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Chapter 1 

About the thesis - a general approach 

 

 

Main Abstract  

 

 

This doctoral thesis is about global brands under several perspectives, 

starting this study with and overview on the matter, followed by a "step 

ahead" in the conceptualization of brand equity and brand value. As the 

global marketplace dynamically increases, there are theoretical and 

empirical challenges concerning the global brands that ask for more 

branding researches, trying to tune and to contextualize meanings and 

attributes. Thereafter, the thesis intends to provide a discussion about the 

industry and country-of-origin effects (and their interactions) on the brand 

value and the firm market value. Finally, the thesis offers an interesting 

comparison about the practitioners’ perspectives on the dimensions of 

global brands, the brand equity and the brand value, branding and 

marketing, including highlights on the brand internationalization process. 

The thesis offers a general approach on the extant literature in the first 

chapter, and a specific literature review for each other chapter. 

 

Keywords: Global brands, branding, brand equity, brand value, market value 
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General Introduction and the thesis structure       

 

This doctoral thesis is committed to look at some specific gaps and/or possible 

contributions to the literature by advancing on the main theme "A prospective study 

on the dimensions of global brands, brand equity and brand value". Each chapter's 

content is developed and interconnected under qualitative or quantitative approaches. 

 

From one side, the proper terminologies and their conceptualizations, as well as the 

definitions here adopted, are discussed under the specific background of each chapter. 

However, in the essence, it might be assumed from now that a brand (our focus) is a 

history of relationships. Marketers and researchers have interest to better understand 

how to manage its equity to create value (Brondoni, 2001; Crescitelli & Figueiredo, 

2009; Özsomer, Batra, Chattopadhyay, & Hofstede, 2012; Raggio & Leone, 2009).  

 

The first chapter is a general introduction concerning the thesis. The second chapter is 

a theoretical study that comprehends a literature review and focuses mainly on the 

differentiation between brand equity and brand value, under contemporary approaches. 

Furthermore, the chapter also suggests a framework that theoretically establishes 

relationships between dimensions of some important marketing-mix elements and the 

formation of brand equity and brand value. 

 

The third chapter develops an empirical study focusing on the global brand value and 

the correspondent firm market value, by processing a secondary database released by 

the Brand Finance agency, one of the most recognized organizations devoted to brand 

and market valuation. Our study allows the estimation of the country-of-origin and the 

industry effects (including their interaction effects) on the brand performance and 

market performance, measured by their growth in the most recent years. 

 

The fourth chapter is developed from testimonials obtained by interviews with 

practitioners that show several and controversial understandings about the 

conceptualization of brand equity and brand value, including their relationships with the 

market value and the effect of some brand attributes. The practitioners’ perspectives is 

our contribution in putting together theory and practice on the matter.  
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The central theme and the main objective      

 

A very common question concerning a thesis might be:  What are the expected findings 

of this thesis? In accordance to the extant literature, the central objective of this thesis is 

to explore the theory and the practice on global brands and brand equity, including the 

perspectives on how to manage them, and to better understand the marketing 

determinants that may affect the firm performance by interpreting the brand value and 

market value. This thesis also aims to explore the dual theory x practice related to the 

brand management, in a way to contribute with future strategic decisions concerning it. 

 

The thesis focuses on brands that have an international presence and even can be 

called as "global". The general perspective is inspired in Keller & Lehmann (2006). 

Those authors pointed out that many aspects of brand equity and its performance had 

not been discussed in their entirely effect. They also noted that it is important to offer a 

model that could work on the cause-and-effect links within a brand.  

 

What have happened along the most recent years, theoretically and empirically, is 

something that the thesis is interested to research and work on. The literature offers 

several approaches on brand management, brand equity and brand value. The main 

challenge remains in finding an innovative conceptualization on the dimensions of 

global brands in the modern world, discussing a proper approach to develop brands 

with an effective capacity to create equity and value, concepts that will be treated along 

the next chapters. 

 

Finally, there are goals to be accomplished by this thesis and fulfilled by the chapters. 

Those goals are: a) To offer a comprehensive differentiation between brand equity and 

brand value; b) To better understand the relationships between some important 

marketing elements with the brand management process and the creation of equity; c) 

To identify and discuss formative and reflective elements related to the brand equity, 

especially in the global arena; d) To interpret and understand the relative effects of 

some chosen brand attributes on its value performance and market performance.  
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Preliminary literature review          

 

As mentioned before, this thesis comprehends concepts that are interconnected, like 

brands (equity and values), market value, marketing determinants, brand management 

(or branding, in the same sense) and chosen attribute effects on the brand and market 

performance. Furthermore, the thesis includes practitioners' points of view, establishing 

a bridge between the theory and the practice on the matter. Under that context, this 

initial approach does not have the purpose to deplete all the literature review, but it is 

only the starting point to be completed in each chapter under its specific focus.  

 

A brand  

 

One of the first academic studies discussing the importance of a brand was George 

Zipf’s seminal paper. In Zipf (1950), he mentioned the use of brand-names in the 

production and distribution of goods in the United States. Since then, the study on 

brands has increased very fast along the years (Berthon, Pitt, Chakrabarti, & Berthon, 

2011). The brand became a strategic asset in the competitive arena (Kapferer, 2011), 

having many steps involved in building its equity (Arora, Raisinghani, Arora, & Kothari, 

2009; Aydin & Ulengin, 2015), which is a central point in this thesis. 

 

According to the conceptualization offered by AMA - American Marketing Association, 

as initially defined in the 60’s, a brand could be "a name, expression, sign, symbol or an 

association of them to differentiate goods/services of one firm from those ones of its 

competitors" (Chattopadhyay, Shivani, & Krishnan, 2008; Manikandan, 2012).  More 

recently, the AMA website (Dictionary of Marketing Terms) have defined brand as “a 

name, term, design, symbol or any other feature that identifies one seller’s good or 

service as distinct from those of other sellers‟.  

 

Nowadays, a brand may be also considered as a socio-cultural entity (Bengtsson, 

Bardhi, & Venkatraman, 2010). Marketers and accountants tend to define "brand" 

differently, leading to a consumer-oriented vision or to a firm-oriented vision (Wood, 

2000). This thesis is developed respecting and referencing both perspectives, in 

accordance to the objective and structure of each chapter.  
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Brands and historical references  

 

Branding is centuries old (Farquhar, 1989). Ambler (1997) and Davcik, Silva, & Hair 

(2014) comment an ancient reference in the sermons of San Bernardino of Siena (1380-

1444), by which he exposed the principle of virtuositas (function), raritas (economic 

benefits) and complacibilitas (psychological benefits) for goods, suggesting to the 

merchants to take those principles into account when determining the justum pretium 

(fair price). In other words, Siena's speech tried to integrate functional and aspirational 

benefits offered by the goods, in accordance to Wood (2000), which pointed out that 

brands offer benefits that are distinct from competition and are desired by consumers. 

 

The modern study on brands arose as part of the 19th century economic development 

(Ambler, 1997), and increased along the years (Berthon et al., 2011). Brands are about 

making distinctions and, from the marking of animals in the old-days until the modern-

days great companies’ identification, brands represent a way to delimit, make 

distinctions and suggest attributes (Chattopadhyay, Shivani, & Krishnan, 2010; 

Manikandan, 2012). Brand name is also identified as an essential attribute that 

motivates customer to purchase  (Becerra, Santaló, & Silva, 2013). 

 

Allison & Uhl (1964), many years ago, pointed out that product distinctions or 

differences between them arose primarily through the receptiveness to the brand than 

to any clearly perceived differences. As expressed in Kapferer (2008), brands can be 

analyzed from the standpoint of sociology, psychology, semiotics, anthropology, 

philosophy and so on but, historically, brands were originated for business interests and 

have to be managed and treated with the purpose to create and leverage profits.  

 

Contemporary practices use the same understandings to create unique messages for 

brand stakeholders (Aydin & Ulengin, 2015; Davcik et al., 2014), while brands became 

important socio-cultural entities (Bengtsson et al., 2010), having as a primary issue to 

communicate a promise of expectations and to be a way to differentiate each brand 

from those of the competitive offerings (Aydin & Ulengin, 2015; Crescitelli & Figueiredo, 

2009; Jones, 2005; Konecnik & Gartner, 2007; Wood, 2000).  
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The brand performance might be understood as a result of a strong and a high brand 

equity (Aydin & Ulengin, 2015), mainly in the international setting (Koh, Lee, & Boo, 

2009). Not surprisingly, companies allocate resources to develop strategies that allow 

them to build and manage strong brands (Amini, Darani, Afshani, & Amini, 2012; Balaji, 

2011), once the researchers have shown that even for commodity products, there are 

emotional relationships that motivate the customers to pay a premium price  (Bendixen, 

Bukasa, & Abratt, 2004) 

 

Brand equity and brand value - a summary 

 

The AMA - American Marketing Association, in its website, do not offer an 

understandable and practical definition to what the brand equity is, limiting its 

explanation as an asset “strategically crucial, but famously difficult to quantify, and 

many experts have developed tools to analyze it, but there is no universally accepted 

way to measure it”. Several efforts have been made to attach value to brands 

(Ratnatunga & Ewing, 2005) and marketers and accountants tend to understand brand 

equity differently, focusing the relationship between customers and brand (consumer-

oriented), or as an asset related to the brand owner (company-oriented) (Wood, 2000), 

also interpreted as the brand value, once it represents a monetary value attached to the 

brand (Aydin & Ulengin, 2015). 

 

In the most recent years, it is increasing the demand to better explain and measure the 

brand equity (Aydin & Ulengin, 2015; Boo, Busser, & Baloglu, 2009).  Firstly 

(Christodoulides & Chernatony, 2010) and later on  Aydin & Ulengin (2015) defined an 

interesting way to interpret the brand equity concept, once brand equity have been 

defined in many different ways, without an accepted metric to measure it. The cited 

authors emphasized that brand equity can be viewed under the customer-based 

approach or the financial-based approach (what leads to the brand value).  

 

In the first case, the scholars have developed direct and indirect metrics to evaluate the 

brand equity. The direct metrics are trying to achieve a separation between the brand 

value from the value of the product, by using multi-attribute models, what is problematic 

conceptual and methodologically. The indirect way adopts a more holistic view of the 

brand, trying to measure brand equity through its dimensions or an outcome variable. 
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For Wood (2000), when marketers use the expression “brand equity'' the meaning is like 

a description of the brand strength, a kind of measure of what are the attributes that the 

stakeholders attach to the brand.  It is distinguished from the asset valuation meaning, 

what in this case leads to the brand value under financial approach.  Anderson (2011) 

aggregates that, based on a perpetuity perspective, brand equity is the financial value 

that a firm derives from the customer response to the marketing of a brand.  

