture with wood structure and the cloth
cushion.

Key Features& function

Design oriented, cloth cushion, and the strong structure
Advantage:

Eco-friendly, waste weed reduction,

Price: 10.000 THB

Size: 62x57x90

Material: Water Hyacinth, Wood and Cloth for cushion

Year: 2006

CHO1011-WH ELLE DINNING CHAIR

Design by Pramat Khasumy

Company: Natural Decor Company: Yothaka
Wood structure for legs and Dinning sets, Water Hyacinth
armrests, weaving water hyacinth Furniture with wood structure and
Jfor backrest and seat. the cloth cushion.
YEAR 2009 YEAR 2009
SIZE :54 x 55 x 86 cm SIZE :570x600x810
57x60x 90 cm PRICE:

PRICE: $5500
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EARTH BENCH — OSISU

Subsititute Products

Kraft Bench

38

Product description:

Bench made of blended wasted sand paper. the color and shape represent
the tree and it strength

Key Features& function:

Design oriented for both colour and shape, recycled wasted and lefi-off
sandpaper , strong structure,

Advantage:
Eco-friendly material, use recycled wasted material, strong structure,
outdoor or indoor use, innovative use of material.

Price: 10200 THB

Material: wasted sandpaper and wasted wood

Branch Recycled Paper bench




F4

SCAPA STOOL - Sonite, designed by Osisu

Competitive products

N+ew

Designer: Rodrigo Alonso

(N+ew: No More Electronic Waste) Stool-sculpture-instalation, produced
with electronic waste, epoxic resin and melted aluminum. Produced in
limited editions, or special orders. Each is a single. unique piece: non is
equal in its filling. Able to personalize.

custom made and handmade
In associate with Recycla Chile
YEAR 2007

Price: $1460
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Product description:

Scapa stool is a versatile stool, which has been created as part of
an effort to achieve environmentally conscious design. A large part
of this stool came from salvaged material. It is strong and comes in
a wide variety of colors.

Key Features&functions:

Recycled material, Design oriented, Eco-friendly by using recycled
material, no resistance to direct heat source, the material property
is vary from nontranslucent to translucent

Advantage:

Eco-friendly, customized colour, various selection of material
properties

Price: 12,840 THB
Material: Rejected plastic buttons and resin

YEAR: 2008

100%

Company: Fahneu
Designer: Rodrigo Alonso

Plastic waste obtained from electronic devices, toys, drink trays,
stadium seats, elc, etc. is used in very few end products due to the
complexity of separating the various categories, leading only to
generate poorly esthetic products. The Rotomoulded technique,
with its beauty and simplicity, allows this to take over. transforming
the result in a different, identifiable real object. What you get are
beautiful, durable and new conceptually pieces.

YEAR 2009

Price: $170



Subsititute

Linz Hocker

Re-Form Furniture by Aaron

Moore

Cappellini Recvele paper stool

Hex Peg & Hammer
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Together bathtub — Bathroom Design

Competitive Products

Overflow tub: My Life

Company: AQUA NOVO

Specification:
1960x1120x460mm

Features:
J Hydro massage

. Air Massage

Price:

) —g
TOGETIIER

Overflow tah series

WISH

Company: KASCH GmbH

Specification
2200x1700x550 mm

Decription

Wish's fascination is reflected
in its quiet contours and pleasing
elliptical form. Unobstrusive
elegance and a hint of luxury are the
defining features of this tub design.

Price:

Product description:
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The overflow bathtub that inspire by the waterfall, using granite and acrylic
as material for bathtub and faucet from italy. The featuring technology I-
spa2, presenting the spiral, the calorie consumption during the use of
bathtub. The recognition system that recognize user's temperature, time,

system, and the music fuction.

Key Features & functions:

flowing, radio station. autostop, heater. filling water system, premix water

I-spa system: controling and automatic recognise temperature, time and

or completed electronic set.
Size: 206 x 113 x 48 cm

Advantage:

Intelligence system, and easy to use.

LE COB BATH

Slowing of the user. This I-spa can be choose between single electronic set

LAKE

Company: OMVIVO

Specification
2200x690x535 mm

Description:

Timeless design combined with
a novel method of water massage.
Conceived as a duo-tub, this tub's
size is equally suited for a relaxing
bath just for your own enjoyment
alone.

Price:

Company: KASCH GmbH

Specification:
2200 x 1300 x 500 mm

Description:

The simple beauty of LAKE's
classical bathtub form is visually
enchanting. The simplest of
materials, such as stone, cement,
glass and aluminium combine in the
award winning whirlpool bathtub
LAKE to create an unforgetiable
ambiente. You may freely select the
materials suitable for your
bathroom.

Price:
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Subsititute products

KASCH Oriental Meeus - Pure Plinth Thalassor: Baleina
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S2

Adrenaline — Bathroom Design

Product description:
The Adrenaline BedTUB series by Bathroom Design i-Spa is a
hydrotherapy tub with a folding bed that combines the unique Vichy and
Bath therapy concept to produce a rejuvenating bathing and cascading rain
experience.

