
 

 
 
 
 
ASSOCIATION FOR CONSUMER RESEARCH 

 
Labovitz School of Business & Economics, University of Minnesota Duluth, 11 E. Superior Street, Suite 210, Duluth, MN 55802 
 
 
Global Or Local? Consumers' Perception of Global Brands in Latin America

Maria  Merino, ITAM Mexico 
Silvia  Gonzalez, ITESM Mexico 

 
Even though the debate between global vs. local brand has been intense and well-documented, there are still some important pending

questions regarding the specific impact of perceived globalness on each of the sources of brand equity. This study aims at

understanding how global brands are in a distinct position to affect loyalty drivers. The analysis is set in three major markets of Latin

America, evidencing important attitude and behavioral differences among the consumers in these markets. Results show that

consumers prefer global brands to local alternatives in some of the main loyalty drivers, but not in all of them.

 
 
[to cite]:

Maria Merino and Silvia Gonzalez (2008) ,"Global Or Local? Consumers' Perception of Global Brands in Latin America", in LA

- Latin American Advances in Consumer Research Volume 2, eds. Claudia R. Acevedo, Jose Mauro C. Hernandez, and Tina M.

Lowrey, Duluth, MN : Association for Consumer Research, Pages: 16-21.

 
[url]:

http://www.acrwebsite.org/volumes/14091/la/v2_pdf/LA-02

 
[copyright notice]:

This work is copyrighted by The Association for Consumer Research. For permission to copy or use this work in whole or in

part, please contact the Copyright Clearance Center at http://www.copyright.com/.

http://www.acrwebsite.org/volumes/14091/la/v2_pdf/LA-02
http://www.copyright.com/


16 Latin American Advances in Consumer Research
Volume 2, © 2008

Global or Local? Consumers’ Perception of Global Brands in Latin America
Maria Merino, ITAM Mexico

Silvia Gonzalez, ITESM Mexico

ABSTRACT
Even though the debate between global vs. local brand has

been intense and well-documented, there are still some important
pending questions regarding the specific impact of perceived
globalness on each of the sources of brand equity. This study aims
at understanding how global brands are in a distinct position to
affect loyalty drivers. The analysis is set in three major markets of
Latin America, evidencing important attitude and behavioral dif-
ferences among the consumers in these markets. Results show that
consumers prefer global brands to local alternatives in some of the
main loyalty drivers, but not in all of them.

Introduction
Both scholars and practitioners agree the current trend towards

globalization is real and accelerating. Consistent with this trend,
many companies have changed their strategy from a multi-domestic
marketing approach to a focus on global brands. Even though the
globalization imperative has been present for more than twenty
years (after Levitt’s seminal article in 1983), not many brands can
be called truly global. Additionally, in most of brand value rankings
published by research agencies at the national level, the top positions
feature a mixture of global and local brands.

The phenomenon of globalization is explained by several
factors, including the expansion of global media, critical advances
in telecommunications (Internet being its best representative),
increased feasibility in foreign travel and international investments.
All these forces have promoted an increased similarity in lifestyles
across the world, taking to the emergence of a “global consumer
culture” (Alden et al, 1999). On the contrary, other scholars argue
that local cultures are still a very powerful force shaping consum-
ers’ preferences and still others identify a tendency in consumers to
“hybridize” (Holton, 2000), “glocalize” (Ritzer, 2003) or “creolize”
as a way to blend global and indigenous cultural forces.

Definition of Global brands
There are not formal definitions in the scholarly literature of

global brands, but previous studies have defines global as the multi-
market reach of products that are perceived as the same brands
worldwide by consumers (Johansson and Ronkainen, 2005). As for
practitioners, the AC Nielsen 2001 study of global brands provided
a clear definition considering a brand as global if present in the four
major regions of the world, with at least 5 per cent of sales coming
from outside the home regions and total revenues of at least $1
billion. According to this definition, the study could identify only
43 brands in the consumer packaged goods industry. From the
customer prospective, a brand is perceived to be marketed in
multiple countries and is recognized as global. That perception can
be derived from two sources: 1) corporate marketing communica-
tions normally associated with a modern urban lifestyle (Alden et
al, 1999); 2) external-based communications such as media expo-
sure, word of mouth or consumers’ own traveling.