 

Whereas the consumer-based approach defines brand equity according to levels of 

engagement, the financial approach translates intangible assets into financial 

information by assessing the brand's ability to generate future earnings (Johansson, 

Dimofte, & Mazvancheryl, 2012; Kapferer, 2008; Kim & Kim, 2005). Years ago, the 

academy started to recognize and accept several commercially available monetized 

values for global brands, calculated by models developed by international agencies like 

Brandz, Brand Finance, Interbrand, among others (Budac & Baltador, 2013; 

Christodoulides, Chernatony, Furrer, Shiu, & Abimbola, 2006; Goldfarb, Lu, & Moorthy, 

2009; Kapferer, 2008; Kirk, Ray, & Wilson, 2012; Leek & Christodoulides, 2012; 

Lehmann, Keller, & Farley, 2008; Luo, Raithel, & Wiles, 2013; Özsomer & Altaras, 2008; 

Raggio & Leone, 2009; Ruenrom & Pattaratanakun, 2012; Salinas & Ambler, 2009; 

Shamma & Hassan, 2011; Smith, Gradojevic, & Irwin, 2007; Stahl, Heitmann, Lehmann, 

& Neslin, 2012; Tiwari, 2010). 

 

There is a common sense that a brand is a powerful tool of differentiation, which is also 

an important and competitive marketing strategy (Boo et al., 2009). There are some 

brand equity measures that incorporate the brand market performance from metrics 

originated in the customers' mindset, which means, marketing-mix elements have a 

considerable impact on the brand equity as of customers relationships (Homburg, 

Klarmann, & Schmitt, 2010; Huang & Sarigöllü, 2012; Silverman, 1999).  

 

Global Brands, marketing and branding (or brand management)   

 

The branding research has increased since the 80s and continues to be an important 

field of marketing (Aydin & Ulengin, 2015). Brands are created by the implementation of 
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marketing-mix tools in a strategic and synergic way, positioned in the market and 

looking for competitive advantage (Christodoulides et al., 2006; Slotegraaf & Pauwels, 

2008; Wood, 2000). It is often desirable to be a global brand once this attribute implies 

in quality and prestige, but a brand can only be global if it is significantly the same in 

most of its markets (Holt, Quelch, & Taylor, 2004; Melewar & Walker, 2003; Park & 

Rabolt, 2009).  

 

Herein, the definition of a global brand is based on the extent to which brands employ 

standardized marketing strategies and programs across markets (Özsomer et al., 2012) 

and it is important to point out the attribute of an increasing access to the global market, 

paying more attention to the sources of factors, quality thereof, cost and management of 

the factors in order to prove better over each other (Rajagopal, 2009). The success of a 

global brand is a complex and multidimensional construct, which should be assessed 

over a long-term perspective (Konecnik & Gartner, 2007; Tuominen, 1999).  

 

The comprehension of the brand potential is critical in terms of corporate strategy and 

for brand investment decisions, mainly on its forecasted long-term value (Keller & 

Lehmann, 2009). Also, marketers have realized that the better understandings how 

consumers experience a brand are critical for their marketing strategies (Brakus, 

Schmitt, & Zarantonello, 2009). Throughout the years, as more companies come to view 

the entire world as their market, brand builders have inspired themselves upon those 

that created global brands (D. A. Aaker & Joachimsthaler, 1999; Achrol & Kotler, 2012; 

John, Loken, Kim, & Monga, 2006; Kotler, 2011), operating under the principal concepts 

of a modern marketing management (Amini et al., 2012; Arora et al., 2009; M. Baker, 

Sterenberg, & Taylor, 2006; Keller, 1991; Vallaster & Chernatony, 2005). 

 

The academic research has covered different topics and developed several studies that 

have collectively advanced the interpretation of brands, bringing the branding or brand 

management long term focus as a priority for all types of organizations (Keller & 

Lehmann, 2006; Wood, 2000). Brand management is viewed as the process of levering 

the brand across their value chain to sustain a competitive advantage (Arora et al., 

2009; Chernatony, 1997), having a clear understanding of the core/peripheral value 

dichotomy for a brand (Chernatony, Drury, & Segal-Horn, 2004).  
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From one side, brand management is about gaining power, by making the brand better 

known, more attractive to be bought, and even more shared across the stakeholders 

(Kapferer, 2008). On the other side, as in Walvis (2007), branding is a key managerial 

tool to establish an efficient decision-making process in shaping associations with the 

brand in the mind of each stakeholder. For the interest of this study, brand management 

and branding are adopted in the same sense and purpose, as stated before. 

 

There are two interrelated areas of marketing capabilities: one is associated to 

individual marketing-mix processes and the other is related to marketing strategy 

development and execution (Luxton, Reid, & Mavondo, 2015; Peteraf & Barney, 2003; 

Wu, 2011). To develop a successful brand it is necessary to invest resources, efforts 

and have the belief in branding (Wong & Merrilees, 2008). Brand manager is the 

professional function devoted to strengthen the brand values to be easily recognizable 

and identifiable by the stakeholders (Budac & Baltador, 2013; Srinivasan & Hanssens, 

2009), in accordance to a continuous building  of the market-sensing capability 

(Roquebert, Phillips, & Westfall, 1996; Srinivasan & Hanssens, 2009), leading to a 

higher brand performance (O’Cass & Weerawardena, 2010). 

 

There is no doubt that the marketers continuously look for understanding how the 

consumers experience a global brand in order to develop the future strategies (Brakus 

et al., 2009). In that way, the key marketing process is the efficient combination of the 

main brand attributes – to be known, to attend its promise, its awareness (recognition 

and identification), the perceived quality, and the good image (D. A. Aaker, 1994, 1996; 

Arora et al., 2009; Balaji, 2011; Chattopadhyay et al., 2010). The main focus of this 

essay is on global brands, where the expression “global” is adopted to indicate varying 

degrees of “globalness” (M. Baker et al., 2006; Gelder, 2004; Özsomer et al., 2012; 

Steenkamp, Batra, & Alden, 2003). 

 

It is recognized the importance of branding to increase firm performance (Homburg et 

al., 2010), once a strong and successful brand creates higher incomes and stability in 

the marketplace performance (O’Cass & Weerawardena, 2010). Success in brand 

management implies in having a high firm performance and a solid financial 

performance (Kim & Kim, 2005; O’Cass & Ngo, 2007; O’Cass & Weerawardena, 2010) 
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To build a strong brand it is needed a consistent brand image (Balaji, 2011; Farquhar, 

1989; Kapferer, 2009), defined by Wood (2000) and Tuominen (1999) as the 

associations and beliefs, strong or weak, that a stakeholder has in mind about a brand. 

Apart the importance of always work to strengthen the brand (Ferjani, Jedidi, & Jagpal, 

2009; Zaichkowsky, Parlee, & Hill, 2010), Iwu-Egwuonwu (2011) affirms that what is 

called brand equity is actually determined by the brand image.  

 

Extant literature has discussed various brand attributes that contribute to brand equity, 

and loyalty has been a cornerstone of the brand equity formation, but few studies have 

explored the hierarchical relationship between those attributes (Balaji, 2011). Davcik et 

al. (2014) argue that marketing approaches predominantly drive the explanation of 

brand equity formation, and the empirical studies derive from consumer-focused 

interest. Concerning empirical studies, Keller (2010) and J. L. Aaker, Vohs, & Mogilner 

(2010) remembered that it is a research priority to understand under what conditions the 

main variables effects may happen and what factors mediate or moderate those effects. 

 

The strategic dimensions of a global brand comprehends general marketing skills vis-a-

vis those from their competitors (Brenes, Montoya, & Ciravegna, 2014) having it as a 

viable strategic asset for brand managers (Talay, Townsend, & Yeniyurt, 2015; Wong & 

Merrilees, 2008). Marketing resources as brands and other mixed tools, in fact, may 

affect the firm (Pucci, Simoni, & Zanni, 2015). Respecting what Keller (2000) pointed 

out, “the rewards of having a strong brand are clear. The problem is that few brand 

managers are able to assess their brand’s particular strengths and weaknesses 

objectively. When immersed in the day-to-day process of branding, it’s not easy to keep 

in perspective all the parts that affect the whole”.  

 

The strategy field, intangibles and performances 

 
In the Economics and Strategy area, researchers pursue to understand the 

determinants of the firm performance. Those that are in favor of  industrial organization 

economics and those that are in favor of the resource-based view have disagreed for 

more than 60 years (Brito & Vasconcelos, 2009; Chen, 2010a; Goddard, Tavakoli, & 

Wilson, 2009; Karabag & Berggren, 2014; Morgan, Slotegraaf, & Vorhies, 2009; Ruefli 

& Wiggins, 2003). The discordance has motivated a burgeoning empirical literature 
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based on the application of well known techniques of variance decomposition to explain 

the firm-performance by industry, country, country-industry, corporate, and firm effects 

(Carvalho, Bandeira-de-Mello, Vianna, & Marcon, 2009; Goddard et al., 2009; 

Karniouchina, Carson, Short, & Ketchen-Jr., 2013; Ketelhöhn & Quintanilla, 2012; 

Mackey, 2008; Phylaktis & Xia, 2006). 

 

Along the last 30 years, many authors also devoted interest on how the tangible and 

intangible assets support performance to a firm, under different perspectives and 

scenarios. On the way, some studies stood out on the strategy research (J. B. Barney, 

1986, 1991; Caves & Porter, 1978; Hoskisson, Hitt, Wan, & Yiu, 1999; Porter, 1987, 

1996; Rumelt, Schendel, & Teece, 1991; Short et al., 2006, 2007).  In 1978, Caves & 

Porter created a model that included three elements that could explain the variation of 

the market value of a firm, and one of them was some determinants that could generate 

a return to equilibrium. They declared, implicitly, that competitive advantages are based 

on intangible variables, not directly related to costs or prices. They also concluded that 

variations may depend on the business segment and market, between others variables. 

 

Later on, Porter (1991) tried to approach studies and research in business strategy with 

new principles, which until now have been applied by many managers. In general, the 

research shows that the strategic thinking goes beyond the purely logical and rational 

method that economists support. Possibly, it might occur because sometimes the 

organization must change its strategy, depending on the scenario and the non-

measurable variables. Porter (1996) revisited the theme and proposed updates to the 

strategy theory. At that moment, new technologies and an intensive globalization 

process demanded redefinition of the subject.  

 

While still maintaining the conceptual framework, Porter clearly attacked the confusion 

between strategy and operational efficiency. Years ahead, McGahan & Porter (1999) 

contributed to the strategy field with an empirical research to  identify how American 

firms have the profitability affected by changes in the market performance. Since then, 

there is a persistent effort by scholars to understand the impact that industry and 

country-of-origin have on the firm performance. 
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In 2006 and 2007, Jeremy Short led a research group and their main conclusion was 

that the most common approach to the theme is to think in performance set only by the 

expertise and resources of a company. They attempted to validate the understanding 

(established by economists) that the performance of a firm is influenced by the market 

structure and the changes in characteristics such as concentration, barriers to entry and 

its competitors' strategy. Scholars interpret that the characteristics of the industry can 

influence, but the strategic actions of each player also influence in the industry. 

 

As globalization has shown a powerful homogenizing influence on consumers in many 

countries, people worldwide receive the same communications and perceive global 

brands as ubiquitous (Kotabe & Jiang, 2008; Srinivasan & Hanssens, 2009). Brand 

across markets and societies links a strategic planning cycle with a brand environment 

that can be applied both globally and locally (Gelder, 2004). In that scenario, there are 

researches confirming that brands provide a guarantee of origin and quality, which 

implies that choices can be made in safety (Brand Finance, 2012; Holt et al., 2004). 

 

About models and frameworks 

 

The literature offers many models concerning the determinants of the brand equity, and 

the effects on the brand value. Some of those frameworks were herein selected to 

contribute to recount the evolution of the theme in the last 20 years, and also to be a 

source for the upcoming comprehensive framework that this particular study intends to 

present as a corollary of the overall work. It must be remembered that, in the 90's, 

David Aaker was a pioneer in suggesting a way to interpret the brand equity formation. 