Through the whirlpool and air pool jet. the BedTUB creates an underwater
therapeutic massage to relieve the muscles in the body. Once the bed is
unfolded over the bathtub, one can enjoy the soothing Vichy therapy. a form
of aqua therapy where warm water flows from the 1-Vichy rain shower to
massage the body while the user is lying flat atop the bed.

R Buenigis,

Key Features&function:
. I-Vichy: the water massage system with adjustable falling water
pattern.
*  I-Wave: the adjusting of system and control of the bathtub sets

by touching sensor.

s I-Crylic: the acrylic that allow the led light shine thru to
increase the sensual feeling of the user include the light at the
control point or button.

¢ I-Temp: the temperature control system and the presentation of
the temperature 10 the user. (additional)

. I-Aroma: the aromatherapy purposes

- Advantage:

- Using advance technology to combine therapy system such I-aroma
- -aromatherapy. I-vichy: Hydrotherapy and chromotheraphy, I-crylic:

Year: 2009




Competitive Products

Qcean Vichy Bath

Company: Royalsun
Industrial Group Limited

Specification:
228106 190cm

Functions:

. 8 massage jets
spout water like
tropical rain

. 5 kinds of color
light wave (red,
yellow, blue,
green, purple)

L Active rain
shower

. Adjust the
temperature of
cold water and hot
water

L Adjust the water
power

. Massage for side
body with water

. O3 whiten skin &
sterilization
system

. Many kinds of
hydrotherapy and
beautify body
items could be
steted

Vichy Shower Bath

[

Company: Queen Beauty
Industrial Co., lid.

Specification:
2250x1150x740mm
1910x420x310
1790x700x260

Functions:

. 19 high-
pressure jels
for massage

12 jets on top
Jfor vichy
shower

. Internal or
external water

circulation
niodes

o You can apply

herbal
treatment or

skin whitening
treatment when
using external
water
circulation

. Thai-style
shampooing
unit

. OEM and
ODM orders
welcomed

Computer Intelligentized
Vichy Shower

Company: Guang=hou
Haobang Radum Beauty &
Hairdressing Equipment Co.,
Lid
Specification:
215x100x65 cm
215x100x183 cm

Functions:

. Microcomputer
automatic control
system

*  Spectrum therapy
with color light

. Four types of
water jet can be
set freely

. Top shower
automatic
controlled

*  Sprinkler can be
adjusted to
different angles
and heights

. Massage the
waist, leg and

ankle through side

atomizing
spraying

. Massage the
bottom of the feet
by water therapy

*  Massage, washing

head by sprinkier

BSW-D

Company: Foshan Walter
Sanitary ware

Specification:
2248v690x780 mm

Functions:
. 7 hydraulic jets
. 1 movable hand

shower

. PU pillow

. Top lamp&
Ceiling shower

. waste drainer

. material Acryl
and stainless
steel.
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SH-4300

Company: Royalsun

Industrial Group Limited

Specification:
2520%950> 1900 mm

Functions:

. Tropical rain
Jorest
hydrotherapy (5
kinds of shower
ype provided)

® Finger press
acupoints & surf
massage

¢ Sunlight bath

. Color light
therapy (5 kinds
of optical
wave:red.yellow,bl
ue.green,purple)

. Hydro spout gun
massage

. shower

Description:

SH-A300 is the most
advanced  Rain  Forest
hydrotherapy  product, it
brings a whole new feeling to
the people who enjoys the
SPA. 18 nozzles stimulate
acupoint n original
treatment ways bring surf
massage effect. 14 nozzles of
them at both side drrectly
massage the body 3 each
points. such as shoulder,
waist, hip. leg and foot. Other
4 nozzles  massage  the
back.help to ease pressure,
reduce  ache.lost  weight,
improve the blood
circulation. Otherwise, the
temperature  difference  of
waler and the power of warm
water shower hits people 3
body(5 kinds of characteristic
shower hitting type could be
provided), Bring  perfume
steaming, spread on body



Substitute Products

Vellman shower tower

Silver Tag

Diamond Bathtub
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with seaweed and mine earth
into this product, formed a
special  treatment  with
sunlight bath and color light
therapy. It is  prefect
combination of SPA & Health
care.People can enjoy SPAT®
pleasure  under the easy
Ssituations.

Bithermal vichy shower
Traunwein : ARC-EN-CIEL




T1

Dancing Alligator

Competitive products

Alligator Pull Along

Company:Manhattan Toys

Made from solid wood and
painted with bold, bright
colours, Pull-a-long Friend
Alligator is sure to become a
lifelong friend.

Just tug it along and Alligator
will open and close its mouth.

Rubber on the wheels provides
added stability.

