Application)

2-1

21
211

(Innovation)

“Innovare”

( , 2528)

(Innovative Virtual Make-up



(Innovation)

(NIA)

(Thomas Hughes, 1971)

1 (Invention)
2. (Development)
3.

(Everette M. Rogers, 1983)

(Innovation)

1
2)

3)

(Trott, 2005) (Innovation)

(Commercial exploitation)

. .2542

15
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212

4
1
2)
3)
4)
2.1.3
2
2131 (Product or Service
Innovation)
(Tangible product)
(High  DefinitionTV),
Eco car
: (Intangible Product)
(Facebook)

2.1.3.2 (Process innovation)



Innovation)

goods

Process innovation

innovation)

(TQM)

214

17

(Technological process

Real capital Material

Product Innovation

(Organizational  process

Just in time, Total Quality Management

one stop service

(Henderson and Clark, 1990)

(Component Knowledge)

(System Knowledge)
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Core concept

Reinforced Overturned
o
C
Incremental Modular
Unchanged Innovation Innovation
b
P Changed Architectural Radical
?’ Innovation [nnovation
2-2 (Typology of Innovation)
: Henderson, R M. and K. B. Clark, (1990)
2-1
[nnovation
[Incremental
Modular

Architectural
Radical

1. Radical Innovation :

Radical
Henderson and Clarks's (1990) Radical Innovation

Dominant Design

Radical Innovation

Radical
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innovation Radical
Radical Innovation

(Internet)

2. Incremental Innovation :

Radical
Incremental
(Core components)
(Segment)
Walkman mini disk,
CD, DvVD MP3
Platform
3. Modular Innovation :
Component Architecture

4. Architectural Innovation :
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14 8 5.25 ,

3.5 1.8

2.15 (Diffusion of Innovation Theory)

(Invention)

(Commercialization) (R&D)

A
v

2-3:

: David Smith, 2010

(Interactive
between Innovator and User)

Technology Adoption

Everett Roger Diffusion of Innovation



DOI
Roger (2003)
2-2 : Adopter Categories
%
Innovators 2.5%

Early adopters 13.5%

Early majority 34%
Late majority 34%

Laggards 16%

- Inventor

- FEarly Adopters

- Early Majority

- Late Majority

i) J 1;i"mrnyl,j



- Laggard

Roger S-curve

2-4

T BELREIL T

A Section /I'Il g ; p!
‘ ' _;x/p

' .‘fa”t-ul\‘u,\':

Section If

Learning:
I renung returas

Experimentation
Ungertane

Section [ E ffort (proxyv- time)

2-4 : S-curve Technology

S-Curve of Technology

1 (Section 1)

2 (Section 1)

Decreaunyg 1etumm

22
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3 (Section Il

S-Curve of Technology Roger

Laggards

Late
majority

Early

Number of Adopters

Early
adoplers

Innovatoes

¥

Time

2-5 : The Traditional S-Curve

: Rogers, 1962

2.16
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by
330/NT = Usvidiy GA9NTTN Yinasil
S WEHUY eNUL
Hlaee AR MR
a X
[N
. RuuazWm M3eaNgTaw e %
winnssu
2-6 :
: Smith, 1962
2-6 7
( ) \
5
1 ( ight/Research) :
2. (Development)

(Prototype)




2003)

(Design)

(Market Evaluation)

(Production  Engineer) :

(Prototype)

(Market/Pilot Testing) :

25

(Ulrich and Eppinger,



4.

launch)

2.17

26

(Full-Scale manufacturer and

(Adoption Process)

(Awareness)

(Interest)

(Evaluation)

(Trial)
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5. (Adoption)

nas

v

ASSULNg

4

2.2
221

. .2525

()