The Figure 1 shows it as a visual map.  
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In D. A. Aaker (1996), he proposed a strong and direct relationship between attributes 

of the brand that contributes to the brand equity formation, creating value both to the 

brand owner as to the consumer. Based on that concept, Yoo, Donthu, & Lee (2000) 

developed an empirical study and, besides some limitations, they presented important 

new findings associating marketing-mix elements and the brand equity formation. The 

Figure 2 shows an adaptation of the construct analyzed in their original structural model.  

  
Those authors concluded that loyalty, perceived quality and awareness/other 

associations are positively related to brand equity, partially confirming the Aaker’s 

theoretical postulate. They also suggested that brand practitioners should invest on the 

strengthen of those three dimensions.  

 

The Figure 3 presents a study developed by Srivastava, Fahey, & Christensen (2001). 

The authors devoted attention to show how the market-based assets and capabilities 

can be leveraged to deliver customer value and competitive advantages. Is spite that 

they did not work on brand specifics, they conclude their model by reaching the value 

financial performance, a variable correlated to the brand value. 
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Years later, Kapferer (2008) presented his conceptualization on the theme by offering a 

reduced visual map, like shown in Figure 4. That study's main interest was not to 

describe each brand equity determinant, but to indicate that there are many attributes 

related to the brand that the scholars and marketers have to pay attention, concerning 

to the outcomes of past marketing investments.  

 

 
The same level of attention have to be devoted concerning the framework offered by 

Chattopadhyay et al. (2010), shown in Figure 5, where the focus is on brand equity 

formation and do not touch the brand value formation. Nevertheless, it is clear the 

importance of the marketing efforts to reach good outcomes. The authors included, in 
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their conceptualization, the notion of a cyclic dynamic, once the value perceived by the 

customer leads to a choice and the event is an input for new marketing efforts.  

 

At the same year, another way to explain the brand equity formation was proposed by  

Srivastava & Thomas (2010), as shown in Figure 6, which is an evolution of a study 

developed one year before (Rajesh Kumar Srivastava, 2009).  

 

The model calls the "customer" as a "brand believer", in a clear association with the 

notion of stakeholders, and as a focus of the marketing strategy. Other past models 

tried to postulate ways to perceive the dimensions both for brand equity and/or brand 

value, but most of them worked under principles of only direct relationships and effects, 

and did not use the output feedback as an input information (like Chattopadhyay et al. 

(2010), in their model shown in Figure 5).  
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Gaps and expected contributions              

 

The thesis is based upon the development of interconnected chapters, each one 

exploring a specific background (research question, objectives, extant literature, 

methodology, findings and conclusions), besides general approaches also explored. 

Under that perspective, the thesis works under a curious metaphor firstly suggested by 

Farquhar (1989), and more recently by Christodoulides & Chernatony (2010). For them, 

there is a diversity of conceptualizations for brand equity in the literature, which seems 

like the paradox of blind men and the elephant: several studies are describing different 

aspects of the same intangible asset. Once there is a recognizable lack in having an 

agreed definition of brand equity, there is no universally accepted definition of brand 

equity (Aydin & Ulengin, 2015; Konecnik & Gartner, 2007). 

 

This research and its outcomes are focused on firms/institutions/organizations with 

transparency and a well-known governance process over their brands (in specific 

conditions, which are not addressed by this study, might be applied to other strong 

brands, global or not). The extant literature suggests several avenues for new research 

on the theme, and this study is in line with many researches (Balaji, 2011; Davcik et al., 

2014; Keller & Lehmann, 2006; Pedro, 2000; Raggio & Leone, 2007), between others. 

 

The above mentioned authors affirm that an uniformly accepted theoretical foundation in 

the brand equity area has not emerged yet, describing how to develop brand equity and 

leverage it to create value. Therefore, our first great contribution is to advance in 

clarifying the distinction between brand equity and brand value, including an appropriate 

framework and discussing some chosen marketing determinants. This study intends to 

be a step ahead in the field, contributing to the overall efforts on the theme. 

 

Furthermore, the thesis has more contributions concerning global brands. More than a 

decade ago, Kotabe & Aulakh (2002) pointed out that economies have undergone 

structural changes worldwide, showing an industry-unique, and not only a country-

unique, opportunities for global companies and their brands. Inspired in the matter, the 

thesis also tries to understand both industry and country-of-origin effects (and their 

interaction) on the firm market performance and the brand performance for the most 
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valuable global brands. This thesis touches that challenge and is surrounding the 

suggestions of Antić, Antić, & Pancić (2012), for whom it is not clear what is the brand 

contribution for a firm. 

 

Complementarily, there are academic motivations for studies about the country-of-origin 

or to better understand businesses in different environments (Giraldi & Ikeda, 2008; 

Kotabe & Jiang, 2008). For Özsomer et al (2012), the clout of global brands increases 

and better decisions about their strategic management become of paramount 

importance. Balabanis & Diamantopoulos (2011) argued that the perceived origin of a 

brand has a value for consumers, and they strongly support the view that it is important 

to have research focusing on the country-of-origin of global brands. 

 

Recently, some researchers have dedicated more and more efforts on the theme, 

discussing the relationships between brands, their industries and countries-of-origin. In 

other studies, another issue investigated has been a possible moderation effect of the 

some brand attributes on the brand value and the firm value (Bastian, 2011; Canto-

Guina & Giraldi, 2012; Jung, Lee, Kim, & Yang, 2014; Ketelhöhn & Quintanilla, 2012; 

Kirk et al., 2012; Mostafa, 2015; D. H.-M. Wang, Yu, & Ye, 2012). This kind of analysis 

on growth performance indicators (brand value and market value) represents two 

essential contributions to the literature on variation in firm performance. 

 

Another expected contribution is related to the brand management process.  It is 

important to understand that the branding literature presents a lot of gaps and points of 

interest for further discussions (M. B. Beverland, Napoli, & Farrelly, 2010; 

Christodoulides & Chernatony, 2010), an affirmation aligned to our research which is 

oriented to understand and explore branding strategies. Finally, in accordance to Cayla 

& Arnould (2008), the marketing research has not developed a satisfactory analysis 

about brands in the global marketplace, a topic present in this research. 

 

The author’s interest on the theme        

 

The author is a marketing professional well experienced in executive management, both 

in the private and public sector, including a period in the Brazilian Federal Government. 
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The author led brand management projects in local and global environments, and has 

nearly 45 years of academic activities as a teacher. In recent years, the doctorate 

course opened the chance to further advance towards an effective theoretical 

framework in brand management, supporting the personal interest of building a bridge 

between the theory and the practice within the discipline. 

 

The author understands that this is an exceptional opportunity to join his marketing 

experiences and the recently acquired researcher's skills to advance in brand 

management as a future line of research that enables to identify, assess and propose 

concepts, theories and empirical studies related to the branding knowledge. Also, there 

are many and good expectations to spread out future contributions, both in academia or 

in the market; both for scholars as for marketers.  

 

As Keller (2013) pointed out, “a holistic perspective synthesizing the multidimensionality 

of brand knowledge is critical to advance branding theory and practice, both in general 

and with brand leveraging in particular”. The author's thesis intends to address all these 

daring challenges by working on and making new contributions to the field. 

 

Limitations and avenues suggested       

 

It must be referenced that a thesis like this one is limited by the spectrum of three types 

of choices concerning the development of those mentioned chapters: (a) The chosen 

literature, once it might offer different perspectives and conclusions depending on the 

researcher point-of-view, past experiences, and actual interests; (b) The selected 

database to be processed for the statistical model (for this thesis, the Brand Finance 

database was chosen and, compared with a similar one from other agency valuation 

process, it can offer a possible bias concerning results and findings), and; (c) The 

results obtained from the specific group of chosen interviewees could be different if the 

selection criteria also was different.  

 

For the purpose of this study, all the data processed by the multilevel model were 

collected from the Brand Directory data center and several publications released by the 

Brand Finance Agency (http://brandirectory.com/league_tables/table/global-500-2015). 
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Of course, all the results, findings and conclusions are derived from secondary data 

performed by that agency and, if the choice of the source was another one, perhaps the 

results and findings could be different, probably leading to other conclusions. For a 

similar reason, important global brands were not included in the file, once their values 

were not available.  

 

Moreover, some brands included in the file did not have all their values and market 

values accessible for the period of interest (2010-2015). Our main criteria concerning 

the database formation was to have only brands with their value available for the year 

2015. One else issue is concerning the country-of-origin attribute once, for statistical 

reasons, we determine to have at least five brands identified in the Brand Directory (one 

exception for Sri Lanka). Under this policy, there were eliminated many registers 

referred to countries with fewer information.  

 

Finally, the study do not have any kind of responsibility over the data released by Brand 

Finance Agency, including the methodology to calculate the brand values and/or market 

values. They were collected and processed in the same format they were calculated 

and released by the cited agency. We strongly suggest that the study be reproduced by 

processing a new secondary data, released by a different agency. 

 

About the methodologies adopted         

 

As expressed before, the chapter 3 develops an empirical study adopting quantitative 

methodology and a multilevel model. The chapter 2 and the chapter 4 were developed 

by adopting a qualitative approach: first, a theoretical essay based on a literature 

review, and secondly, a research based on interviews with Brazilian practitioners.  

 

Specifically about  the multilevel models, they have become commonplace in published 

research in education, political science, public health, sociology, and a variety of other 

disciplines (Bickel, 2007; Gelman, 2006). Klein & Kozlowski (2000) synthesized the 

theoretical basis for understanding the multilevel theory in organizations by expressing 

that: (a) The notion of isomorphism, by which it is proposed that similar concepts can be 

generalized to systems of different phenomena; (b) The challenge is not to think micro 
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or macro, but think micro and macro, and (c) If a level of the firm influences and is 

influenced by other levels, it cannot be ignored in theoretical models or empirical tests, 

since no level alone is self-sufficient to explains the analyzed units. 

 

In chapter 2 our study tried to reveal the literature concerning brand equity and brand 

value, offering what was called “a step ahead” for their conceptualization, including a 

framework to better explain the determinants of both constructs. Related to chapter 4, 

the study presents a comprehensive review of 22 practitioners’ collaborations collected 

by structured interviews, comparing our findings against the usual day-by-day practice 

and their common understandings.  

 

Finally, for the interest of the empirical study developed in Chapter 3, all the collected 

data refers to brands with international presence and, according to the criteria applied 

by the agency that have identified, evaluated and released the information concerning 

value (for brand and market), they are treated as "global". So, the possibility to 

generalize results and variance decomposition are limited by the breadth of our data. 
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Chapter 2  

Towards the conceptualization of brand equity  

and brand value – A step ahead 

 

 

Abstract of the chapter 

 

Purpose –   This study proposes a "step ahead" in the 

conceptualization for brand equity and the brand value, under 

contemporary approaches for global brands. Furthermore, it offers a 

comprehensive framework that theoretically establishes relationships and 

an innovative proposal concerning the antecedents’ contributions to the 

bottom-line of brand equity and brand value formation. 

 

Methodology –   Literature review and theoretical propositions 

 

Findings –   A better understanding about the brand equity and 

brand value concepts, including a debate concerning the relationships 

between some chosen marketing-mix tools and the brand performance. 

