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i This study aims to figure out human resource development model for Creative
industry development, which has essential needs among middle-income economies. Such human resource
also contribute to improve R&D and product planning sector. In addition to the issue abovg, "

On the other

theoretical accountability and economic impact of creative industry is reconfirmed.
hand, localizing product and service is discussed as parts of creative industry activities.




B X C—19, F—19—1, Z—19.

1. WFZEBRAE S D5

XA EIE, 1960 R0 O T EBIF DK
HZ L > THEE (middle income country)
LloTETCWD, ZORBIZHEN, X A[H
BUPCEER T LY GEREEBE~DB
TR L TEBY ., 4 TlE Creative
Industry & FEEIL 5 EfT - FERdER R o pEE
DIEMELZ BIE L TW5, £7-. B
LTWs HRBECIBW TGO —F
TA RIRENTRE L 72> TR Y, Wkt
PE « IRFE7 v ATHIZ T, M ah B3
Tag AOBHYERER L OoH D,

ok ) BRREITEB W T, Creative
Industry 8IS SEE O s S AR 1E - B S TR
DENFLRDEXT A U ANMBR0EE
INB LTI TWBER, ZTOFMMHENE
Fe o TIER U,

WS INCEIT D S v ZREL s
MLEmR LR E, FAETIEELRO L
IR WFERMBIXFELRZVE S ICH b
N5, LnLRD, EETA AMIT.
HICE B o AREmN T Tl BE
WG, B LWEESRELN, R, £ L CHL
ITETN~DUGERSE - 7 L— xR 8¢
RSN TV DM EmEE®REZ A DI
AT BT, NG EFEET A & LTHL

DNE LD, ERIaERICEE LIAATHL .,

WhIE TFP A o~ A MRENZREF L
M ThoHrEEZOND, ZOHRTEE
EOTFHA o AL, ERROL S 7 +—~
NVIREBRICE A T S REAE LI
DT FA NI TE DN 2R LT
WD EW DRI TIEZAR U,

TR, XA EE RO LT B
ENCBITHEET VA 2 AMOERIZH)
4. NMEBEREFLOKRE, BEBR DY *
=7 AFEEHE S LT,

T/, YHOFE AL CEETFA A
MMRESITDH -2 EETME LTS
No7 VAT 4 THEEBIRIZONTHIE
ITLTHHT A2 ENTE =, BUORE TlE,
A EORYMADHI BT, BRI S
7 —)VT N BUR . TEAMIFSEFRICHAE LT
F—=AZA RV TOTHF A VEKRIZONTY
Mt C& iz, 7V AT 4 TEEEBOR O
IZOWTIE, AMBRE WD H O BT,
BOR OB ThER & 73 2 Mg IR & oo BfR M
OFRE, MR E ~OW LI, L) Z &
WZDOWTHHT LTz,

2. WFEDO BB

AR T HFE2 BT, Fiid 4 5
Th D,

(1) EET YA U ANMOBERFTIEIZONT,

ZOAVR—=F FEWALMNIL, B Fa
7 DMERL. NMBRET V2T 5,

CK—19 (@)

(2) BARRFICB T DT A o OEBRE T
HEC L, 7 VAT ¢ 7 EEEREE O E
BEEROT DL,

(3) FPETSHOBKIKIZB T o0 —0 7 A
ADOELEMEZ S NNTT D,

(4) =" T4 XZBET 2 EE0OBHMICE
Bl L, o— 74 XG0T VE
D,

3. WrROITIE

AHFIE A RSB T D 0F5E T, LU T 0@
DTH D,

(1) EEETYIA V INMOER 1L
HARTY A ARSI L » TERIE T
FTHYALUAMAFNVNAZ T =R %
Lo, mEENCBT 7 ) AT 4 TEEERE
Bi7p ETHILMFEEE 720 O D PE M A A
MO X 2T L%BE L, BB L ED
T ET, ZFAEOKRFETOHY ¥ 2T L5847
il L CET b EHEET S,

(2) BHRBFICBIT ATV A v OERL
B EEICBWNT, YA DA Ty bR
EDOREDORBF DR Z LT O % B
MNCELET D, Flo, BAREGNG &R
MREZRET D720, 7 VAT 4 TEEE
DI HONWTELRT S,

(3) BEEHSGICB T o0 —h T4 XDHE
T

S% B REENERMERILT S ENE
265 CLMV @955 3 IE(R v v»r~—,
N hF A, THRA) B CTHEEITENCHE
TOMEAEM L., TOERZHETLHZ L
TGl or—h T A4 A0 EEMZFIAT
Do

