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(Abstract)

We've already living our lives in the 21st century. Ttis
century, even alone, means enormous changes and
innovations. Namely, we have been encountering
various forms of generation changes such as digital
generation, globalization generation, consumer generation,
and brand power generation. Among these, there have
been extraordinary changes in consumers and the
environment of consumer market, and it is noteworthy of
paying attention to the transition of the leader of the
consumer market from producers to consumers. Such
changes will affect not only all fields related to market
environment but also entire fields including future
products and sales. Hereupon, it is intended to foresee
and analyze the trend in the consumer market of the 21st
century and investigate changes in the consumer market
and the environment of consumers.

Also, the world has brought a single space of economy
along with globalization and the era of self-imposed
competition, and multi-national enterprises have emerged
and, at the same time, their brands can be seen around
the world. Hence, they have been trying to maintain
their own power brands for the century.

In the past, brand meant the name of a product in
general. But, in the present, it has another meaning such
that the brand itself provides psychological satisfaction
and trustworthiness.

Hereupon, this study intends to foresee changes in the
trend of the consumer market of the 21st century, to
outlook the trend of the consumer market along with
study of power brand strategies, and to pursue creative
strategies for power brand.
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