Superbly Made

Size: 16cm x 38cm x 6¢m.
Aged 18 months +

Price: £14.00

‘Wooden Pull Along
Crocodile

o 7

Company: Sevi

Your little one will have

46

Product description:

This cute little alligator is an adorable pull toy designed in an alligator-like shape. The
dancing alligator moves his head and tail up and down while being pulled. The wooden
pieces making up his body click together making a rhythmic click-clack sound. Toddlers
will enjoy watching this dancing alligator as they pull it along on a two-foot leash while
learning to walk.

Key Features&function
This toy stimulates manual dexterity and hand-eye coordination as well as promotes
physical development. creative development and language and communication.

Advantage:
hand-eyes-ears coordination development, eco-friendly material,

Target Audience: Age 1years old and over
Price: £14.95

Material : Rubberwood

Crocolo Crocodile Pull Toy  Snapping croc Pull Along alligator

Company: Selecta Company: Bajo Company: John Crane

You need to be quick on your  All wood comes from This adorable wooden

endless fun with this colourful feet. if you don’t want to be FSC-certified woodlots  alligator pull along is so

pull-along crocodile. Made

caught. Fortunately, Crocolo  and old fruit orchards much fun to watch as he

from wood, he has a beaming  does not bite. It would much near the workshop. The  wiggles and shakes as he is

smile, yellow wheels, green

rather tinkle its bell while wood is a hallmark of pulled along the floor. He

body and soft felt spikes along rolling along and wiggle its Bajo toys, and showcases also makes a great sound

his tail. A yellow cord is

body. A pulling toy with a the vitality and varicty of as your child pulls him

attached to his front so he can  huge fun factor. It’s great to be  nature. The colour, around. A great toy for

20 wherever your child goes!

Age: |+ years
Size: 14x13x8cm

Price: £12.95

a child! adhesives and coatings  encouraging new walkers
all come from the very Beautifully made in wood
particular Germans, and  and painted in child safe
are accredited as meeting  colours.

E.U. safety standards.

The colour, varnish and  Price: £15.95

adhesives are all certified

non-toxic.

Price: £17.99

Price: £12.50
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Tower Pounding — Plan Toy

Competitive products

Hammer Bench

Company: GOKI

This brightly coloured
Loy encourages co-
ordination, dexterity and
colour recognition its

fantastic for
encouraging fine motor
skills and above all its
lots of fun!

Age 12 Mths+

Price: $49.95 AUD

Hammer Bench

Company: Wooden toy

what a fun, colourful,
satisfyingly noisy toyThis
Hammering Bench comes with
four red. yellow, blue and green
balls that can be bashed with the
hammer through holes in the top
of the bench. A solid toy that will
take considerable punishment,
Hammering Bench is an ideal
toy for those active little ones
who need to direct there urge for
rough play.The balls are a
challenge. but not to hard to get
through the holes. They then run
down little ramps and out of the
bench, Great Fun!.

Price: $19.95 AUD

Product description:

Pound the 3 balls,whilst the toy is rocking. Inspired by a free-form
curved shape and vibrant colour.aducational wooden toys have
bever been more appealing!

Key Features& function

Price. Comfort, Organic Material, Brand. Usability, Eco
Awareness. Complication, Durability

Advantage:

Eco-friendly. Natural Product. Recycle wood. Non-toxic dyes and
colour, Non chemical treat ment in the manufacturing process,
Product life time, OSHASI18001,

Target Audience: Age 2 -5 years old.

Price: 850 THB

Material : Rubberwood

Pounding Ball Battino Hit the hen

Company: Djeco
Featuring: Hit the
chicken to make the bell
ring! This wooden toy
improves the hand-cye
coordination of your
toddler. When hit
properly the child is
rewarded with the
modest sound of a bell
that rings

Company:
Wonderworld

Company: Selecta
Featuring: Brightly
colored. Listen to the
musical notes as the
balls roll along the
xylophone underneath.
Or. turn it over and drop
the balls to hear them
slide down the notes.
Pounding toys develop
good hand/eye
coordination as well as
gross motor skills.

Hit the coloured balls
through the holes and
see them
automatically role
down to the exit.

Age 18 Mths +
Price: 550 THB
Price : £24.99

Material: Woodt
Age 18 mths +

Price: £28.74
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Subsititute

Miracle Hammer

Hex_Peg & Hammer
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Contemporary Dollhouse

Competitive products

Wooden Dollhouse

S Y
"ﬁ;ayi'm

-

Company: Deluxe

Large, spacious, and open
for easy access and play.
This beautiful American-
styled home has all the
upgrades an imaginative
child could want ~ 3 levels,
a garage and upper balcony,
a ground-level deck with
fence, and a staircase
leading to the top floor.
Large enough for two
children to play
comfortably. Complete with
a handle on top for easy
moving. Made of solid
natural wood with smooth,
rounded edges. Assembles
in 30 minutes with included
100l. Accessories sold
separately.

