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Global Market Segmentation for Global Design

— Based on Movement of Global Consumer Culture Meaning —
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Chonbuk National University

Abstract : Market globalization rapidly has changed market environment, So, in this study, we suggest global
design process for many global companies which try to get global competitive advantages over through
design, We create a new frame of study for global design as examining the circulative causal sequence
structure of global consumer culture, global design, and global segment consumers in the meaning structure
of global consumer culture and movement, And, with the new frame of study, the purpose of this study is
to propose global consumer culture-based global design process for preference design, For the purpose, we
reviewed global segmentation market, global consumer, global consumer culture and global design. And to
search the circulative causal sequence structure, we applied to the theory of cultural movement structure by
McCraken to constitute the frame of this study, For the empirical research, we focused on global teens
consumer culture as the second data, Finally, we suggested global consumer culture-based global design
strategy and discussed our future study,

Key words : global design, global consumer culture, movement of meaning, global teen market, global

design process
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