 

Contributions –  The paper advances the understanding of brand 

performance based on market orientation and might be seen as a pivot 

contribution on the brand equity theory offered to marketers and scholars. 

 

Keywords:    Global brands, branding, brand equity, brand value, model 
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Introduction and the research question 

 

The dynamic of today living would be not the same without the contemporary brands 

and their presence in the people day-by-day, once our lives are based upon the 

products and services consumed, their identification, symbolisms and promises (Davcik 

et al., 2014). Once a brand is known as representing a promise of benefits to a 

customer, we start by thinking in brand equity as the perception or desire that the brand 

will meet its promise of benefits (Aydin & Ulengin, 2015; Raggio & Leone, 2007). 

 

The research question    

 

The motivation to develop this article arose from challenging questions: How to explain 

the brand equity concept in words understandable by any person? Moreover, is it 

possible to compare the brand equity of a firm A with the brand equity of a firm B? A 

final question was about the differentiation between brand equity and brand value. The 

mentioned challenge was the starting-point of this theoretical study on the 

conceptualization of brand equity and brand value, which has the main objective of 

offering a “step ahead” on the brand theory. This study tries to clarify propositions with 

an appropriate framework that also includes marketing and other antecedents’ 

contributions to the bottom-line of the brand equity formation.  

 

Complementary literature review 

 

The brand - more definitions   

 

In essence, the brand is a relationship ("a silent agreement") between the brand owner 

and the consumer and significant efforts have been devoted to understand the complex 

nature of it (Budac & Baltador, 2013; Konecnik & Gartner, 2007). Once this chapter is 

about "brands", it is necessary to have a definition for the word. The literature often cites 

the AMA - American Marketing Association conceptualization, from 1960: “a brand can 

be a name, expression, sign, symbol or an association of them to differentiate 

goods/services of one firm from those ones of its competitors”  (Chattopadhyay et al., 

2008; Keller, 1993; Konecnik & Gartner, 2007; Manikandan, 2012).  
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More recently, the AMA website (Dictionary of Marketing Terms) have defined brand as 

“a name, term, design, symbol or any other feature that identifies one seller’s good or 

service as distinct from those of other sellers‟, and also inform that “the legal term for 

brand is trademark”. That recent definition can be criticized because it focuses on the 

legal recognition of the brand and not in its deeper meaning.  

 

Accordingly to Kapferer (2008), “a brand is not the name of a product, but it is the vision 

that drives the creation of products and services under that name”. That interpretation 

leads to understand “what a brand is and serve”. Furthermore, the same author 

expresses that brands are based on differentiation and, especially for global brands, 

they tend to address universal truths and global insights. Walvis (2007) have gone 

further by expressing that “brands are pieces of information, meanings, experiences, 

emotions, images, intentions, and some other several issues interconnected by neural 

links of varying strength”.  

 

Wood (2000) explored the discrepancies when authors defined the expression "brand",  

suggesting that several approaches in defining the brand construct tries to differ 

philosophies' perspectives or stakeholder’s perspectives (customers, non-customers 

and the brand owner), what means that sometimes the brand is defined in terms of their 

purpose, and sometimes described by their characteristics. To apply simplicity to the 

definition there is a consensus that a brand is a history of relationships with the 

stakeholders (Brondoni, 2001; Crescitelli & Figueiredo, 2009; Özsomer et al., 2012; 

Raggio & Leone, 2009), once stories of brands and businesses are no different (B. 

Baker & Boyle, 2009), and both are intimately intertwined (Kapferer, 2008).  

 

For the purpose of this study, the definition to be followed is adapted from Keller & 

Lehmann (2006): “at their most basic level, brands serve as markers for the offerings of 

a firm. For stakeholders, it simplifies choice, shows a promise on a particular quality 

level, reduces risk, and engenders trust, reflecting a complete experience”. Keller & 

Lehmann (2006) affirm that  a brand creates impact at three levels — customer, market, 

and financial market, and the value accrued by those various benefits to the 

stakeholders is often called “brand equity”.  
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Marketing capability has a positive and significant effect on the brand performance. 

(O’Cass & Weerawardena, 2010). Marketing managers have to understand the 

technological setting in their market as well as the dynamics of their typical customers, 

and their purchase background (Homburg et al., 2010), remembering that a market-

driven firm has more chances to achieve better performance than the one focusing only 

on operational capabilities (Nath, Nachiappan, & Ramanathan, 2010). In fact, efforts to 

reduce marketing expenditures might be counterproductive (Morgan & Rego, 2009) 

 

Proposition 1:  Once the brand is a history of relationships with the stakeholders, 

and the customer is a member of them, the brand equity formation 

does not depend only of customers’ purchases, but also of the non-

customers that somehow have relationships with the brand. 

 

Proposition 2:  The strategic decisions and investments in marketing are of crucial 

importance to build a path to have better brand performance. 

 

Brand equity   

 

By equity it is meant the resultant of factors (or ‘‘dimensions’’) that enhances the  brand 

value in the consumer’s mind (Konecnik & Gartner, 2007). In summary, there are  three 

perspectives to interpret the brand equity: a customer-based perspective, a financial 

perspective, and a combined perspective (Kim & Kim, 2005). Over the last years, there 

has been a huge interest among academics and practitioners to better understand and 

measure the brand equity (Keller & Lehmann, 2009; Srinivasan & Hanssens, 2009). 

 

One reason for marketers and scholars to study brand equity arises from a strategy-

oriented incentive in order to provide marketing productivity (Amini et al., 2012). Brand 

equity can be viewed as a managerial concept, as a relationship concept, as an 

intangible asset, or as a customer-based issue in the marketplace (Brondoni, 2001; 

Pullig, 2008; Tuominen, 1999). Unfortunately, it is often seen a lack of an effective 

dialogue between professional functions that do not have a common terminology, like 

the ones between marketing and accounting approaches, concerning the brand equity 

(Crescitelli & Figueiredo, 2009; Jones, 2005; Konecnik & Gartner, 2007; Wood, 2000).  
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Furthermore, it is possible to affirm that some disagreements persist on the 

conceptualization of “brand equity‟, like shown by Davcik et al. (2014). They propose a 

comprehensive taxonomy of brand equity concepts derived from the extant literature, 

and this thesis adapted it in Table 1 (Appendix A), which includes seminal studies on 

brand equity showing that they are not addressing the same paradigm or perspective.  

 

Some of those studies are focusing on the customer, others on the firm perspective and 

there are the ones interested on the financial metrics. At this point, derived from that 

table contents, it seems to be acceptable that the brand value and brand equity 

represent two different, yet intricately linked, concepts (Raggio & Leone, 2007; Tiwari, 

2010; Tuominen, 1999; Wood, 2000). As a roadmap for the theory, from the seminal 

study of D. A. Aaker (1996), there is a well-established concept that brand equity 

provides a missing ingredient to build and nurture strong brands.  
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Another way to express the difficulty to go further in unifying the brand equity theory is 

the matrix presented in the cited study of Davcik et al. (2014), shown in Figure 7. The 

eleven seminal researches on the theme (the same cited in Appendix A), were 

positioned according their focus and approaches, leading to dispersion between 

marketing or financial approaches, under the focus over consumer or company. The 

graph clearly exposes the lack of a theory unifying brand equity definition applicable 

across different firms and various industry contexts, which means, a disseminated 

consensus on the creation and management of brand equity has not been forthcoming. 

 

Brand equity makes value for the customer and the firm by creating loyalty to the brand, 

improvement of margins, influence on stakeholders, and access to different competitive 

advantages in the market (Amini et al., 2012; Chattopadhyay et al., 2010; 

Christodoulides & Chernatony, 2010; Keller, 2000). Although it is possible to express 

several views of brand equity, they are still and generally consistent with the basic 

notion that it represents the ”added value” endowed to a product or a service as a result 

of the past investments in marketing (Tuominen, 1999). 

 

As mentioned before, two common paradigms concerning brand equity are the 

customer-oriented, based on the relationships that consumers have with the brands 

they often buy, and the second paradigm is related to the brand’s financial value, as a 

separable asset (Kapferer, 2008). However, there are authors that have questioned this 

line of research on brand equity theory. Davcik et al. (2014) affirms that there is limited 

academic literature and scarce knowledge emanating from the practitioner world on 

strategies and solutions for brand building, and current knowledge is also viewed as 

having little practical value as well as not providing meaningful business solutions.  

 

This study will work on the interpretation taken from Davcik et al. (2014), for whom the 

brand equity definition has to be discussed from different perspectives that allow for the 

harmonization of the often conflicting interests of various stakeholder groups, with 

vested interests. Furthermore, those authors express a proposal that depending on 

whose perspective one takes into account, different meanings brand equity will assume, 

with several consequences and ramifications (shown in Figure 8). 
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The model takes into account that an important pillar of brand equity theory is the 

stakeholder value perspectives, which was also assumed by Yi, Rui, Jinping, & Wenyao 

(2008) proposals. Doing so, a possible brand equity definition taken from those authors 

is: “brand equity is a social and dynamic process of brand creation among 

stakeholders”, a statement that do not have a narrow and limited approach focused only 

on the consumer or the company perspectives.  

 

Proposition 3: The brand equity's worth is owned by each stakeholder as an 

outcome of its relationship with the brand. 

 

Proposition 4: The customer is a special class of a brand's stakeholders, whose 

attitudes and behaviors concerning the brand may influence and is 

influenced by the others stakeholders, as opinion formers. 

 

Not only is the brand a property of an organization, but it is also an integral part in the 

sense that it impacts on and is impacted by the policies, activities, structures, culture, 

history and mission of the organization (Gelder, 2004). Conventional theories about 

brand equity are based upon the belief that it has a positive impact on business 

performance in the long term (Iwu-Egwuonwu, 2011; Kazi, 2009; Lehmann et al., 2008; 

Melewar, 2003; Rao, Agarwal, & Dahlhoff, 2004; Ruenrom & Pattaratanakun, 2012), 
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and this evidence was an important and consistent finding in Yeung & Ramasamy 

(2007) and in Brenes, Montoya, & Ciravegna (2014).  

 

Many years ago, Simon & Sullivan (1993) also argued that intangible assets like brands 

augment the earning power of a firm's physical assets and, recently, long-standing 

brand processes, instead of those focused on the short term, have been adopted in 

many companies (Kim & Kim, 2005). There are some distensions that brand equity 

cannot be built in short term, but there is a consensus that it can be built in long term 

through carefully designed investments and actions, not only from economics, but also 

from the marketing perspective (Kaynak & Zhou, 2010; Y. L. & Lee, 2011).  

 

Proposition 5: The brand managers have to take into account that there are brand 

equity's determinants out of control impacting the brand equity 

formation, like relationships between the stakeholders and the 

industry (other competitors), the market (other kind of businesses) 

and the social-political-economic environment. 

 

Up to now, this research reviewed the literature and found several studies describing 

the determinants of the brand equity, but as mentioned before, it is not so common to 

find academic studies expressing absolutely “what is” the brand equity in a direct and 

simple terminology. From the marketing perspectives, the value of a brand is a function 

of two main factors — its earnings and its strength (Farquhar, Han, & Ijiri, 1992; 

Fournier & Avery, 2011; Keller, 2000; Murphy, 1990; Narayan, 2012), and has to be 

studied separately from the brand equity construct (Raggio & Leone, 2009; Smith et al., 

2007). Ailawadi, Lehmann, & Neslin (2003) is a rare study that explicitly recognized that 

the mentioned dichotomy is a research problem, as discussed in Davcik et al. (2014).   

