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OZET
Yuksek Lisans Tezi
Kiresel ve Yerel Markalasmanin Tiketici Algisi Uzerindeki Etkisi: Bir
Uygulama
Begiim MARAL

Dokuz Eylul Universitesi
Sosyal Bilimler Enstitlisu
ingilizce Isletme Anabilim Dali
ingilizce Isletme Yonetimi Programi

Gunumuazin  kiresellgen  dinyasinda, ysam sekillerinin  ve
ihtiyacglarinin benzesmesi, yurtdisi seyahatlerinin artmasi ve internet sayesinde
iletisim c¢agina girilmesi, kuresel markalari, tiketiciler ve firmalar nezdinde
onemli hale getirmistir. Di ger yandan, yerel markalar, ekonomik nedenler ve
milliyetci dustnceler gibi unsurlardan 6tiri énemini korumaktadir. Béyle bir
ortamda, kiresel ve yerel markalara kas! tiketici tutum ve algilari,
uluslararasi pazarlama yazini ve buyuk firmalar a¢sindan olduk¢a énemlidir.
Kiresel markalar, kaliteli olsun olmasin, tiketici goztinde bir kalite simgesi
yaratir. Algilanan kiresel marka imaji, kiresel alglanan markanin, yerel
markalara gére daha kaliteli oldugu dustincesini yaratabilir. Bununla ilgili ilk
calisma, 2000 yilinda Batra ve dierleri tarafindan ortaya konmus ve 2003
yilinda Steenkamp ve dierleri tarafindan gelistirilen “Algilanan Marka
Kireselligi” kavraminin, algilanan marka kalitesi ve marka imaji ile pozitif
yonlu iliskisi kanitlanmasiyla ortaya cikmstir. Algilanan marka kureselligi,
tuketicinin markay kiresel olarak algilamasidir. Bu konuda var olan yerli ve
yabanci yazinin sinirhlgl, bu ¢alsmanin dnemini vurgulamaktadir. Bu ¢alsma
algilanan marka kureselliginin, algilanan marka kalitesi ve marka imaji ile
iliskisini arastirmaktadir. Ayrica, katilmcilara tiketici etnosentrizmi ve
tuketicinin daha 6nce marka ile ilgili tecriibesinin olup olmadgina iliskin
sorular sorulmustur. Orneklem, Dokuz Eylul Universitesi ve Ege Uniersitesi

Isletme Bolimi lisans, yiksek lisans ve doktoragiencilerinden ve az sayida



Isletme bolimu doktora sonrasi akademisyenlerinden akmaktadir. Sonug
olarak, kuresel olarak algilanan markalarin, algilanan marka kalitesi ve marka
imaji ile ili skilerinin pozitif ydnde oldu gu ortaya ¢ikmis ve aralarinda gucli bir

ili ski saptanmustir.

Anahtar Kelimeler: Kiresel Marka, Yerel Marka, Algilanan Marka Kiebi,

Algilanan Marka Kalitesi, Markémaji



ABSTRACT
Master’s Thesis
Effects of Global and Local Branding on Consumer Peeption: An Application
Begum MARAL

Dokuz Eylul University
Graduate School of Social Sciences
Department of Business Administration

Business AdministrationProgram

In today’s globalization era, homogenization of ne#s and lifestyles,
increased travel around the world and communicatiorvia internet gives global
brands a strategic importance for both companies athconsumers. On the other
hand, local brands still have important place for mtionalistic and/or economic
reasons. Therefore, in such an atmosphere, in globmarketing literature, it is
important to understand perceptions and attitudes 6 consumers toward global
and local brands. In the literature, global brandsare the signs of quality and
some consumers find global brands having better quity even if there is no
difference in terms of quality with some local onesTherefore, this study is
important to understand whether globalism creates lyher quality perceptions
and higher brand image or not and localism createtower quality perceptions
or not. This study explores the relationship betwee Perceived Brand
Globalness (PBG) and other variables: Perceived Bral Quality (PBQ) and
Brand Image (Bl). The sample consists of the studén of undergraduates,
master and PhD students and a small amount of postactorate academicians of
Business Department of Dokuz Eylul University and Be University of Izmir.
The objective of this study is to investigate the grceptions of consumers
towards global brands and to understand whether pereption of brand
globalness relates positively to quality perceptiorand brand image or not.
Furthermore, questions related to Consumer Ethnocanism and Prior Brand

Experience were asked to participantsAs a result, it was found that Perceived

Vi



Brand Globalness is positively related to Perceivedrand Quality and Brand
Image.

Key Words: Global Brand, Local Brand, Perceived Brand GlobsdndPerceived

Brand Quality, Brand Image, Prior Brand Experience
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INTRODUCTION

The world is shrinking rapidly with the advent oforemunication,
transportation and financial flows (Kotler and Atnosig, 2008:542). Advanced
technologies such as modern transportation sysa@ehénternet have accelerated the
pace of globalization. However, globalization ist reo new phenomenon, it has
simply accelerated. At the same time, consumestifes become converging.
Teenagers everywhere are attracted iPods, NokldPGehes and Levis Jeans. Major
brands have gained a worldwide following (Cavusé#ihight, & Riesenberger,
2008:31-36).

As national barriers have declined and markets Hem@me increasingly
integrated due to technological advances in phlysitansportation and
communications such as the Internet, in many imghsstsuch as automobiles,
telecommunications, and consumer electronics, tadtehas been paid to developing
products for global or regional markets, and tongfarring ideas, knowledge,
products, and best practices across markets (Dowgld Craig, 2010:432). The
converging lifestyles bring converging preferenedsch leads to consumption or
favoritism of global brands. Consistent with thiend, many companies have
changed their strategy from a multi-domestic manketapproach to a focus on
global brands (Merino and Gonzales, 2008:16). Asesult, new brands are
seemingly born global and many local brands faaasition to a new regional or
global brand name (Van Gelder, 2002:2). Therefgtebalization has had a huge
impact on the branding strategies of internatiac@hpanies (Bauer et al.2006:1).
Consumers in developing markets are increasinglgdavith a choice between local
brands or foreign brands. How they make this chma@dviously worth researching.
There is a little theory to predict how and why semers in developing markets
choose between local and global brands (Batra et 24100:83). In today's
multinational marketplace, it is increasingly imfaot to understand why some
consumers prefer global brands to local brands.s@oers seem to have a greater
preference for brands with “global image” over locampetitors, even when quality

and value are not objectively superior (Steenkaimgl.e 2003:53). In this manner,



“Perceived Brand Globalness” (Batra et al., 20G@g8kamp et al., 2003) is recently
introduced to the international marketing literatuwhich refers to the perceptions of

consumers about brand’s globalness.

This study investigates whether Perceived Brand b&fess (PBG)
associates with Perceived Brand Quality (PBQ) armh@& Image (BI) or not. The
study consists of three chapters. In the first tdramlobalization of the markets is
discussed and the three strategic decisions imniaiienal markets are introduced,;
standardization which leads to global branding,ptateon which leads to more
localized branding and relatively new term glocati@n which leads hybrid strategy
of standardization and adaptation. Second chapeations about branding concept,
global brands, and local brands and introduce thecepts of perceived brand
globalness, perceived brand quality, brand imagey gxperience with brand and
consumer ethnocentrism and analyze the relationséigween them. Third chapter
involves data analysis, sampling method, hypotheaed application on Turkish

consumers’ perception of some global and localdsan

Therefore, the purpose of this study is to undadstthe perceptions of
consumers about global and local brands in termwarid quality and brand image
with effects of consumer ethnocentrism and priopegience with brand. The
significance of the study comes from its scarcityjplication in Turkey. Nillfer Z.
Aydinoglu from Kog University and Asegil Ozsomer from Biazici University are
the first scholars that used the scale of “perakiveand globalness” and the other

one is this thesis.



CHAPTER ONE

GLOBALIZATION OF THE MARKETS AND
STRATEGIC DECISIONS IN INTERNATIONAL MARKETS

1.1 GLOBALIZATION OF THE MARKETS

At the beginning of the twenty first century, itdear that strategic marketing
faces with new challenges and opportunities. Tlees@ges are the result of unstable
markets, rapid emergence of new technologies, asang globalization and global
competition and customers that have different meguents (Cravens, 2006:63).
Rapid advancement of communication and transporntdagchnology and increasing
interdependence of markets, the concept of globatketing has received big
attention over the last decade (Cavusgil, Zou aadllN 1993: 480). In the same
way, international business has grown so rapidijpépast decade that many experts
argue that we are living in the era of globalizatiGlobalization has been the motto
of the last decennium (Van Gelder, 2002:2). Gldadion can be defined ashé
inevitable integration of markets, nation-stated aechnologies in a way that is
enabling individuals, corporations and nation-sw@te® reach around the world
farther, faster, deeper and cheaper than ever [&f(@riffin and Pustay,2005,11).
Thus, in such a world, internationalization of tleempetition is inevitable.
“Internationalization” here means that, as Meli®42:101) defined, the process of
increasing involvement in international operati@tsoss borders. Thus, the future
managers in every industry will be involved or aféal by international competition
and tomorrow’s winners will be those firms with nagers who are comfortable in

the international arena (Miller, Dess, 1996, 288).

The issues of globalization of business activiteesd global strategies
emerged in the 1980s and have been a popular sogie then (Svensson, 2001:8).
The concept of global strategy has taken a bignabie both by the academicians and
by multinational corporations (MNCs). Numerous dfcdes in theHarvard Business

Reviewand other popular journals have urged multinatenal globalize their



strategies. “Manage globally” became the motto ladse years in the world of
international business (Ghoshal, 1987:425). Foragars, the message seems clear:
markets are fast becoming “borderless” and strasetfiat fail to recognize this are
both shortsighted and misguided (Birkinshaw e6al). The development of new
technology, cross-border tourism, and labor magbiihich leads to homogenization
of consumer demands also created the “global coeswnulture” (Merz et al.,
2008:166).

Globalization is a pervasive phenomenon in therass arena (Park and
Rabolt, 2009:718) and it is explained by severatdis, including the expansion of
global media, critical advances in telecommuniceiqinternet being its best
representative), increased feasibility in foreigavél and international investments
(Merino and Gonzales, 2008:16). The term “globaiord includes worldwide
accessibility to the same products, access to dhee gesources around the globe,
world travel, communication, convergence of lifésty development of “world
culture,” and worldwide fascination environmentsues. Globalization has become
a synonym for the quick flow of information and negn Today, it is very common
for goods and services produced in one part oivbidd to also be available in other
parts of the world. The process of globalizatios b#fected, and has been affected,
by international travel, which is more frequentagdhan ever before. Technology,
information, travel, and transportation are allilgasansferable and usable due to
increasing levels of international communicationtefnational communication is
increasingly common with the Internet becoming leapartant (Zdravkovic, 2007,
89-90). In an era of internationalization and gla»echange of communications and
commodities, the traditional boundaries betweentestadiminish in relative
importance and other boundaries become more impoffskegaard and Madsen,
1998: 549-550).

Consistent with current trends in globalizatiortslof companies are going
global these days (Kotler and Armstrong, 2008:549ny international companies
have moved from a multi-domestic marketing appro&mha global marketing

approach. This move to global marketing has hadagpmmpact on company



branding strategies. International companies hareentrated their efforts on the
development of international brands. For exampleilever is in the process of
eliminating 1200 brands from its brand portfolio ¢oncentrate on 400 brands.
Procter & Gamble (P&G) has kept 300 brands, ating many of its local brands.

L’Oreal has built its success on 16 worldwide brsaridestlé has given priority to its
six strategic worldwide brands, including Nescaféchuiling and Kapferer,

2004:97).

Coca-Cola and McDonald’s are famous examples ofdwrdéhat appear to be
the same all around the world and that have actiesmarkably wide distribution.
Even, they adapt slight changes to local tastes $weetness of Coke and local
additions to the menus of McDonald’s. The Japamaseand consumer electronic
manufacturers are becoming global as most of thawe Ipenetrated most countries
in the world. Even, they have to adapt to localdaamd languages. So the idea of
global brand as one that is same in every respe@very country is not true.
According to Randall, a global brand is one thats@&ne product or service
everywhere but at the same time, it has minor tiaria, same brand identity, and
values while it uses the same strategic principledg positioning and employs the
same marketing mix as far as possible. He alsasgiedéinition of international brand
as brands that are sold in many countries and tddgshere is a gray line between
global and international brands and in real Itie tlefinitions of them are not so
important but what matters is what the firms isngyto do and how well it does it
(Randall,1997:120).

There are four types of brands that relates witdrivational marketing. Local
brand is a brand with presence only in the homeketarith a local management.
International brand is a brand, which is sold asr@$ew country markets. They are
typically in the early stages of internationalipati Positioning, identity, image,
distinguishing characteristics including attribytassociations, and identifiers of the
brand virtually identical to the home market. Masmagnt largely is dictated by
home market, often using local agents in intermationarkets. Multi-domestic brand

is a brand which is sold across multiple countrykats, at the intermediate stages of



internationalization, has decentralized managemerth local control and
positioning, identity, image, distinguishing chasatstics including attributes,
associations, and identifiers of the brand var@®ss markets. And finally global
brand is sold across multiple country markets @ndature internationalization. The
core essence of the brand remains unchanged; quosdi identity, image,
distinguishing characteristics including attributesssociations, and identifiers
maintain a high degree of consistency across wadielwmarkets. There is a

centralized brand management coordinating locati@n (Townsend, 2010:53).

Birkinshaw and his colleagues stated that somelachbke Levitt (1983),
Ohmae (1989) Holstein (1990) have suggested tt@iaization has become so
pervasive that businesses that do not think anglabilly will be at a competitive
disadvantage in the 1980s and 1990s and added nhstets are becoming
“borderless” quickly and strategies that fail t@agnize the integration of markets
are both thoughtless and misguided (Birkinshaw.e1895:637).

Globalization means larger markets for the produmftstechnology and
greater need to coordinate management activities wwder expanses of distance
and time (Shocker et al., 1994:151). Globalizatcauses increased competition,
national borders disappear, consumers demand mdrenare, and the pressure on
producers to efficiently and effectively live up tmnsumer’s expectations keeps
increasing (Klemann,2007:3). Globalization preserssiderable challenges and
opportunities for international marketers. The dddeation of trade policies has
provided consumers with more foreign product cheiten ever before (Ranjbarian
et al.2010:372). Local and foreign marketers ar@os&d to greater market
opportunities due to globalization. Consumers agiotive world are exposed to a
broad number of domestic and foreign brand chotbas are easily available to
them. Thus the understanding of consumer behasi@ssential for marketers and
researchers (Teo et al. 2011:2805). Consequetidyr attitudes toward products
originating from foreign countries have been oferett to international business
(Ranjbarian et al.2010:372). The globalization reso resulted in increased

competition among domestic and multinational firmsoth foreign and domestic



markets. Because of the greater availability oéifgm brands, consumers in virtually
all countries face an ever-expanding choice of lpagse options (Netemeyer et al.,
1991:320)

Globalization assumes that the world is a singléityerand develops
marketing strategies with standardized productmptional campaigns, prices and
distribution channels for all markets in the sansg/wverywhere. For example, Nike
trainers, Levi's' jeans and Coca-Cola have allsgdgylobal borders; although there
are little tailoring (Vignali, 2001:97-98). One asp of globalization is the
convergence of income, media and technology, antedts to homogeneous

consumer needs, tastes and lifestyles (De Mooj32A@B3).

Furthermore, while globalization has generated mhasewefits, it is not
without costs. Even though globalization is a hygbbmplex concept and impacts
the economic, political, and social atmosphere, oh¢he most popular ways in
which to view globalization is through the worldissiness activity. Global business
brings benefits to consumers but at the same wn&;s argue that global business
brings inequality in social and economic terms,iemmental hazards, and imposes
a will of a few on the rest of the world. Econontiigait describes the removal trade
barriers and integrating national economies initibernational context. Politically it
affects nations and their interests, and at theeséime impacts the level of
nationalism around the world (Zdravkovic, 2007:389- On the other hand, human
rights, labor rights and environmental activistBdwe that globalization allows firms
from developed countries to shirk their respongibd to their workforces and to
their communities by shifting production from deygd countries to developing
countries, where labor laws and environmental ptme are less onerous and
weakly enforced. Others argue that the dominantitimens of the era of
globalization — the World Trade Organization, theddf Bank, and the International
Monetary Fund- are fundamentally un democratic praimote the interests of the
rich and powerful over those of the poor and dispesed (Griffin and
Pustay,2005:12).



Globalization leads to standardization of the mtnke mixes and global
approach seeks for similarities while localizatistrategy do not consider the
similarities. For having global approach, interoatil marketers seek for
homogeneity in products, image, marketing, and ddvweg image and deals with
the question of whether the product is suitabletha world consumption or not
(Czinkota et al, 1994:513). In international markgt managers focus on the debate
between standardization and localization (White @niffith, 1997:173).

1.1.1 Strategic Decisions in International Markets: Standrdization
versus Adaptation

Globalization has been a subject of many debatdsnamerous studies for
the past twenty years. Proponents of globalizgti@sent globalization as a process
that contributes to the development and improvenoérife for population around
the world. On the other hand, opponents of glob&ibn think that globalization can
have a deteriorating effect on human life. Bothesigresent extraordinary evidence
to support their claims leaving us to believe twaes will not be getting closer in
their opinions any time soon (Zdravkovic, 2007,.9B)erefore, this debate affects
international marketing strategies of firms. Sch®latill debate about which
strategies are best for companies. The pressuresafional differentiation and
global integration lead firms to use one of foursibastrategies for competing
globally : an international strategy for firms tHate weak cost pressures and little
need to be locally responsive; a multi-domestiateggy for firms needing to have
local operations in a number of markets but nofestito intense cost pressure; a
global strategy for firms under intense cost presdwt not required to be very
responsive to local tastes because their produetstandardized; and a transnational
strategy for firms subject both to intense costspuee and the need to be locally
responsive (McKendrick,2001:309).

The debate of whether to standardize a multinaticoigoration’s marketing
mix or adapt it to local conditions has been cantig for more than five decades

(Nasir and Altinbasak, 2009:17). In the internagilbmarketing literature, pursuing a



strategy of standardization of marketing mix acrosational markets versus
adaptation to individual national markets has beelmated extensively (e.g., Buzzell
1968; Ghoshal 1987; Levitt 1983; Wind 1986; Yip 298zymanski, Bharadwaj and
Varadarajan, 1993). Some have suggested that glabah has become so pervasive
that businesses that do not think and act globally be at a competitive
disadvantage in the 1990s (Levitt, 1983; Ohmae912Hhd some suggested that
adaptation to local preferences is necessary teubeessful (Boddewyn, Soehl and
Picard 1986; Quelch and Hoff, 1986). On the othandy another group of
researchers were united around the contingencyoappr which focused on the
degree of desired and sufficient standardizati@n(1989; Rau and Preble 1987,
Walters 1986).

The globalization of markets leads to global praguglobal brands and
global advertising. Global communication campaigngply a high level of
standardization. On the other hand, for some, d¢jlddion of marketing
communication is less pervasive than is often assum global communication
strategy does not necessarily imply a high levektaihdardization and using the
same campaign all over the world. Even in a glaaahpaign, cultural differences
have to be seriously taken into account, whichdeadadaptation, and increase the
importance of the local products (Van Raaij, 1999:269).

1.1.1.1Standardization of Marketing Mixes — Toward Global Brands

“Going Global” is a trend, which many companies éndeen pursuing for
years already. The brand globalization movemenedpeup, while numbers of
companies expand their brand portfolios to foremgarkets. The consequences of
this trend are two folded; companies are alterimgrtbrand portfolio into global
brands and eliminate local brands, meaning they maoved from a multi-domestic

marketing approach to a global marketing approdahbdp, 2010:32).



Marketing standardization is a degree of similantythe marketing policies
and practices of an international firm betweenhitgne country and a host country
(Boddewyn and Grosse, 1995:27; Chung, 2009:794ndardizationproponents,
since 1960’s, have been arguing that consumers emm@ming more homogeneous
in terms of their wants and needs (Elinder, 196&yitt, 1983; Porter, 1986), mostly
because of the increase in international televiddomadcasting and international
travel so multinational corporations can markenhdéadized products and services
all over the world, by identical strategies, wittwker costs and higher margins (Jain,
1989:70). Firms that follow pure global strateggtually,sell very similar products
and services with standardized operations. The\e lsngle unified strategy and
operate it in all units. They see world as sindglemogenous market. They serve
different markets from centralized facilities (Mitl Dess, 1996:303-4).

Proponents of standardization believe that worldrketa are being
homogenized because of advances in communicatidriransportation technology.
Customers in different and distant parts of theldvtgnd to show similar preferences
and demand the same products. Therefore, a majocesof competitive advantage
in the global market is the ability to produce hmymlity, low-price products. To
attain a low-cost position, the optimum global nedikg strategy is to sell
standardized products using standardized marketiograms. To these proponents,
major benefits of standardization include econonvésscale in production and
marketing (Levitt, 1983), consistency in dealinghwvcustomer and the ability to
develop good ideas on a global scale and brandencagsistency (Buzell, 1968).
Although the standardization approach is populavesal researchers warn against
its wrong adoption. These researchers argue thearadardized strategy increase
performance only in industries in which competitienglobal in scope (Zou and
Cavuwgil, 2002:41). Of course, this assumption can loe fior products that have
worldwide accepted like examples of Caterpillar ipments or cameras but this
assumption is not true for all products. For examphe frozen food division of
Nestle, Findus has bread with fruit toppings piqden it, or pizza with cheese and
pork. These are hardly accepted tastes in intemmatiarena (Miller, Dess, 1996:
307).
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Standardization can also mean offering the saméugtoon a regional basis
as well as worldwide one. So even here, minor ratgsns can be possible to meet
local regulations or market conditions. For mangdoict categories, standardization
is inevitable because consumer needs are veryasimilthese product categories in
different countries. The functions, usage condgiar the benefits sought of a
product can be identical. For example, Pepsi-Makiclvis a sugar-free cola, is a
product that targets the global segment. The prodddresses the consumers who
avoid traditional diet drinks because of taste éfet Helsen, 1998:307).

The issue of standardization first was raised bgder in 1965. He stressed
that emerging similarities among European consumagike uniform advertising
desirable (Elinder,1965:9). Other scholar Levits lbeing father of the global
strategies, published “The Globalization of Markeits the Harvard Business
Review.He is one of the strong proponents of standandizatt can be understood
from his famous quoteEverywhere everything gets more and more like éviexy
else as the world’s preference structure is reksgly homogenized({Levitt,
1983:9). He started a big debate in 1983 by intghgatat the world was driven by a
powerful force by the new technology that the pedpbm the world want all the
things they have heard or seen. It increased thammication, transportation and
travel. This leads inevitably standardization obdurcts. The corporations sell the
same kind of products to their national and expuodrkets in the same way
everywhere because everywhere everything has besmrealike as a result of the
homogenization of world preferences. So the remulthe emergence of global
markets for standardized consumer products. For, i@ national tastes have
disappeared. The corporations take the advantageecohomies of scale in
production, distribution, marketing and managenfeorh this situation. In addition,
the competition among the corporations is about appropriate level, the best
combination of price, quality, and reliability ohd products that are globally

identical in terms of design, function and fashibavitt, 1983:92-94).
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Another key proponent of standardization is Ohnm@kmae (1985) stated
that the “United States, Western Europe, and Japanstitutes the Triad, the major
markets. Customers in these markets had become demmous which made
standardization feasible. Ohmae (1p&®¥s0 argued that successful companies are
those that emphasized the commonalities among msagkel treat various markets
with an equal perspective (Cavusgil, Zou and Nal®93:482-483).

