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Global Brand is

A global brand is one which is perceived 1o reflect the same set of
values around the world,

Global brands transcend their origins and creates strong, enduring
relationships with consumers across countries and cultures.

Global brands are brands which sold to international markets.
Examples of global brands include Coca-Cola, McDonald's, Mariboro,
Levi's etc.,

These brands are used to sell the same product across multiple
markets, and could be considered successful 1o the extent that the
associated products are easily recognizable by the diverse set of
consumers,
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