 

Now, in the way to express a proper proposition to define “brand equity” in an easy and 

understandable expression, this study leads to: 

 

Proposition 6:  Brand equity is a social and dynamic process among stakeholders, 

synthesized by a comprehensive set of attributes and business 

opportunities that the brand opens to the firm, taking advantage of 

its relationship established with and by the stakeholders of the firm. 
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Measuring the brand equity    

 

The literature does not provide a satisfactory method to understand the sources of 

brand equity (Raggio & Leone, 2007; Tiwari, 2010; Tuominen, 1999; Wood, 2000) and 

how to measure it. Perhaps, as brand equity and brand value have been treated as the 

same construct, no generally accepted measure of brand equity emerged in the theory 

(Keller & Lehmann, 2006; Raggio & Leone, 2007).  

 

Raggio & Leone (2007, 2009) affirm that a brand always has its "equity", even in the 

case that a person decides not to purchase it, once the equity exists in the consumer’s 

memory by the linked associations and not because of the purchase. The authors also 

affirm that: (a) it is important to distinguish between brand equity’s effects and its 

existence, and; (b) visible outcome measures would not capture the true amount of 

brand equity that a stakeholder holds for a brand, which means, it is impossible to 

capture the total amount of equity for a brand that exists in the marketplace.  

 

There are specific and very limited studies devoted to brand equity measurement, even 

in the accounting area. Verbeeten & Vijn (2010) explores that there is an association 

between some (yet not all) brand equity measures and business-unit financial 

performance. There is also a variety of metrics and hundreds of models that have been 

developed to estimate brand equity, without consensus about the most effective to track 

this intangible concept, apart those metrics from financial measures which stress the 

value of a brand to the firm (Lehmann et al., 2008; Mirzaei, Gray, & Baumann, 2011).  

 

Proposition 7:  The marketers and brand managers have a complex concern when 

developing strategies for global brands, once there are demanded 

several ways of capturing the amount of equity in the global 

marketplace, both from customers as from other stakeholders. 

 

Kapferer (2008) discuss about the limited numbers of indicators should one use to 

evaluate what is commonly called brand equity, and Lehmann, Keller, & Farley (2008) 

reinforced the evidence that there is no single measure that fully captures the richness 

of brand outcomes, demanding the marketers to employ a multiple sets of metrics and 
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factors to give them a full understanding of the complex scenario.  Taking into account 

the above citations, the following propositions have to be considered. 

 

Proposition 8:  Once there is no academic consensus about a metric to measure the 

brand equity, it is not possible to easily compare the brand equity of 

a brand A with the one of a brand B, even if both brands belong to 

the same industry. 

 

 Proposition 8a:   

  

 The comparison of a brand equity A with a brand equity B is only 

possible using the same metric and in a limited context, including 

the selection of some brand attributes, geographic coverage, 

industry, firm size and/or sample determination. 

 

Proposition 9:  It is possible to determine a tracking model to evaluate specifically 

the brand equity of a firm, in the way to understand the evolution (or 

involution) of the brand relationship with its own stakeholders. 

 

 Proposition 9a:  

 

 The higher the perception that a brand is global and present in the 

marketplace by its stakeholders, the more complex is the brand 

equity formation and the measurement by any tracking method. 

 

The brand value - conceptualization and measurement  

 

It is inappropriate to confuse brand equity, as a driver of the brand’s value, with its 

financial value (Raggio & Leone, 2009). Brand value must be considered from the firm’s 

perspective, and generally can be thought of as the sale or replacement price of a 

brand. This value will vary depending on the owner's strategic decisions and the ability 

to capture the potential value of the brand, keeping it relevant to different stakeholders  

(Brondoni, 2001; Changeur, 2004; Keller & Lehmann, 2009; Raggio & Leone, 2009; 

Ratnatunga & Ewing, 2005; Tiwari, 2010) 
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Estimative of brand value for selling purposes are usually based on the assessment of 

events and trends external to the brand owner (firm or company) used for negotiations, 

short-term assessments or other specific brand negotiations (Brondoni, 2001; Farquhar 

et al., 1992). In other words, brand equity represents what the brand means to the 

stakeholder, specially the consumers, whereas brand value represents what the brand 

means to its owner (Raggio & Leone, 2007) and other stockholders. 

 

Brand value is a projection into the future, and the brand financial valuation aims to 

measure the brand’s worth, what means, the profits it will create in the future 

(Johansson et al., 2012; Kapferer, 2008). Although the fact that the quantification of 

brand value does not serve any purpose when measuring a brand's competitive position 

(Brondoni, 2001), the brand globalness creates brand value by reinforcing the prestige 

and perception of quality (Steenkamp et al., 2003).  

 

Proposition 10:  It makes sense to compare two or more brands by using their brand 

values, estimated under a financial perspective and adopting the 

same criteria, only if the brands are pertaining to the same industry. 

 

 Proposition 10a:  

 

 There is no practical sense to compare two or more brands by using 

their brand values, estimated under a financial perspective and 

adopting the same criteria, if they pertain to different industries. 

 

Brand value is impacted by brand equity assuming that it contributes to better financial 

outcomes in favor of the brand (Raggio & Leone, 2007), and includes a social value 

besides its economic value (Narayan, 2012). Kamakura & Russel (1993), many years 

ago, developed an empirical model to estimate the brand value by measuring tangible 

(product features) and intangible (brand name associations and few attributes) 

components. The authors assumed that they intended to offer an illustration to the 

approach, which was constrained by the limited data.  

 

Differently, Simon & Sullivan (1993) adopted three approaches in their methodology: (a) 

Brand equity as an asset of the firm and objectively separated from other assets; (b) 
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Brand equity measured in a forward-looking perspective, since market value of the 

firm's traded securities reflect an estimation of future cash flows. (c) The value of a 

firm's brands changes as new information becomes available in the market. Kapferer 

(2008) explains that the financial approach for brand value measures it by isolating the 

net additional cash-flow created by the brand, as a result of customers’ willingness to 

buy a brand more than its competitors, even when another brand is cheaper.  

 

For the purpose of this study, the brand value definition is the one offered by Kapferer 

(2008), that is, “brand value is the ability of a brand to deliver profits to its owners and is 

measured in a monetary currency”, which means that a brand has no financial value 

unless it can deliver profits (or future benefits). Therefore, understanding that the well 

managed brand is essential for the firm strategy and investment decisions, the potential 

long-term brand equity and brand value are critical issues to orient the marketing 

support the brand deserves to receive (Keller & Lehmann, 2009). To express a proper 

proposition to define “brand value” in a simple expression, this study leads to: 

 

Proposition 11: Brand value is the ability of a brand to deliver profits to its owners 

and is measured in a monetary currency. 

   

  Proposition 11a:  

 

  The brand equity construct promotes an effect on the brand value 

construct, but the inverse is not necessarily true, once the brand 

value is not a direct component of the associations that exist in the 

stakeholders relationship with the brand. 

 

The brand equity determinants and their effects 

 

There is a constant and crescent emphasis in promoting researches to better 

understand the determinants and how to build and manage the brand equity (Davcik et 

al., 2014; Kapferer, 2008; Keller, 1993, 2003; Keller & Lehmann, 2006). Not 

surprisingly, once the brand equity definition itself has no consensus in the academy, it 

is quite difficult to have a consensus concerning the brand equity determinants, in spite 

of the scholars’ efforts (Davcik et al., 2014).  
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A slightly look can retrieve examples devoted to identify determinants or dimensions of 

the brand equity. Besides the financial motivation, for Smith et al. (2007)  and Hsu 

(2011) there is a significant and positive correlation between brand equity and 

advertising expenses, and research and development (R&D) expenses, leading to the 

importance of continuous innovation. This conclusion is in accordance with Simon & 

Sullivan (1993), which adopted the Tobin’s Q methodology (defined as the ratio of the 

market value of the firm by the replacement cost of its tangible assets) in their study.  

 

More recently, the importance of innovation as a determinant of the brand equity was 

emphasized by Beverland, Napoli, & Lindgreen (2007), D. A. Aaker (2007),  Keller & 

Lehmann (2006), Christodoulides & Chernatony (2010), Achrol & Kotler (2012), D. A. 

Aaker (2012),  Lehmann et al. (2008), between others.  Another avenue for the 

marketers, that is, the social responsibility, might offer new means of creating brand 

differentiation (Hakim, 2011; Hoeffler & Keller, 2002; Thompson, 2013), leading to a 

better brand equity and brand value. The social responsibility is pivot because 

influences the development of a brand and even the company performance, as the 

public wants to know what it is giving back to the society (Y. L. & Lee, 2011).  

 

Proposition 12: Along the time, the brand value growth impacts the firm financial 

performance and vice-versa. 

 

Moderation and mediation - what the literature tells us? 

 

Few studies on brand equity or brand value have proposed and/or analyzed effects 

between variables not directed related. T. Chattopadhyay et al. (2010) developed an 

empirical study in the automobile industry and proposed that the effects of marketing 

activities are mediated by the selected dimensions of brand equity analyzed (brand 

awareness - recognition and favorable associations -, and perceived quality). Another 

postulation have Raggio & Leone (2007), proposing that brand equity moderates the 

impact of marketing activities on consumers’ actions, being one of the many factors that 

contribute to brand value.  
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Kapferer (2008) differs from them by affirming that brand equity has its potential impact 

on brand value mediated by the market strength, and Stahl et al. (2012) argue that 

brand equity partially mediates the impact of marketing activities on customer behavior. 

Özsomer & Altaras (2008) propose that the credibility of a global brand partially 

mediates the relationship between its perceived globalness and its perceived quality 

and Balaji (2011) stressed that the loyalty to a brand mediates the relationship between 

perceived quality and brand equity.  

 

More recently, it is possible to find many other studies devoting attention to understand 

the moderation (i.e. Balaji (2011), Özsomer et al. (2012), Pappu, Quester, & Cooksey 

(2006), Srinivasan & Hanssens (2009), Torres, Bijmolt, Tribó, & Verhoef (2012)) or 

mediation (i.e. Ismail, Melewar, Lim, & Woodside (2011),  Manikandan (2012), C. L. 

Wang, Li, Barnes, & Ahn (2012), J. L. Aaker, Garbinsky, & Vohs (2012), Srinivasan & 

Hanssens (2009)) effects, relatively to approaches on brand equity and marketing 

determinants, by empirical studies, reaching outcomes limited by industry, geographic 

coverage and/or other limitations, with no consensus in building an accepted theory. 

 

With so many different and controversial approaches, it is difficult to have a consistent 

basis to establish moderation or mediation theoretical assumptions. According to Carroll 

& Ahuvia (2006), there are evidences about the importance of the word-of-mouth and 

public opinion over the brands. For instance, the word-of-mouth and public opinion are 

marketing elements that have been found to be impacting the dimensions of brand 

equity and, ultimately, the brand choice (Chattopadhyay et al., 2010).  