Boddewyn and Grosse specified some factors, whiakenstandardization
desirable. Firstly, as Levitt has determined befpeople everywhere want goods at
best quality with lowest price. This shows theidiffty of effectively differentiating
products and brands in the eyes of customers. A¢ised on Levitt's argument,
with the homogenization of the preferences, thedpects are becoming
interchangeable. Thirdly, international treatieskend# more possible that GATT, the
Rome and Maastricht treaties, and the North Amarte@e Trade Area pact (among
many others) lower trade and investment barriedsfaciliate the interpenetration of

marketing systems (Boddewyn and Grosse, 1995:24).

Zou and Cavggil (2002:41) see “global strategy” as a most iefitial one.
For example, Kellogg’s, world leading cereal Foaohtpany made big adjustments
to its marketing efforts depending on eating habfteach country. In Brazil, they
emphasized that cereals are not snack food to tee edone but they are breakfast
food that is eaten with milk because Brazilianglitranally have coffee and small
breads in their breakfast, which is similar witheithproducts. In France they
emphasized that; cereals can be eaten cold areb tgebd. Overcoming language
differences also require adjustment-marketing &fd8nap, Crackle and Pop are the
cartoon mascots of Kellogg's breakfast cereal Ritgpies. However, in Japan, it is
hard to pronounce them, so Instead of "snap, aeagklp”, which the Japanese find
hard to pronounce, the Rice Krispies made it “patgiitchy, putchy”. In translation,
it experienced problems also; Kellogg had to renateeBran Budsin Sweden
because the brand name translated as “burned fafiéler, Dess, 1996, 309).
Algida is also another example for this case. Qlgpé is known as “Heartbrand”
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but it is known as Langnese in Germany, Streetustralia, Kibon in Brazil, and
Ola in the Netherlands although they are same ptedu

1.1.1.1.1 Advantages of Standardization

Buzzell, in 1968, defined standardization as offgriidentical product
through identical distribution channels with ideati promotional programs at
identical prices in several and different countride explained the most important
advantages of standardization. Firstly, there ayeifscant cost savings. By offering
the same product, the manufacturer will have mawedyrction runs and spread
research and development costs over a greater eoAmd thus reduce total unit
costs. In addition, in some industries packagingtca@onstitute a big part of total
costs so the standardization here provides coshgsmvSecondly, standardization
reduces consumer confusion and provides to achieggomer consistency with
consistent product style, brand name and imagealsteadded that a man that visits
another country can see his familiar brand and tdvbuy it and his re-exposure to
brand may strengthen his loyalty for the brand.rélae people travelling all around
the world and there is a flow of communication asrboundaries through television
broadcasts that reach international audiences. Alsm the perspective of the
manufacturers, it improves the planning and corttrat your subsidiaries in another
country cannot undercut the price. Other one s&sod ideas are universal”. Good
marketing ideas should be used as widely as pessdiause they tend to have more
global properties (Buzzell, 1968:103-107).

1.1.1.1.2 Barriers to Standardization

Beside advantages, there are also disadvantagestaofiardization of
marketing programs. Buzell (1968) stated that “Bobddise conditions” change from
country to country. For example, size and configareof the houses are not same in
everywhere. Secondly, the development stage ofcthentry has an impact on
marketing decisions and different income levels nesyail price variations. In

addition, consumer shopping patterns and purchaaetifjes may change according
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to the economic development. The small retail staneunderdeveloped countries
may result in small purchase quantities. Diffenanlustry conditions bring different

product life cycle stages. An electric toothbrushild be known in United States but
could be unknown in other countries. He accepts$ tha extent of competition,

availability of marketing institutions, legal rastions, and cultural differences are
all factors that lead marketing strategies to aess or failure (Buzzell, 1968, 108-
113).

Some social pressures encourage them to be regpdoshe unique cultural
and political environment of that market which fesdirms to use localized strategy.
It requires adapting their operations to countrigisst cultural differences among
countries may require it; second government maigtiribat the actions of MNC'’s
are consistent with the interest of their natiofsirdly, as industrialization spreads,
market segments become smaller, so local firmstdrgerve to narrow market
segments. When a local firm is capable of produtaiigred product, customers are
no longer forced to accept product that is produlmedanother country, in other
words, for the middle of the road. Therefore, #msourages firms to adjust the ways
they do from one country to another and adapt f@ducts or marketing techniques
to match the preferences of that country. For examigP changes its keyboard
layouts and reflects different typing requiremewtuntries. Moreover, AVON
needed to tailor its service in Japan. We know #hain has a line of cosmetics
chain throughout the world which women sell thedmeis door to door. However,
during its five years in Japan, the company hadmoth success. They carefully
study on this problem and discovered that, Japanes®en are too reserved to make
forceful sales to strangers. The company later séefl its selling in Japan,
emphasized on selling to women who are not strangelisted more than 350.000
saleswomen in Japan and emphasized the soft sgemguading people in a gentle
way and suggestive selling that is not selling éfutly and created an advertising
campaign with poetic images and their sales grewentloan 25 percent (Miller,
Dess, 1996, 305-306).
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Some researchers argued that differences in théuraul and legal
environment, conditions of product use, companytofacand competition are
important barriers to standardization (Buzzell, 89&orenson and Wiechmann,
1975; Walters, 1986). Some critics argue that lerigting cultural, political, and
economic differences among nations require thaketisng programs be adapted to
the local market conditions (Boddewyn, Soehl anchi®i 1986; Quelch and Hoff
1986; Sorenson and Wiechmann 1975; Cavusgil, ZduNaidu 1993). In addition,
there may be advertising regulations. The legaméaork about comparative
advertising also differs from country to countryorFexample, in Kuwait, the
government controlled channels allows only 32 mesufor advertising per day.
They ban usage of indecent clothing, dancing, amdisy contests, fearful and hatred
shots in advertisements. Moreover, advertisingrettgs, alcohol, pharmaceuticals,
and chocolates are illegal. In Germany, Belgium amdembourg it is illegal to use
comparative terminology. Beside these, some caastput special taxes on
advertising and it restricts creative freedom indraeselection (Cateora, 1993, 506-
7). Moreover, there is a concept that Not Inveriiede (NIH) Syndrome whictvas
introduced by Katz and Allem 1982. It has a negative meaning which includhes t
rejection of external ideas (Lichtenthaler and Er26€06:368).So, there are some
conditions or industries that require local respagrgess and this does not create any
atmosphere of economies of scale. “One size fitsualderstanding does not fit all

the situations. Thus, Levitt's assumptions areaeable but have some criticisms.

1.1.1.2Adaptation of the Marketing Mixes -Toward More Localized

Brands

Cultural factors have broad and deep influence mmsemer behavior. The
marketers need to understand the role played bybther's culture and even
subculture. Culture is the set of basic valuescemions, wants, and behaviors
learned by a member of society from family and otheportant institutions (Kotler
and Armstrong, 2007:131). There are vast amountstaflies that reflect the
differences between nations. That such differeactsally exist seems obvious, but

understanding them is not simple. Organization Btahagement, Organizational
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Behaviour, some Business Academic Researches temhdtional Marketing Areas
paid and still paying attention to these differendérom the side of marketers, it is

very important to understand the culture of thatrtoy or even region.

Marketing adaptation (also called customizatiomadification) refers to the
marketing mix dissimilarities between countrieg@&gions and to the policy changes
made by a firm in response to between-country iffees (Boddewyn and
Grosse,1995:27) and the supporters of the adaptatibool of thought believe that
the cultural differences among countries are diiyc important (Nasir and
Altinbasak, 2009:19).

Some scholars think that total standardizationnighinkable (Jain, 1989:71;
Boddewyn, Soehl and Picard 1986; Quelch and HOBG). Localization proponents
argue that authors that advocate standardizatiworégthe importance of culture. As
having cultural differences, homogenization arguiriena fatal error and cultural
differences cannot be ignored and have a signifizapact on consumer behavior.
Since cultural differences between individuals asutieties are the barriers to
standardization, marketers need to identify spet¢#rget markets and then service
them effectively (White, Griffith, 1997:174). Valsiere strongly rooted in history
and appear to be stable over time. For De Mooihoalgh there is evidence of
convergence of economic systems, there is no esdeh convergence of peoples’
value systems. On the contrary, there is evideheé with converging incomes,
people's habits diverge (De Mooij, 2000:103-105).

Culture has a significant place and a powerful dothat shape people’s
perceptions and behaviors. Not taking accounttimocultural differences may bring
many business failures (Benedict and Steenkamp.l1:200) While increasing
globalization of competition was being studied, rawgng number of researchers
have asked questions about the correctnesélofdty adopting global strategiés
(Birkinshaw et al. 1995:637). Classifying foreigrarkets according to their cultural
dimensions may also be useful. Cultural contextnie aspect of culture that relates
to consumer behavior (Roth, 1992:27).
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Melin (1992:103) thinks that there is a “psychicstdnce” a difference,
between any two countries in terms of languageuyl education level, business
practice and legislation. Rugman (2001: 583-58mkkhthat globalization is a myth,
“homogeneous products for homogeneous customergegt is totally mistake and
there is no uniform single homogenized market eixcepsumer electronics. For that
reason, businesses must think local, act regiomadlthey should forget global. In
truth, multinationals have to adapt their producisthe local market. Taylor and
Johnson (2002) totally believe multi-domestic giggtis the best one. They accept
that global consumers are converging but at theesame considerable differences
between cultures still exist. They stated thatsfgsg markets, based on cultural
assumptions, is useful. Cultures can be classigedither high or low context. High
context cultures, such as South Korea and Japaninaritive and prefer indirect
messages. Observations show that the Japanese gsdé-sell approach, which is
consistent with cultural dimension. On the othemdydow context cultures, such as
the United States and some Western European cesintrely heavily on clear
communication. The consequence for internationaledsers is that they must

consider these fundamental differences (TaylorZofohson, 2002:52-61).

Czinkota and his colleagues favored adaptation tating that even
companies that are known by their standardized rprogare “adapting”. For
instance, McDonalds serves the same menu of hamtsirgpft drinks and looks the
same around the world but has local adaptatiomsitigluding beer in Germany and
wine in France to their menu. There may be evermptatians in same market of
McDonalds such as offering iced tea in South regibtJ.S. and not include it in
Northeast (Czinkota et al, 1994:511).

For a product to be successfully marketed, its mngdu attributes must be
advertised. For advertising standardization tofq@ieable, such attributes should be
equally meaningful to consumers from various caasirHowever, this kind of
attribute uniformity seems to be lacking among comsrs in various countries. For
example, a study showed that, when college studemtsthe United States, France,

India and Brazil viewed two common consumer prosiuchey used different
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evaluative criteria by emphasizing different pradattributes which were important
to them. Evidently, a standardized advertisemenpleying the same attributes
internationally would not have been effective (Oisky and Shaw,1987:48). Thus,
marketing program adaptation is necessary becaliskeosignificant differences
among nations in terms of cultures, stages of evom@nd market development,
political and legal systems, and customer valueslid@ styles. According to these
researchers, marketing program is largely a losstle and the best strategy for a
product should differ from market to market (Cavlys€pu and Naidu, 1993:481).

As a summary, there are some factors both favostagdardization and
adaptation. For standardization, economies of sicaleroduction, marketing, and
R&D is one of the key advantages. The similarity aistomer tastes and
consumption patterns across different markets lthae similar income levels and
economic growth facilitates standardization. Adaptahas higher costs and there
must be a centralized authority for establishingjcps and allocating resources.
Moreover, there would be strong linkage of the gliasy and the headquarters when
you standardize and foreign and domestic marketgdor product would be in the
same stage of development. On the other hand, #reralso some factors favoring
adaptation. First of all, the company’s focus onstoner products, which are more
vulnerable to be influenced by individual, tastesors adaptation. There is a
possibility of acquiring higher profits by conceating on differences in consumer
needs and conditions of use and variations in gaespurchasing. There are also
different government regulations like products’ heical standards, local content
laws and tax policies so adapting these regulatinake it easier. The existence of
cultural differences that are the traditions, laaggl tastes and consumption habits
make adaptation more important (Lages et al., 2888). While sufficient evidence
exist for a firm to standardize some elements sfntarketing mix, it may be
necessary to customize to meet the needs of spea#fikets. Firms look for saving
costs and prefer to standardize some elementseofghogram but most customize

many elements to meet customer satisfaction (Byad@04, 178).
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Standardization and adaptation debate also is taffeby the type of the
product. For example, a bulldozer, a photocopyiragimme, a tennis racket, or zips
serve for same purposes and they are used for parpeses in USA, Turkey or
China. Minor changes can be accepted such as ctrptayiguage for instructions.
The same can be argued for services also. The gratiategies of international
engineering and construction firms worldwide do miffer so much. The
construction of a building does need a customizedeg)y at all. In fact, experience
is the greatest selling point for these kinds ohf. Moreover, companies that have
strong international brand image are able to sutevathout differentiation strategy.
For example, Schweppes is internationally knowmdrand identical worldwide. On
the other hand, some products need to be custoraizeicheed differentiation when
they are sold abroad. Advertising, packaging, foauadtural products are among
these products that need modification (Rugman avthkitts 2002, 304-5).

Your product category and usage conditions have aifs important place
while considering these strategies. For examplagtation” in food industry can be
thought as a logical strategy but if you are praggi@a razor blade, your product
adaptation may be unreasonable because human dreesame. A man in Brazil or
a boy in United States may not be interested intlndrethe stick of the razor is blue
or black. Furthermore, it returns you as more cdstsvever, for White and Griffith,
marketing strategy implementation is not a questioih standardization or
localization, but it was rather an issue of knowimbgen to use each (White and
Griffith, 1997:173).

This debate has attracted a great deal of intén@st researchers and, since
the early 1960s, however, this research is incolmpéd immature: first, most
studies have been more conceptual than empiricahtare and the analysis mostly
centered on operations in developed markets ofvtrld, with limited attention paid
to emerging economies. Therefore, there is a need more empirical and practical
type of research that will facilitate theory-bundi on the subject (Leonidou,
1996:54). Despite the fact that a significant numdfearticles have been published

on the topic, there is little agreement on the d@wmmts under which either
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standardization or adaptation is appropriate iritpr markets (Cavusgil, Zou and

Naidu, 1993: 480).

Table 1: Advantages and Disadvantages of Standardid and Customized

Marketing Strategies

Standardized International Marketing

Advantages
* Reduces marketing costs
» Facilitates centralized control of
marketing
* Promotes efficiency in R&D
* Results in economies of scale in
production

* Reflects the trend toward a single globa

marketplace

Disadvantages

Ignores different conditions
of product use

Ignores local legal difference
Ignores differences in buyer
behavior patterns

Inhibits local marketing
initiatives

Ignores other differences in
individual markets

Customized International Marketing (Adaptation)

Advantages
+ Reflects different conditions of use

» Acknowledges local legal differences/

differences in buyer behavior
e Accounts for other differences in
individual markets

Disadvantages
Increases costs/ inefficiencies

Inhibits centralized control of
marketing

Reduces economies of scale
production

Ignores the trend toward a

D

in

single global marketplace

Source: Griffin and Pustay, 2005, p.462

1.1.1.3 New Phenomenon: Glocalization and Glocal Bnds

Today, consumer marketers are expected to thinglalfal similarities and

adapt to local differences. This perspective hatpdetermining similarities across

national boundaries while assessing domestic diffiegs. The challenge facing

today’s marketing academics and practitioners, asidentify and respond to

consumers’ universal needs, wants, and expectafiengroducts and services.

Equally challenging is addressing cultural differem and other unique market

conditions that require certain adaptations in ararketing program (Hassan and
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Katsanis, 1994:47-48). Brands must thrive globaflgurvive locally, “plan globally,
act locally” in which activities such as productsams are conducted at a global
level but marketing and other transactional adésitare customized locally.
Managers must be careful in coping with culturalamguage differences (Shocker et
al., 1994; 150-151).

Kotabe and Helsen argue that asking whether stdizddion or adaptation is
useless and the case is not the either-or dilerfima.product managers should ask
in which part or what part of their marketing stigy should be localized or left
unchanged. The important point is the balance betvtleem. There is a risk of over-
standardization which is said to be one of the desgf global markets can face with
because too much standardization prevent experatientand initiative at the local
subsidiary level. However, the opposite situatian @lso be possible, that is over-
customization. Too much adaptation may deteriothé prestige of an imported
brand, which may soon become a me-too brand thaftyhdifferentiated from the
local brands. A similar mistake was made by thdsbarg when it entered Thailand.
It launched “Chang” as a local beer. Carlsberdlttebe like “Singha”, the leading
local brand, in terms of alcohol level and priceowgver, the thing they did not
consider was Thai beer drinkers now had no reasamdose Carlsberg. Carlsberg
later lowered the prices to overcome this situatiom at the same time lower its
brand image (Kotabe, Helsen, 1998:311). Czinkota lais colleagues stated that
ideally, the international marketer should thinklgglly, but act locally so should not
focus on only one extreme: full standardizationfudk adaptation (Czinkota et al,
1994:511).

The introduction of the terms “glocal strategy” digtbcalization” may be a
compromise to improve the present usage of the tgabal strategy. The glocal
strategy approach reflects the aspirations of &ajlgtrategy approach, while the
necessity for local adaptations and tailoring o$ibess activities is simultaneously
acknowledged. The “glocal strategy” concept congwislocal, international,
multinational, and global strategy approaches.iffeid from the global strategy

approach, since it explicitly recognizes the impocde of local adaptations and
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tailoring in the marketplace of business activitiesaddition, it comprises typically
international and multinational strategy issuese Thocal strategy approach also
recognizes that there has to be a balance and hgrbeiween the standardization
versus the adaptation, and the homogenization setisel tailoring, of business
activities. The harmony is achieved since the cphaxplicitly comprises the
spectrum from local strategy issues to global egwt issues through the
“glocalization” of business activities. Glocalipat means that the standardization
versus the adaptation, and the homogenization sdise tailoring, of companies’

business activities are optimized (Svensson, 2G)1:1

Marketing managers in multinational or global eptees must design
appropriate marketing programs for each nationatketa Each country must be
treated as a separate marketplace to some exigaidgeeach one has its own rules,
currencies, legal requirements and own busineskadst In coordinating regional or
global based operations, multinational gain impartadvantages. The important
issue is the development of marketing programesetktent to which elements of the
marketing mix are standardized regionally or glbbalhe degree of customization
also requires consideration since it varies frorantxy to country, from one mix
element to another, from product to product. Néwaess, it can be said that some
elements of marketing mix are more likely to bendtdized such as brand name
and positioning than promotion, distribution, andstomer services. Marketing
standardization is more feasible when there isghédri technology and non-culture
bound products than traditional, culture bound potsl (Quelch and Bartlett, 1998:
233).

One key to global success is to recognize and takeantage of local
consumer behavior, as the popular mantra says KI@Inbal, Act Local”. As brand
consultant, Robert Kahn noted global branding does mean having the same
brands everywhere. It means having an overreactiagegy that optimizes brand
effectiveness in local, regional, and internatiamakkets. Many good examples exist
of companies that have successfully blended stdimdion and customization. For

example, Dominos Pizza tries to maintain the saeleaty system everywhere but

22



has to adapt the model to local customs. In Britmnstomers think anybody
knocking the door is rude, in Kuwait the delivesyjust as likely to be made to a
limousine as it is to a house and in Japan houses\@ numbered sequentially
which makes addressees difficult to find. In addifiMcDonalds customizes some
aspects of its marketing program. Big MAC appeaosidwide but it sells wine in
France, beer in Germany and tropical mint shakdsoink Kong (Keller, 2008:600-
608).

Glocal brands, such as Dove, Nestle, and Danonawaiéable globally, but
they are marketed locally. Even where consumers aware of this global
distribution, a Glocal brand may ‘feel close'. Anekish consumer has stateds'
Lipton has a long history in Turkey it has becoike & local brand in our minds and
we see Lipton as a local brah(Baker et al., 2003:49). To be glocal brand,tftrse
brand must be a real and big global brand. So placd global brands are not
different concepts. Since a local brand cannotlbeadjbrand, glocal concept comes
after globalness. Because being a global brandotsenough anymore, giving
importance to unigue needs of consumer groups drtwm world is expected from
global brands since global companies seek to mévedties”. For example, Coca
Cola is global brand, but its sugar rates can aohamdcDonalds is known by

everyone in the world but it also sells local prodofferings.

To be successful in the market, the marketers tmdecide when and where
to ignore local differences to attain global symesgSome researchers believe that
consumers do not always want to purchase globadlsraecause they are global, but
because they ensure to deliver better value thain ltttal competitors do. A global
brand’s presentation varies according to the lawmalditions; (e.g.) global brand
Coca-Cola’s marketing campaigns are increasingllgréal for local markets and the
consumers. In Mexico, for example, Coke is solderas a food (because of its high
sugar content). McDonald in France will be lessgph France as compared to
McDonald in Pakistan. Due to diversified ethniciéisl, McDonald in India is not
supposed to sell cow meat in any form; and noetioperk in Pakistan. The brand is

global, but the product totally customized to tlhistomers of each Country (Akram

23



and Merunka, 2010:3-4). So globality should be use@dn important ingredient in
building a sustainable competitive advantage withdorgetting about local

sensitivities (Johansson and Ronkainen, 2005:354).

US brands may face a challenge if they do not eratda engage the peoples
of the world with cultural sensitivity (Anholt, 26299). This challenge is more
critical for companies that desire to build a sengrand image in the global market.
So for Lee clearly, global branding strategies #thdoe customized to match local
needs (Lee et al., 2008:164).

1.2 THE IMPACT OF GLOBALIZATION ON BRANDING
STRATEGIES

The trend towards increased globalization had @magpact on the branding
strategies of international companies. In the pgagtrnational firms would develop
brands that were adapted to the needs of local etgrkinder a multi-domestic
marketing approach. They now tend to favor the igreent of global brands that
ideally have the same product and the same posigon all markets, under a global
marketing approach. This is well illustrated by th@mple of Unilever that is at the
end of the process of eliminating three quartatsoportfolio of brands to only keep
400 brands that have international presence omiatienal potential (Schuiling and
Lambin, 2005:1).

