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Abstract

The purpose of this research is to develop and test the concept of lifestyle brand
design format as a guideline for brand executives and marketing communicators to use
design for their lifestyle brand product development tool to meet the needs of consumers.

The qualitative research of focus group interview method was applied with 48 representative
samples from professionals who are designers, marketers, executives, brand design specialists and
academics in Communication Arts. The findings indicated that organizations should use the design
for the process of developing a new product or service, should change the Design Thinking to The
Forwardly Thinking process, designer should participate in every step of new product development
by using Minimum Viable Product process only in the right products and should use integrated
marketing communication in both online and offline by creating a consumer experience with the brand.
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