 

Proposition 13:  Once stakeholders are the prospects of the marketing decisions and 

investments, and they express their opinion freely, the stakeholders 

opinion (as opinion formers) moderates the relationship between the 

customers intention to purchase and the effective purchase action. 

 

Brand equity and brand value – The thesis framework 

 

Once the main objective of this study is to offer a “step ahead” on the conceptualization 

and differentiation of the brand equity and brand value constructs, the Figure 9 has a 
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comprehensive proposal, integrating the theoretical basis and offering an overview of 

the scenario that involves the brand management process (and previous propositions).  

 

The framework shows that the strategic decisions and overall investments of the 

company (brand owner) are pivot to create the expected associations in the 

stakeholder’s perception in order to gain competitive advantage over the competitors. 

The meaning and the recognized set of brand attributes by the stakeholders will build 

the brand equity, remembering that any customer is a subset of the brand stakeholders 

group. The scenario, understood as the industry, market and the political/economic 

environment, impacts the company (in terms of its decisions and investments), its 

partners and its stakeholders, influencing the brand equity formation.  

 

Only for academic purpose, the partners of the company are treated separately from the 

stakeholders group, once the operational relationships between partners and company 

may be affected by circumstances different from the ones that exist between the 

company and the public opinion formers. As discussed before, the customer’s intention 

of a purchase and the effective purchase are mediated by the public opinion expressed 

by the stakeholders, incorporated in the brand equity influences on the customer.  

 

Beyond the brand equity, the customer purchase leads to a financial result to the 

company and, thereafter, depending on the methodology applied, to the brand value. 

Results and brand value give a feedback to the company to review the decisions and 

investments and the dynamic of the model restarts. In special, this study has given a 

clear understanding of the stakeholders importance (not only the customers) for the 

brand equity and the brand value formation.  

 

Generally stating, the framework are in line with the relationships between variables, 

taken from all the propositions presented. And it is also respecting an important 

postulate taken from the literature, like the one pointed out in O’Cass & Ngo (2007) and 

in O’Cass & Weerawardena (2010), that the organization market-oriented keeps track of 

(and also respond to) the customers' and stakeholders' needs to achieve brand 

performance with superior outcomes in sales growth and, in consequence, profitability.   
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A very important premise is that improvements in brand equity have a significant and 

positive impact on firm performance (Srinivasan & Hanssens, 2009). Besides the 

importance of some external and internal variables that may influence the brand equity 

formation, like social responsibility (Lai et al., 2010), the framework connects a process 

to another processes under clear interactions and interrelationships. Marketing has 

influences on the core business processes, and improve relationships with 

stakeholders, creating an effect on brand building (equity and value), according to the 

extant theory and practice (Rajendra K. Srivastava, Shervani, & Fahey, 1999).  

 

Finally, the framework considers and respects the findings in Huang & Sarigöllü (2012). 

The authors affirm that the literature proposes brand outcomes as antecedents of the 
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market outcome. And they developed a research showing evidence to the contrary. So, 

this is the reason that the framework adopts a direct relationship between Brand Value 

and the Company Financial Performance, in which they are influencing each other. 

 

Findings and conclusions       

 

Findings 

 

Theoretically, this research offers two important contributions to the field. Firstly, the 

understanding of how stakeholders interact with brands, and not only with customers, is 

amplified with the demonstration that there are different levels of relationships 

associated with the brand equity and the brand value. Secondly, the findings contribute 

to the already rich body of literature on the theme, offering what was called "a step 

ahead". As explored in this research, the decisions and investments to build the 

meaning and associations that the brand owner intends to implement for the brand is 

detailed in a broad perspective covering the brand equity determinants. 

 

There is confidence that this essay has achieved its previous goals by discussing the 

differences in the theoretical conceptualizations for brand equity and brand value, 

showing that they are not the same construct. The brand equity is concerning the 

relationships with the stakeholders and the customers’ motivation to buy the brand. The 

brand value is finance-based and is monetized for business interests, mainly oriented to 

give a value for an intangible asset, sometimes documented in the balance sheet.  

 

Furthermore, the framework in Figure 9 offered a comprehensive and integrative visual 

map for the relationships between the brand equity determinants, which leads to the 

brand value and company results. One of the propositions affirm that the stakeholders’ 

opinion trough the brand equity mediates the customer's intention to purchase the brand 

and the customer’s purchase decision, what is a new contribution to the theory to be 

further studied for global and local brands. 

 

This study is structured in line with a suggestion retrieved from Christodoulides & 

Chernatony (2010): “Although there is a large body of research on brand equity, little in 

terms of a literature review has been published on”, and with Raggio & Leone (2007), 
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from their suggestion to “consider noncustomers as a potential to the brand equity 

formation”, understood and treated by this study under the expression "stakeholders".  

 

Brand managers must be alert to refresh the brand and apply innovative ideas to 

influence brand performance and, in turn, achieve financial performance (Wong & 

Merrilees, 2008). Based on what the best authors and publications have offered to 

brand managers, this study intends to have contributed with new perspectives and 

challenging propositions. It put together the main dimensions present in the literature 

and help to better understand the theme by developing a structured process to attend 

the study objectives and to answer the research questions.  

 

Overall, the framework shows that customer behavior is deeply connected to the  brand 

equity, and both to the firm performance (Srinivasan & Hanssens, 2009). Also, it is the 

market and marketing capability that form a solid basis to understand and explore the 

creation of a brand that performs well in the marketplace (O’Cass & Weerawardena, 

2010). It must be pointed out that there are useful insights on brand equity formation, 

considering the corporate social responsibility, assumed in the framework as Other 

Variables (Lai et al., 2010). 

 

As a final conclusion, a high (or strong) brand equity can cause a significant increase in 

firm performance (Kim & Kim, 2005). Indeed, brand equity often accounts for a 

significant part of the outcome and the shareholder value (Ratnatunga & Ewing, 2005) 

and the market structure has a significant effect on firm performance (Hawawini, 

Subramanian, & Verdin, 2003). 

 

Final amendments 

 

New avenues for future researches 

 

An important area for future research is the adoption of a longitudinal perspective to 

better understand the dynamics of the brand growth (Keller & Lehmann, 2009), and the 

effects caused on the brand equity and the brand value by each relationships identified 
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in the framework. It will be interesting to have more studies discussing the role of the 

stakeholders as a group of opinion formers on the customer purchase decision.  

 

The framework outlined the essential brand determinants and their impact on the brand 

equity and brand value formation under a marketing-based approach. Brands are part of 

the modern system of symbols, and they must be analyzed as cultural forms, meanings, 

and devices that lead to an experience from stakeholders, customers or not. Another 

perspective, which might be investigated in future researches, is the influence that the 

innovation process, the social responsibility initiatives and the buzz marketing have had 

in the brand equity formation 

 

Finally, this study has a framework showing possible feedbacks that the dynamic model 

has in the brand equity and brand value formation. Concerning the brand value, there 

are many agencies devoted to brand valuation and it will be interesting to have 

researches comparing their methodologies. Also, in respect to brand equity formation 

and brand value, future studies could identify moderation and/or mediation effects.  
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Chapter 3 

The effects of the country-of-origin and industries on the 

 global value and market value: What matters the most? 

 

 

Abstract of the chapter 

 

Purpose –   The chapter presents a study that allows the 

estimation of the effects of country-of-origin, industry, and country–industry 

interaction on the brand performance and the market performance, in the 

most recent years. 

 

Methodology –   It was processed a null multilevel model (without 

explanatory variables), based on a database gathered from the agency 

Brand Finance, including 1074 brands.  

 

Findings –   It is possible to observe that the country-of-origin 

effects are slightly higher for market value than for brand value, while 

industry effects are small and of similar magnitude across the two 

dependent variables. 

 

Contribution –   In the strategy field, it is essential to understand 

what leads to an above average firm performance, especially for 

components such as at firm and industry levels, sometimes considering 

country-of-origin as another important variable. 

 

Keywords:    Global brands, brand equity, brand value, market value 
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Introduction and the research question  

 

The origin of the project 

 

This research was inspired in two very interesting studies that have to be mentioned, in 

advance. Firstly, an special appointment to the study developed by Goldszmidt, Brito, & 

Vasconcelos (2007), which explained the country effect on the firm performance, using 

a multilevel approach. In that case, considering the hierarchy of the data, the multilevel 

modeling proved to be the most appropriate choice, since it also allowed the analysis of 

the relative importance of the effects of country and country-industry interaction 

(including advantages and disadvantages for specific combinations of them).   

 

That inspiring study, between others, pointed out the constantly and common interest 

present  in the strategy field to analyze the superior performance of a firm, with a typical 

approach focusing on the firm performance from the variability among some 

components  Nowadays, several theoretical and empirical studies have devoted 

attention to that issue and some of them will be cited along this work (Chen, 2010a; 

Karniouchina et al., 2013). In general, the findings have stressed that the firm effect has 

been the most important one, followed by the industry effect (Tong & Reuer, 2006).  

 

The second inspiring research that also motivated the theoretical and methodological 

basis of this particular study is the one developed by Short, David J. Ketchen, Bennett, 

& Toit (2006), once they have an uncommon approach concerning the theme. For them, 

the strategic management literature is unclear about the firm and industry effects on the 

firm performance, and it also remains problematic for longitudinal analysis. Later on, 

Jeremy Short led another study, finding that there are much more complex relationships 

than those depicted by previous researches (Short et al., 2007).  Under the paradox 

created, this empirical work intends to give a contribution to the field. 

 

Integrative approaching 

 

This study intends to integrate two special findings: the first one taken from Makadok 

(2010), for which the answers to the strategy may be obtained by focusing on the 

performance analysis. His study is in line with Short et al. (2006) and Short, Ketchen Jr., 
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Palmer, & Hult (2007) for which a correct analysis of performance only makes sense 

when three elements are included together: business, strategy and market segment. 

They affirm that to achieve the best performance, a strategist is demanded to pay 

special attention to the main characteristics of the company (in terms of resources, 

strengths and weakness) and the strategic positioning in its industry. 

 

The second finding is related to the assumptions of the Resource-Based View, 

assuming that exclusive resources are the main force to improve performance, having 

the attributes of to be rare, precious, and difficult to imitate and replace (J. Barney, 

1991). The seminal cited study concluded that "competitive advantage means the 

possibility to create value by implementing a strategy that competitors cannot implement 

at the same time". In other words, exclusive resources give the firms that possess them 

the capacity to have a consistent strategy, anticipating market movements, and 

achieving a better performance. 

 

Considering that a brand is as a resource under the Resource-Based View postulates, 

another associated thought raises from Özsomer et al. (2012), for which "the clout of 

global brands increases and decisions about their development, measurement and 

strategic management become of great importance". Consequently, our approach 

integrates, in this empirical study, the basis of the strategy theory, in special the 

Resource-Based View, working on a set of global brands.  

 

For the interest of this study, branding or brand management process will be adopted as 

the association of a brand to “pieces of information, meanings, emotions, images, and 

intentions that are of key importance in the decision-making process of customers and 

stakeholders” (Walvis, 2007).  

 

Objectives and brand performance  

 

The overall objective of this study is to identify the performance behavior of the global 

brands value and their correspondent firm market value (firm brand owners), by forming 

a longitudinal analysis of the variability of components such as industry, country-of-

origin, and the country-industry interaction. If it is assumed that in the strategy field the 

scholars devote attention to understand  the requirements for obtaining a competitive 
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advantage, there are studies like Makadok (2010) which associates the competitive 

advantage construct directly with the performance’s one.  