28

2-3:( )
Cosmetics Science and - Articles intended to be rubbed, pour, sprinkle, or sprayed on,
Technology introduced into, or otherwise applied to the human body or
Edward Sagarin any part thereof for cleansing, beautifying promoting
attractiveness, or altering the appearance, and
- Articles intended for use as a component of such any article,
except that the term shall not include soap.
(. 1522518)
.2505
2.2.2

.152-2518
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12
13
14
15
16
17

18

31
3.2
Skin Fresheners)
33
34
35
3.6
3.7

3.8

41
4.2
4.3
4.4

4.5

51
52

29

(Hair cosmetics) :

(Shampoos)
(Hair Rinses)
(Wave Sets)
(Hair Permanent Waving)
(Antidandruff)
(Hair Coloring)
(Hair Conditioners)
(Hair Dressing or Hair Grooming)
(Aerosol Cosmetics)
(Face Cosmetics)
(Cleansing Cream and Lotions)

(Astringent Preparations and

(Foundation Preparations)
(Face Powders)
(Eye Make-up Preparations)
(Rouges)
(Lipsticks)
(Emollients)
(Body Cosmetics)
(Emollient Creams and Lotions)
(hand, body creams and lotions)
( Tan Preparations)
(Nail Lacquers and Removers)
(Antiperspirants and Deodorants)
(Fragrances)
(Alcoholic Fragrances)

(Emulsified and Solid Fragrances)
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6. (Miscellaneous Cosmetics)
6.1 (Shaving Preparations)
6.1.1 (Shaving Soaps)
6.1.2 (Shaving Creams)
6.1.3 (Pre-Shave Preparations)
6.1.4 (After-Shave Preparations)
6.2 (Skin Lighteners and Bleaching
Preparations)
6.3 (Bath Preparations)
6.4 (Dusting Powders)
6.5 (Depilatories)
(Face
Cosmetic)
(Brush on) (Eye shadow)
2.2.3
- (Counter Sale) :
(Beauty Advisor) (Tester)
Estee Lauder, MAC,
Shiseido, Clinique, Lancome BSC, Tell Me

- (Direct Sale):

(Nans by Fans) 1 (Artistry)

- (Beauty Salon) :



[ (Convenient store) :

(Counter Sale)

2.2.4

(Color cosmetic)

(Drug Store)/

Tester

(Foundation)

31



(Lipgross)

5.
(Pencil and liquid Eye liner)

(Tester)

2.2.5

(Eye Shadow)

32



V

(Staphylococcus)

(Paula Begoun, 2010)

33

(E.cal)
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2.3
(Virtual Make-up)
Face Detection
231 (Flash)
(Animation) Adobe
( Macromedia)
(Interactive), Presentation, , ,

E-Book, Website, Streaming Video, .

Graphic

Actionscript3.0

Adobe Flash CS5 Flash Develop 3.0



2-8 :

35

Adobe Flash CS 5

(Graphical User Interface : GUI)

A1

b

-~ DEVELOP

2-9:

Flash Develop

script

Flash

o
.3
for ik
b 2
=
.
$ x - Q- R A e .
e e A S
(Adobe Flash CS5)

Flash Develop

IDE (Integrated Development Environment)

Flash Develop Action
Flash Develop

Flash Develop
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VR AN EE O TP ETT

2-10 :

: Chic Ministry, 2011: online

SELECT A MODEL PHOTO

2-11 :

. TAAZ, 2011: online

ealy falt

2-12 :
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E3

teo dark uneyen face covered PERFECT!
lighting by hair

Good Example
' Bad Examples

E
E
E,

Bad lighting Hair not pufed back Profile Face too small

2-13 :
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/ remmsp|8TBu ihme Kna

—— TS

AU RTIUE

b P

* = ﬁ-' -
AMWMNIMNWUSIPLR ANWMIMIUKTEULAN

2-14 :

2.3.2 (Face Detection)