Price: $159.99

Cozy Country Wooden
Dollhouse

Company: Imaginarium

Country dollhouse is
decorated in pretty pastels

Features 3 levels with:
kitchen, bedroom, sitting
room, terrace, bathroom and
staircascFits 12" fashion
dolls (sold separately)
Includes dollhouse, 11 pieces
of furniture, necessary
hardware and instructions

Age: 3 years and up

Price: $129.99

Product description:

49

A wonderfully bright and airy new concept for a dollhouse with fantastic
sylight roofing The unique curved features used in this dollhouse are
innocative in both terms of design and production. This futuristic
dollhouse has 2 open levels allowing for trouble-free access to the interior
which comes with transparent panelling that can slide from side-to-side;
and its own staircase which can be moved to any part of the house

Key Features&function

Natural Wood, Contemporary style, management development,

Advantage:

easy access, eco-care, contemporary design, contemporary decorating,

Target Audience: Age 3years old and over

Price: $129.99

Material : Rubberwood

The Creekside Cabin

Dollhouse

Magnolia Dollhouse

The Glencroft Dollhouse

Company: CORONA

"This versatile cabin is
perfect as a modern home or
a rustic country retreat. Using
the built in fireplace as a
focal point, the spacious
interior allows plenty of room
for all your miniatures. Now
featuring Corona's new
interlocking corner system,
you will be amazed at how
quickly you can assemble this
beautiful home.

Price: $113.99

. Company: Greenleaf
Steel Rule

a classic country
farmhouse that features
long pointed gables with
decorative trim, fixed
double hung windows, and
four spacious rooms. Two
sets of French doors
leading to balconies and a
cozy fireplace add to its
country charm. Other
features include a full
porch, silk screened
windows and a curved
staircase. Assembly
required.

Price: $102.99

Company: Glencroft

Tudor cottage reflects the
designers' research into
authentic English architecture.
With its picket fence and half-
timbered exterior, the house is
a visual delight; it has silk-
screened windows to simulate
leaded glass. and a flower box
100. Interior features are
equally charming. There are
four spacious rooms, beamed
ceiling, built-in bookcases.
two window seats and two
fireplaces. A winding
staircase completes the mood
of this wonderful English
Tudor.

Price:$105.95
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Tori — Rocking Horse

Competitive products

Kiddie-up prince
rocking horse

Company: Level of
Discovery®

The Kiddie Ups Rocker
is an imaginative
combination of rocking
horse and rocking chair!
This Prince version
features a removable
padded backrest with
cut-out detail, silky satin
mane and ears, and a
regal banner with gold
tassels. beautifully
handcrafted, hand-
decorated wooden with
superb attention to
detail. Is a great eye
catching centerpiece for
any boys room.

Age 4 yrs

Price: $169.99

Sparky

Company: PINTOY®

the colourful, smiley-
faced Pintoy wooden

Product description:

Crafted in Thailand, the Tori is made from rubberwood recycled from the
latex production industry. We like its simple plainness, but DIY-types
could have fun painting or decorating it.

Key Features&function

Natural Wood, Euro-Contemporary style, Balancing development, gentle
rock arc, muscle development, foldable, stopper to prevent unintentional
unlock, wide seat, seat sliding back stopper, feet rail, hand peg
Advantage:

easy to fold, natural, non-toxic colour or dyes, wide seat, safety for
rocking, seat back slide, space saver,

Target Audience: Age 2 -5 years old.

Price: $99.99

Material : Rubberwood

Baby rocking horse Natural pony Rocking Horse
rocking horse
. b

7 Company: PINTOY® Company: Kidkraft Company: Alexander
Taron
A first rocking horse Heirloom quality
designed to evolve as Wool mane and tail The Small Brown and

rocking horse, 73 x 34.7  the rider becomes more  Anti-tip rockers White Pinto Plush

x 55 cm confident The protective Made of wood Rocking Horse with
seat surround is the intricately crafted

Age 18mths + replaced by a back Rocking horses.
wedge and the foot rests Price: $79.38

Price: $89 NZ become the handlebars Price : $225
The rockers have rubber

tips to add stability and
protect floors Flat
packed 25 minutes
assembly time

Age 12 Mths +

Price: £56.99
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APPENDIX 2-B: BUSINESS INTERVIEW QUESTIONS

Interviewee Name:

Date: Appointment Time:

Location:

Introduction Question:
How your company manages the development of innovative products within your
company? Any standards or documents? Can you share me your process?

Body of Questions

Please describe the characterisitcs of innovative products in your company

Have ‘critical success factors of innovative products’ been clearly identified within the
company?

*If yes, what?

" How to achieve each critical success factor with the company’s new
product development practice?

How do you define the success of innovative products within your company?

Successful innovative products vs unsuccessful innovative products of the company,
what factors make them different?