On the other hand, not all companies need to venioto international
markets to survive. For example, most local busieesieed to market well only in
the local marketplace. Operating domestically isie¥aand safer. Managers do not
need to learn another country’s language and |alWwsy do not need to deal with
unstable currencies, face political and legal uagsties, or redesign their products
to suit different customer expectations (Kotler akanstrong, 2008:551). In the
same view, some consumer segments — e.g., oldaditionally oriented, and

ethnocentric consumers — tend to prefer local lmgDduglas and Craig, 2010:442).
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Globalization has had a huge impact on the brandstrgtegies of
international companies (Bauer et al., 2006:1). fibe of a global culture does not
mean that consumers share the same tastes or .vRateer, people in different
nations, often with conflicting viewpoints, parpete in a shared conversation,
drawing upon shared symbols. One of the key symimotkhat conversation is the
global brand. Like entertainment stars, sports lcéles, and politicians, global
brands have become a common language for conswatherger the world. People
may love or hate transnational companies but thaynat ignore them. Many
consumers are awed by the political power of congzatmat have sales greater than
the GDPs of small nations and that have a powerfphct on people's lives as well
as the welfare of communities, nations, and thengilatself. Not surprisingly,
consumers ascribe certain characteristics to glotzalds and use those attributes as

criteria while making purchase decisions (Holtle2@04:70).

The level and development of global attitude haweagimplications for
marketing managers. Marketing managers are intgtest behavioral traits of
consumers around the world. These traits are drueiadetermining marketing
strategy and the overall approach that firms wilfsue while getting involved in
business across borders (Zdravkovic, 2007, 99-1890)their perceptions are very
important for international marketers. In today'siltmational marketplace, it is
increasingly important to understand why some coress prefer global brands to
local brands (Steenkamp et al. 2003:53). For ssfgesarketing, an understanding
of buyer behavior is among the most important issuéor having effective
marketing program, the needs and wants of potentigtrs, how they arise and how

and where they are likely to be satisfied must t@kn.

Moreover, purely application of the strategic dexis, standardization, and
adaptation seems impossible. Standardization dedvathices global products, and
adaptation debate favorites the more localized ,cmed analyzing global and local
products through the eyes of consumers and thesepgons become important. It is
important how consumers see global or local pradaod how they perceive them.

It is important to ask whether they find global gwots better in terms of quality and
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image, so that a company can pursue the bestgtréte itself. Before analyzing
global and local brands, first branding will bedad. After that, global and local
brands will be explained. The consumer’s qualitg anage view to global and local
products with the effects of their ethnocentricdemcies and prior experiences with

the global and local brands will be clarified fanrkish consumers.
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CHAPTER TWO

GLOBAL AND LOCAL BRANDS AS THE
KEY CONCEPTS IN GLOBAL MARKETING

2.2. BRANDS AND BRANDING

American Marketing Association defines brand asrame, term, design,
symbol, or any other feature that identifies onkkese good or service as distinct
from those of other sellérdAMA, 2011). For Kotler (2007), brands are not just
names or symbols. They are a key element in thepaagis relationship with
consumers. They represent consumers’ perceptiah$eatings about a product and
its performance, everything that the product ovisermeans to consumers. They are
powerful assets that must be carefully developetraanaged (Kotler, 2007, 230). A
brand is a cluster of functional and emotional galuhat promises a unique
experience (de Chernatony and Cottam, 2006: 616)aanasset, which does not
have physical existence (Seetharaman et al. 208)L:Btands are at the heart of
marketing (Natarajan and Thiripurasundari, 2010:4#br Randall, a brand has an
existence separate from a product or service ahdgta life of its own (Randall,
1997:4). Brands add value to consumer goods andcesrby supplying meaning
(Horan et al., 2011, 115) and branding is the @t @rnerstone of marketing (Kotler
2003, 419). Branding is a fundamental strategicese that involves all parts of the
firm in its delivery. Brands must always deliverlvg which must be defined as
consumer terms. Brands must have continuing relstigp with its buyers and users
(Randall, 1997:3).

Brands play a critical role for consumers in teraiscommunication and
identification. Brands offer a compass to guide nthéhrough a purchasing
environment typified by too much information. Thaihd is seen by most consumers
as a sign of quality, assisting them to make thanchasing decisions. A brand can
also serve as a social business card, expressimgoenship in a certain group.

Premium brands, for instance, can even engendense $f distinction and prestige.
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Moreover, in the developed industrial and the newtiustrializing countries, brands
have actually become part of how people build @ir tidlentities and gain fulfillment
in their personal lives. Consuming certain brarglglso a means to communicate
certain values. By opting for particular brands;omsumer demonstrates that he or
she embraces particular values; the brand becomesl|dor identity formation
(Merino and Gonzales, 2008:16).

Brands are of enormous economic importance to corepaThe strength of
brands such as Starbucks or Nokia enables themhaoge a significant price
premium. Buyers of a Mercedes-Benz car tend to $eeeally brand loyal,
promising future sales to the company (Fischer Satler, 2010: 823). Brands may
be constructs created by marketing but they are idisas and ideals that exist in
consumers' imaginations (Baker et. al 2003:47). Trand” is often regarded as
separate from the functional product. The produsctseen as providing core
functional benefits while the brand is responsiiolecreating the magnetic human-
like aura around the actual product (Meenaghan5:199). Brand is more than a
name given to a product (Lim et al.,, 2010:38). dsHong been recognized that
products have meanings for consumers beyond prayitiere functional utility. The
concept of branding represents one of the cergrats of marketing (Meenaghan,
1995: 25). The brand is one of the most importasets a firm own (Arslan and
Altuna, 2010:171). It can be summarized that a dbiara value-added to a product.
This value-added is used to differentiate a profhach its competitor in such a way
that the brand has a name which is easy to rementbdeas logo, unique symbol,

better packaging with additional services (Harurag2010:255).

Brands play a crucial role as a key success inigiry higher profit margins
for firms if it is properly managed (Harun et. &1®:254) and they have a critical
role in establishing a firm's visibility and positi in international markets (Douglas
et. al, 2001:98). From the management perspediiragds are regarded as valuable
intangible assets (Macrae and Uncles, 1996:46)usecaf their economic impact.
They influence the choices of customers, employ@esstors, and government
authorities. Since we live in the world of choicas,makes such influence so
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important for commercial success (Lindemann, 2004dom a firm’s perspective, a
successful brand provides a high level of consuamreptance in the face of
considerable competition. For example, Coca—Calka,world leader in cola drinks,
has been able to maintain its strong presenceeisdft drinks market because it goes
beyond physical attributes and product labelingari8s allow consumers to shop
with confidence in an increasingly complex worldafan, 2005:264-265). From
the consumers’ side, in this increasingly complearldy consumers face more
choices with less time to make. Thus, the abilifyaostrong brand to simplify
consumer decision making, reduce risk, and setatapens is invaluable (Keller,
2008, 2).

Branding exists from the very early times to digtiish the goods of one
producer from those of another. Today with a casrsidle change over time, there is
an increase in modern and sophisticated brandirgpthf tangibles and intangibles
(Natarajan and Thiripurasundari, 2010:4Research interest in branding continues
to be strong in the marketing literature (Low arairib, 2000:350).

2.2.1 Global Brand

International companies have traditionally followtea types of strategies to
create global brands. One strategy has consistexpainding successful local brands
on international markets. This strategy has bedlowed over decades by many
multinational firms. For example, a brand like “Bnf was first a successful local
brand in France before it was expanded on a wode\asis. Evian has now become
the leading global brand in the worldwide mineradter market (Schuiling and
Lambin, 2005:2).

Global brands provided a clear definition considgra brand as global if
present in the four major regions of the world,hwét least 5 per cent of sales
coming from outside the home regions and total mees of at least $1 billion
(Merino and Gonzales, 2008:18ince global brands are the by-products of the

globalization process, understanding globalizai®ra critical step to understand
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global brands (Kim, 2004:16).While certain brands generally considered as good
examples of the global brand like Coca Cola and btedds, there is no clear
definition of global brands (Kim,2004:21). Herebgcomes important to distinguish
whether the brands are domestic or not. Coca—Calalra global but it is a domestic

brand for Americans (Johansson and Ronkainen, 380%:

Like in the standardization debate, same scholage Hocused on the
development of international and global brands (®odyn, Soehl, and Picard 1986;
Buzzell 1968; Craig and Douglas 2000; Levitt 19688ielch and Hoff 1986; Wind
1986). The world faces with unprecedented globatimaBarron and Hollingshead,
2004:9) and many multinational companies todayadtexing their brand portfolios
in favor of global brands not only that this wileld various economies of scale but
also that consumers around the world prefer sudipadjl brands to otherwise
equivalent local brands. Previous research haadnshown that consumers do often
prefer such global brands, because of inferreddrighality, perceived prestige, and
because owning and consuming such brands offersoti@imer a chance to become

a part of global consumer culture (Aydinoglu andr8a2009:2)

The globalization industry is putting pressure ompanies to develop global
products. A global product meets the wants and sx\eédhe global market. A true
global product is offered in all world regions. folgal brand has a similar image and
positioning throughout the world. A global produstdifferent from a global brand.
For example, personal stereos are category oflzpjwoduct and Sony is a global
brand. Some companies are well established as Igiwhads. For example when
Nestle says, “Make the very best”, the quality pisemis understood and accepted
globally. The same is true for Gillette (“The bestman can get”), BMW (“The
ultimate driving machine”), Visa International (feitakes Visa”), and many other
global companies (Keegan and Green, 2008:331-335).

Steenkamp et al. (2003:37) defined global brand$emnds that consumers

can find under the same name in multiple countuath generally similar and

centrally coordinated marketing strategie®ther definition defined them as brands,
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used by global companies and used without transfbom in all countries
(Kuvykaite and Mascinskiene, 2010:448).

Dimofte defined a global brand as a brand that idely available and
universally recognized. It is a perceptual constard therefore is likely to differ
across individuals. The global brand construct any in degree, so a brand can be
more or less global (Dimofte, 2010:85).A globalrxas the one that expresses the
same values in all of its markets and owns a sirpit&ition vis-a-vis its competitors
around the world. They create several critical atlges, including improved
efficiency in costs for new product development &®D because their outputs
create revenues globally and not just locally; ecoles of scale in marketing
communication and improved alignment across tharaegtion, boosting speed to
market, work force flexibility, and the sharing dkest practices (Barron and
Hollingshead, 2004:9).

Global brands are brands that use the same magkstiategy and mix in all
target markets. Global brands benefit from theeseald scope of having presence in
multiple markets. Global brand is defined "asbrand that is marketed under the
same name in multiple countries with similar andtcaly coordinated marketing
strategies”.However, there are some global brands that ddvanee the same name,
but share some marketing program elements (Natarajed Thiripurasundari,

2010:41). Algida is an example for it.

A global brand, as Robert L. Wehling, Procter & Gxéers former head of
marketing, says

"...One that has a clear and consistent equity - ontidig - with consumers
across geographies. It is generally positioned shene from one country to
another.It is generally positioned the same from one coutdrother. It has
essentially the same product formulation, delivbessame benefits, and uses
a consistent advertising concept. That isn’t to #are isn’'t room for local
tailoring. But there must be room to adapt to lonakds. But where there is
no justification for difference, the brand is thanse in every part of the
world” (Keller, 2008:601-602).
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Building a global brand should be part of localsmpany’s longterm
objective. Importantly, to become a global branadpicer, firms must realize the fe
that branding strategy is an important source @mtanable competitive advantacg
(Harun et. al, 2010:2!-255).

The increasing demand of the global brands recognized feature of mc
nations (Lim et al.2010:36). Even though domestic brands are likelyp¢omore
familiar than global brands, where familiarity igual, the global brands will ha
higher esteem (Johansson and Ronkainen, 200!. The table elow shows the
“Top 20 Best Global Brands” published www.interbrand.com

Table 2: Top 20 Best Global Brand: - 2010 Rankings

Country Country

Rank| Brand . Sector |Rank Brand L Sector
of Origin of Origin
1 |(Peetials Lé?z;tt?e d | Beverages| 11 |@Tovora| Japa |Automotive
=====| United | Business @ ,
2 | = === . 12 German' | Automotive
====7=| State Services Mermeden Bens :
United | Computer . .| United
3 |Microsoft State Software 13 |Gillette State FMCG
4 GD'DS[E United Internet 14 [ l1s1]0. | United Business

State Services cisco_ | State Services

United . - ‘ _
5 State Diversified| 15 @ German' | Automotive

N .
6 _( _! } United Restaurants 16 E Franct Luxury

U7

State ol
. United . 2 United )
7 (lnte!) State Electronics| 17 . State Electronics
) ) United
8 |INDKILA.| Finlanc | Electronics| 18 Mﬂl‘"l[ll‘l] State Tobacco

United . South :
9 %fﬂérp State Media | 19 |gIIIr® Kore: | ElECtronics

United , b i
10 @ State Electronics| 20 HONDA Japa |Automotive

Sourcehttp://www.interbrand.com/en/beglobal-brands/beggtoba-brands-
2008/best-globabrands 2010.aspx, accesse2011-07-15
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Global brands are defined as the multi-market reafclproducts that are
perceived as the same brand worldwide by both coastiand internal constituents
(Johansson and Ronkainen, 2005:340). Various schbéve different definitions of
global brands. The definition of the global brasdhot certain. Holt et al. (2004:69)
relate global brands to the standardization of petg] packaging, and
communications and as having quality signal, a ggrm®nsumer culture with shared
values, a social responsibility concept. Schie2®08, 9-10) listed the definitions of

global brands in literature and practice (Table 3).

Table 3: Lists of Definitions of Global Brands

Definitions Of Global Brands

Marketing Literature

Author Year Definition

The global corporation operates as if the
entire world (or major regions of it) were
a single entity; it sells the same things |n
the same way everywhere(p.92)
A global brand is one that is perceived o
reflect the same set of values around the
Chevron 1995 |World. The same set of values or brand
character forms the key in global brand
strategy (p.24)

Brands whose positioning, advertising
Aaker and strategy, personality, look, and feel are|in
. 1999

Joachimsthaler most respects the same from one courtry
to another (p.137)

Levitt 1983

Global brands — international brands that
Ghose and Lowengart 2001 [have been big marketing successes in
many countries(p.46)

Brands that consumers can find under the
Steenkamp, Batra and 2003 |S@me name in multiple countries with
Alden generally similar and centrally
coordinated marketing strategies (p.53
A brand that has the same name and 3§
Keegan and Green 2004 [similar image and positioning throughopt
the world(p.333)
Global brands are defined as brands that
Schuiling and Kapferer| 2004 [use the same marketing strategy mix ir
all markets (p.98)
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Global brand is defined as the multi-
market reach of products that are
Johansson and 2005 [perceived as the same brand worldwid
Ronkainen both by consumers and internal
constituents (p.340)

For most managers a brand is global
Kapferer 2005 |when itis sold everywhere in the world
(p.322)

Global brands are based on an

Inkpen and 2006 organization’s ability to tailor messageq
Ramaswamy at the local level while keeping the brand
image intact on the global level

11%

Source:Schiefer, 2008, p.9-10

In this study, with the help of the referenceseé@kamp et al., 2003:53;
Johansson and Ronkainen, 2005:340; Schuilingandekap 2004:98; Keegan and
Green, 2004:333; Chevron, 1995:24), the global diardefined as brands that are
sold nearly everywhere in the world, that use tmes or similar marketing strategy
mix in all markets, that are perceived as the shmaad with similar brand image

worldwide and to reflect the same set of valuesiagdahe world.

2.2.1.1 Advantages of Global Brands

The advantages of building global brands are welbwn. The most
important one is the possibility to benefit frommga economies of scale (Schuiling
and Lambin, 2005:3). A key advantage of global@atnd having global brands is
firms’ opportunity to benefit from strong econommfsscale. It is well-known that a
standardized brand can generate significant cadtict®mns in all areas of the
business system, including research and developmentufacturing, and logistics
(Schuiling and Kapferer, 2004:99).

The second advantage that has often been highlight¢he creation of a
unique worldwide image. This brings worldwide carare in the brand image,
enables the company to develop one advertising ammpand leverages the use of

international media. This also leads to substantietluced costs in the
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communication area (Schuiling and Lambin, 2005 global brand also benefits
from being driven by a single strategy. For examplisa’s consistent "worldwide
acceptance” position is much easier for the companynanage than dozens of

country-specific strategies (Aaker and Joachimsthal099:137).

Worldwide consumers, corporate buyers and govemtsnassociate global
brands with three characteristics and consumerghese characteristics as a guide
when making purchase decisions. First one iXhality Signalwhich global brands
compete fiercely with each other to provide it. NVitaving world-wide quality, a
global brand differentiates product offerings andbves marketers to charge
premium prices. Second one is tBbal Mythwhich refers tasign of cultural ideals
and third one is th&ocial Responsibilitywhich customers evaluate companies and
brands in terms of it by following how they addresgial problems and how they
conduct business (Keegan and Green, 2008:331-336¢gtal., 2004:71).

2.2.2 Local Brand

A local brand is one that has achieved successsimgle national market
(Keegan and Green, 2008:330). Local brands areetkbfas brands that exist in one
country or in a limited geographical area and tlpegvide a link between the
national economy and individual well-being (Natargjand Thiripurasundari,
2010:41). Local marketing involves tailoring brarash&l promotions to the needs and
wants of local customer groups (Kotler and Armstrd2008:198).

Local brands benefit from strong brand equity asgdeeially from higher
consumer awareness than international brands dotred enjoy a strong brand
image. Local brands benefit not only from a goodlidy image but also from a
better value and trust perception than internatitmands do. Local brands were
found to provide satisfaction and good value forneyo The respondents, who
possessed local brands, trusted the brands arghfelwvith it. Quality and trust were
the major influences for possessing local brandsreldver, prestige or status had

only a passive role in the respondents’ perceptishe own a local car brand. It was
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noted that global car brands appeal more pressgtban local car brands to the
respondents (Natarajan and Thiripurasundari, 20182).

Strong local brands have traditionally benefitednfr a high level of
awareness in their countries. Consumers have delclose relationships with
local brands over the years (Schuiling and Kapf&@04:97). Local strategy is a key
requirement for local firms that do poorly in prethg unique products and brands
(Harun et. al, 2010:258).

Prices of local brands are usually lower than mdagonal brands and it
provides consumers a sense of better value fomtbeey. Local brands are also
perceived as more realistic and sensible thannatiemal brands. Local brands are
also perceived as more traditional than internalitnands, because local brands are
linked more to local traditions and local cultutkan international brands are. It was
also found that trust is an important advantagddeal brands, because it provides a
unique relationship with consumers that take yéamevelop. It also indicated that
there is no significant difference between the ggtion of prestige for international
brands and that for local brands. Another signmicéinding was that though
consumers are attracted to international brandsnbrgtality, they prefer to purchase
local brands. Although global brands may have nsuecess in high-profile, high-
involvement categories, consumers may still givealobrands preference in
purchasing every day products. The advantagesstieetiby local brands can be
dominated by the enormous advantages enjoyed lpalghvands. Local brands are
not more flexible than global brands in terms ditimarketing activities when they
compete in a foreign product category due to calteategories being associated

with the product category (Natarajan and Thiripuraiari, 2010:42).

Global brands cannot just be imposed on all marlke&is example, a brand’s
image may not be the same throughout the world.ddomeans quality and
reliability in the United States, but in Japan, vhgquality is a given for most cars,
Honda represents speed, youth, and energy (Aaklel@achimsthaler, 1999:137).
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In Europe, there are more local brands than intenmal brands. Although the
car, computer, and high-tech industries, among rsethae well-known for their
strong international brands, many sectors arectdracterized by their local brands.
In Germany’s oil industry, British Petroleum aca@uirthe local leader Aral and, in
view of its strong brand equity, decided to retine local brand name. In the Czech
Republic, Danone did not succeed in imposing ivdal Lu brand on that market and
has had to use the local brand franchise Opavitevelop its business. In Belgium,
the leader in the mineral water market is the légatler Spa, and it has shares well

above the international leader Evian (Schuiling Kagferer, 2004:100).

2.2.2.1 Advantages of the Local Brands and Disadvtages of the Global

Brands

There are some factors that are in favor of locahtis. Some advantages are
to build on a winning local brand offering and iease the chances of success. It also
allows building a brand on a global basis thaesslrisky and less expensive for the
company. If the expansion is not successful, tharnitial losses will be limited
(Schuiling and Lambin, 2005:2-3). Schuiling and fapr listed the advantages of
the local brands and at the same time disadvant#dgé® global brands (Schuiling
and Kapferer 2004:101-102):

a) Better Response to Local NeedsA local brand can be designed to
respond to the local market's specific needs. Ldw@&nd products have more
flexibility than international brands, so they daa developed to provide answers to
local consumers’ particular needs. That is, logainding can not only provide a
unique product but also select its positioning gederate an advertising campaign
that reflects local insights. On the other handbgl brands are same all around the

world that only allows minor modifications.
b) Flexibility of Pricing Strategy: Pricing strategies for local brands can be

more flexible and thus can take advantage of addastrength in specific local

markets. Such flexibility can lead to increasedfigdecause prices can be fixed at
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higher levels. In contrast, global brands havediyxeice and comparisons can be
easily made across territories. This is especialye in Europe, following the

introduction of the Euro.

c) Possibility Of Responding To Local Or Internaticmal Competition: A
local brand can be used to respond to local ornat@nal competition or even to
compete against retailer brands. A local brandbmarepositioned and the marketing
mix adapted accordingly. In contrast, the markesitigtegy for a global brand must

follow a predefined regional or global marketincagtgy.

d) Possibility of Balancing a Portfolio of Brands A global portfolio that
mostly comprises international and global brands ba powerful, but it also
presents risks. A problem that arises with oneglbband in a particular country can
have a negative impact on a worldwide basis. Cada’€ case in 1998 in Belgium
was an example. Some consumers became sick aiftéingdyr a particular group of
the product. The news spread quickly and globalhg it had a negative impact on
Coca-Cola’s brand image. The international medialuding the Internet, is now
able to spread news and information immediatelyurado the world. Another
example is the case of Perrier, which had probletis water purity when benzene
was detected in the product. The U.S. Perrier lessitnas never fully recovered from
this incident. A lesson that can be learned froms¢hexamples is that a brand
portfolio with both strong local and strong intetinaal brands is in a better position
to manage risk on a worldwide basis.

e) Possibility of Responding to Needs Not Coverely International
Brands: To benefit from economies of scale, global brandsstntover similar
segments in many markets. Profitable segments eofnthrkets that are unique to

certain countries can still represent attractiveasfunities for local brands.
f) Possibility of Fast Entry into New Markets: A company that acquires a

local brand also acquires a way to enter a markettty without further large

investment. This strategy has been used frequantlige past. For example, Inbev
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has become the number-one brewer in the world lgyyeagively acquiring local

leaders over the past ten years. Separately, iatesvof international marketers
revealed that strong local brands benefit from awess and brand equity. Local
brands also develop close relationships with comssrover time, which leads to a

high brand trust.