 

The brand is a strategic asset in the competitive struggle (Kapferer, 2011) and the 

brand value must be considered from the firm’s perspective, which variability depends 

on how the owner of the brand is able to capture the potential value of it (Changeur, 

2004; Raggio & Leone, 2009). Based on that, our question is about the effects that 

those cited elements (industry, country-of-origin and the industry-country interaction) 

have on the brand performance, here assumed as the measurement of its success in 

the marketplace (O’Cass & Ngo, 2007; O’Cass & Weerawardena, 2010),  Which means, 

the study intends to better understand the evolution of the brand value by its growth 

and, furthermore, to compare the same kind of effects for the market value growth. 

 

Contributions and limitations 

 

The major contribution of this study lies in the fact that there are no previous researches 

on the variance of key components on the performance of the most valuable global 

brands according to their brand values, besides the market performance based on the 

firm value. As a whole, the study is in line with Keller & Lehmann (2009), for whom an 

important area for future research is the adoption of a longitudinal perspective to better 

understand the dynamics of the brand growth. 

 

Another important aspect of this work is that it adopts a methodology that contributes to 

the variability analysis providing a trend, which shows how the performance of each 

brand value changes and the market value changes, from one year to another 

(understood the changes as their performance, positively or negatively). This research 

will slightly examine why that variability occurs, once the main focus is to find the level 

that industry, country-of-origin, and their interaction explain those cited performances. 

 

This study processed a single database (see Appendix B and C for more details), 

although other international agencies also publish regular assessments of global 

brands. Then, it is suggested to better investigate the validity of the study by adopting 

different sets of data released by international agencies, comparing the new findings 

and results with those ones from this particular study.  
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Complementary literature review  

 

More recently, the debate related to the firm performance, originally referred to the 

Economics field, arrived in other disciplines and created a whole interest, in special in 

the Marketing field (Chen, 2009; O’Cass & Weerawardena, 2010). Many studies have 

investigated the effects of industry, country-of-origin, time and other variables, as the 

pioneer study of Manrai, Lascu, & Manrai (1998), that investigated  the effects of 

country-of-origin and products category for 21 countries and 18 products. More recently, 

Chen, Su, & Lin (2011) reinforced that the effect of country-of-origin on stakeholders 

perceptions has been one fundamental studied phenomena in the fields of international 

business and marketing.  

 

Brands and global brands 

 

Brands are increasingly important for companies in almost every industry (Kotler & 

Pföertsch, 2007). However, the importance and the impact of brand dimensions are 

different across industries (Mizik & Jacobson, 2009), and it is observed that marketing-

mix strategies considerably influence branding strategies in different types of markets 

(Kotabe & Jiang, 2008; Rajagopal, 2009).  

 

Global brands are those that have global awareness, availability, acceptance, and 

desirability and are often found under the same name with consistent positioning, 

image, personality, look, and feel in major markets enabled by standardized and 

centrally coordinated marketing strategies and programs (Özsomer et al., 2012). Strictly 

speaking, the brand may be global although the product is not available everywhere and 

the advantages are the cost efficiencies from scale and scope (Johansson, 2010).   

 

The several effects on performance 

 

An analysis like the one here developed seems especially relevant when taking into 

account the conclusion of Hawawini, Subramanian, & Verdin (2004), there is, “the firm 

success is less dependent on the industry or the country environment, and more on the 

specific factors that determine a firm competitive advantage”. O’Cass & Weerawardena 
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(2010) affirm that the role of industry environment is an important area in the strategic 

marketing. In accordance to some other researchers, industry characteristics alone 

cannot explain all variation in firm performance (Karabag & Berggren, 2014; Misangyi, 

Elms, Greckhamer, & Lepine, 2006) once, traditionally, the country effects have 

dominated the industry effects (Phylaktis & Xia, 2006). 

 

The measurement of firm performance includes financial and operational performances 

(Kotabe & Jiang, 2008), but besides the market value, this special study worked on an 

accounting-based financial indicator, as the brand value is. Those authors continue to 

point out that firms should design and execute actions to mitigate or eliminate obstacles. 

In response, and in order to create a high level of recognition within the market (Holt, 

Quelch, & Taylor, 2004; Pullig, 2008), it is applied a brand, as it is one valuable 

intangible of a firm (HBR - Editor’s Note, 2001). 

 

An intangible asset of a firm, like a brand, is affected by several firm-specific previous 

operations in addition to the branding strategy. One specific factor includes its industry 

characteristics and competition (HBR - Editor’s Note, 2001; Rao et al., 2004). It seems 

reasonable to assume that the industry image does not only have an impact on the 

perceptions of potential investors, but also on other relevant stakeholders (Burmann, 

Schaefer, & Maloney, 2007), and even on the brand value itself. 

 

Some authors suggest that consumers often do not know the true origin of many brands 

and do not categorize a brand to the right country-of-origin. Some pre-conceived ideas 

on countries can interfere creating the so called country-of-origin effect (Canto-Guina & 

Giraldi, 2012), but even those authors concluded that there is a non-consensus related 

to the construct “country image”, as well as if it can influence the consumer behavior, a 

conclusion reinforced by Balabanis & Diamantopoulos (2011), but in opposition to Chen 

et al. (2011) propositions. 

 

Furthermore, there are several studies stressing that products from certain countries 

have better associations and are preferred above those originated from other countries, 

a kind of observation known as the country-of-origin effect (Walvis, 2007). For 

Goldszmidt, Brito, & Vasconcelos (2011), the relative importance of country, industry 

and country–industry effects are similar on the firm performance, according to their 
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findings, but specifically that study did not work on particular resources, tangible or 

intangible, like the brand is.  

 

Johansson (2010) affirms that even if a brand wants to be seen as ‘‘global’’, its position 

is typically affected by its country-of-origin. It is possible to consider the branding for a 

country as France, for example, quantifying opportunities induced by the image of 

"country of luxury" (Bastian, 2011; Boo et al., 2009; Kapferer, 2011). Developing 

knowledge about the determinants of performance is a central goal of the strategic 

management field (Short et al., 2006), and one of the tenets objectives of this study is 

on brand performance and market performance, taking their values' growth. 

 

A significant attempt to measure a brand occurred when brands became important in 

the valuation of a company (Arora et al., 2009; Chattopadhyay et al., 2008, 2010; 

Narayan, 2012). Many companies invested to globalize their brands and Goldszmidt et 

al. (2011) show that economic and institutional variables may explain firm performance. 

As stated before, this study lights the variance of country-of-origin, industry and their 

interaction on the brand performance and market performance. 

 

The brand outlines competition and strategy for industries and firms in a global scenario 

(Kotabe & Aulakh, 2002). Usually, the focal area of marketing is the marketing-mix 

strategy, and part of the limited attention to each aspect of the marketing mix is due to 

the difficulty of conducting empirical research (Kotabe & Jiang, 2008). But prior results 

also indicate that country-of-origin components do affect consumer perceptions (Kotabe 

& Jiang, 2008).  

 

A debate in the marketing field has focused on whether firm performance is driven 

primarily by competitive intensity or firm characteristics, and strategic researchers have 

used resource-based approach to understand differences in performance (Nath et al., 

2010; O’Cass & Ngo, 2006). As referenced by Brito & Vasconcelos (2009), growth is 

firm specific, suggesting that it can be applied as a complementary outcome, which 

means, growth and the share outcomes are behind the original idea of competition.  

 

Whilst much has been discussed at the macro level (i.e. , firm performance), some 

researchers argue that a critical perspective has to be drawn from marketing terms, 
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related to the brands of a firm (i.e., micro performance) (O’Cass & Weerawardena, 

2010). Therefore, this study discusses the brand performance and market performance 

(in fact, the brand value growth and the market value growth) focusing on the among 

cited effects: industry, country-of-origin, and the interaction between the last two. 

 

Methodology and sources of data 

 

About the methodology 

 

As pointed out by Singer & Willett (2003), the investigation of changes has fascinated 

the academia for generations and since the 1980s, when methodologists developed a 

class of appropriate statistical models, the researchers have been able to study 

longitudinal changes as well. Empirical modeling techniques have been used to model 

the behavior of interrelated processes associated with a complex system.  

 

The decomposition of variance to identify industry, corporate, and business-specific 

effects is attractive because it is simple and statistically robust (McGahan & Porter, 

2005). By using “natural” divisions, data collection and storage mechanisms, the entire 

system can be divided into sub-processes, each examined and modeled separately, 

and combined in a hierarchy of interacting models (Kumar, Mastrangelo, & 

Montgomery, 2011). In variance decomposition, corporate effects generally derive from 

differences between multi-business firms in the average of returns to individual 

businesses within each firm (Adner & Helfat, 2003). 

 

Adapting the model applied in Goldszmidt et al. (2007), this work develops a null 

multilevel model (without explanatory variables) to analyze the variability of two 

variables (brand value growth and market value growth), taking into account the 

hierarchical structure of the chosen data. The country-of-origin and industry effects must 

be considered on the same level, once countries are not nested in industries nor 

industries are nested in countries. Thus, the highest level should include cross-

classification of industries and countries (main effects), as well the industry-country 

interaction. Brands are nested within country-industry interactions, and the annual 

observations are nested in brands. The statistical modeling applied the STATA 14 tool.  
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About the data 

 

This research adopted a hierarchical linear model to evaluate the effect of the industry 

and country-of-origin on the brand performance (in this case, measured by the 

longitudinal evolution of global brand value) and market performance (in this case, 

measured by the longitudinal evolution of the firm value). The data have different levels 

of aggregation and presents longitudinal characteristics, once there are several years of 

repeated measures. All data belongs to the Brand Directory and special reports 

released by the Brand Finance agency, one of the most important devoted to brand and 

market valuation.  

 

From the published reports, since 2010 until 2015, the database performs the 500 

world’s most valuable global brands, in 2015, and accumulated a total of 1074 brands to 

offer an accurate statistical result. For each brand, the database specifies its industry, 

the country-of-origin and, annually, its value. For the years 2013 - 2015, there is also 

included the firm market value. Some values do not appear in all years and it demanded 

a correct statistical approach when processing the multilevel hierarchical model. The 

Appendixes B and C describe the Brand Finance Methodology and the Appendixes D 

and E have a descriptive for the database adopted in this empirical study. 

 

Findings and conclusions 

  

The overall statistical results for this study is included in Tables 1, presenting the effects 

of industry, country-of-origin and the interaction country-industry over the brand value 

growth and market value growth, for 2013-2014 and 2014-2015.  

 

For the purpose of this study, the overall results show that: 

 

A)  Effectively, the country-of-origin has an unquestionable effect when analyzed the 

brand value growth and market value growth, for 2013-2014 and 2014-2015. A point to 

be better discussed is the smaller role of the country-of-origin effect in brand value 

growth, comparing to that in market value growth; 
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B)  In the same period and for the same variables (brand value growth and market 

value growth), the industry has a very small effect. For the purpose of this study, it is 

surprising that have diminished to a half the effect on the brand value growth (from the 

first period to the second one); 

 

C)  The industry-country interaction shows a paradox: for the first period (2013-

2014), the effect on brand value growth was about 25% higher if compared to the 

market value growth. In the second period (2014-2015), that relationship is inversed: the 

effect on brand value is about 30% lower if compared to the market value growth. 