* In which level: organisation support, New product development
process and Product

* Please give me the same example of your successful
innovative products and unsuccessful innovative products

Please identify the following innovative product values, in which factors/aspect do
you put in your innovative products:

* Physical/Functional Value
* Emotional Value

* Brand Value



* Cultural Value

* Social Value

* User Value

* Fashionable or Trend value

* Environment Value

* The Background knowledge of the company’s brand
* The Background knowledge of competitive products
* Supportive product/service/system

* Any other values

Please rank five key innovative product values in order, to make your innovative
products success

Please rank five key innovative product values in order, to make your innovative
products failure

In your opinibn, how to increase the rate of innovative product success in your
company? Do you think is it possible?
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APPENDIX 2-C: QUESTIONAIRE
QUESTIONAIRE 1
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d2% n. Zayada1uyaAAa (Personal Data)

1.1 LWeé (Gender)

[ ] e (Mate)

1.2 818 (Age)

D #aeni1 25 1 (Less than 25 year)
[ ]31-35% (ear)

[ ]41-507% (vear)

1.3 8nue (Status)

I:l 184 (Single)
D 5uﬂ (Othens) .ou kvl s e

1.4 95QUNN3FAN®" (Education)

[ ] si5uw (High School)

I_—_l 3nynn63 (Bachelor Degree)
D USgyruen (PhD)

1.5 70'ledatdan (Income per Month)

[ ] stounin 15,000 vn
(Less than 15,000 Baht)
[ ] 25,001 - 35,000 U (Baht)

[ ] 45,001 - 55,000 111 (Baht)

1.6 BTN (Occupation)

I:‘ Wild (Female)

[ ]26-301 (vear)
[ ]36 - 401 (vear)
D 1NN 51 U (Over 51 year)

I:] §UIF (Married) 91401 a7 ... At

I:I 8137z (Vocational School)
D UJSyanln (Master Degree)
I:I 5%"] LONBESHZl . ...

[ ]15.001 - 25,000 U (Baht)
[ 135,001 - 45,000 11 (Baht)

I:‘ 11NN 55,001 YN
(over 55,000 Baht)

1.7 MNULALTONAON WM LATDITOUT NSV w318

(Have you ever bought toys for 1-6 year old kids?)

2

D LAE (Yes) 31U ..o, T

[ ]siae



59

1 a 1 a Q 6
% 2. nﬁiﬂ‘sztmuqmﬂﬂnamnmm (Product Value Assessment)

n@mﬂﬂsnﬁuqmmNﬁmﬁmm‘lumsﬁ@%ﬂmﬁanwﬁﬂﬁmﬁmaudmﬁﬂmq 1-6 VU

lagld amlidranuadaludiuers g lassnuanuaaues amnniae Liaas

AaUAIDNW mwmmﬁmmugam@

%

ATLATNA AN W FLAUANNEIANY
9

Tuwaan | was | Yriwnans &9

AMAINIIMBNIW (Physical Value)

- AANURILINN (Aesthetics)

- TANIWGA (Good Quality)

- RINZRUNUFNWLAR 03 N5 LT

(Appropriateness to the context of use)

_si@efia (Enabling)

- AUNUNU (Durability)

- ANUUANEGNS (Differentiation)

o 6 "
- LlANANWULRANIE (Uniqueness)

- ML duuIanITy (Innovativeness)

Qmmmaﬂsﬂwﬂﬁaan

(Functional Value)

- 1991 (Comfort)

- anudaeany (Safety)

- lH9udne (Ease of Use)

- lFuwldnasadng (Multi-functions)

- ANUREAINFUNY (Convenience)
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' a Qs 6
@!mﬂ']ﬂﬂ@lﬂmm

a

SEAUAMNEIAT

v

AAIN921INDE (Emotional Value)

- dszaumsntudanlng (Adventure)

Tanaan

v
woe

rwnang

Z;N

- BEITUALLEINIW (Independence)

- jﬁﬂﬂaa@ﬁﬁ (Security)

- ABUAUBIANNFYNILA (Sensuality)

- 879AuAula (Confidence)

- 38719 (Power)

AMWRUNEUI (Fun)

LU (Affection)

]319AUNTIIN (Memorability)

I8 (Taste)

ATUANYDY ;E‘l"ﬁ (User Value)

- tzndaenlg31u8ue (Saving expenses)

- Uszndaiaan (Time Saving)

- AUREAAINKLUNY (Convenience)

- aMWAY=ENTNN (Efficiency)

- LANANUNLINTDIALES (Role Fulfilling)

- WRUANANUFVEIUGT (Self-Fulfiiment)

- FIINwWansotlugsay (Social

Image/Impression)

& ) ~ )
- L uRIUNIVINGY (Group

Belongingness)
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1 a > 6
qmmwamnmm

%

sEAUANNEIAN

v

Tanann

runany

- §9LENANULTAR (Good Fortunate)

AUALNaFILIARDY (Eco Value)

- Uz nIAWRIIU (Energy Saving)

- shnauanlglnald (Rethinking Ideas)

- BURANUANNTITUINA (Biodegradable)

- lWR991UN9LRan (Green Energy)

- aaUSunaTansuanlaaan o
(CO2 Reduction)

AMLANNIIRUTTIN (Cultural Value)

- ftenanwailng (Thainess)

=1 ”Qﬁﬂmzywvlm (Thai Knowledge)

- MNENYUUDTINRONU TN (Thai
Tradition)