Kapferer (2000:5) continued as:

g) Structural Factors: There are several important structural factoroifav
local brands. First, one finds “non-frequent pusgiawhere equity is passed from
one generation to another through family traditidm. contrast, in fast-moving
categories people tend to change brands much newmaube of the lower cost of
trial. Second, in sectors where the importancedg€gising is low, it is very difficult
to change consumers’ loyalty towards older brahdsal brands benefit more from
word-of-mouth and transmission of reputation. Thiid industries where the
importance of the sales force is high the relatignetween manufacturer and
retailer tends to favor local brands. Fourth, whiegre are few economies of scale,
the cost advantage of globalization is reducedhFif there is a need for local
product or packaging adaptation, the manufacturenarket knowledge and
capability to adapt also favor local brands. Sislthough concentrated buyers often
prefer to be supplied by global and reliable conggnf the buyers are fragmented,
they will probably prefer to work with local opeoas or brands that can take care of
their particular needs. Finally, price accesswilitill probably favor local brands.
Global brands tend to be controlled by their inddiomal price positioning, whereas

local brands will adapt completely to their locankets.

h) Brand Equity Factors: First, if the local brand has dominant consumer
awareness, it already has a huge advantage. Iticagdocal brands with strong
emotional ties to the community whose name has aal loneaning have a
considerable advantage over global brands, whiahllysdo not benefit greatly from
these types of equity in foreign markets. Findlbgal brands tend also to develop a

high trust relationship with consumers who favanthover global brands.
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1) Competitive Factors: If a local brand has developed a strong leadership
a high level of profitability, the company shouéké advantage of that equity. Local
brands with low prices can also help the firm ddféself from distributors’ own

brands.

j) General Strategy: Local brands can also play a role in facilitating,

culturally as well as financially, the introductiofnew global brands into a market.

k) Organization: Decentralized companies are better at adaptingpdal

cultures and markets.

l) Environment: Nationalistic sentiment, local norms, and locatrietions
are frequently used to create barriers to inteonati global brands. Therefore,
international companies can use local brands, warehclosely tied to local norms

and familiar with local restrictions, to penetréttese markets.

As a summary, one should have in mind that mangl Iocands have a great
advantage that results from, among other factgultural awareness, penetration,
and market share levels. Therefore, managers slouisider the following advice:
Strong local brands have a role to play in multorals’ brand portfolios. Local
brands help finance globalization. Local brandsaaca bridgehead, opening doors to
the remaining brand portfolio of the multinationébcal brands facilitate market
domination. They are often unique and have exceaktigoodwill. However, local
brands need to be nurtured by R&D and innovatioretgain relevance (Kapferer,
2000:6).

2.2.2.2 Disadvantages of the Local Brands
Local branding has also some drawbacks. One of thamst. The relatively
small volumes of products that local brands sedlvpnt the brands from generating

significant economies of scale in the product orketing areas (Schuiling and

Kapferer 2004:102). It can drive up manufacturing anarketing costs by reducing
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economies of scale. It can also create logistioblpms as companies try to meet the
varied requirements of different regional and lotcerkets (Kotler and Armstrong,
2008:198-200).Moreover, the production scale eoonds lost, and the image is
disintegrated (Kuvykaite and Mascinskiene, 2010)4A9 present, there are various
challenges faced by local firms that hinder themcompete with leading global
brands present in the local market. One of thesaleriges is the increasing
consumer demands, diversity of new distributionncieds and drastic technological
changes. These challenges could be overcome if émteepreneurs react positively
with the changes in marketing environment by dgvelp a sound branding strategy
matched with local environment (Harun et. al, 2@%56).

Table 4: Advantages of Global and Local Brands fronthe Company

Perspective
Advantages of Local Brand Advantages of Global Brand
a) Better response to local needs Bronomies of scale

b) Strategic appeal (around the

b) Close relationship to customer T
world similar image)

c) More flexible (in advertising and
pricing, not needing to follow a
predefined global marketing stratedy,
better response to local needs)

c) Cost reduction in all areas
(e.g. communication,
packaging, marketing, etc.)

d) Speeds up brand’s time to

d) Flexibility of pricing strategy market

e) Possibility of responding to local or

international competition €) Long-term sustainability

f) Possibility of balancing a portfolio of
brands

g) Possibility of responding to needs rot
covered by international brands

h) Possibility of fast entry into new
markets

Source: Schuiling and Kapferer, 2004, p. 101-110
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2.3 CONSUMERS VIEW TO GLOBAL AND LOCAL PRODUCTS

Global products and services and their brands genaaur daily world. On
our trips, we stay at hotels like Hilton or SheratVe eat at fast-food chains like
Burger King, Kentucky Fried Chicken, McDonald's, Rizza Hut. We drink Coca-
Cola, Pepsi Cola, or Seven Up. We smoke cigareiitbsbrand names like Camel or
Marlboro. Our cars are branded BMW, Fiat, Renaoit,Toyota and these cars
consume brands of gasoline like BP or Shell. We by clothing at Benetton or
Marks & Spencer. Our personal care products areméhélivea or Ralph Lauren.
Our furniture comes from IKEA. Our durables produate branded Philips, Sony, or
Whirlpool. Some prefer a Rolex watch, others a $tna¥We read newspapers and
magazines such as The Economist, Cosmopolitan,eMalaire (Van Raaij, 1997:
260). The conclusion seems to be that the glohalizaof markets (Levitt, 1983)
which is accelerating day by day as the phrase afisthan and Dickson (2007:46)

have recently used, “onward march of globalization”

The emergence of new information and communicatemhnologies, and
advances in logistics and transportation, have laated the globalization
movement and increased competition, in turn crgatmore demanding and
conscious customers (Nasir and Altinbasak, 2009:A8)firms enter international
markets, branding plays an important role in itskaaing strategy. Many consumers
use brands as clues to indicate product perfornsamntgtead of engaging themselves
in search of information when deciding between cetimg brands. Consumers use
brands as cues to make decisions to purchase @rdaducts. During the recent
years, there has been a great shift from localdsdn global brands due to the
display of similar needs and preferences by theswmers. As the world is shrinking
in to a global marketplace, it is increasingly impat to understand the consumers’
perception of global brands to local brands. Stuglydonsumer preferences towards
global versus local brands have substantial imfdina in marketing and will serve
as a citation for future research. There would alsseveral reasons for consumers'
perceptions and attitudes towards the brand. Tthesg is also a need to uncover the
reasons for consumers' preference for global bramédslocal brands (Natarajan and
Thiripurasundari, 2010:41).
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It was found that the respondents, who possessddligtar brands, preferred
their car brands due to factors such as globalepees worldwide reputation, and
quality of being a foreign made. Prestige or statag a very little or small influence
in their preference for global car brands. It wk® anferred from the respondents’
conversation that they trusted foreign made caet tlad worldwide presence
(Natarajan and Thiripurasundari, 2010:46). A consunirom Argentina says,
“Global brands make us feel citizens of the world ae fear their leaving because

they somehow give us an ideritifi3aker et. al, 2003:48).

Global car brands were used by the respondentslar to gain extra benefits
such as quality, worthiness, and attractiveness. réepondents who possess global
car brands felt that it was worth buying globalrala due to its superior quality,
technological advancements, and reputation as lggatal. Apart from these, global
car brands were often associated by the responderitaxury”, “comfortness” and

as a “foreign make” (Natarajan and Thiripurasundz0iL0:42).

As consumers become more globally aware, theregieater challenge for
local products, such as agricultural food, to bpatde of satisfying rather exacting
requirements. Perceptions of higher quality, pgestand social responsibility are
key factors to enhanced consumer value for locaglabal brands. These consumer
perceptions are dependent on the category of ptahsessed (Frech et al., 2009:
39).

Results indicated that local brands did not beradiin a significantly better
quality image. Hence, empirical evidence indicdtet global brands seem to have a
better quality image than local brands. Global dseamay have a higher prestige than
local brands due to their relative scarcity andhargprice. Furthermore, global
brands may also stand for cosmopolitanism. Someswuoars prefer global brands
because they enhance their self-image as beingopmditan, sophisticated, and
modern (Frech et al.2009:42).
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2.4 BASIC FACTORS THAT AFFECT CONSUMER PREFERENCE
FOR GLOBAL BRANDS AND SUPPORTING VARIABLES

Consumer brand perceptions have substantial imgica in marketing
(Natarajan and Thiripurasundari, 2010:41). Durihg tecent years, a number of
multinational companies are reducing their brandfplios to manageable sizes in
favor of global brands (Sankar, 2006:11). Globalnls are those recognized and
admired throughout the world (Shocker et al., 19%8). Globalization has resulted
in increased competition as businesses extend ¢begrage to include a range of
domestic and international markets. Therefore,arnsts have an ever-expanding
choice of purchase options, including an increagrgportion of foreign products
and brands (Nadiri and Tumer, 2010:444).

The global marketplace is rapidly changing due topracedented
technological advancement, accelerating globabmatescalating competition, and
heightened consumer expectations (Kim et al., Z009: Consumer preferences for
brands with a global image over local competitersen when quality and value are
not objectively superior, has been proposed asasorefor companies to consider
global brands (Shocker et al., 1994; Steenkam.,e2@03:53). Global brands were
perceived as higher quality and more prestigioukdrgan and Mexican consumers,
compared with their domestic brands (Lee et alQ820166-171). Many global
brands have been perceived as possessing attrattilmites such as prestige and
quality (Kapferer, 2002:163; Holt et al., 2004:Keegan and Green, 2008:331-332).
Hassan and Katsanis (1994) claimed that there ‘iglabal elite” which global
marketers targeted them with prestigious producish sas Mercedes Benz and
“global teenager” teenager segment that are offéoegdroducts such as Swatch
watches (Hassan and Katsanis, 1994:56-59).

There is an alteration of brand portfolios in fawbrglobal brands by several
multinational corporations. One of them is the dehla giant Vodafone, which
replaces local brand, names by the global Vodaf@mee. One of the major reasons
that cause a shift from local to global brand amwpis globalization (Steenkamp et

al., 2003:53). As globalization has acceleratedisamers in many countries are
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presented with a large number of brands, both dareind domestic (Lee et al.,
2008:163). The USA has developed many global bramaging from fast food such
as McDonalds and KFC to fashion such Polo, Lewdrs] Guess. These brands are
well recognized by consumers around the world, Hang-established identities,

and are perceived as representing high statususaddyyLee et al., 2008:163).

A study by Steenkamp et al. (2003) investigatingstmners from the USA
and South Korea found that perceived brand glolsalie positively related to both
perceived brand quality and prestige, and resultirog this relationship, to the
likelihood of a brand purchase. In addition, branestige was found to be higher for
“global” brand positioning relative to “local” brdnpositioning strategies (Gammoh
et al., 2011:53).

Consumers in developing countries are relativedg laffluent than those in
developed countries, and this can create a sensafa@iority. Consumers in
developing countries often try to imitate the agpdly glamorous Western
consumption practices and lifestyles and purchhsebtands they are exposed to
through movies and TV channels, Western tourigtsy bwn workers gone overseas,
and their own travel abroad. Since the productiod eontrol of popular culture
resides in core countries of the West (especidiy tnited States), the brands
symbolize wealthy Western lifestyles. This seemghlyi desirable (Batra et al.,
2000:85). Burke (1996:181) associated foreign petsluwvith elite power and
privilege. Another research, which is important,tigmt consumption of foreign
products is highly desirable to Turks (Ger et 893:105).

Many reasons can explain the acceleration of gldlvsahd development.
Besides economies of scale that a global brandbcary to the company, the
advantage of benefiting from a unique worldwide geacross markets is considered
by managers as an important advantage to managelsbren a global basis
(Schuiling and Lambin, 2005:1).
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Global brands usually compete with other globahtds In most countries,
Toyota battles Ford and Volkswagen. Nokia faces aglinst Motorola and
Samsung. Sony takes on Nintendo and Microsoft. @hgebal companies must
strive for superiority on basics like the brandhicey performance, features, and
imagery; at the same time, they must learn to matagnds' global characteristics,
which often separate winners from losers. Conswmderstandings of global brands
are framed by the mass media and the discussi@issgitead over the Internet.

Companies must monitor those perceptions consténdit et al., 2004:73-74).

In addition, globally positioned brands are likéty have special credibility
and authority (Alden et al. 1999:75). Global brarsiignal quality and aspiration
(Johansson and Ronkainen, 2005:352). There areriamp@dvantages derived from
the consumption of global brands, because thepenseived to be more value added
for the consumer, either through better quality, asfunction of worldwide
acceptance, or by enhancing the consumer’s satepton as being cosmopolitan,

sophisticated and modern (Merino and Gonzales, :2608

As pointed out by Steenkamp et al. (2003:53), namie more companies are
moving toward global brand positioning because ooress seem to have a greater
preference for brands with “global image” over locampetitors, even when quality
and value are not objectively superior. Consumeay trelieve that global brands
confer a sense of better quality, status, and igeesand would convey the image of
their being a part of global consumer culture (GG@)mpanies may take advantage
of such image-enhancing effects by positioning tsaas” global” in their marketing
communications or advertisements (Zhou et al., ZB. As globalization has
accelerated, consumers everywhere can choose flargeanumber of brands, both
foreign and domestic. Such a large number of braedsss nations evoke issues of
whether consumers from different markets perceivandis differently and,
consequently, how the brand image perception affexinsumers' purchasing
behavior across nations (Hsieh, 2002:46). Towaedethd of the twentieth century,
much of popular culture became global. As nationtegrated into the world
economy, cross-border tourism and labor mobilityeroTV channels, movies, and

music became universally available to consumersl, anore recently, Internet

46



growth has exploded. Those factors force peoplee® themselves in relation to
other cultures as well as their own. For instarammsumers everywhere have to
make sense of the world vis-a-vis Hollywood andebod films, CNN news

reports, hip-hop, and Sufi music (Holt et al., 2003.

A Spanish consumer agreedlike global brands because they usually offer
more quality and better guarantees than other potsiu That perception often
serves as a rationale for global brands to chargeipm prices. Global brandaré
expensive, but the price is reasonable when yok tbf the quality”,pointed out a
Thai participant. Consumers also believe that tratigsnal companies compete by
trying to develop new products and breakthroughretogies faster than rivals do.
Global brandsdre very dynamic, always upgrading themseélveaid an Indian. An
Australian added that global brandsé more exciting because they come up with
new products all the time, whereas you know whatllyget with local onés
Consumers look to global brands as symbols of mllideals. They use brands to
create an imagined global identity that they shan¢éh like-minded people.
Transnational companies therefore compete not tmlpffer the highest value
products but also to deliver cultural myths witlolggl appeal. Global brands make
us feel like citizens of the world, and they somelgive us an identity an
Argentinean consumer observed. A New Zealander, §@idbal brands make you
feel part of something bigger and give you a sesfskelonging’ A Costa Rican
expressed his feelings by sayifgocal brands show what we are; global brands
show what we want to beFifty-five percent of respondents, on averagdy on the
global success of a company as a signal of qualiy innovation (Holt et al.,
2004:71-73).

A number of well known global brands have deriveacmof their sales and
profits from nondomestic markets for years suchCasa Cola, Shell, Rolex, and
Marlboro. A number of other factors have also dbnted to the growing interest in
global marketing, including perception of slow gtbvand increased competition in
domestic markets, belief in enhanced overseas gramnd profit opportunities, desire
to reduce costs from economies of scale, needversiiy risk and recognition of
global mobility of customers. There are advantateshave global marketing
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programs from the perspective of companies sudmaasig economies of scale in
production and distribution, lower marketing cogtsyer and scope, consistency in
brand image, ability to leverage good ideas quickiyg efficiently and uniformity of
marketing practices. There are also disadvantagels as differences in consumer
needs, wants and usage pattern or products, diffesein consumer response to
marketing mix elements, differences in brand anddpct development and the
competitive environment, differences in the legalimnment, marketing institutions
and administrative procedures (Keller, 2008:591}5%6owever, going global is
always going to be expensive and difficulty butmsea prize worth aiming for
(Randall, 1997, 127).

2.4.1 Perceived Brand Globalness

In the literature perceived brand foreignness (PBF)perceived brand
globalness (PBG) are interchangeably used to destiie consumer’s perception of
a global product. PBG is different from the brardasigin construct documented in
literature. Brand-of-origin is mostly associatedthwone specific country, as it is
often reflected by the made-in label in the cowatrprigin literature (Jacop,
2010:32).

One central construct that has emerged recentliyais of “perceived brand
non-localness or foreignness” (Batra et al. 20@8@cording to Batra et al. (2000),
perceived brand foreignness (PBF) or globalnessG{Pifers to a consumer’s
perception that a brand is of foreign or non-logegin. It is different from the
traditional country-of-origin construct documeniadhe literature because the latter
is associated with one specific country, as isrofteflected by the made-in label.
Instead, PBG represents more generalized perceptbra brand as of foreign
images or appeals (Zhou et al., 2010:202). Zhaoal.atlso stated that the evidence
has shown that foreign brands, especially those fWidestern or other developed
countries, benefit from consumer perceptions of-legal brand image associations
(e.g., Ger et al. 1993). It has been explainedftraign image appeals are generally
associated with a glamour that local brands canaotpete with, especially among

consumers in developing countries (Alden et al.91®atra et al. 2000).
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Global image associations are not a privilege tmy foreign brands have;
they may also be attached to local brands. For plgnmost Chinese consumers
may perceive Lenovo (a Chinese brand that acqtivegersonal computer division
of IBM in December 2004) to be high in brand foreigss due to its prominent
appearance in the global market. Similarly, Eckh&2®05) revealed that a local
pizza brand in India was strongly associated wgbmiething foreign” due to local
consumers’ impressions of pizza as a foreign prodategory. In fact, an increasing
number of firms in developing markets have attewhpte take advantage of the
equity of foreign (mostly Western) country imagasd to build and enhance the
appeal of their products by using. Today, more amate firms from emerging
economies are using foreign image associatioregfieg as important components of
their branding and marketing communication straegZhou et al., 2010: 202-203).

Like Levitt's argument of convergence of the cansus around the world as
a result of the inexpensive travel and new teclgiekand Ohmae’s argument of
marketers’ behavior to triad as a single markedrdhare global consumers that have
similar educational backgrounds, income levelsslifles, spending leisure times
(Czinkota et al., 1994:511). In such an atmospHerejgn brands are generally in an
advantageous position when competing with locahdsafor the creation of more
positive brand perceptions (Zhou et al., 2010: 206). The firms believe that
foreign appeals bring about a higher quality petioapand increase social status for
their brands (e.g., Eckhardt 2005; Ger and Belk6)9®n the other hand, some
brands seem local even if they are known to benate@nal. Many people in Britain
will have thought of Ford as British (Randall, 19926). At al events, marketers and
advertisers have put tremendous effort into asnogidheir brands with desirable

international images (Zhou et al.2010:204).

The degree of brand globalness lies in the pemmeptof consumers and the
identification of a brand, as being local or glolcahnot be made independent of
consumers (Aydinoglu and Batra, 2009:3). Previoesearch has asserted that
perceived brand globalness is associated to braalityjand prestige (Steenkamp et
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al, 2003; Aydinoglu and Batra, 2009; Batra et @d@0and higher esteem (Johansson
and Ronkainen, 2005:340).

A brand’s perceived globality has been found toplositively related to
perceived quality, prestige and purchase likelihdsichilar findings on country-of-
origin effects favoring foreign brands over locarsions are common for many
developing and emerging countries (Johansson angkdRoen, 2005:339-340).
Perceived Brand Globalness (PBG) is positively @essed with both brand quality
and prestige. The researchers found that both ned&and the U.S.A., PBG exerted
its strongest effect on purchase likelihood thropghceptions of superior quality.
Although global brands were found to communicatghér prestige and status,
quality appears to be more heavily weighted by ooress. The study affirms that
local brands benefit from strong brand equity apécdically, local brands benefit
from higher consumer awareness than internatiorahds do, and they enjoy a
strong brand image (Sankar, 2006:9-14).

PBG is not confined to any particular country steypes; rather, it represents
more generalized perceptions of a brand beingddifin origin”, “made somewhere
in Europe”, or “not from here”. PBG has also a piesiimpact on brand beliefs and
attitudes (Zhou et al.,, 2010: 204). This image-ecivy effect on consumer
perceptions of brand superiority is considered mpeevasive in developing or

emerging countries (Batra et al. 2000:85).

The competitive advantage of foreign brands lresiot only country image
associations, but also other brand-related beljefg., product performance and
attributes) (Zhou et al., 2010:206). With a strogpbal brand, multinational
corporations can penetrate many different counamesbuild on their superior brand

images in the minds of local consumers (Holt e@04:69).
Alden et al. (1999:75) pointed out that foreigritete brand positioning is a

viable marketing communication strategy to enham@nd value across different

countries of cultures. Steenkamp et al. (2002) sdbwhat perceived brand
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globalness is positively associated with both therceived brand quality and
perceived brand prestige leading consumers to psectthe global brands; their
study also concludes that consumers with low etbnisism have stronger quality
association with the global brands (Akram and Mka,2010:2-3).

The local brands can also take the advantage gfatretic sense associated
with the usage of the local brands to survive is tompetitive world (Akram and
Merunka, 2010:3). The issue here is whether a biagagefits from consumer
perception that it is “global” - a perception tlen be formed only if consumers
believe the brand is marketed in multiple countaesl is generally recognized as
global in these countries. Such a perception caiotmeed in one of two ways. First,
consumers may learn that the same brand is founthar countries, through media
exposure (for example seeing the brand name inrageeof an overseas sports or
concert event), word of mouth (friends or relativeirning from abroad passing on
the news), or their own travel overseas. Seconbraad may assert or imply its
“globalness” even if it is not available worldwidethrough marketing
communications that use brand names, endorsersrtesitvg themes, packaging and
other symbols widely associated with a 'moderaarlifestyle (Sttenkamp et al.,
2003: 54).

Chinese consumers prefer to purchase global bnaxutiés than domestic
made luxuries that possibly may have comparabldymtoquality, design, features,
and so forth. Therefore, the problem is that Clenesnsumers are willing to pay
much higher (or premium) prices for global-bran@ad or imported luxury fashion
goods to enhance and maintain their social statdssalf-concept due to possible
preconception and or overstatement about globaldsraompared to their domestic
counterparts (Jap, 2010: 91). Perceived Brand Gieba thus creates a competitive
advantage that a firm seeks (Zdravkovic, 2007, 92).
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2.4.2 Perceived Brand Quality

Quality is defined broadly as superiority or exsete (Zeithaml, 1988:3) and
when it is said just quality, it means objectiveaatual quality which refers to the
technical, measurable and verifiable superioritypadducts or services on some
predetermined ideal standards, processes andygoatitrols (Leh and Lee, 2011:38;
Clodfelter and Fowler, 2001:2; Zeithaml, 1988:4).closely relates to technical
superiority of a product and it is the extent toickhthe product or service delivers
superior service (Aaker, 1991: 85) but perceivedliuis customers’ perception of
the overall quality of superiority of a product service compared to alternatives
(Keller, 2008:195) so objective quality differs fmoperceived quality (Tsiotsou,

2005:1) since perceived quality is a perceptiooustomers.