There are important advantages derived from the consump-
tion of global brands, because they are perceived to be more value-
added for the consumer, either through better quality (as a function
of worldwide acceptance) or by enhancing the consumer’s self-
perception as being cosmopolitan, sophisticated and modern. Still,
in many places, notably Europe, Latin America, and South East
Asia, local brands still do well in many fast-moving consumer

goods categories. The justification is based on the enhanced ability
of these brands to satisfy local needs, hence retaining their local
strengths. The global brands that have been dramatically successful
mainly stem from the United States of America, Japan or selected
European countries and some authors argue that these brands only
“work” because of marketing resources as trade backing from
international retailers and massive advertising budgets behind
them. However, they may lack the connection to consumers that can
sustain a long-term relationship between the consumer and the
brand.

Much of the research analyzing these contrasting forces has
been focused on the comparison of Western Societies (specially
North America) and Asian countries (Alden et al, 1999, Batra et al,
2000, Alden et al, 2006). However, there is a paucity of research
focusing on Latin American consumers. Moreover, most observers
tend to assume that Latin America is culturally homogeneous and
there is an outstanding similarity that consumers display in their
consumption habits and preferences, making these countries the
ideal setting for an standardized marketing approach.

The purpose of this study is threefold: (1) To empirically test
the impact of global brands on loyalty drivers; (2) To analyze
possible differences among consumers in the three major markets
(in terms of volume) in Latin America; (3) To examine the impli-
cations for marketers

The Value of Global Brands for Consumers
Brands play a critical role for consumers in terms of

communication and identification. Brands offer a compass to guide
them through a purchasing environment typified by too much
information. The brand is seen by most consumers as a sign of
quality, assisting them to make their purchasing decisions. A brand
can also serve as a social business card, expressing membership in
a certain group. Premium brands, for instance, can even engendera
sense of distinction and prestige. Moreover, in the developed
industrial and the newly industrializing countries, brands have
actually become part of how people build up their identities and
gain fulfillment in their personal lives. Consuming certain brands is
also a means to communicate certain values. By opting for particular
brands, a consumer demonstrates that he or she embraces particular
values; the brand becomes a tool for identity formation,.

Brand loyalty is vitally dependent on how the relationship
between the brand and the consumer is nurtured and specifically
developed. A strong brand brings with it the opportunity to raise the
profile of a product and the company that sells it, setting them apart
from rivals in the marketplace. That strong brand can also command
a price premium for its producer, and can reduce price elasticity,
implying a financial stability for the firm (Merino et al, 2006)

As far as global brands is concerned, previous research has
concluded that perceived brand globalness is normally associated
to brand quality and prestige (Steenkamp et al, 2005), higher esteem
(Johansson and Ronkainen, 2005), having the ability of enhancing
the consumer’s self-image as being cosmopolitan, sophisticated
and modern (Friedman, 1990, Thompson and Tambyah, 1999).
From a cultural point of view, consumers consider global brands to
be symbols of cultural ideas (Holt et al, 2004), using brands to
participate in a perceived global identity that they share with other
people worldwide. n the process, some of these brands have attained
the status of global icons, becoming cultural systems in their own
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right that speak a universal language.
Despite the previous arguments, local brands still hold impor-

tant advantages, such as long-standing emotional links that repre-
sent a critical proximity to consumers values, high awareness levels
and extensive distribution networks developed through time
(Kapferer, 2002).

Even though the debate between global vs. local brand has
been intense and well-documented, there are still some important
pending questions regarding the understanding of the specific
impact of perceived globalness on each of the sources of brand
equity. The power of a brand resides in consumer’s mind and occurs
when the consumer has a high level of awareness and familiarity
with the brand and holds some strong, favorable and unique brand
associations in memory (Keller, 2003) . It is interesting to note that
some of the most widely accepted brand equity models are based on
the idea of sequential steps or stages in the relationship brand-
consumer, graphically depicted as a pyramid in several models
(Keller, 2003, Brand Dynamics from Millward Brown represented
in Figure 1).