(4) ¥ —h 74 XFHOET AL
HammBE 2B U, hECBITLIr—H
TA R EE 2 EHRT H, TOLET, 2=
MR TSF g alcER L — 2% E
BT A, Flm, TNV RUBGEOT TR
RELTEHLTWNWL T —2ART BT T L
SRR — N T A AFEO M & R A
Do

4. WR7ERR

(1) PEETHA » N OB 1E
AMTRNZBNTIE, EETT A AMOF
R AR ET B 72010, Fash B R O
ZELT, BRHAAMEBEROH Y ¥ 2T LEEK
BT Dk E AT,



I TlE, EHEOMEEICFTRT D FED
FAEBEE T A VERRICHEL, U —
AFHE AR R 2R L=, VBRSO
HHELTL, avkeT AL DB, ~—

Questionnaire 2

Evaluation items low Score scale high

Overall evaluation (tol) 1 2 3 4 5 6 17

Concept making (cpt) 1 2 3 4 5 6 7
Marketing strategy (mkt) 1 2 3 4 5 6 7
Needs survey (sur) 1 2 3 4 5 6 17
Design (deg) 1 2 3 4 5 6 17
Consideration to

production (prd) e 9 a9 6 v
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Result
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Variable Coefficient  4Std. Error t-Statistic Prob.
C ! 0.529874 \ 0.10373 5.108187 0
CPT 0.3631 0.028253 12.85187 0
MKT | 0.195645 1 003183 6.146658 0
SUR | 0.115401 I 0.02604 4.283614 0
DEG \ 0097835 I 0.025027 3.909168 0.0001
PRD 5 0.1668077  0.027937 5.970769 0

/
R-squared \05-1 1987 Mean dependent var 4.560058
Adjusted R-squared 0.709885  S.D. dependent var 1.436712
S.E. of regression 0.773847  Akaike info criterion 2.33376
Sum squared resid 410.2049  Schwarz criterion 2.373165
Log likelihood -800.3141 Hannan-Quinn criter. 2.349002
F-statistic 338.6727 Durbin-Watson stat 1.996634
Prob(F-statistic) 0
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Conclusion

Evaluation items Coef. Allocation (%) Expected subjects
Concept making 0.363 38.7 Trend survey
Idea Management
Branding
Copy writing
Presentation
Marketing strategy 0.196 20.8 Marketing
Sales promotion
IP management
Project r
Consumer survey
Potential demand survey
Design 0.098 10.4 Drawing
Graphic
Coloring
Value engineering
Material science
Production engineering

Needs survey 0.115 12.3

Consideration to production  (.167 17.8
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Positioning of Creative Industry

Heavy Industry
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Results, Benchmarking
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Results, Capital Productivity (Creative Sector)
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Bangkok Foods 1.29
Vicinity 5.12 Apparels 1.39
Central 4.02 Chemicals 1.26
North 2.82 Machinery 1.16
Northeast 4.17 Vehicle 1.28
South 2.55 ‘Whole 1.28
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Jewelry Sculpture Basket Cloth Silver/  Pottery Artificial
Work / Gold Art
Basketry
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Methodology

v What is inportant when you purchase fashion goods ?
v What do you expect to Japanese fashion goods ?
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Results 10, Expectation to Japanese goods (Vietnam)
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Localizing Pattern 1
Model 1. Market-oriented localization
Preference in Country A 9
i(]?]ujr;;:;model é Preference in Country B Country B model
Preference in Country C m

Model 2. Brand-oriented localization

Realize in Country A
Current Model M Realize in Country B
in Japan

Realize in Country C
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Difficulty in product & concept localization

SECI model Design/knowledge based industry
(cf. S

cf. SMEs)

NS ERSEZTO Tacit knowledge Step 1. Socialization

Tacit knowledge
Step 2. Externalization &
Explicit knowledge

Tacit knowledge

NIRRT Cxplicit knowledge Step 3. Combination

Tacit knowledge
Explicit knowledge

Step 4. Internalization K8
Tacit knowledge

Step 4. Internalization
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Elevational model for Localizing products and services

Out of rule, Functional Out of price Unacceptable | Intensive
standard disorder range by the market | competition

Preference

Lifestyle
Weather
History, culture
Religion

Consumer
network

Trend
Regulations

Supply chain

*IV with local
is | *Segmentation
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