Perceived quality cannot be objectively determibedause it is a perception
and it involves judgments about what is importamt dustomers. Customers differ
sharply in their personalities, needs and prefeaen@aker, 1991: 85). Thus,
perceived quality is a subjective notion that existconsumers’ minds (Anselmsson,
Johansson, Persson, 2007:403; Charters and Pettigf96:629) and differs from
objective quality by having a higher degree of edxdion (Zeithaml, 1988:3).
However, Maynes claims that objective quality does exist and all quality
judgments are subjective (Maynes, 1967:546) becquiskty is all about perceptions
(Aaker and Keller, 1990:29; Anselmsson, 2007:414)addition, managers’ view
about quality may differ from consumers’ or usengws of quality where managers
see workmanship and performance as core compookqtslity and consumers see
durability, appearance and cleanability as core pmmnts of quality
(Zeithaml,1988:5).

Consumers impossibly can make complete and cojueiggements of the
quality (Anselmsson, 2007:403; Fayrene and Leel3®) and consumers do not
always have complete information (Clodfelter andviéo, 2001, 1) even there is a
objective product quality. Bredahl (2003) statedttim consumer research, it is not

logical to talk about product quality per se beeagsnsumers have subjective
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qguality perceptions about a product, which is afdwped by their previous
knowledge. Therefore, from a consumer perspectiuelity research concerns

perceived quality and not quality in an objectiease (Bredahl, 2003:65).

The most common definition of perceived qualityobngs to Zeithaml. She

defined perceived quality as ‘global assessment of a customer’s judgment about

the superiority or excellence of a produeithaml, 1988:3). It is, at the same time,
one of the key dimensions of brand equity (Aak&96:109). Further researches
about the subject defined the concept in the samag (fFor example: Keller
2008:195; Chattopadhyay et al., 2009: 111; Tsiqt006:210; Aaker, 1991: 85;
Aaker & Keller, 1990: 29). Kirmani and Baumgartri2000) extended the definition
as ‘perceived quality is consumer's evaluation of anlta overall excellence based
on intrinsic (e.g., performance, durability, fea¢g) and extrinsic (e.g., price, brand
name, warranty) cués(Kirmani and Baumgartner, 2000: 300). Other diifom
focuses on customers’ subjective judgment of a ywts “perceived ability to
deliver an expected bundle of benefits relativbanefits offered by other produtts
Some benefits may be perceived as functional, whtiteers may appeal to one’s
senses or emotions (Compeau, Grewal, and Monrag, 299).

Monroe and Krishnan in 1985 defined perceived iguak ‘perceived ability
of a product to provide satisfaction ‘relative’ the available alternative¥Monroe
and Krishnan, 1985: 212 as cited in Compeau et988 :297 ) but more recently it
is stated that perceived quality differs from gatifon. A customer can be satisfied
because he or she had low expectations about tf@mpance level. It also differs
from attitude. A positive attitude can be generadbedause a product of inferior
product is inexpensive. Conversely, person may fmwegative attitude toward a
high-quality product that is overpriced (Aaker, 1996).

For Tsiotsou (2005:1), perceived quality is one tbé most important
constructs in marketing. Considerable research tapexceived quality has mainly
focused on services marketing (Cronin & Taylor, 2.9Parasuraman, Zeithaml &
Berry 1996; Bloemer, Ruyter, Wetzels 1999; Bign&liner, Sanchez 2003). The
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relationship between perceived quality and otherketang variables for goods
rather than services have not been studied exw&gsim marketing (Tsiotsou,
2005:1). Moreover, work that integrates the rolepefceived quality within the
context of global marketing variables like globabddocal brands has received less
attention. For customers the quality of the brandn important aspect when forming
a perception about the brand (Arslan and Altund020072). The customer evaluates
the brand according to his/her perceptions of @ualihich is "sometimes more
difficult than actually delivering high qualitfAaker, 1990:48).

Perceived quality has attracted the interest attgroners and researchers
because of a belief in its beneficial effects omkmaang performance. There is belief
that high perceived quality leads to repeated pasges (Tsiotsou, 2005:1) and a
primary factor believed to have an influence over purchase intention for foreign
products is perceived quality (Ergin and Akbay, 2611). Consumers may view the
same products of equal quality quite differenthhal perceived quality, in turn,
would affect their purchase behavior (Clodfelted &owler, 2001: 1). The purchase
process followed by customers involves perceivimg product and considering its
availability, quality, price and the marketing aites (Iglesias and Guillén,
2004:373).

In the recent years, as the number of foreign dgancrease, competition
among brands has become more complicated. As dt, resany foreign brands
compete with older local brands, and this is maevalent in developing markets
such as Turkey. The consumers in developing manetshase foreign products
with different intentions. Researches which stutlg tunderlying psychological
reasons that drive consumers’ purchase decisioverysimportant because this help
marketers understand why consumers in developinmtdes choose to purchase
foreign products. Further studies that search torsumers’ purchasing intentions
can help support and enhance the strategic pasigjarf the foreign products (Ergin
and Akbay, 2010:510).
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For global brands, the importance of perceivedlityjuas also evident
(Atilgan et al. 2009:119) It was found that globahnds are the signals of quality in
consumer perceptions a company’s global staturecates whether it excels on
quality (Holt, Quelch, and Taylor,2004:71)

Since perceived quality is linked to purchase slens, it can make all
elements of the marketing program more effectife¢he perceived quality is high,
the job of advertising and promotion is more likébybe effective. It also provides
the option of charging a premium price and the jpuemprice can increase profits.
With the perceived quality a strong brand may helkance to extend further by
using the brand name to enter new product categoRerceived quality is also
regarded as important to long-run business sucdesa. study of 248 different
businesses, “reputation for high quality” was seldcas the most important factor
for sustainable competitive advantage (Aaker, 189190).

Perceived quality is something to do with pricerpium. A price premium
can be charged for quality product. Consumers allengvto pay price premium
when they perceive higher quality (Seetharaman.e2@01:245). Achieving high
guality is not enough unless actual quality is dfated into perceived quality (Aaker,
1991: 90). Customer perceptions of quality can teated through quality signals
such as price levels or communicating a quality sags by offering meaningful
guarantees or informing customers with unbiasedimmoation of quality (Aaker,
1991: 101).

Perceived quality directly influences buying dems (Serrao and Botelho,
2008:22). Perceived quality is related to a consignminion on the extent to which
a particular product will be able to meet his exateons. In this regard, perceived
quality has nothing to do with the actual perforec®rof the product. However,
perceived quality can have a great impact on adsaequity: the higher the
perceived quality of a brand, the greater will tsebrand equity. It is important that a
customer perceives a brand to be of high qualitabse it will increase the brand
preference (Gill and Dawra, 2010:193).
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Brucks et al. proposed six quality dimensions darable goods. These are
ease of use which refers clarity of the instrucijorersatility which allows consumer
to use the product in more flexible way; durabilithiich involves the length of time
the product works properly ; serviceability invadvilne consumer’s ease of obtaining
repair service and the responsiveness of the gepacsonnel ; performance which
refers to how well the product does what it ipmased to do ; and lastly prestige
involves how well the product communicates supd#yido the purchaser (Brucks et
al., 2000:361). Their research demonstrates tlatdoname is better than price as an
indicator of quality, and that a high price aloreesl not suggest quality without the
validation of a brand name (Seitz, 2010:237). @it Dawra also stated that brand
name, product design, packaging, advertisementsptrer brand identities are the
types of information that communicate the unobdaesguality. These elements can
help build favorable perceived quality in the minofsthe consumers (Gill and
Dawra, 2010:194).

2.4.3 Brand Image

It is clear that the concept of brand image hanbef great significance in
consumer behavior research (Dobni and Zinkhan, :1998). Brands let consumers
express who they are, what they are, where theya@ how they want to be
viewed. Just as people can be described in terrtieofpersonality as perceived by
other people, brands can be described in termshaf image as perceived by
consumers (Graeff, 1997:49-50). Brand image is siome confused with brand
equity (Chang and Liu, 2009:1689). Biel (1992:7)ygests that brand equity reflects
value; whereas brand image is the associationscahgumer might have with a

particular brand.

Brand image is the concept of a brand that is lhgidhe consumer. It is
largely a subjective and perceptual phenomenon ish&drmed through consumer
interpretation, whether reasoned or emotional (Daomd Zinkhan, 1990: 118).
Brand image relates to the consumer’s perceptiahebrand (Nandan, 2005:266).

Brand image is defined as ‘the consumer’'s percegtioward a particular brand
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name’ (Chang and Liu, 2009:1689). Brand image henlan important concept in
consumer behavior research since the early 195@sniand Zinkhan, 1990: 110). It
is a body of brand-related information developeéraowme by consumers (Chang
and Liu, 2009:1691).

Brand image is the concept often used to expressurners’ interpretations
of the actual characteristics of the product. Thdyedefinitions of brand image
include “sum of the total impressions” (Herzor, 39@nd “everything that the
people associate with the brand (Newman, 1957: i@l drom Kirmani, and
Zeithaml, 1993:146). Brand image has been congsiderevital part of a firm's
marketing program, not only because it servesfasradation for tactical marketing-
mix issues but also because it plays an integial iro building long-term brand
equity (Hsieh,2002:47). Dobni and Zinkhan (1990)1d&fined brand image aghée
concept of a brand held by the consumer and iselgrg subjective and perceptual
phenomenon formed through consumer interpretatigeller (1993:3) defined as
“the perceptions about a brand as reflected by thendb associations held in
consumer memotyBrand image is as a cluster of attributes amsbasations that
consumers connect with the brand name (Biel, 199F8r consumers, brand
associations contain the meaning of the brand €Kell993:3). In other words, brand
image is what comes to the mind of the consumemvehbrand name is mentioned
(Arslan and Altuna, 2010:172).

Brand image is the representation of the brartdiemmind of the consumer. It
is what consumers see of the brand and how theeperit and mentally integrate
all messages. It is the association network inrtiveds of the consumers. In the
global sense, understanding how the brand is pedeaiequires detailed consumer
research. In individualistic cultures such as Whestelltures, the image can be like a
human being with unique characteristics. In coéstic cultures, it can be quality
and the trust to suppliers, which shows the prqdsca part of a trusted family of
products For example, the brand Hello Kitty hadedént image and meaning in
different cultures. In Japan, teens and grown umero prefer it while only small
kids in United States (de Mooij, 2009:275-278).
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Brand image is consumer perception of a brandudireg its personality or
character and the associated emotions and assosiaiored in consumer mind. A
marketer can give any image to the brand, sucdessbortive, charming, and
sophisticated or any combination of personalititaraVhile Calvin Klein’s Eternity
perfume is romantic, Adidas is sportive. Similafigns can create corporate images.
For example, General Electric is innovative andvBind looking (Lantos, 2010:
327).

A brand image, be it a person or a product, iegdrdefined through the eyes
of others. It is how your brand is perceived bysth@round you. That perception
may be different from your brand identity, whichwbkat you would like to stand for,
and what you would prefer project to others. Thendrimage is the total picture of
how consumers think of a brand. For example if antirpromises high quality
experience and then falls short, the image is detted. Conversely, if a brand
gives more than expectations, the image is floedshrherefore, brand image is
something that is always on the move and the intend constantly flourish the
image (Wilson and Blumenthal, 2008: 58-59).

Brand image is a subjective and perceptual phenomand not inherent in
the technical, functional or physical aspects @f pnoduct (Kirmani, and Zeithaml,
1993:146). It includes all the associations thatstoners connect with the brand
which make brands distinctive and strong and tihatn@nfunctional. For example
Coca-Cola is “All-American” and Mercedes is “prgsbus” (Batra and Homer,
2004: 318). Brand image is said to result fromftharability, strength, uniqueness
and types of brand associations held by the consi@®akenfull and McCarthy,
2010: 281; Keller, 1993:3). Other associationsudel perceptions of brand quality
and attitudes toward the brand (Low and Lamb, 28&Q):.

Some marketing tools that may be used to createdodmage are, the product

itself, its packaging/labeling, the brand name, ltdg®, the colors used, the point of

purchase promotions, the retailer, the advertisésnemd all types of other
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promotions, pricing, owner of the brand, countryooigin, even target market and
users of product (Arslan and Altuna, 2010:172).

Organizations seek to convey a certain imageherbtrand through branding
strategies and advertising messages. However, gmisuevaluate the company’s
message through their own subjectivity. People uwgé their own interpretations and
will respond differently to brands. This subjecteraluation results in the formation
of brand image in the mind of the consumer. The gamy encodes and sends a
message to the consumer who decodes the message dradis or her frame of
reference. A communication gap can exist if theyreaidiscrepancy between the
encoding and decoding processes. It is, thereifopgrtant that the brand message is
conveyed clearly (Nandan, 2005:265). For exampéxus may be associated with
luxury and status, while Volvo may have safety aggmns in the mind of the
consumer. McDonald’s may be associated with a sysuih as the Golden Arches,
or children may link the fast-food giant to a plageere they can have fun (Nandan,
2005:267).

Consumers form an image of the brand based omdbkeciations that they
have remembered with respect to that brand (Nar@5:267). These associations
can be "hard": they can be specific perceptionsgible/functional attributes, such
as speed, premium price, user friendliness, lengtime in business, or number of
flights per day. They can also be "softer" or mamotional attributes, like
excitement, trustworthiness, fun, dullness, maadyli or innovation. A brand like
Apple might be associated with youthful Ingenuithile IBM might be linked to
efficiency (Biel, 1992:8).

Creating an attractive image for brand and linkingvith a unique brand
name will contribute to an absolute differentialr fa brand. McDonald’s has
succeeded in creating a unique image among its vemsreby it is considered as a
restaurant that is trustworthy which offers quafipds, good services, cleanliness,
value to consumers, and comfort (Harun et. al,ZlA%256).
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People buy products or brands for something othan their physical
attributes and functions (Dobni and Zinkhan, 19010). Brand image is not inherent
in the technical, functional, or physical conceofishe product. Rather, it is affected
and molded by marketing activities, by context ables, and by the characteristics
of the perceiver. Where brand image is concerrexl perception of reality is more
important than the reality itself (Dobni and Zinkhd990: 118).

Brand image perception builds on the consumemdrassociations and
attitude (Hsieh, 2002:47) it is what exists in themds of consumers. It is the total of
all the information they have received about thandr from experience, word of
mouth, advertising, packaging, service and so dm ihformation is modified by
selective perception, previous beliefs and soamsims (Randall, 1997, 6). With its
emphasis on brand meanings, brand image perceptiomides more valuable
managerial implications in marketing strategy depetent (Hsieh, 2002:47).

A strong and consistent global brand image mighbbe of the core asset-
based ownership advantages of a global companyctimtibutes to the company’s
successful global market expansion. Assuming thewdgeneity of consumers,
transnational corporations tend to employ standactglobal brand image strategies
rather than localized ones. Establishing a congisieand image globally, while not
adapting brand image strategies to cultural valaed other characteristics of
individual markets is not an easy task. Standaddmand image strategies should be
modified and adapted according to cultural and gonion differences across
nations (Park and Rabolt, 2009:715-716). For examdiarlboro has succeeded in
becoming a global brand, and consumers all ovemitrdd are aware of the image

and the meaning that it conveys (Nandan, 2005:271).

Despite the growing importance of global brand gman the international
marketing arena, studies to understand the difee®im global brand image between
the home market and foreign markets are still BohitMost of the attention on brand
image has focused on identifying the relationshgween brand image and
consumer behavior at the national level (Park aaldoR, 2009:718).
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2.4.4 Ethnocentrism and Consumer Ethnocentrism

Before addressing consumer ethnocentrism, the broazbncept of
ethnocentrism must be reviewed. Despite globabpatbarriers to success in foreign
markets remain (Kwak et al., 2006:368). One suchridrais ethnocentrism.
Ethnocentrism is a universal syndrome of discrinana attitudes and behaviors
which include seeing one’s own group as virtuous superior, one’s own standards
of value as universal, and out-groups as contemeptibd inferior (Hammond and
Axelrod, 2006: 926). Ethnocentrism was first dedimie 1906 as:

“the view of things in which one’s own group is tkentre of
everything, and all others are scaled and ratechweference to it”
(Sumner,1906:13).

In the management literature, the company’s p@&slocan be described as
ethnocentric, polycentric, regiocentric and geogenf person who assumes that his
or her home country is superior to the rest ofwbed is said to have an ethnocentric
orientation. Ethnocentric companies that condusiri®ss outside the home country
can be described as international companies. Thel that the products succeed in
the home country are superior. This point of vieads to a standardized marketing
strategy based on the idea that products can beesefrywhere without adaptation.
Second one is the polycentric orientation whichhis opposite of ethnocentrism.
According to this approach, each country is uniqlieis point of view leads to
adaptation marketing strategy. Third one is theiétemtric Orientation. In this
approach, region becomes the relevant geograpliti@nd the management goal is
to develop an integrated regional strategy. Foarté is the Geocentric Orientation
which sees the whole world as a potential market ares to develop global
strategies (Keegan and Green, 2008:17-22). HoweWemn the consumer
perspective, it is expected that ethnocentric coress have tendency to buy local

products rather than global ones.
In the sociological literature, the construct dhr@centrism describes the

tendency of people to reject people who are culfudessimilar and at the same time

to favor those who are more like themselves (Batraal., 2000:87). Thus, the
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ethnocentrism concept is a potential handicap ifonsf aiming to enter overseas
markets (Ranjbarian et al.2010:372). It is con®deto be one of the factors that
oppose internationalism (Wind et al., 1973:19)itAtlinally, ethnocentric people see
the in-group as superior to out groups (Neuliepale2005:42). Nationalism and
ethnocentrism are similar in the sense that theth heually involve positive
attitudes toward an in-group and negative attitiwgeéards some or all out-groups but
they are not equal completely. Nationalism, moterothan ethnocentrism, involves
loyalty to political entity, membership in organizpopulous group and adherence to
formalized ideology (Rosenblatt, 1964:131)

The relevance of ethnocentricity becomes a clitgsae when one considers
the increasing trend toward free trade and the page at which national economies
are turning global. For many years, consumersirigsltoward foreign products are
a subject of interest both in the field of the aomsr behavior and in the
international marketing. Thus, marketers need tetstand consumers’ ethnocentric
tendencies in order to develop effective marketmgl communication strategies
within and outside national boundaries (Nadiri diidner, 2010:447).

More specific properties of ethnocentrism incluttee tendency (1) to
distinguish various groups; (2) to perceive eventsterms of the group's own
interests (economical, political, and social); {@)see one's own group as the center
of the universe and to regard its way of life apesior to all others; (4) to be
suspicious of and disdain other groups; (5) to vive's own group as superior,
strong, and honest; (6) and to see other groupmfasor, weak, and dishonest
troublemakers (Sharm et al.,1995:27).

The feelings of the consumer toward foreign presiiave been, for many
years, a subject of interest both in the fieldie tonsumer behavior and in that of
international marketing. Generally, research cdrroait has revealed that some
consumers are prone to being ethnocentric whenuatnayy products (Luque-
Martinez, 2000: 1355). One of the factors, whicaynaffect a consumer’s decision

to buy domestic or foreign products, is consumanatentrism (Ranjbarian et al.,
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2010:372). It indicates a general proclivity of buy to shun all imported products
irrespective of price or quality considerations dte nationalistic reasons
(Shankarmahesh, 2006:147). The phenomenon of carsum@ference for domestic
products, or prejudice against imports, has beeme®& economic nationalism,
cultural bias against imports, or consumer ethnoisen. All these terms find their
origin in the general concept of ethnocentrism (Biza Shimp and Shin, 1995:26).
People who are highly consumer ethnocentric fes! plarchasing foreign products is
wrong because it hurts the domestic economy, esaltloss of jobs, and is
unpatriotic. They also feel a sense of belonginghtar consumer ethnocentric in-
group, which results in an understanding of whatlpase behaviors are acceptable
or unacceptable to the in-group. In contrast, tlmn-ethnocentric individual
evaluates products more objectively, regardlessoantry of origin (Netemeyer et
al., 1991:321)

One argument in favor of the universality of camgu ethnocentrism is that
consumers in any macroeconomic context will diffetheir beliefs and preferences:
some consumers will feel that it is immoral andp@priate to purchase foreign
goods while others will not (Klein et al.2006:305n particular, consumer
ethnocentrics reflect significantly lower educatiamcome, and social class levels
(Shimp, 1984:286).

Research on consumer ethnocentrism may be antampatep toward better
understanding of the way in which individual andamizational consumers compare
domestic with foreign products, as well as the oeasthat lead them to develop
patriotic prejudices against imports. Highly ethaattic consumers tend to make
biased judgments, so that they over-evaluate daenpsbducts unreasonably, in
comparison with imported products. These consurtesrd to emphasize positive
aspects of domestic products and to undervaluevittees of foreign products
(Lugue-Martinez, 2000: 1353).
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Shimp and Sharma (1987) found that ethnocentricswmers object to
imported goods because they are harmful to theomatieconomy and cause
unemployment, and therefore considered the purcbhsmported goods to be an
unpatriotic act. They conceptualized consumer eténwism as one of the
components of a complex theoretical construct edl& the cognitive, affective and
normative orientations of the consumer toward petglumanufactured abroad
(Ranjbarian et al.2010:372).

Shimp and Sharma (1987) in their popular reseasel the term "consumer
ethnocentrism" to represent the beliefs held by Arae consumers about the
appropriateness, indeed morality, of purchasingifor made products. From the
perspective of ethnocentric consumers, purchasmgoited products is wrong
because, in their minds, it hurts the domestic enon causes loss of jobs, and is
plainly unpatriotic; products from other countri@s., out-group) are objects of
contempt to highly ethnocentric consumers. To nibm@centric consumers,
however, foreign products are objects to be evatuan their own merits without
consideration for where they are made (or perhagdsetevaluated more favorably
because they are manufactured outside the Unitates3t In functional terms,
consumer ethnocentrism gives the individual a seolddentity, feelings of
belongingness, and, most important for our purposesunderstanding of what
purchase behavior is acceptable or unacceptalletm-group (Shimp and Sharma,
1987:280). They developed a 17-item scale calledTSZEALE (Consumer
Ethnocentric Tendencies SCALE) to assess consunghsiocentric tendencies.
Consumer Ethnocentrism Tendencies Scale (Cetsealedeveloped by Shimp and
Sharma in 1987 to measure consumer ethnocentrieneres related to purchasing

foreign-versus American made products.

Specifically, consumer ethnocentricity has théofwing characteristics: first,
it results from the love and concern for one's aeantry and the fear of losing
control of one's economic interests as the redulh@ harmful effects that imports
may bring to oneself and countrymen. Second, itaios the intention or willingness

not to purchase foreign products. For highly etlemtxic consumers, buying foreign
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products is not only an economic issue but alsameahproblem. This involvement
of morality causes consumers to purchase domeastdupts even though, in extreme
cases, the quality is below that of imports. Noyibg foreign imports is good,
appropriate, desirable, and patriotic; buying therbad, inappropriate, undesirable,
and irresponsible. Third, it refers to a persomakel of prejudice against imports,
although it may be assumed that the overall lefelomsumer ethnocentricity in a
social system is the aggregation of individual ssrdes (Sharma, Shimp and Shin,
1995:27).