AMLANNIFIAY (Social Value)

- 7 hailFussawéin (No Child Labour)

- ENDURWHT (Human Rights)

- WRaluilszinelng (Made-in-Thailand)

- MIANAUMWTIANURIAN (Social Well

Being)

- ANWLATITINIININ (Fair Trade)

ATLANYBILLIUG (Brand Value)

[ 3 [ 3
- NMNRINWIUVBILUIUG (Brand Image)

- LONANWOLANIZVBILUTUS (Brand
|dentity)
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1 a Qv 6
Qmmwamnmm

Qs

STAUAMNAIAD

[

Tas@n

'Y
wae

Urnnans

- ANAIUFTYYIVOIUUTUR (Brand Promise)

T
a a 6a

- U}ﬂﬂﬂfﬂﬂiﬂmz"ﬂ DILLTUANG TIN D

qﬂﬁﬂé’mﬂmwao;ﬂ’f (Brand Personality)

AMANVBILNIUG (Trend Value)

- W&NB (Trendy)

- INEAanITuaRoNa1IUIzINg (In-Trend

Internationally)

- imzfanszusiiounmelulszine (In-Trend

Nationally)

ANNNEINULLIUG

(Knowledge Background of Brand)

o 9 a Il (2
= ﬂ'ﬁ?ll?jﬂ'ﬁllﬁ] g"ﬂ BJ3LLUIUG (Brand

Awareness)

- ANUANANULLIU (Brand Loyalty)

ANWZNEINUEUAEUDS (Product

Competitor Knowledge)

- fusaudsludssinni@onnu (Direct
Competitor) 174 1iTaaandszinnlaea lasn

WAE ) LUTUG

- Fuadszinnlnalfipsnu (Substitute

Competitor) 174 1én nu &'l15n

- FuAN1Usznndue (Alternative Competitor

Analysis) 17% 16n nuiiua s

AAIYDITTVURUURIY (Supportive

System Value)

- UINIWAINIIY (After Sale Service)
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[ a Qv 3
Qmmﬂamnm‘n

>

szAUAINNEA

o

Taas@a

v
wae

Yrwwnang

- MIIUUEAUQ NN (Warranty)

- HRaAUTILAzUNTOLETY (Product

Accessories)

- matiaagmsldufasimued (Product

Extendables)

- szuvIn e g nunaas mad

(System Platform)

- NAAANNINNT L TIINAE INav AL A6
MslFuaenslUsz@nTaw (Product

Supplements)

82U 2 NTNTEIAGLANUEIATY 1 - 5 V09N UFNIANUNA Il A FI (i

Wiz Nedlutasdmmauisosden) suansaiandiau 1 ldwnnin 1 Jasy
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msaamwuuaz'nauuuumﬁmvﬁm (wé’ngmmmma)

IO chokeanand.bus@kmutt.ac.th

Tns 02 470-9940-1 %30 uNNg 02 470-9942
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QUESTIONAIRE 2

'
Qs -~

8LI09

msﬂs:tﬁuqmﬁhNﬁmﬁmfﬁufmnsm

wnilaTanm Ty a3. lraatiue UBIIAUNINT
AR RO NITNFRASURZ N TOONULY
VAINLIRUNA L8 EWT=D auméﬁﬁmﬁ

d' =i o a >3
AUInwlaTenng A. a3, &139 INT19

'
a e oA

a ' a a a ~ 1 A a o d
NUIFBLIDI MU LU TUATNRAN msﬁmmnsm L UEI BRIV UIT 509

Aﬂo“Lﬂznw & o

i agivilinianusiuianssudszauanudisaludsanalng: msfnsuouesd
U "Lﬁ'funuaﬁum&umn FUNNWNAIMNUIHUEUUMIITL (8N3.) Sawllenudmineu

ANENITUNNINIZANAN (FN8.)

lugrunvinumasldanusavile Huwmsdssiiuguinianusiuianssuniiug
AOAMNENSIVOINAON WU IANTTY ’nguwawaa;ju’%‘[m I@Ulﬁﬂiuﬁuﬂm@iwaa
HEAAMH MTITpiar ldrinteZesifasenmesnusian (PRICE) nssaLssunsane

(PROMOTION) uaz&munandnwnung (PLACE) 1u33nilusznaudls 2 8w
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% N ﬁa;damuqﬂﬂa

U 2 msﬂsuﬁuqmﬂ'wﬁ@ﬁm BN UA

2
a

AN VDIV UATI ﬁdmlumsﬁwmaaﬁmmflmjLﬁmﬁuﬂﬁﬂ
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faglunmdasulafandeniaimsiwianssuzesfuilnaludsanalng  Geed
mmjﬁandnarﬁmlﬁgﬂs:naumsaamm‘uLLa:mewﬁmﬁmﬁufmmm Tagirin