The five building blocks of the brand building process are
described below:

Presence
The first step is to stimulate active knowledge of the brand-

Presence. Active knowledge implies unaidedly aware, have tried
brand, or an endorsement of the brand on key image dimensions
which show they have an understanding of what the brand promises.
Recognition triggers recall of brand memories and feelings, which
determines whether people have a deeper relationship with the
brand.

Relevance.
To get to the next level the consumer has to feel that the brand

could meet their needs-and do so at an acceptable price for them.
Negative drivers of loyalty define this level. People don’t move to
Relevance if they state that the brand is too expensive, is so cheap
they doubt its quality, does not fit their needs, or is not what they
want people to see them using. Therefore, Relevance can be thought
of as a hurdle that the consumer has to pass over before a stronger
relationship with the brand can be developed.

Product Performance
This level requires the consumer to agree that a brand performs

acceptably on basic category criteria (e.g.,taste and refreshment for
a soft drink or location, facilities and service for a hotel). The brand
does not have to be better than its competitors. But it does have to
offer an acceptable level of product delivery. If a brand has a
genuinely superior product and consumers are aware of this, then
this will form a brand advantage.

Advantage
Many brands may be acceptable, but for the brand to be more

valuable to the consumer it needs some form of ‘perceived
advantage’. This level has a number of generic dimensions (e.g.,
stronger perceived popularity, greater appeal, better pricing, superior
performance), but others will be category specific. This can be a
direct extension of some unique aspect of the product delivery.
However, in many categories brands have little genuine product
differentiation. For these brands, softer aspects such as saliency,
emotional appeal, personality and popularity can provide the
advantage.

Bonding
The more the consumer feels that the brand is the only one that

offers key advantages within their repertoire, the greater the bond
between the consumer and the brand, and the more loyal they are
likely to be.

As for global brands, even though their association with
enhanced quality and prestige has been empirically shown, it is not
clear in which of the previous building blocks these associations are
prevalent. This is a critical issue because customer loyalty only
exists when a relationship between a consumer and a brand has
reached the bonding block (or brand resonance, in terms of Keller’s
pyramid).

Hypothesis 1: Global brands are not likely to be preferred over
local brands on all loyalty drivers

Cultural differences in Latin America
In Latin America, despite the geographical proximity of

countries (especially Brazil, which borders most other countries)

FIGURE 1
BRAND DYNAMICS

     Source: Millward Brown
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there are major cultural and, even more, behavioral differences
across populations, with ultimate reflection on product and service
purchasing habits and usage. In this region, countries with frail
economies and limited technological development coexist with
others where manufacturing activities and the service sector are
highly intense and diverse, reaching similar standards to the most
advanced countries. Diversity is also present is ethnicities, lan-
guages and religions, all of which are related to Hofstede’s (1991)
layers of culture. In fact, Lenartowicz and Johnson (2003) found
significant differences in values of Latin American managers.

As for consumers, a research program conducted by the
marketing research agency Research International (entitled Think-
ing the Future) in nine Latin American countries revealed that due
to the low standard of living of most of the population in this region,
traveling abroad is not widespread which therefore makes ex-
change of experiences among the various cultures difficult (unlike
what occurs in Europe where exchange of experiences is very
intense). Therefore, there are significant differences in general
attitudes and consumer behaviors across the different cultures in the
region.(Carramenha et al, 1999).

The same research agency conducted another study on global
brands in 2001 documented by Holt et al (2004), holding focus-
group sessions with more than 1,500 young urban consumers
between 20 and 35 years old in 41 countries, including the most
important markets in Latin America. The study identified the
national culture as one of the main predictors of global brands
preference, specifically focusing on two dimensions of national
cultural: the individualism-collectivism factor and Global vs Local
Focus. Interestingly, this exploratory study found important
differences among Latin American Countries, showed in Figure 2.

Hypothesis 2: Latin American consumers will differ in the
value assigned to Global compared to local brands. Brazilian

consumers would assign higher values for global brands than
Mexican consumers.

