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(Abstract)

Nowadays, The market environment is not static, but
dynamic, it therefore requires global competition for the
competitive advantage of product design in global market
across boundaries. So if companies do not thoroughly
understand core values, needs of consumers, and do not
properly meet them, they cannot get the competitive
advantage in global market for consumers. Therefore, the
goal of this research is to develop a new design process for
global markets through developing the on-line research
analysis program and data-base. For this study, the
researchers established a research framework associated
with values, benefits and design attributes and developed a
Global Design Process program through  empirical
researches.

This research program is a upgraded system adapted to the
digital period drastically.
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