Consumer ethnocentrism is an important conceptishased to understand
international marketing phenomena. (Kwak,Jaju andrsé&n,2006:367). The
consequences of consumer ethnocentricity includerestimation of domestic
products or underestimation of imports, a moraigation to buy domestic products,
and preference for domestic products (Sharma, ShmdpShin, 1995:27). It refers to
an exaggerated preference for one's own group anthe same time, indifference
and/or dislike for others. An ethnocentric indivadiustrongly supports traditions,
symbols, icons, and products of his or her ownutaland, simultaneously, dislikes
those of other cultures. Thus, ethnocentrism imkxh and is part of an individual's
socialization. In addition, ethnocentric tendencs reinforced by an individual's
experiences with outside cultures and the cultupgeducts (Kwak, Jaju and
Larsen,2006:368).

Ethnocentric tendencies comprise a separate feseevaluations of quality
or past experience with a certain product (Her@®82:261).It implies that the high
ethnocentric tendencies lead to unfavorable atitogvard, lower purchase intention
and less support for foreign product (Teo et all12P806). Consumers who have
ethnocentric tendencies are more likely to feetdbened by the domination of other
countries’ products in their markets. Specificalgnsumers who have a high
perception that foreign competitors can hurt theerspnally and/or their domestic
economy are more likely to oppose imported produetsus those who do not feel
this threat (Durvasula and Lysonki, 2006:14).
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CET is often confused with “country-of-origin biaalthough the two topics
are distinct and independent of each other. Theequnis independent of the more
familiar concept of origin bias. A consumer, fostance, may strongly feel that the
value offered by French wine is superior to thatdofmestic brands and refuse to
purchase the foreign wine because of the econanptigations (Herche, 1992:261).
Thus, CET is more of a “general tendency” to avbiying foreign products as
opposed to a specific “country of origin (COOQO)” igga Moreover, COO represents
the cognitive and affective aspects of consumeisaet making, whereas CET
symbolizes the affective and normative aspectsugebbehavior (Shankarmahesh,
2006:148).

In literature, there are four broad -categories asftecedents, socio-
psychological, economic, political and demograpmtecedents of CET mentioned
and empirically tested in previous research. Sgpeiehological antecedents include
Cultural openness, which is determined by willingséo interact with people from
other cultures and experience some of their attifa®atriotism. Patriotism
represents love for or devotion to one's countrgngervatism. It is generally
understood that conservative persons show a tepderaherish traditions and social
institutions that have survived the test of timed ao introduce changes only
occasionally, reluctantly, and gradually, Collesta-individualism. As collectivists
consider the effect of their actions on the largeyup or the society, people with
collectivistic goals “tend to reveal more intensetbnocentric tendencies than those
with individualistic goals” (Sharma et al., 199528Economic environment
According to the framework, during the early stagdéstransition from a state
controlled economy to a market economy, foreigndpots (Western products in
particular) will be preferred because of good gyand novelty, status and curiosity
motives. However, as an economy moves to the irgdiae stage of transition,
nationalistic motives behind purchasing become damti (Shankarmahesh,
2006:163-164).
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Consumers' perceptions of the morality of buyirayeign products, or
consumer ethnocentric tendencies, are becomingaaaisingly important issue for
marketers in the global environment. In recent desainternational trade has
become an increasingly important issue for firmarlkéting managers are now faced
with increasing threats from foreign competitorsieTgrowth in international trade
has resulted in consumer exposure to products fcoomtries with economic,
cultural, and political orientations that differon those of the domestic market
(Herche, 1992:261).

The effectiveness of ethnocentrism in explainingchase behavior has only
recently become a topic of interest in the field iofiport/export research.
Ethnocentric consumers will tend to reject peomgnbols and values that are
culturally dissimilar, while intra-cultural objectsill become recipients of pride and
attachment (Herche, 1994: 6).

2.4.5 Prior Experience with Brand

Assessments of quality are similar to attitudipmlgments, and consumers
depend on how effectively a specific brand satsiiternal quality standards in their
assessment of a brand’s overall excellence withardsgto their consumption
experience (Ergin and Akbay, 2010:511). Consumars lzase their brand choice
decisions on many sources of information other tdwertising such as prior brand
usage experiences, package information and poipuofhase display information
(Baker,1991,12).

Prior brand usage and evaluation are closely agsdcwith consumer post-
decision-making processes, such as purchase mefdtin and Villegas, 2007:247).
If the consumer finds the prior experience withagtipular brand is favorable, price

has a comparatively low level of importance (Lia2g06:196).
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Respondents were asked to indicate how importeayt ¢considered a range of
some attributes included prior brand experiencespBedents indicated reliability,
energy saving features and serviceability to bentiost important attributes, while
prior experience with the brand were the loweskean(Seitz,2010:242). Research
on “purchase event feedback” has suggested thauowers’ prior purchases might
influence their current purchase behavior (Bridgeal. 2006:296)

2.5 SELECTION OF PRODUCT CATEGORIES AND BRANDS

The brands consist of viable local (Turkish) amsh4ocal brands. A list of
brands was created through —interview with markgesicholars. The categories vary
across the nondurable-durable continuum. As atrestibtal of 6 brands (3 Global-3
domestic) across 3 product categories (ComputerCleam, and Blue Jeans) were
selected. Among the selected brands, there weeenationally recognized names
HP, Algida and Levi's, as well as domestic brandsluding Casper, Panda and

Mauvi.

The questions of interest here are whether consymeeptions of brand
globalness affect perceived brand quality and brandge. For three product
categories, Computer/Electronics (HP, Casper), @eam (Algida, Panda),
Textile/Denim (Levi’s, Mavi) are used. For eachtbé category two products are
used which one of them is global, one of them @all¢country of origin is Turkey).
The study interested in whether Turkish studentslityuperceptions are high for
global products and low for local products or fidtus, the true knowledge about the
globalness and localness of products are not irapothut the perceptions of the
sample are. Respondents answered questions couwang image, brand quality,
and the brand's perceived local or nonlocal orgout six brands. Demographic
variables such as gender, age, education are uskdjwestions were also asked

about prior brand experience.
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2.5.1 HEWLETT-PACKARD (HP)

Stanford University classmates Bill Hewlett and B&ackard founded HP in
1939. HP is a technology company that operatesarerthan 170 countries around
the world. It is one of the world's largest infotina technology companies
(www.hp.con). Hewlett-Packard Company offers various produtgshnologies,
software, solutions, and services to individual stoners and small- and medium-
sized businesses as well as to the governmentthheahd education sectors
worldwide (BusinesWeek,2011). As Hp is the globadduct, Casper, which in the
same sector with HP, is used in this thesis asal lwrand.

2.5.2 CASPER

It was founded in 1991 by 3 entrepreneurs in Istanlhich produce
computers and by-products. It is the first locatspeal computer (PC) brand of
Turkey. It has 65 Casper Store and more than 128Mmer store by 2009. The
company has received an award of “The best locahpeder producer firm”

(www.casper.com.}r

2.5.3 ALGIDA

Algida is the Unilever product. Unilever is the \ebs biggest ice cream
manufacturer. All of its ice cream business is danéer the "Heartbrand" brand
umbrella. Globally, Algida is known as “Heartbrand&cause of its heart-shaped
logo. Unilever generally manufactures the samecream with the same names
under different brand names. Heartbrand produetsaid in more than 40 countries.
The Heartbrand operates under different namesffareint markets (Wall's in the
UK and most parts of Asia, Algida in Italy, Turkdyangnese in Germany, Streets in
Australia, Kibon in Brazil, and Ola in the Netherts) with the same products.. They
all have Carte D'Or, Cornetto, Magnum, Viennetta d anso on
(http://www.unilever.com/brands/foodbrands/heartbdjasince Algida is the global

product, Panda as a local ice-cream brand of Tukkaged.
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2.5.4 PANDA

Panda ice-creams are the products of Has Gida.aRaridred the ice cream
industry in 1984 with the foundation of the Has &idt is a local brand and it is
Turkey’s first industrial ice cream manufactureres all production is done with
world-class standards. Has Gida’s mission is teroffigh quality products while
maximizing consumer satisfaction. Has Gida’s vigemo offer the most preferred
ice cream brands to consumers from all income gedgaoups. Panda manufactures
its products in its modern facilities in Istanbtlloday, PANDA is one the most

important players in the Turkish ice cream induglirtyp://www.panda.com.jr

2.5.5 LEVI'S JEANS

Levi Strauss & Co. was founded in 1873; the yeardbmpany created and
patented the world’s first blue jeans. The branahmng the most celebrated name in
the history of apparel. It is recognized for itsaljty and originality throughout the
world. Around the globe, the name Levi’s represénésoriginal, real and unrivaled
standard for denim. Levi’'s jeans has become thet mexognizable and imitated
clothing in the world. The brand is available in mmothan 110 countries

(http://www.levistrauss.co/

2.5.6 MAVI JEANS

Founded in Istanbul in 1991, Mavi Jeans designsllacbllection of jeans-
wear, for young women and men. Turkey’s first fashbrand to become global,
Mavi has been the leading jeans brand in Turkegesihe last 14 years. Mavi is now
sold at over, 4000 specialty stores, better departistores and specialty chains in 50
countries including the US, Canada, Turkey, AugtralGermany, Denmark,
Netherlands and Russia. Mavi, which means blue urkigh, is known for high

quality, great fitting and fashion-forward premiutanim @ttp://www.shopmavi.Us

As it is stated above and also my personal interwath CEO of Mavi Jeans,

Cuneyt Yavuz confirms that it is a local brand whams to become global brand.
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He confirms it by stating that they are a localnordut try to be a global brarféd3
April 2011, Montana Hotel/Bursa, “Our Amazing Jogyrfrom Istanbul to Sydney”

Speech & Personal Interview).
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CHAPTER THREE

AN APPLICATION ON TURKISH CONSUMERS’ PERCEPTION OF
SOME GLOBAL AND LOCAL BRANDS

3.1.THE OBJECTIVE OF THE STUDY

Since globalness creates quality perception agldehibrand image, this study
asks whether it is true for Turkish consumers. desd not include all Turkish
consumers but a segment. The objective of the stuttyanalyze whether Perceived
Brand Globalness positively associates with PeeckiBrand Quality and Brand
Image or not and whether Perceived Brand Qualitpasitively associates with
Brand Image or not. The summaries of tables areddbrough Crosstabulations and
Chi-Square Test shows whether the variables relpdsgively to another. After
these findings, the correlation analysis is donantestigate the strength of the
relationship.

3.2. SAMPLE AND DATA COLLECTION

From Dokuz Eylul and Ege University, a sample 81 dusiness department
students and academicians are reached and giveestiannaire by hand and sent

web-based questionnaire via e-mail.

A questionnaire consists of three questions alutrmographic variables
includes gender, age and education, one questiom Rerceived Brand Globalness
Scale (Batra et al., 2000 and Steenkamp et al,)2008 questions from Consumer
Ethnocentrism Scale (Shimp and Sharma 1987, Stegmket al, 2003), two
guestions from Brand Image Scale (Batra et al.02@@d two questions from Prior
experience with Scale (Batra et al., 2000) werelu$ke reason for not using all the
questions of the scale is, since they are appbedurkish people, when they are
translated into Turkish language, they give the esamsimilar meanings. So there
would be unnecessary and excess amount of questmuld create fatigue. The
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guestionnaires are collected through web-baseceguamd by distribution by hand.
All respondents are informed about confidentiadityhe answers.

Convenience sampling was used for this study aey dne collected from the
population of 4185 undergraduate, master and Ph&inBss Department students
and a small amount of after doctorate academiairi3okuz Eylul University and
Ege University in Izmir. The sample includes Dokaylil University, Business
Department Undergraduate students of Faculty ofriégs (388 Students), Faculty
of Economics and Administrative Sciences (Formaludation: 1366 Students,
Evening Education: 1040 Students), Dokuz Eylul @nsity Graduate School of
Social Sciences, Department of Business Administraboth Thesis and Project
Based Master (401) PhD (46) and Postdoctoral (4pditment of Business
Administration (English) both Thesis and Projecs&h Master (93) and PhD (21),
Ege University Business department Undergraduatelebts (Formal Education:
352, Evening Education: 318, Distance Education;, R0aster (115) ,PhD (25)

students and Postdoctoral (5).

From 4185 students, 381 students are reached.efug@ed Samples Size for
the population 5000 is shown as 357 with Signifeeahevel 0.05 and Margin of
Error = 5% (Yaziciglu and Erdgan, 2007:72; Sekaran, 2002; 294). So the required
sample size is overreached. All questions are amsiveo there are no missing

values. Target brands were presented throughribeies (i.e., logos were not used).

3.3. QUESTIONNAIRE DESIGN

The online questionnaire form consists of questiomgarding the
demographic charactrestics of the respondentsaisatgender, age and education
status and one question from Perceived Brand Giebal (Sttenkamp et al, 2003),
Perceived brand quality (Sttenkamp et al, 2003),ns0mer Ethnocentrism
(Sttenkamp et al, 2003) and Brand Image (Batral,e2@0). One question from
existing scales is chosen because when they waamslated into Turkish, they were

giving so similar, nearly same meaning. Reliabiéityalysis can be done when there

73



is more than one item in each scale to understdrether the sample gives logical
responds or not. Since there is one item for eaelesit was also not needed to
evaluate the reliability since the answers do raatehchance to be illogical also it is
impossible to measure the reliability with one itdmfurther studies, larger samples
can be used with using the whole questions of tadeshowever; the Chi-square
analysis and Correlation Analysis give significeggult that is aimed to be found.

The question that was used for this study andergtrestionnaire is listed below:
Gender (Female, Male)

Age ( Below 20/ 20-30/ 30-40 /40 and Above)

Education ( Undergraduate, Master, Doctorate, PosBoctorate)

w0 NP

Perceived Brand Globalness (Sttenkamp et al, 2003)
a. To me, this is a global brand.
b. To me, this is a local brand.
5. Perceived brand quality (Sttenkamp et al, 2003)
a. This brand is very low on overall quality.
b. This brand is very high on overall quality.
6. Consumer Ethnocentrism (Sttenkamp et al, 2003)
a. A real Turkish should always buy Turkish-made paidu
b. Itis not right to purchase foreign products.
7. Brand Image (Batra et al, 2000)
a. This brand has a very cheap and poor image
b. This brand has a very good and high image.
8. Prior Brand Experience
a. Never tried it before.
b. Used it all the time.
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3.4 PRE-TEST

This study begins with a pretest, which asks allsmenber of respondents,
who are relevant to a main study sample. A preswas done to 36 people consists
of 35 business department students and 1 acadenfiflaundergraduate, 10 Master,
5 Doctorate students and 1 postdoctoral acadenpicidmee of them misunderstand
the question of perceived brand globalness andewwoth local and global for one
brand. They have to select either “global” or “Idoa&hich is best choice for them
since the question is not a true-false questionalsiis perceptions. Therefore, that
question is clarified. Other one is that, sinceelae six brands and six questions for
one of them, there are 36 questions, and some ah thad difficulty while
completing them. For preventing the fatigue, thesgonnaire form is designed

again in such a way that fits one page.
3.5 DESCRIPTIVE STATISTICS AND FREQUENCIES
All questions are answered so the values are.valid
3.5.1 Demographic Profile of the Respondents
The respondents are firstly analyzed accordinthéar demographic profile.
All respondents answered their demographic infoionaso there are no missing

values. Of the 381 respondents, 54% is female &r¥d & male.

Table 5: Gender of the Respondents

GENDER | FREQUENCY | PERCENT

Female 205 54%
Male 176 46%
TOTAL 381 100%
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The ages are grouped under four age groups. 26f 28¢ respondents belong
to the age group Below 20, 61.4% belong to the @0t8% belong to the 30-40, and
2.4% belong to the 40 and above. Age group datesgondents show that more
than half (61.4 %) of the respondents are betwden dage of 20 and 30,
demonstrating a relatively young group.

Table 6: Age Groups of the Respondents

AGE FREQUENCY | PERCENT
Below 20 100 26.2%
20-30 234 61.4%
30-40 38 10%

40 and Above 9 2.4%
TOTAL 381 100%

Education status of respondents is categorizedr@diogpto their status as
being undergraduate, master or doctorate studaedtpast-doctorate academician.
Of the 381 respondents, 76.1% are undergraduatierds) 18.1% are master
students, 3.7% are doctorate students, and 2.1% past-doctorate status
academicians. Education status of the respondbots that more than half (76.1%)
of the respondents are undergraduate students.

Table 7: Education Status of the Respondents

EDUCATION FREQUENCY |PERCENT
Undergraduate 290 76,1%
Master 69 18,1%
Doctorate 14 3, 7%
Postdoctoral 8 2,1%
TOTAL 381 100%




3.5.2 Global and Local Perceptions of the Brands (PBG)

Perceived Brand Globalness is measured by askarglbt perceived global or
local status by the respondents (Steenkamp €1Q)3). All questions are answered.
Of the 381 respondents, 98.2% of the respondemteipe HP as global and 1.8%
respondents perceive it as a local brand so nedflyespondents except seven
respondents perceive HP as a global brand. 32.5%eipe Casper as global and
67.5% perceive Casper as local brand. More thahdfahe respondents perceive
Casper as a local brand. 83.7% perceive Algida atolbal brand while 16.3%
perceive it as a local. Again more than half peredilgida as a global brand. 13.6%
perceive Panda as a global brand while 86.4% pexdeas a local brand. More than
half perceive it as local brand. 98.4 % perceiveid@s a global brand while 1.6%
perceive it as local brand. Like in the HP examplearly all except 6 respondents
perceive it as global. Finally, 48.8% perceive Masia global brand while 51.2%
perceive it as local brand. The percentages ofajlabd local perceptions for Mavi

are very similar.

Table 8: Perceived Brand Globalness Values of tHieespondents

GLOBAL PERCEPTION LOCAL PERCEPTION

BRAND | FREQUENCY | PERCENTAGE | FREQUENCY | PERCENTAGE
HP 374 98.2 % 7 1.8 %
CASPER| 124 32.5% 257 67.5 %
ALGIDA | 319 83.7 % 62 16.3 %
PANDA | 52 13.6 % 329 86.4 %
LEVIS 375 98.4 % 6 1.6%

MAVI 186 48.8 % 195 51.2%
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3.5.3 Quiality Perceptions of the Brands (PBQ)

Perceived Brand Quality is measured by asking kdrebrands are low or
high in overall quality (Steenkamp et al., 2003hc8 the focus is not measuring the
quality but understanding the quality value tengeievards local and global brands,
only low are high choices are used. All questiome answered. Of the 381
respondents, 96.9 % of the respondents perceivadH® high quality brand while
only 3.1 % thinks it is low quality brand so mosiéyhigh quality brand while 68%
thinks it is low quality brand. More than half dfet respondents think Casper as a
low quality brand. 89.8 % think that Algida is aghiquality brand while 10.2%
perceive it as low quality. 11.5 % perceives Paadaa high quality brand while
88.5% perceive it as a low quality brand. 98.7 %ceee Levis as a high quality
brand while only 1.3% perceives it as a low quatite. Like in the HP example,
nearly all except five respondents perceive it igh lguality brand. Finally, 59.6 %
thinks that Mavi is high quality brand while 40.4 #tinks that it is low quality
brand.

Table 9: Perceived Brand Quality Values of the Rg®ndents

HIGH OVERALL QUALITY LOW OVERALL QUALITY

BRAND | FREQUENCY | PERCENTAGE | FREQUENCY | PERCENTAGE
HP 369 96.9 % 12 3.1%
CASPER| 122 32% 259 68 %
ALGIDA | 342 89.8 % 39 10.2 %
PANDA | 44 11.5% 337 88.5 %
LEVIS 376 98.7 % 5 1.3%

MAVI 227 59.6 % 154 40.4 %
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3.5.4 Brand Image Values of the Respondents (Bl)

Brand Image is measured by asking whether thedbh@as good and high
image or cheap and poor image (Batra et al., 208l0juestions are answered. Of
the 381 respondents, 98.4 % of the respondentk that HP has good and high
brand image while 1.8 % think quite the opposita. the Casper 36.5 % think, it has
good and high brand image while 63.5 % thinks thposite. For Algida, 89.2 %
think it has good and high image while 10.2 % ththht it has cheap and poor
image. For Panda, 14.7 % think it is god and highge while 85.3 % thinks the
opposite. For Levis, a big percentage 99.2 % thinkas good and high image with
only 3 exceptions. For Mavi, 70.9 % think it hasodand high image while 29.1 %
think the opposite.

Table 10: Brand Image Values of the Respondents

GOOD AND HIGH IMAGE CHEAP AND POOR IMAGE
BRAND | FREQUENCY | PERCENTAGE | FREQUENCY | PERCENTAGE
HP 375 98.4 % 6 1.6 %
CASPER 139 36.5 % 242 63.5 %
ALGIDA 340 89.2 % 41 10.8 %
PANDA 56 14.7 % 325 85.3 %
LEVIS 378 99.2 % 3 0.8 %
MAVI 270 70.9 % 111 29.1 %

3.5.5Consumer Ethnocentrism Vales of the Respondents (&

Consumer Ethnocentrism is measured by askingiquestf“A real Turkish
should always buy Turkish-made producésid ‘1t is not right to purchase foreign-

made products’{Steenkamp et al., 2003). All questions are ansger
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Of the 381 respondents, more than half 78 % doeagree with the phrase
“A real Turkish should always buy Turkish-made pros” and responded as “No”
while 22% agrees with the phrase. 92.4 % doesgreeavith the phrase “It is not
right to purchase foreign-made products” and redpdrfNo” while only 7.6%

agrees with the phrase.

Table 11: Consumer Ethnocentrism Values of the Rpsndents

YES PERCENTAGE |NO | PERCENTAGE

A real Turkish should always

o) 0,
buy Turkish-made products. 84 22% 297 | 18%

It is not right to purchase

. 29 7.6% 352 | 92.4%
foreign-made products.

3.5.6 Prior Experience of the Respondents with the Brands

Prior experience with the brand is measured byngskihether they have
tried the brand before or not (Batra et al., 2d88)ause it is important to understand
respondents’ experiences about brands if they Be asked about quality and
image. If they have no experience and find the disaas having high quality, that
brand is successful in creating brand image. Howeles relation will be given in
further part and this table gives only the frequesi@f respondents about prior
experiences. In this case, 62% have used HP w#e I3ave never tried. 75% never
tried Casper while 25% have used it before. Noprssingly, for Algida 99% have
used it except 4 respondents. For Panda 80% haackiubefore while 20% have
never tried before. For Levis, 79% have used ibteetvhile 21% have never used it

before. Finally, Mavi is used by 70% while it istnsed by 30% before.
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Table 12: Values of Prior Experience with the Brads of the Respondents

USE IT ALL THE TIME NEVER TRIED IT BEFORE
BRAND | FREQUENCY | PERCENTAGE | FREQUENCY | PERCENTAGE
HP 236 62 % 145 38 %
CASPER 95 25 % 286 75 %
ALGIDA 377 99 % 4 1%
PANDA 306 80 % 75 20 %
LEVIS 301 79 % 80 21 %
MAVI 265 70 % 116 30 %

3.6 HYPOTHESES

The tables above give the frequencies and thethgpes below will test
whether there is a relationship between PBG, PBBiror not and test the strength
of the relationship if there is found significaetationship. Consumer Ethnocentrism
and Prior Experience with brand values are usedsiguporting variables for

hypotheses and for giving information. Thus thedifipses generated are:

H1: Perceived Brand Globalness is positively relatedPerceived Brand
Quality (PBQ).