L

duslnaniadlfiduaudnas sawfamseanuuuussamnaaimsiuianssulna 9

2

adwdaflasiNaiugmnw - Fialdiuduilng  wer  WawdiauuazLaseaia

RINRTINVOIUTEINAD 989U

TNURLDUAVDIAIDW

]
@ A e o v A °

lunseaudinudt TN IR NLUEINNNINARINAAA MY 3D NS
RTANRANTUN  8TUNE  UASRILNAYINUITHINNITABUEINN  Msaaus anuasls
VAT LAY 20 WIN YINWEINITO DN %’%ammmﬁuﬁnﬁﬁmzmwﬁ

NUNDUAINY

YNUWADINDUANDNNNIRNG 2 &I

% N ﬁagaf&myﬂﬂa

8% 9 nsdsziiiuguuen naa e lula gﬁfu’%‘[nﬂ



67

Tugrw 4 Usznaudiodinis 4 8w

0 d‘ a 1 a ar 6 v a @
RIUN 1 msﬂszmuqmmNamnmmmulula;duﬂm Tapn1sls
TEOAUANNIATYVBIUANRAN U

>

RIUT 2 MIRHITAUANUTAY 1 - 5 VoIAUANRANTUN 7]

Qmmag'lus:ﬁuguvhﬁu

§IUN 3 NI WAIWININITAARULILRONTONRAN TN
fIUN 4 MINARULIRINTONRANTUN
nguihwane: Q"@)atu'uﬁwmwﬁﬁﬂs:anmsm“lumsﬁ@%ﬂaLﬁaﬂ%am‘i@ﬁ'wﬁ

szinnaInann



68

A5nsaauAIn

>

éz”ﬂum:ﬁwmwmU‘me%wﬁ"a%i 3 1)sz1an

'
a a

1. sroudaeila wIa FounNieRen IR Na &It

NIWBBIATOININDNINLIN (X) vl wihdaanunasnuanwususssdo 1a9

ATINWLY K30 ANUAANYINUAARLLY

]
° °

2. G0 UFIRS AN WY AN FINSDNNTIRUE LT

o (>
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d2% n. TayadIuwuAAa (Personal Data)

1.1 IW¢ (Gender)

9w (Male)

1.2 014 (Age)

#auni1 25 1 (Less than 25 year)

31— 351 (Year)

41 - 50 1l (Year)

1.3 80U (Status)

1&e (Single)

A% (Others) ..o

1.4 32@UMIAN® (Education)
3584 (High School)
UStn1@3 (Bachelor Degree)

1Syguten (PhD)

[]

69

Wiy (Female)

26 — 30 1 (Year)
36 — 40 U (Year)

31NN71 51 1 (Over 51 year)

§UIF (Married) MUIUUAT ... a1

ot (Vocational School)
JSanln (Master Degree)

'5%6] (Others)....cccoevvviiiiinil,
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1.5 1oldsaidaw (Income per Month)

#aeni1 15,000 U (Less than
| 15,001 — 25,000 UN (Baht)
15,000 Baht)

25,001 — 35,000 U1 (Baht) | 35,001 — 45,000 L1 (Baht)

45,001 - 55,000 11 (Baht) ANNN71 55,001 1IN (over 55,000

Baht)

1.6 1IN (ORoUPAtION) IR ... gl s B ... e

1.7 YN UTONRANUNLAT IS o URINSUTE 3o 13l
(Have you ever bought furniture for sitting?)

LB (Yes) $1WIh..veennn.. Tu o alee



71

d% 2. miﬂiuﬁuqmd’maﬁﬁmﬁ (Product Value Assessment)

m;mwﬁsuﬁuqm@hw'ﬁmﬁmm‘lumsﬁm%u’laLﬁanNﬁmﬁm«fﬁ I@ﬂlﬁ’qmlﬁm

anudanludiudng  ldasnuenude 2IUNINNgA  lATABLAINIAN

mmﬁmmuqmma
ILAUAMURINTY
a ar 6
ATUATNRAN N TUN j ] A
1313 wtop R
nanyd F

AIFNNIINIBMW (Physical Value)

- ANMURIBINY (Aesthetics)

- AIUNINE (Good Quality)

- RINTRUNURNINLAR 03 NI LTI 1

(Appropriateness to the context of use)

_sindiefie (Enabling)

- ANUNUNIW (Durability)

- AMULANENY (Differentiation)

a 6 P
- Lananeanie (Uniqueness)

- suluyy Januduwmianssy

(Innovativeness)

amdmaszlorildaey (Functional Value)

- 41191 (Comfort)

- anudaaany (Safety)

-l udne (Ease of Use)

- lFulawaiasng (Multi-functions)

- ANUREAINFUNY (Convenience)
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amdn19esual (Emotional Value)

- lasudszaumsalutanlug (Adventure)

. a’ua‘%wmﬁujﬁn?laﬁma:m‘%mw

(Independence)

- 8393AnUaeany (Security)

- ADUFHBIANINFVNLA (Sensuality)

- 851902100l (Confidence)

o Lo =1 A o
- lw3antisanwuiisinne (Power)

- AUERNFUIN (Fun)