2-14



Face Detection

Face Detection

Image Processing

Facial Feature Detection

Face Detection

(2547)
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Normalization

@
a = - (1
R+G+B ()
y &
1
b
|
i1
n
I#(
M LN
| ; =y
1
1

Chromatic Space

G
R+G+B

@

e

R G B

40

@



Erosion

41

Dilation 3

4 Closing 5)

(Structuring Element) 3

Dilation

Space)

E(A B)* aQ(-B) » I (A- fi)
C(AB\=A*B =£{DiA~B),B) ®

2

—+
A

E;.&% e

1 Erosion

( )

Image labeling

( ) 4 (Search




Hue

S—.

| v&Mftktt
I bnnlh

Yostibfir?3
sm

Hue

HSV

HSV

42

Hue



Closing 9

10 10

Connected Component

B
E

n

‘P
. -
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(Canny Edge Detection)

Morphological

9 ( ) Dilation ()

eye area T

e (Fodll
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13

ostr7i brightness T

| vinuile
fumiepn

13
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24

2.4.1 Robert G. Cooper (2001) : The Stage-Gate Process

Stage-Gate

stage-

2-15 Gates-

(2 Driving new products to market>

Scoping Buik Development 1 €5ting and Launch

Easiness validation

Post-Launch
Review

2-15 : Stage-gate process for new product development

: Cooper, 2001
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The Stages

» Discovery :

e Scoping :

» Building the business case :

« Development :

e Testing and Validation :

e Launch

The Gates

* Idea Screening :

« Second Screen

» Go to development :

« Go to Testing

e Go to launch
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2.4.2 Ulrich & Eppinger (2003) :

2-16
7
L (Identify Customer Need) :
2. (Establish Target Specification) :
Quiality
Function Deployment QFD Benchmark
3 (Generate Product Concepts) :

(Primary Need)

(Secondary Need)

4 (Select Product Concept)
5. (Test product Concept) :
6. (Set Final Specification) :

7. (Plan Downstream Development) :



4»! |

Mssion |
Statement "

»

Pedom Economic Analsis
Buld and test models and Protoype
2-16 : Concept development activities
: Ulrich & Eppinger, 2003
The Stage-Gate Process Cooper (2001)
Ulrich

Eppinger (2003)

8

(Product planning) :

(Identify Customer needs) :

(Establish target specification) :

(Idea Generation) :

(Idea Screening & Selection)

plan
— )

48

Development

&
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6. (Product design and process design) :
7. (Develop Prototype) :
8. (Product Testing and

Consumer Response Survey) :

2.4.3 Quality Function Development (QFD) :

(Voice of Customer)

Quality
Function Deployment (QFD)

(House of Quality)
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Relationship Matrix

2-17 . Quality Function Deployment (QFD)

: Creative industries Research Institute, 2008

QFD
1 (QFD1 : Product Planning) 2-17
1 Customer Requirements : (Voice of Customer)

(Required Quality)

2. Customer Importance Ratings
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3. Technical Description : (Technical Characteristics)

(Quality Element)

(Hows)
4. Relationship Matrix :
2-4 . (Symbols of Relationship Matrix)

Y47

<Blank> 0

i Weak 1

. Medium 3

@) Strong 9

5. Absolute Importance : Customer

Importance Ratings

6. Improvement Direction

(Technical Requirement)
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2-5: (Symbols of Improvement Direction)

v Objective is to

minimize
X Obijective is to hit
target
A ~ Objectiveis to um‘llﬁudmﬂmmaﬁﬁmﬂ?uLﬁ':éu

el

" maximize

7. Correlation Matrix

(Technical Descriptions)

2-6 : (Symbols of Correlation Matrix)

++ strong Positive

~>
-
<
1=
=°

correlation p V'V.
+ Positive
correlation
Negative
fKT X correlation

| f Strong Negative

correlation

8. Customer Rating of the Competition:



9. Technical Analysis of the competitor product:

, Whats Hows

10. Target Values for Technical descriptors:

Quality Function Deployment (QFD)
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