H2: Perceived Brand Globalness is positively relateBrand Image (Bl).
H3: Perceived Brand Quality is positively related raul Image.

3.7 HYPOTHESIS TESTING

For testing the hypotheses, three Local brandsgé€aPanda, Mavi Jeans)

and three Global brands which are sequentiallyglthe same business (HP, Algida,
Levis) are used as examples.
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3.7.1 Crosstabs And Non-Parametric Correlation Analysis

Cross-Tabulations are used as summary tables hy G&#SS 16 to show that
the global perceptions of the brands lead to higglity perceptions and good brand
images and to show that high quality perceptioas! ® good brand images of the

brands or vice versa.

Correlation Analysis (Spearman) is done to whetherelationship is strong,
moderate or weak and negative or positive. Sinee dhta is non-parametric,
Spearman Correlation is used. For all six brartts correlation coefficients of PBG
and PBQ are strong and positively high. Below ie #tatistical analysis of the

hypotheses.

For testing hypotheses 1, 2 and 3, the sub-hypeshe® used for each brand
(H1_a,H1 b,.....H2 a,H2 b,....H3 a,H3_b). These arefiroed by the Cross-
tabulations with significant p values: 0.00 andntli&orrelation Analysis is done to
test the strength of the relationship. All Cornelas are found to be strong or

moderate and positive relationships are found.

3.7.1.1 Perceived Brand Globalness and Perceived Brand @iity

It is hypothesized that Perceived Brand Globalnssgositively related to
Perceived Brand Quality. Tables below show the samnfrequencies, which give
parallel idea with values and strong correlatiores faund between PBG and BI of
the brands.

H1l: Perceived Brand Globalness is positively related consumer

perceptions of brand quality (PBQ).
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H1 a: Perceived Brand Quality of HP is high when itésqeived as global (PBG).

Table 13: Crosstabulation of PBG and PBQ of HP

HP perceived quality
Very high on
Very low on overall quality|overall quality| Total

PBG of HP Local Count 7 0 7
% within PBG of HP 100% 0| 100%

% within HP PBQ 58.3% 0] 1.8%

% of Total 1.8% 0] 1.8%

Global Count 5 369 374

% within PBG of HP 1.3% 98.7%(100.0%

% within HP PBQ 41.7% 100.0%| 98.2%

% of Total 1.3% 96.9%| 98.2%

Total Count 12 369 381
% within PBG of HP 3.1% 96.9%| 100%

% within HP PBQ 100.0% 100.0%| 100%

% of Total 3.1% 96.9%| 100%

Table 14: Chi- Square Test of PBG and PBQ of HP

Chi-Square Tests

Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 2.193E2° 1 .000
Continuity Correction 188.127 1 .000
N of Valid Cases” 381

a. 1 cells (25.0%) have expected count less than 5. The minimum expected count is .22.
b. Computed only for a 2x2 table
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Table 15: Nonparametric Correlations between PBG ath PBQ of HP

Correlations

PBG of HP HP PBQ
Spearman's rho PBG of HP Correlation Coefficient 1.000|.759”
Sig. (2-tailed) .].000
N 381 381
HP PBQ Correlation Coefficient 759" 1.000
Sig. (2-tailed) .000
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

PBG is positively related to consumer perceptiohdrand quality of HP

with strong correlation coefficient 0.759, p val0e00).

H1 b: Perceived Brand Quality of CASPER is high whers iperceived as global

(PBG).

Table 16: Crosstabulation of PBG and PBQ of Casper

Casper PBQ
very low on | very high on
overall quality [overall quality.| Total

PBG of Casper Local Count 239 17 256
% within PBG of Casper 93.4% 6.6%| 100.0%

% within Casper PBQ 92.3% 13.9% 67.2%

% of Total 62.7% 4.5% 67.2%

Global Count 20 105 125

% within PBG of Casper 16.0% 84.0%| 100.0%,

% within Casper PBQ 7.7% 86.1% 32.8%

% of Total 5.2% 27.6% 32.8%

Total Count 259 122 381
% within PBG of Casper 68.0% 32.0%| 100.0%,

% within Casper PBQ 100.0% 100.0%| 100.0%

% of Total 68.0% 32.0%| 100.0%
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Table 17: Chi-Square Table of PBG and PBQ of Casper

Chi-Square Tests

Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 2.309E2° .000
Continuity Correction” 227.369 .000
N of Valid Cases” 381

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 40.03.

b. Computed only for a 2x2 table

Table 18: Nonparametric Correlations of PBG and PBQof Casper

Correlations

PBG of Casper| Casper PBQ
Spearman's rho Perceived Brand Correlation Coefficient 1.000|.778"
Globalness of Casper Sig. (2-tailed) 1000
N 381 381
Casper perceived quality ~Correlation Coefficient |.778” 1.000
Sig. (2-tailed) .000
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

PBG is positively related to consumer perceptidnisrand quality of Casper

with strong correlation coefficient 0.778, p val0ed0).
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H1 c: Perceived Brand Quality of ALGIDA is high whenstperceived as global
(PBG).

Table 19: Crosstabulation of PBG and PBQ of Algida

PBG of Algida * Algida PBQ Crosstabulation

Algida PBQ
very low on | very high on
overall quality [overall quality.| Total

PBG of Algida Local Count 33 29 62
% within PBG of Algida 53.2% 46.8%| 100.0%

% within Algida PBQ 84.6% 8.5% 16.3%

% of Total 8.7% 7.6% 16.3%

Global Count 6 313 319)

% within PBG of Algida 1.9% 98.1%| 100.0%,

% within Algida PBQ 15.4% 91.5% 83.7%

% of Total 1.6% 82.2% 83.7%

Total Count 39 342 381
% within PBG of Algida 10.2% 89.8%| 100.0%

% within Algida PBQ 100.0% 100.0%| 100.0%

% of Total 10.2% 89.8%| 100.0%

Table 20: Chi-Square Test of PBG and PBQ of Algida

Chi-Square Tests

Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 1.489E22 1/.000
Continuity Correction® 143.405 1]/.000
N of Valid Cases” 381

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 6.35.
b. Computed only for a 2x2 table
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Table 21: Nonparametric Correlation Table of PBG aml PBQ of Algida

Correlations

PBG of Algida | Algida PBQ
Spearman's tho  PBG of Algida Correlation Coefficient 1.000(.625™
Sig. (2-tailed) .|.000
N 381 381
Algida PBQ Correlation Coefficient [.625~ 1.000|
Sig. (2-tailed) .000
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

PBG is positively related to consumer perceptidnisrand quality of Algida

with correlation coefficient 0.625, p value: 0.00)he correlation coefficient of

Algida with 0.625 is relatively lower than the HFhda Casper’'s correlation

coefficient. This is because some consumers firgidal both local and high quality

or with high quality image. Algida Ice Creams imakt the one ice cream brand that

Is available everywhere, known by the all citizansl virtually loved by everyone in

Turkey. So this result is expected.

H1 d: Perceived Brand Quality of PANDA is high whensgtperceived as global

(PBG).

PBG of Panda * Panda PBQ Crosstabulation

Table 22: Crosstabulation of PBG and PBQ of Panda

Panda PBQ
very low on | very high on
overall quality [overall quality.| Total

PBG of Panda Local Count 324 5 329]
% within PBG of Panda 98.5% 1.5%| 100.0%

% within Panda PBQ 96.1% 11.4% 86.4%

% of Total 85.0% 1.3% 86.4%

Global Count 13 39 52
% within PBG of Panda 25.0% 75.0%| 100.0%

% within Panda PBQ 3.9% 88.6% 13.6%

% of Total 3.4% 10.2% 13.6%
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Total Count 337 44 381
% within PBG of Panda 88.5% 11.5%| 100.0%)
% within Panda PBQ 100.0% 100.0%| 100.0%
% of Total 88.5% 11.5%| 100.0%
Table 23: Chi-Square Test Table of PBG and PBQ ofdhda
Chi-Square Tests
Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 2.373E2°2 1].000
Continuity Correction” 230.208 1{.000
N of Valid Cases” 381
a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 6.01.
b. Computed only for a 2x2 table
Table 24: Nonparametric Correlations of PBG and PBQof Panda
Correlations
PBG of Panda Panda PBQ
Spearman's rho PBG of Panda Correlation Coefficient 1.000|.789”
Sig. (2-tailed) .].000
N 381 381
Panda PBQ Correlation Coefficient 789" 1.000
Sig. (2-tailed) .000
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

PBG is positively related to consumer perceptiohbrand quality of Panda

with correlation coefficient 0.789.
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H1 e: Perceived Brand Quality of LEVIS is high when st perceived as global
(PBG).

Table 25: Crosstabulation of PBG and PBQ Levis

PBG of Levis * Levis PBQ Crosstabulation

Levis PBQ
very low on | very high on
overall quality [overall quality.| Total

PBG of Levis Local Count 4 2 6
% within PBG of Levis 66.7% 33.3%| 100.0%

% within Levis PBQ 80.0% .5% 1.6%

% of Total 1.0% .5% 1.6%

Global Count 1 374 375

% within PBG of Levis 3% 99.7%| 100.0%,

% within Levis PBQ 20.0% 99.5% 98.4%

% of Total 3% 98.2% 98.4%

Total Count 5 376 381
% within PBG of Levis 1.3% 98.7%| 100.0%

% within Levis PBQ 100.0% 100.0%| 100.0%

% of Total 1.3% 98.7%| 100.0%

Table 26: Chi- Square Test Table of PBG and PBQ Leas

Chi-Square Tests

Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 2.010E2? 1/.000
Continuity Correction® 153.041 1]/.000
N of Valid Cases” 381

a. 2 cells (50.0%) have expected count less than 5. The minimum expected count is .08.
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Table 27: Nonparametric Correlations of PBG and PBQof Levis

Correlations

PBG of Levis Levis PBQ
Spearman's rho  PBG of Levis Correlation Coefficient 1.000|.726”
Sig. (2-tailed) .|.000
N 381 381
Levis PBQ Correlation Coefficient [.726~ 1.000|
Sig. (2-tailed) .000
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

PBG is positively related to consumer perceptionbrand quality of Levis

with correlation coefficient 0.726.

H1 f: Perceived Brand Quality of MAVI is high when it perceived as global

(PBG).
Table 28: Crosstabulation of PBG and PBQ Mavi
PBG of Mavi * Mavi PBQ Crosstabulation
Mavi PBQ
very low on | very high on
overall quality [overall quality.| Total
PBG of Mavi Local Count 144 51 195
% within PBG of Mavi 73.8% 26.2%| 100.0%
% within Mavi PBQ 93.5% 22.5% 51.2%)
% of Total 37.8% 13.4% 51.2%)
Global Count 10 176 186
% within PBG of Mavi 5.4% 94.6%| 100.0%,
% within Mavi PBQ 6.5% 77.5% 48.8%
% of Total 2.6% 46.2% 48.8%
Total Count 154 227 381
% within PBG of Mavi 40.4% 59.6%| 100.0%
% within Mavi PBQ 100.0% 100.0%| 100.0%
% of Total 40.4% 59.6%| 100.0%,

90




Table 29: Chi- Square Test Table of PBG and PBQ Mav

Chi-Square Tests

Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 1.853E22 1]/.000
Continuity Correction® 182.489 1].000
N of Valid Cases” 381

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 75.18.
b. Computed only for a 2x2 table

Table 30: Nonparametric Correlations of PBG and PBQof Mavi

Correlations

PBG of Mavi Mavi PBQ
Spearman's tho  PBG of Mavi Correlation Coefficient 1.000|.697"
Sig. (2-tailed) .|.000
N 381 381
Mavi PBQ Correlation Coefficient |.697" 1.000}
Sig. (2-tailed) .000
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

PBG is positively related to consumer perceptiohbrand quality of Mavi

Jeans with correlation coefficient 0.697, p val0€d0. This may be because it is
Turkey’'s one of the most popular fashion brand ¢cdme global and it is sold at
over 50 countries including the US, Canada, Turkeaystralia, Germany, Denmark,
Netherlands and Russia (http://www.shopmavi.us/alyoavi.html).Thus even some
consumers know that it is local brand, they thinkas high quality but anyway most

of the consumers confirms the Hypothesis 1 witlir tteplies.
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3.7.1.2Perceived Brand Globalness (PBG) and Brand Image (B

It is hypothesized that Perceived Brand Globalnssgositively related to
Brand Image. Tables below show the summary freqasnwhich give parallel idea
with values and strong correlations are found betw@BG and Bl of the brands.

H2: Perceived Brand Globalness is positively relabeBrand Image (Bl).

H2_a: Brand Image (BI) of HP is perceived as good amth kvhen it is perceived as
global (PBG).

Table 31: Crosstabulation of PBG and Bl of HP

PBG of HP * HP (BI) Crosstabulation

HP (BI)
has a very has a very
cheap and |good and high
poor image image Total
PBG of HP Local Count 5 2 7
% within PBG of HP 71.4% 28.6%| 100.0%
% within HP (BI) 83.3% .5% 1.8%
% of Total 1.3% .5% 1.8%
Global Count 1 373 374
% within PBG of HP .3% 99.7%| 100.0%
% within HP (BI) 16.7% 99.5% 98.2%
% of Total .3% 97.9% 98.2%
Total Count 6 375 381
% within PBG of HP 1.6% 98.4%| 100.0%
% within HP (BI) 100.0% 100.0%| 100.0%
% of Total 1.6% 98.4%| 100.0%
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Table 32: Chi-Square Test of PBG and BI of HP

Chi-Square Tests

Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 2.245E2° 1/.000
Continuity Correction® 180.928 1/.000
N of Valid Cases” 381

a. 1 cells (25.0%) have expected count less than 5. The minimum expected count is .11.

b. Computed only for a 2x2 table

Table 33: Nonparametric Correlations of PBG and Blof HP

Correlations

PBG of HP HP (BI)
Spearman's rho Perceived Brand Globalness Correlation Coefficient 1.000|.768"
of HP Sig. (2-tailed) 000
N 381 381
HP (BI) Correlation Coefficient |.768" 1.000
Sig. (2-tailed) .000
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

There is a strong correlation between PBG of HPEInaf HP (r = 0.768).
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H2_b: Brand Image of CASPER is perceived as good anld \Wigen it is perceived

as global.

Table 34: Crosstabulations of PBG and Bl of Casper

PBG of Casper * Casper (BI) Crosstabulation

Casper (Bl)
has a very has a very
cheap and |good and high
poor image image Total
PBG of Casper Local Count 232 24 256
% within PBG of Casper 90.6% 9.4%| 100.0%
% within Casper (BI) 95.9% 17.3% 67.2%
% of Total 60.9% 6.3% 67.2%
Global Count 10 115 125
% within PBG of Casper 8.0% 92.0%]| 100.0%,
% within Casper (BI) 4.1% 82.7% 32.8%
% of Total 2.6% 30.2% 32.8%
Total Count 242 139 381
% within PBG of Casper 63.5% 36.5%| 100.0%,
% within Casper (BI) 100.0% 100.0%| 100.0%
% of Total 63.5% 36.5%| 100.0%
Table 35: Chi-Square Test of PBG and Bl of Casper
Chi-Square Tests
Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 2 474E22 1].000
Continuity Correction® 243.886 1]/.000
N of Valid Cases” 381

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 45.60.
b. Computed only for a 2x2 table
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Table 36: Nonparametric Correlations of PBG and Blof Casper

Correlations

PBG of Casper | Casper (BI)
Spearman's rho  Perceived Brand Correlation Coefficient 1.000|.812"
Globalness of Casper Sig. (2-tailed) 1000
N 381 381
Casper (BI) Correlation Coefficient |.812" 1.000
Sig. (2-tailed) .000
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

There is a strong correlation between PBG and Bt f0.812).

H2_c: Brand Image of ALGIDA is perceived as good anchhighen it is perceived

as global.
Table 37: Crosstabulations of PBG and Bl of Algida
PBG of Algida * Algida (BI) Crosstabulation
Algida (BI)
has a very has a very
cheap and |good and high
poor image image Total
PBG of Algida Local Count 38 24 62
% within PBG of Algida 61.3% 38.7%] 100.0%,
% within Algida (BI) 95.0% 7.0%| 16.3%
% of Total 10.0% 6.3% 16.3%
Global Count 2 317 319]
% within PBG of Algida .6% 99.4%| 100.0%
% within Algida (BI) 5.0% 93.0% 83.7%
% of Total .5% 83.2% 83.7%
Total Count 40 341 381
% within PBG of Algida 10.5% 89.5%] 100.0%,
% within Algida (BI) 100.0% 100.0%| 100.0%
% of Total 10.5% 89.5%| 100.0%
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Table 38: Chi-Square Test of PBG and BI of Algida

Chi-Square Tests

Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 2.033E2° 1/.000
Continuity Correction® 196.899 1/.000
N of Valid Cases” 381

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 6.51.

Table 39: Nonparametric Correlations of PBG and Blof Algida

Correlations

PBG of Algida | Algida (BI)
Spearman's tho  PBG of Algida Correlation Coefficient 1.000|.742”
Sig. (2-tailed) .|.000
N 381 381
Algida (BI) Correlation Coefficient |.742” 1.000|
Sig. (2-tailed) .000
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

There is a strong correlation between PBG and BLGBIDA (r = 0.742).
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H2_d: Brand Image of PANDA is perceived as good and hwylen it is perceived
as global.

Table 40: Crosstabulation of PBG and Bl of Panda

PBG of Panda * Panda (BI) Crosstabulation

Panda (BI)
has a very has a very
cheap and |good and high
poor image image Total
PBG of Panda Local Count 313 16 329]
% within PBG of Panda 95.1% 4.9%| 100.0%)
% within Panda (BI) 96.3% 28.6% 86.4%
% of Total 82.2% 4.2% 86.4%
Global Count 12 40 52
% within PBG of Panda 23.1% 76.9%| 100.0%
% within Panda (BI) 3.7% 71.4% 13.6%
% of Total 3.1% 10.5% 13.6%
Total Count 325 56 381
% within PBG of Panda 85.3% 14.7%|( 100.0%)
% within Panda (BI) 100.0% 100.0%| 100.0%
% of Total 85.3% 14.7%| 100.0%)
Table 41: Chi-Square Test of Panda
Chi-Square Tests
Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 1.860E22 1].000
Continuity Correction® 180.266 1].000
N of Valid Cases” 381

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 7.64.
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Table 42: Nonparametric Correlations of PBG and Blof Panda

Correlations

PBG of Panda | Panda (BI)
Spearman's rho  PBG of Panda Correlation Coefficient 1.000|.699”
Sig. (2-tailed) .1.000
N 381 381
Panda (BI) Correlation Coefficient |.699~ 1.000
Sig. (2-tailed) .000
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

There is a strong correlation between them that BB&GBI of PANDA (r = 0.699).

H2_e: Brand Image of LEVIS is perceived as good and lwbken it is perceived as

global.
Table 43: Crosstabulation of PBG and Bl of Levis
PBG of Levis * Levis (BIl) Crosstabulation
Levis (BI)
has a very has a very
cheap and |good and high
poor image image Total
PBG of Levis Local Count 3 3 6
% within PBG of Levis 50.0% 50.0%| 100.0%
% within Levis (BI) 100.0% .8% 1.6%)
% of Total .8% .8% 1.6%
Global Count 0 375 375
% within PBG of Levis .0% 100.0%| 100.0%
% within Levis (BI) .0% 99.2% 98.4%)
% of Total .0% 98.4% 98.4%)
Total Count 3 378 381
% within PBG of Levis .8% 99.2%| 100.0%,
% within Levis (BI) 100.0% 100.0%| 100.0%
% of Total .8% 99.2%| 100.0%

98




Table 44: Chi-Square Test of PBG and Bl Levis

Chi-Square Tests

Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)

Pearson Chi-Square 1.890E22 1/.000

Continuity Correction® 130.403 1/.000

Likelihood Ratio 26.724 1/.000

Fisher's Exact Test .000 .000
;‘”ear.'b)’"-'”ear 188.492 1|.000

ssociation
N of Valid Cases® 381

a. 2 cells (50.0%) have expected count less than 5. The minimum expected count is .05.

Table 45: Nonparametric Correlations of PBG and Blof Levis

Correlations

Perceived Brand Globalness| Levis
of Levis (8I)
Spearman's Percellved Brand Globalness Correllaltlon 1.000!l 704
rho of Levis Coefficient
Sig. (2-tailed) .].000
N 381 381
Levis (BI) Correllaltlon 204" 1.000
Coefficient
Sig. (2-tailed) .000
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

There is a strong correlation between them PBGBEdrud LEVIS (r = 0.704).
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H2_f: Brand Image of MAVI is perceived as good and higten it is perceived as

global.
Table 46: Crosstabulation of PBG and Bl of Mavi
PBG of Mavi * Mavi (BI) Crosstabulation
Mavi (Bl)
has a very has a very
cheap and |good and high
poor image image Total
PBG of Mavi Local Count 106 89 195
% within PBG of Mavi 54.4% 45.6%| 100.0%
% within Mavi (BI) 95.5% 33.0% 51.2%
% of Total 27.8% 23.4% 51.2%
Global Count 5 181 186
% within PBG of Mavi 2.7% 97.3%| 100.0%
% within Mavi (BI) 4.5% 67.0% 48.8%
% of Total 1.3% 47.5% 48.8%
Total Count 111 270 381
% within PBG of Mavi 29.1% 70.9%| 100.0%
% within Mavi (BI) 100.0% 100.0%| 100.0%
% of Total 29.1% 70.9%| 100.0%
Table 47: Chi-Square Test of PBG and Bl of Mavi
Chi-Square Tests
Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 1.231E22 1].000
Continuity Correction” 120.615 1{.000
N of Valid Cases” 381

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 54.19.
b. Computed only for a 2x2 table
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Table 48: Nonparametric Correlations of PBG and Blof Mavi

PBG of Mavi | Mavi (BI)
Spearman'stho  PBG of Mavi Correlation Coefficient 1.000|.568™
Sig. (2-tailed) .].000
N 381 381
Mavi (BI) Correlation Coefficient |.568" 1.000
Sig. (2-tailed) .000 .
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

There is a moderate correlation between PBG andf BIAVI (r = 0.568).
This relative lowness seems to be due to the samsumers see MAVI both local
and having good and high image as in the PBG-PB® ahove.
3.7.1.3Perceived Brand Quality (PBQ) and Brand Image (BI)

It is hypothesized that Perceived Brand Qualitpasitively related to Brand
Image. Tables below show the summary frequencidghagive parallel idea with
values and strong correlations are found betweed &l Bl of the brands.