- RIILRURT (Affection)

- FIWIDFIIAMUNIIIN (Memorability)

- 584uy (Taste)

Qmﬁwm&'ﬂ’ﬁ (User Value)

- Usendaaldi108ue (Saving expenses)

- Y3e1 891987 (Time Saving)

- FNANVURZAINFUIY (Convenience)

- ANWAYIEENSNIN (Efficiency)

- LANANUNUINVBIAILEY (Role Fulfilling)

- NANANUFVFIUG (Self-Fulfilment)

- BIFIUNIWANBOINIFIAY (Social

Image/Impression)

9 LR < ' 2] '
- ﬁiﬁdﬂ’ﬂ&lgﬁﬂLﬂ%ﬁ?%%%dT a\mqw (Group

Belongingness)

- §LEsNAWlTAdA (Good Fortunate)
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-’,J;a"*'iu» BABRIA
ﬂ‘mﬂ"uwaﬂﬂnﬂﬂmj (ECO Va‘ue)

- Uz nIaWaI9% (Energy Saving)

- wwrfansinauanlglnald (Rethinking

Ideas)

% {ﬁﬂﬁlfﬂ’] WINUDYRAUONNTIINTG
(Biodegradable)

- lwR 9w aLdan (Green Energy)

- AN InafUSuNTmRIIANSUaU Laaan lae
(CO2 Reduction)

- flenanuating (Thainess)

1 ”Qﬁﬂtyzywvlwm (Thai Knowledge)

- MNINVUUTITULBHNU WG (Thai

Tradition)

AIANNIIRIAY (Social Value)

- M7 bilFluseau@n (No Child Labour)

- AiNIENTULBET (Human Rights)

- waaludszine'lng (Made-in-Thailand)

- MIAANO UM WEIANUFIAN (Social Well

Being)

- §ANULATITUNNINTN (Fair Trade)

ATAIYBILLITUG (Brand Value)

- MWANWOUBILUTUG (Brand Image)

- LONANWOLAWIZVBILUTUG (Brand Identity)

'
a

- fNUURYIVOIUUIUA (Brand Promise)

- UARNAN B VDILUTUANIATINY

UARNANBMUEUD Eﬂ"ﬁ (Brand Personality)
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AMAANTBINTUG (Trend Value)

- &Y (Trendy)

- IMzAaNIUaRsNa1UzINe (In-Trend

Internationally)

- imsfanszuafioumelulszne (In-Trend

Nationally)

m’mﬁtﬁmﬁuuumﬁ' (Knowledge Background of Brand)

o @ a ' (3
& ﬂ’]iiiJEﬂ’]SSJEJ%I‘U?NLL?J‘S%@ (Brand

Awareness)

- AMUNNANULUTUA (Brand Loyalty)

o A e e VR e i “, G
ANVILNBINUIUAAUYY (Product Competitor

Knowledge)

s ﬁuﬁﬁﬂl,l:’lidﬁmﬁauﬁ'u (Direct Competitor)

T deaNtssinnlasnany 9 wusue

- FuddasinnInalfpany (Substitute
Competitor) L% WOARNRAIDRRINALUAS

IRTG

- RuANUszLNNU Y (Alternative Competitor

Analysis) LT LAT0IANUTINNDUY

AFNUDITTULRIURY (Supportive System Value)

- USNNINRINTITD (After Sale Service)

- MySudsziugUNIW (Warranty)

- HRAAUYLAzaLNIOl&SW (Product

Accessories)

- MmatiaeumslFnan el (Product

Extendables)

- szunana sl EnUNRan

(System Platform)

- HRaN NIl uae NevlRLAe
msldauadneiidss&nSnnw (Product

Supplements)
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il 2 nynisoaauANUEAY 1 - 5 vasnmenianmaiguliguAnge

FIWNTOLRANAAU 1 leu1nnIn 1 1a3s

Qmﬂ'wmam AW

(Physical Value)

AN TNDE

(Emotional Value)

qmﬁuﬁaﬁunmﬁ”aw
_(Eco Value)

AMLAINIITINY

(Social Value)

AUANVBINTUR

(Trend Value)

anmsdszloniliaes
(Functional Value)
AmAva IR LT

(User Value)
AMLANNIIIWUTITY
(Cultural Value)

AN VBILLITUS

(Brand Value)
mmiﬁmﬁmmsu@i‘

(Knowledge Background of

Brand)

mwjl,ﬁ mﬁuauﬁﬁ@;mia AAY aaszwaﬁum&u

(Product Competitor Knowledge) (Supportive System Value)
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YOVDUANNTINUNTINITUIVLATIN
Y a v o A a a o : a ] a & Qv
DNBBURWIUNGINWITUIIB R NTaGaaD a3 Txaaiine UBIANNINT
N1IDBNUVUUATINUNKNVILIANA (MANFATWINIZR)

d1ua chokeanand.bus@kmutt.ac.th

Ins 02 470-9940-1 w38 uWng 02 470-9942