METHOD

Data
Data used for this research comes from a proprietary BrandZ

database generated by Millward Brown. Specific data for this study
analyze the value of 669 brands in 24 categories of consumer goods
and services in Argentina, Brazil y Mexico through interviews with
local consumers in each country in 2000.

Measures
1) Measures for Brand Loyalty: Millward Brown conducted a

factor analysis to identify the attributes that could take a brand to the
highest level in the brand pyramid, finding five key dimensions:

Affinity. Composed of both rational and emotional attributes,
this is a key indicator of a positive relationship (e.g., better
product performance, higher opinion,greater appeal).
Difference. People see the brand as different from others.
Challenge. People see the brand as a leader in the category,
setting the trends.
Fame. The brand is salient and growing in popularity, or
already popular, within the category.
Price. The brand has a better price than others.

2) Global Brands: a brand is consider global if is marketed in
several markets according to the opinion of consumers included in
one focus group in each of the three countries considered in this
research.

3) Covariates: Signature Presence: this is a measure of active
knowledge corrected by the relative size of the brand compared to

FIGURE 2
TAXONOMY OF NATIONAL CULTURES

(selected countries)

     Source: Research International
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the category. Therefore, it controls not only for familiarity but also
for size (brand sales).

Analysis and Results
The objective of this study is to analyze the impact of a brand’

perceived globalness on the main drivers of consumer loyalty.
These drivers represent several dimensions and our main interest is
to understand how they differ as a whole between global and local
brands. Therefore, the appropriate technique is multivariate analy-
sis of covariance that will test the effect of global brands on the five
dimensions of brand loyalty. There are significant correlations
among the dependent variables and also with the covariate, as
expected.

Applying MANCOVA including global, country, their inter-
action and Signature Presence as a covariate, there was a significant
Global effect according to the four main statistical criteria (Pillai’s
Trace, Wilks’ Lambda, Hotelling’s Trace, Roy’s Largest Root),
indicating that global and local brands differ across one or more of
the five loyalty drivers. The difference between local and global
brands is significant for bonding based on differentiation and
bonding based on price whereas it was marginally significant for
bonding based on affinity.

As for the hypothesized enhanced value of global brands, the
analysis of marginal means showed better perceptions in most of the
loyalty dimensions, except for price and fame. The results regard-
ing bonding based on differentiation and price are expected, be-
cause previous research associated global brands with better quality
and higher prices. The bonding based on fame is associated with

TABLE 1
CORRELATION AMONG DEPENDENT AND COVARIATE VARIABLES

brands that are very popular, and surveyed consumers identified
local brands as being more popular than global brands. The positive
effect of globalness on brand affinity is marginally significant due
to the divergences in the perception of Brazilian and Mexicans
compared to Argentineans, who seem to be very connected to their
local brands.

H2 predicted differences in the valuation of global brands
among Latin American consumers. Even though the results were in
the predicted direction (as shown in the graphics depicting marginal
means), post hoc multiple comparisons using Bonferroni, Sheffe
and Duncan procedures indicated there were no significant differ-
ences among the three groups. However, the marginal means
analysis showed that Brazilian consumers assigned better evalua-
tions to global brands than Argentinean and Mexican consumers. In
the case of Argentina, it is important to note that data collection was
conducted in a moment of a major economic crisis, making con-
sumers turned to local brands.

CONCLUSIONS
This research was aimed at understanding the differential

advantage that global brands may have on loyalty drivers, in the
context of the three major Latin American markets. Even though
consumers recognize the advantage of global brands on differentia-
tion and enhanced quality, it is not clear that global brands are in
better position to develop rational and emotional affinity with
consumers in these countries. As for local brands, they are per-
ceived to fare better in terms of popularity and price competitive-
ness.
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TABLE 2
MANCOVA RESULTS

It is possible that these results vary significantly when the type
of product is considered, because categories differ in the impor-
tance of the loyalty drivers. A detailed analysis was not feasible
because the same categories were not all present in the three
countries.

As for the heterogeneity if Latin American Consumers, Brazil-
ian seem to be more open to global brands than Mexican and
Argentinian consumers, but these differences were not statistically
significant.
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