H3: Perceived Brand Quality is positively relatedtand Image.

H3 a) PBQ of HP is positively related to Bl of HP.
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Table 49: Crosstabulation of PBQ and Bl of HP

HP PBQ * HP (BI) Crosstabulation

HP (BI)
has a very cheap has a very good

and poor image and high image Total
HP PBQ very low on Count 5 7 12
overall quality o/ \ithin HP PBQ 41.7% 58.3%|100.0%
% within HP (BI) 83.3% 1.9%| 3.1%
% of Total 1.3% 1.8%| 3.1%
very high on Count 1 368 369]
overall quality. o, \ithin Hp PBQ |.3% 99.7%|100.0%
% within HP (BI) 16.7% 98.1%| 96.9%
% of Total 3% 96.6%)| 96.9%
Total Count 6 375 381
% within HP PBQ 1.6% 98.4%]100.0%
% within HP (BI) 100.0% 100.0%]100.0%
% of Total 1.6% 98.4%]100.0%

Table 50: Chi-Square Test of PBQ and Bl of HP

Chi-Square Tests

Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 1.285E22 1]/.000
Continuity Correction® 103.168 1|.000
N of Valid Cases” 381

a. 1 cells (25.0%) have expected count less than 5. The minimum expected count is .19.

Table 51: Nonparametric Correlations of PBQ and Blof HP

Correlations

HP PBQ HP (BI)
Spearman's rho HP perceived quality Correlation Coefficient 1.000|.581"
Sig. (2-tailed) .|.000
N 381 381
HP (BI) Correlation Coefficient  |.581" 1.000|
Sig. (2-tailed) .000
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).
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There is a moderate correlation between them tB& & HP and Bl of HP.
PBQ of HP is positively related to Bl of HP (r =581). This relative lowness
compared to other hypotheses seem to be due tsothe consumers ( 4 of the 5
person which makes 80%) thinks that HP created god high image even thought
they find HP low quality brand after their expexerwith the brand.

H3 b) PBQ of CASPER is positively related to Bl of CASPER

Table 52: Crosstabulation of PBQ and Bl of Casper

Casper PBQ * Casper (Bl) Crosstabulation

Casper (BI)
has a very cheap | has a very good
and poor image and high image | Total
Casper PBQ very low on Count 225 34 259

overall quality —,, = .. .

o within Casper 86.9% 13.1%|100.0%

PBQ

% within Casper (BI) 93.0% 24.5%| 68.0%

% of Total 59.1% 8.9%| 68.0%
very high on Count 17 105 122
overall quality. ,, = .. .

0 within Casper 13.9% 86.1%|100.0%

PBQ

% within Casper (BI) 7.0% 75.5%| 32.0%

% of Total 4.5% 27.6%| 32.0%)

Total Count 242 139 381

% within Casper 63.5% 36.5%|100.0%

PBQ . . .

% within Casper (BI) 100.0% 100.0%(100.0%,

% of Total 63.5% 36.5%)(100.0%)

Table 53: Chi-Square Test of PBQ and Bl of Casper

Chi-Square Tests

Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 1.904E2? 1]/.000
Continuity Correction® 187.264 1|.000
N of Valid Cases” 381

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 44.51.
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Table 54: Nonparametric Correlations of PBQ and Blof CASPER

Correlations

Casper PBQ | Casper (BI)
Spearman's rho  Casper PBQ Correlation Coefficient 1.000|.707"
Sig. (2-tailed) .]1.000
N 381 381
Casper (BI) Correlation Coefficient |.707” 1.000
Sig. (2-tailed) .000
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

There is a positive and strong correlation betweBQ of CASPER and Bl of
Casper (r = 0.707).

H3 c)PBQ of ALGIDA is positively related to Bl of ALGIDA

Table 55: Crosstabulation of PBQ and Bl of Algida

Algida PBQ * Algida (BIl) Crosstabulation

Algida (BI)

has a very cheap

has a very good

and poor image and high image | Total

Algida PBQ very low on Count 30 9 39
overall qually (;f"B"(‘gthi” Algida 76.9% 23.1%)|100.0%

% within Algida (BI) 73.2% 2.6%| 10.2%)

% of Total 7.9% 2.4%| 10.2%)

very high on Count 11 331 342

overall quality. Z"Bv(\gthin Algida 5206 06.8%|100.0%

% within Algida (BI) 26.8% 97.4%| 89.8%

% of Total 2.9% 86.9%)| 89.8%

Total Count 41 340 381
;/,"B‘gthi” Algida 10.8% 89.29%|100.0%

% within Algida (BI) 100.0% 100.0%|100.0%

% of Total 10.8% 89.2%]100.0%
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Table 56: Chi-Square Test of PBQ and BI of Algida

Chi-Square Tests

Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 1.980E2? 1/.000
Continuity Correction® 190.445 1]/.000
N of Valid Cases” 381

a. 1 cells (25.0%) have expected count less than 5. The minimum expected count is 4.20.

Table 57: Nonparametric Correlations of PBQ and Blof Algida

Algida perceived
quality Algida (BI)
Spearman'srho  Algida perceived quality  Correlation Coefficient 1.000|.721”

Sig. (2-tailed) .1.000

N 381 381
Algida (BI) Correlation Coefficient |.721" 1.000|

Sig. (2-tailed) .000

N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

There is a strong and positive correlation betweB@ and Bl of ALGIDA (r

= 0.721).

H3_d) There is a significant relationship between PBQ Bhdf PANDA

Table 58: Crosstabulations of PBQ and Bl of Panda

Panda PBQ * Panda (BI) Crosstabulation

Panda (BI)
has a very cheap | has a very good
and poor image and high image | Total
Panda PBQ very low on Count 320 17 337
overall quality ...
o within Panda 95.0% 5.0%|100.0%
PBQ
% within Panda (BI) 98.5% 30.4%| 88.5%
% of Total 84.0% 4.5%| 88.5%
very high on Count 5 39 44
overall quality. ,, ...
o within Panda 11.4% 88.6%(100.0%
PBQ
% within Panda (BI) 1.5% 69.6%| 11.5%
% of Total 1.3% 10.2%| 11.5%
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Total Count 325 56 381
O
Ff’B"(‘gth'” Panda 85.3% 14.7%)|100.0%
% within Panda (BI) 100.0% 100.0%]100.0%
% of Total 85.3% 14.7%]100.0%
Table 59: Chi-Square Test of PBQ and BI of Panda
Chi-Square Tests
Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 2.169E22 1].000
Continuity Correction® 210.286 1].000
N of Valid Cases” 381
a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 6.47.
b. Computed only for a 2x2 table
Table 60: Nonparametric Correlations of PBQ and Blof Panda
Correlations
Panda PBQ Panda (Bl)
Spearman's rho  Panda perceived quality  Correlation Coefficient 1.000|.755"
Sig. (2-tailed) .].000
N 381 381
Panda (BI) Correlation Coefficient |.755~ 1.000
Sig. (2-tailed) .000
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

There is a strong correlation between PBQ and BIANIDA (r = 0.755).
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H3_e)PBQof LEVIS is positively related to Bl of LEVIS.

Table 61: Crosstabulations of PBQ and Bl of Levis

Levis PBQ * Levis (BI) Crosstabulation

Levis (BI)
has a very cheap | has a very good
and poor image and high image | Total
Levis PBQ very low on Count 3 2 5
overall quality o, \vithin L evis PBQ 60.0% 40.0%)|100.0%
% within Levis (BI) 100.0%].5% 1.3%
% of Total .8% .5% 1.3%
very high on Count 0 376 376
overall quality. o, ithin Levis PBQ |.0% 100.0%|100.0%
% within Levis (BI) |.0% 99.5%| 98.7%
% of Total .0% 98.7%| 98.7%
Total Count 3 378 381
% within Levis PBQ |.8% 99.2%]100.0%
% within Levis (BI) 100.0% 100.0%)100.0%
% of Total .8% 99.2%)100.0%
Table 62: Chi-Square Test of PBQ and Bl of Levis
Chi-Square Tests
Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 2.274E2°2 1].000
Continuity Correction® 157.071 1].000
N of Valid Cases” 381

a. 3 cells (75.0%) have expected count less than 5. The minimum expected count is .04.

b. Computed only for a 2x2 table
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Table 63: Nonparametric Correlations of PBQ and Blof LEVIS

Correlations

Levis PBQ Levis (BI)
Spearman's rho Levis perceived quality  Correlation Coefficient 1.000|.773"
Sig. (2-tailed) .].000
N 381 381
Levis (BI) Correlation Coefficient |.773” 1.000
Sig. (2-tailed) .000
N 381 381

There is a strong correlation between them that BB@BI of LEVIS (r = 0.773).

H3_f) PBQ of MAVI is positively related to Bl of MAVI.

Table 64: Crosstabulations of PBQ and Bl of Mavi

Mavi PBQ * Mavi (BI) Crosstabulation

Mavi (BI)
has a very | has avery
cheap and | good and
poor image | high image | Total

Mavi PBQ very low on overall Count 96 58 154
quality % within Mavi PBQ 62.3% 37.7%| 100.0%
% within Mavi (BI) 86.5% 21.5%| 40.4%
% of Total 25.2% 15.2%| 40.4%
very high on overall  Count 15 212 227
quality. % within Mavi PBQ 6.6% 93.4%]| 100.0%
% within Mavi (BI) 13.5% 78.5%| 59.6%
% of Total 3.9% 55.6%| 59.6%
Total Count 111 270 381
% within Mavi PBQ 29.1% 70.9%| 100.0%
% within Mavi (BI) 100.0% 100.0%]| 100.0%
% of Total 29.1% 70.9%| 100.0%
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Table 65: Chi-Square Test of PBQ and Bl of Mavi

Chi-Square Tests

Asymp. Sig. (2-| Exact Sig. (2- | Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 1.380E22 1/.000
Continuity Correction® 135.339 1/.000
N of Valid Cases” 381

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 44.87.

Table 66: Nonparametric Correlations of PBQ and Blof Mavi

Correlations

Mavi PBQ Mavi (BI)
Spearman's rho Mavi perceived quality  Correlation Coefficient 1.000|.602”
Sig. (2-tailed) .1.000
N 381 381
Mavi (BI) Correlation Coefficient  [.602” 1.000
Sig. (2-tailed) .000 .
N 381 381

**_Correlation is significant at the 0.01 level (2-tailed).

PBQ of MAVI is positively related to Bl of MAVI (£ 0.602).

3.8 SUPPORTING VARIABLES: PRIOR EXPERIENCE WITH THE
BRAND AND CONSUMER ETHNOCENTRISM AND THEIR
IMPACT ON PERCEIVED QUALITY

3.8.1 Prior Experience Impact on the Perceived Quality
Since quality is a subjective and perceptional ephcorior brand experience
Is an important variable to give information be@usa person who has not tried the

brand before and thinks that its quality is highmeans that the brand has created

good image in the eyes of the consumers. SincentBimage” has been used as a
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variable in the statistical tests, prior brand edpee is used for only giving
information and supporting the ideas.

3.8.1.1HP

From 381 people, 236 people have used HP beforeoahyd5 found the
brand low on overall quality. From the users bef@& find HP as a high quality
brand. In addition, from 381 people, 145 peoplechaever tried HP before, but 137
(95%) of them perceived the brand as having highlityu This strengthens the idea
of high quality association with the global bramdthough there was no trial before.

3.8.1.2 Casper

From 381 people, 95 people (25%) have used CASP&Bréd and from
those, a big percentage 63 (66%) people find thadtow on overall quality. From
the 381 people, 286 (75%) have not used it befotel86 (69%) find it low on
overall quality.

3.8.1.3 Algida

From 381 people, 377 (99%) have tried Algida anél @®%) find it as high
quality. From 4, who have never tried it, 3 (75%fit as high quality.

3.8.1.4Panda
From 381 people, 306 (80%) have used Panda befmrenty 37 people find
it high on overall quality. Other 269, which malk&8% of the “users before”, find

the overall quality of Panda low. Also there are pé&wmple that have not tried the
brand before but 68 (90%) of the find it low on mlkequality.
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3.8.1.5Levis

From 381 people, 301 people have used the bramuebahd from them 296
(98%) think has a high quality and more interesting , 80 person hasn'’t tried Levis
before but no one find it low on quality. Whole p&oof the sample that hasn’t tried
Levis before, find Levis high on overall quality.

3.8.1.6 Mavi Jeans

From 381 people, 265 people (70%) have used Mauslbefore and 169
find it high quality (64%) and 96 people (36%) firdow on quality. 116 person
hasn't tried the brand and half of them find itthiguality and half of them low, so

even Mavi Jeans is local brand, the values shotitthas created good brand image.

From only looking at their percentages, one caarpret that global brands
have higher quality associations while local onasehlower quality associations.
The results show that even there is no prior eepeg with the brands, the sample
show higher quality associations with the globanas and relatively lower quality
associations with the local ones. It is importanhote that, these results do not give
the causality relationship but it shows only lobaand’s relatively lower quality
associations even though there was no trial.btsknown exactly this lower quality
association is the result of their localism or rmtt when it is compared with global
brands; the results show the exact opposite thathajlones show high quality
associations. Therefore, it only gives tendencieth® sample, which supports the

ideas of this study.

3.8.2 Consumer Ethnocentrism Impact on the Perceived Quél

As it was showed in the Table 10, of the 381 radpats, more than half 78
% does not agree with the phrase “A real Turkisbughalways buy Turkish-made

products” and responded as “No” while 22% agredh tie phrase. A majority of

the sample, 92.4 %, does not agree with the phrdtsés not right to purchase
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foreign-made products” and responded “No” while yoidl.6% agrees with this
phrase. With only looking from their percentagebe tsample shows non-
ethnocentric tendencies. In the literature, it vimsnd that consumers with low
ethnocentrism have stronger quality associatioih wie global brands (Akram and
Merunka, 2010:2-3). This study also confirms thigteament with low consumer

ethnocentric profile, with high quality and imagssaciations with global brands.
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CONCLUSION

The current trend towards globalization is real acdelerating. The trend
towards increased globalization had a major immercthe branding strategies of
international companies. The big companies now datbe development of global
brands that ideally have the same product and d@he ositioning in all markets,
under a global marketing approach. Companies tilear brand portfolio into global
brands and eliminate local brands. In additionbglization forces businesses to
keep an eye on the changes in environment, aneffasts are clearly seen in the
marketing area. However, even a global business maglyze the -cultural
differences among the countries that they serve aomgider those while serving
them. For instance, Coca Cola, besides the fadieofg a global brand, is very

successful in tailoring the advertisements in \nih the local culture.

At the same time, consumers generally prefer slmiagbrands, because of
higher quality, perceived prestige. Moreover, ownand consuming such brands
offers the consumer a chance to become a part afablconsumer culture. In
addition, the converging lifestyles bring convergipreferences which leads to
consumption or favoritism of global brands. Constsngeem to have a greater
preference for brands with “global image” over locampetitors, even when quality

and value are not objectively superior.

There are key strategic decisions in internatianatketing that one of is
standardizing the marketing mixes and having gldivahds or adapting the brands
to local conditions. This debate is known as stetidation and adaptation debate.
Global brands are defined as brands which arerseddy everywhere in the world,
use the same or similar marketing strategy mixlimarkets, perceived as the same
brand with similar brand image worldwide and refflde same set of values around
the world. On the other hand, local brands arendefias brands that exist in one
country or in a limited geographical area and tipegvide a link between the
national economy and individual well-being withogdl managemenRroponents of

standardization believe that world markets are dgemmogenized because of

113



advances in communication and transportation tdolggo Customers in different
and distant parts of the world tend to show sinplie@ferences and demand the same
products. Standardization proponents argue thawuoars become homogeneous in
terms of their wants and needs mostly because efirtbrease in international
television broadcasting and international travelajd source of competitive
advantage in the global market is the ability todquce high-quality and low-price

products that consumers tend to favor more.

For some product categories, standardization atadae like razors or zips.
However, adaptation in food industry can be thowgha logical strategy. One key to
global success is to recognize and take advantdgea) consumer behaviour, as the
popular mantra says “Think Global, Act Local”. Agebd consultant, Robert Kahn
noted global branding does not mean having the saareds everywhere. It means
having an overreaching strategy that optimizesdedfectiveness in local, regional,
and international markets. Many good examples eafstompanies that have
successfully blended standardization and adaptaliberefore, marketing strategy
implementation is not a question of standardizatioiocalization, but it was rather
an issue of knowing when to use each. The prodactagers should ask in which
part or what part of their marketing strategy sdolog localized or left unchanged.
The glocal strategy approach reflects the objestiwea global strategy approach,
while the necessity for local adaptations and taifp of business activities is

simultaneously recognized.

In the literature, global brands are the signs lé guality and some
consumers find global brands having better quaitgn if there is no difference in
terms of quality with some local ones. Some researcbelieve that consumers do
not want global brands because they are globalpbocause they ensure to deliver
better value than their local competitors do. Soesearchers believe that consumers
do not always want to purchase global brands bectney are global, but because
they ensure to deliver better value than theirllocoanpetitors do. On the other hand,
prices of local brands are usually lower than maéonal brands and it provides

consumers a sense of better value for the monepalllvands are also perceived as
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more realistic and sensible than international samhe study also indicates that
local brands are perceived as more traditional tinéernational brands, because
local brands are linked more to local traditionsl &cal cultures than international
brands are. It was also found that trust is an mapd advantage for local brands,
because it provides a unique relationship with goress that take years to develop.
Strong local brands have traditionally benefiteoinfra high level of awareness in
their countries. Consumers have developed cloatioethips with local brands over
the years. However, empirical evidence indicated ¢obal brands seem to have a
better quality image than local brands. Global dseamay have a higher prestige than
local brands due to their relative scarcity andhargprice. Furthermore, global
brands may also stand for cosmopolitanism. Somswuoars prefer global brands
because they enhance their self-image as beingopmditan, sophisticated, and

modern.

Worldwide consumers, corporate buyers and govertsnassociate global
brands with three characteristics and consumerghese characteristics as a guide
when making purchase decisions. First one is traitQBignal. With having world-
wide quality, a global brand differentiates prodafferings and allows marketers to
charge premium prices. Second one is the GlobahMuyhich refers to sign of
cultural ideals and third one is the Social Resjility which customers evaluate
companies and brands in terms of it by followingvitbey address social problems

and how they conduct business (Holt et al., 2004:71

There is a little theory to predict how and why semers in developing
markets choose between local and global brandsitarsl important to explore
consumers’ perceptions about global and local lmahdw they perceive them, and
whether they associate high quality and image émtlor not is worth of searching.
Consumers are increasingly faced with a choice éetwlocal brands or global

brands. Global brands become a quality signaliferconsumers.
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Batra et al. (2000) and Steenkamp et al. (2003pdluiced the concept of
“Perceived Brand Globalness” to the marketing dtere, which refers to the
perceptions of the consumers about globality oftresd. According to the theory,
the real positioning of the brand is not importdrdre since it asks for the
perceptions. If the perception associates highityuahd high brand prestige for the
global brands, then one can say that perceive bgloimhlness is positive related to
perceived brand quality. The degree of brand gluss lies in the perceptions of
consumers and the identification of a brand, asdbkEical or global cannot be made
independent of consumers (Aydinoglu and Batra, Z)0%BG is not confined to
any particular country stereotypes; rather, it @pnts more generalized perceptions
of a brand being “of foreign origin”, “made somewden Europe”, or “not from
here” (Zhou et al., 2010: 204).

The starting point of this study is the study oéeéstkamp et al. (2003) who
have investigated consumers from the USA and Sd&dlea and found that
perceived brand globalness is positively relatedth perceived brand quality and
prestige. Therefore, it is important to test théatrenship between perceived
globalness and quality in different cultures. Thgplecation of perceived brand
globalness and quality can be hardly found for ®irkconsumers. This study is
important to understand whether globalism creatgbeln quality perceptions and
higher brand image and localism creates lower tyupérceptions or not. This study
explores the relationship of perceived brand glokss (PBG) with consumer’s
perception of brand quality (PBQ) and Brand ImagB. (The objective of this study
is to investigate the perceptions of consumers tagjobal brands and to understand
whether perception of brand globalness have pesitiifect on quality perception
and brand image or not. For strengthening the lngsats, Consumer Ethnocentrism
and Prior Brand Experience effects were also aedlys supporting variables. This
study is important in giving cues about the periogyst of a sample of Turkish

citizens, which consists of students from DokuzuEghd Ege University.
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The significance of the study comes from its s¢arai usage in Turkey. The
scales are new and this study is important for tstdeding the tendency and
perceptions toward global and local brands in tesfriguality and image. One of the
major limitations of this research is being carreda limited population. The reason
of using Business Department students as a sangdg¢oyprevent misunderstanding
about the concepts. Other limitation was using sounestions of the scale. Some
questions of the scale were used since when they thenslated into Turkish, they
gave similar meanings. For preventing fatigue, msgtlanatory ones about the
research gquestions were selected. Since one questis selected from each scale,
reliability analysis could not be done. In additiorliability analysis can be done
when there is more than one item in each scalenttenstand whether the sample
gives logical responds or not. Since there is ¢ ifor each scale, it was also not
needed to evaluate the reliability. In further s@sdlarger samples can be used with
using the whole questions of the scale.

The results confirm the hypotheses. As a result, tkois sample, it is
confirmed thatthere is a strong positive correlation between éheed Brand
Globalness and Perceived Brand Quality and PemeBeand Globalness is
positively related to consumer perceptions of brapuglity. Secondlya strong
correlation is found between Perceived Brand Gludsd and Brand Image and
Perceived Brand Globalness is positively relateBramd Image. Thirdly, it is found
that there is a strong correlation between PerdeBrand Quality and Brand Image
and Perceived Brand Quality is positively relatedBtand Image. Research results
show that the correlations are high. It shows tmstsumers associate higher quality
and higher brand image with the brands that theggpee global and less quality and

lower brand image with the brands that they percedlatively lower.

Prior Experience with the Brand and Consumer Etentitsm were used as
supporting variables for the hypotheses. From logkit percentages of the sample,
it can be said that there is a low consumer ethmdceprofile with high quality and
image associations with global brands, which sugpibie literature. Also from only

looking at their percentages, one can interprdtdtabal brands have higher quality
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associations while local ones have lower qualigoamtions. The results show that
even there is no prior experience with the bratos,sample show higher quality
associations with the global brands and relatiy@iyer quality associations with the

local ones.

The purpose of this study was to investigate tHatiomship between the
perceived brand globalness, perceived brand quatitybrand image with effects of
consumer ethnocentrism and prior experience wigindbr Their knowledge about the
globalness or localness of brands is not imporsinte it only looks at the
perceptions. The results show parallelism with gshely of Batra et al. (2000) and
Steenkamp et al. (2003) although home country ef samples is different. It is
surprising, because while a US-made product isaylédr Turkish citizens, for US
citizen, that product is local. It strengthensithea of global brand’s high quality and
image judgment.
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