 

E)  The residual is predominant and is possible to affirm that it captured the firm 

effects, which are slightly greater when considering the brand value growth than the 

market value growth, for 2013-2014 and 2014-2015. 

 

Table 1 - Results comparing Brand Value and Market Value 

Variability (%)  MV 2014/15 BV 2014/15  MV 2013/14 BV 2013/14 

Country-of-Origin 23,1 15,9 16,3 8,7 

Industry 1,8 1,7 1,8 4,1 

Country-Industry interaction 10,9 6,0 12,0 15,5 

Residual 64,2 76,4 69,9 71,7 

Number of brands processed 947 1057 810 893 

 

 

As stated before, this study was developed to interpret the effects of industry, country-

of-origin and their interaction on the brand value growth and market value growth, with 

no further compromise to deeply identify why showed differences occur. However, the 

results offer three important findings that must be pointed out: 

 

 1)  There are evidences that the industry has a very limited effect when considered 

both the brand value growth and the market value growth, mainly in the two recent 

years. Specifically for the market value, the industry effects kept its level stable; 
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2)  On the other side, the country-of-origin has a startling effect for both variables 

analyzed (the brand value growth and the market value growth). Moreover, the 

interaction industry-country also shows a considerable magnitude effect; 

 

3)  Depending on further investigations, there are no evidences that the above 

findings could change if the period of analysis were different, in accordance to the main 

postulate that year effects, associated to factors that affect all firms in certain years, are 

usually small or nonexistent (Brito & Vasconcelos, 2009). Furthermore, even if another 

database (from a different source) was processed, there is a great possibility that 

industry, country-of-origin and their interaction effects keep similar. This conclusion 

derives from McNamara, Aime, & Vaaler (2005), to whom the exclusion of firms from a 

data sample, based on standards of outlier identification, leads to little change in 

industry and firm variance component when compared to the full-sample database. 

 

About the residual (firm effects)  

 

The result is in accordance to the most studies about Marketing and Strategy, 

considering that industry effect is less important than firm effects, which is dominant on 

performance, accounting for between a third and about half of total variance  (Brito & 

Vasconcelos, 2009; Brush, Bromiley, & Hendrickx, 1999; Karabag & Berggren, 2014; 

Ketelhöhn & Quintanilla, 2012; Nath et al., 2010). In this case, the firm effects are even 

greater than what were expected by the cited studies. 

 

Once there is evidence that marketing capabilities are connected with global firm growth 

rates (Morgan et al., 2009) and the recent evolution of the marketing capabilities have 

increased the influence on global firms business performance (Chatterjee & Wernerfelt, 

1991; Nath et al., 2010), it is possible to normally accept the study's findings (for global 

brand value growth and for market value growth, the firm effects reached over 64%).  

 

Another possible reason to explain the results can be taken from the studies of Goddard 

et al. (2009). The authors emphasized that there are advantages deriving from the 

marketing strategies, when considered that the corporate group effects reflect accruing 

to individual firms. And it do exist idiosyncratic firm characteristics not shared by other 

firms, including the adaptation of resources to the market (Brito & Vasconcelos, 2009).   
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Most of all, the importance of creating and managing a strong brand as a primary goal 

of many corporations have been recognized as a way to achieve stronger performances 

(Brito & Vasconcelos, 2009; O’Cass & Weerawardena, 2010). It must be remembered 

that a great part of the global brands processed in the model are related to corporate 

groups, so explaining the general finding (also for brand value growth as for the market 

value growth).  

 

The firm effects are slightly higher when considered the brand value growth than to the 

market value growth (the first increased and the second decreased in the period 2013-

2015), and it suggests to be referred an interesting definition from Flavin (2004), stating 

that when the global market conditions are in turbulence, some global crisis and other 

political-economic events sometimes are strong enough to impact the stock market 

movements, once a firm market value is determined by the stock returns and the risk 

associated with them.  

 

So, it is a strategic marketing policy to better preserve the brand portfolio and, in 

consequence, the firm brand value as a resource for the future (L. Hsu, Fournier, & 

Srinivasan, 2016; Luxton et al., 2015). To manage well the brand portfolio is always a 

strategic policy, including the numbers of brands and number of segments in which they 

are marketed, having a complex relationship to marketing and financial performance 

(Morgan & Rego, 2009). In other words, if there is an industry competitive intensity and 

turbulence, superior management increase marketing capabilities and, in turn, enable 

the firm to look for superior brand performance  (O’Cass & Weerawardena, 2010). 

 

About the industry effects 

 

The extant literature points out that the industry effects derive from the product 

characteristics, the level that producers control their prices, and the way with which 

information flux between producers and consumers (Goddard et al., 2009). In this case, 

global brands often attend those premises, but the finding (around 2%) is considerable 

lower than what is expected if taken into account the study of Ketelhöhn & Quintanilla 

(2012), stating that industry effects explain at least 8% of the performance variance, or 

Brito & Vasconcelos (2009), who affirm that industry explains at least 5%.  
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Furthermore, another way to interpret the case can be taken from Hawawini et al. 

(2003), to whom a superior management leads to better performance not depending on 

the industry structure. Only for the case when there are no high standing leaders the 

industry effects turn out to be more important for performance. Once the empirical study 

focused in a sample formed only by global brands that have expressive marketing 

capability, it is understandable the small industry effect. Finally, another possible 

explanation may be derived from Phylaktis & Xia (2006), explaining that emerging 

markets have lower industry effects than developed markets. In this case, the sample 

includes brands from more than 40 countries, with emerging countries in the majority. 

 

About the country-of-origin effects 

 

Generally, the results are in accordance to the most recent findings by researchers on 

strategy and performance, for whom country effects are important for several reasons 

(Goddard et al., 2009). Brooks & Negro (2003),  Flavin (2004), and Phylaktis & Xia 

(2006)  inform that the literature focusing on stock markets show evidences that country 

effects outweigh industrial effects. The above considerations explain a part of our 

findings, but not all of them. 

 

In this case, perhaps the best foundation to explain the findings (country-of-origin 

effects are considerable higher for market value grow than to the brand value growth) 

are the pre-conceived ideas called country-of-origin effect (Canto-Guina & Giraldi, 

2012), working together with advanced marketing strategy - diversification in portfolio 

across different markets. This movement tends to create higher country effects 

(Phylaktis & Xia, 2006), something typical when considered global firms. 

 

Furthermore, Brito & Vasconcelos (2009) remember that country effects seems to be 

more important for growth performance (in our case the market value) than for financial 

performance (brand value as a typical financial projection of the brand equity). If firms 

perform different in similar countries, due to a portfolio strategy, variations can happen 

in respect to trade policies, internal competitions, quality of governance, culture, country 

wealth, uncertainty avoidance, and government barriers (Elango & Wieland, 2015; 

Ketelhöhn & Quintanilla, 2012), affecting brand value and market value differently. 
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About the interaction industry and country-of-origin 

 

In the profitability analysis, country-industry interactions make important contributions to 

explain the variation decomposition in performance. Specifically, it reflects a tendency 

for specialization and geographic concentration (Goddard et al., 2009). The country-

industry interactions are understood as competitive advantages and support the 

importance of trade theory in explaining performance differences (Schiefer & Hartmann, 

2009), once internal assets and competencies are central to the competitive advantage 

(Hawawini, Subramanian, & Verdin, 2001). 

 

In this study, the country-industry interactions proved to be more stable concerning the 

market value than the brand value. And the effect with the most conceptual impact is 

the relative specialization of countries in industries that are best suited to their national 

contexts (Hawawini et al., 2004). Let's look again the marketing capability and portfolio 

strategy. In those sense, the market value growth have had less interference in the 

short term, when compared to the brand value growth, which demonstrated a significant 

variation for the interaction effects. 

 

Furthermore, a study like this, focused on global firms and global brands, are 

acquainted with the global scenario and the findings achieved.  A study oriented to test 

the influence of country-industry factors, identified entry barriers, type of demands, and 

rivalry, offering the notion that firms always try to adapt their mode of entry (Kotabe & 

Jiang, 2008). Thereby, it is fundamental to create the potential to implement 

differentiated brand strategy as a way to establish competitive advantage facing the 

competitors, once different industry structures and country environments can make 

impact on brand performance (Chen, 2010b). 

 

Finally, some countries are able to dynamically introduce innovation and then have 

monopoly rents. On the other side, industry-specific differences in national outcomes 

may be present from competitive advantages in certain industries. Under the reality that 

do exist specific borders isolating countries from some kind of international competition 

in a certain degree, country-industry interactions may originate considerable differences 

in industry structure (Schiefer & Hartmann, 2009). And then, it is possible to conclude 
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that our findings comprehends both contexts: stable country-industry effects on market 

value showing a great level of differences in industries structures, and a technological 

level of innovation in the country-of-origin, besides the short-term impact on marketing 

and brand management outcomes. 

 

Final amendments 

 

Further investigations 

 

From what was discussed herein, this study intends to contribute to the knowledge on 

the theme, both in Strategy and Marketing fields, to better orient plans and future 

researches. Of course, this specific study has its limitations, as considered before, and 

will be welcomed all new contributions that could give another vision and/or another 

interpretation to the same developed issue. 

 

Even with the possibility to generalize results and the variance decomposition limited by 

the chosen database in an empirical study (Chen, 2010a), the relationship between 

marketing assets and the firm's profitability needs further analysis (Pucci et al., 2015). 

Furthermore, little has been studied about the relationship between the brand portfolio 

as a marketing strategy tool and the business performance (Morgan & Rego, 2009). 

And as pointed out by Misangyi et al. (2006), despite the attention several studies have 

put on the theme, the literature offers many approaches on the contribution of each 

effect to firm performance, even if considered elements like brand value or market 

value. So, it is an avenue that must be orient future marketers or practitioners. 

 

Finally, as a mere suggestion, these findings would be much more interesting if future 

studies could collect an expressive amount of actual data from other valuation agencies, 

in the way to compare if competing valuation methodologies impact or change the 

findings and/or conclusions here discussed. In the same way, this methodology could 

be applied for a set of brands related to only one industry or only one country, analyzing 

the effects and influences on their performance, under different approaches.   
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Chapter 4 

The practitioners’ perspective on the dimensions of global 

brands, the brand equity and the brand value 

  

Abstract 

 

Purpose –   The chapter presents practitioners' perspective 

about the main themes herein developed in the previous chapters, named  

brands, branding, brand equity, brand value and other interesting related 

subjects (as technology and brand internationalization). 

 

Methodology –   It was processed a series of interviews with 22 high 

executives specialized in brand management, listed in the Appendix F. 

Each meeting lasted for an average of one hour and was recorded (and, 

thereafter, transcript in text format). 

 

Findings –   It is possible to observe that there is a great 

distance between practitioners' conceptualizations and practice in respect 

to what have been developed in the academic setting. An issue not 

included in the original project arose and is also slightly discussed (brand 

internationalization). 

 

Contribution –   This chapter confronts the theoretical approaches 

and the empirical findings about the theme with the whole practice in 

international organizations and institutions. 

 

Keywords:    Global brands, brand equity, brand value, market value 
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Introduction  

 

What is the background of so many practitioners working to develop brands in national 

and international settings? What they might contribute concerning the day by day in 

respect to the theory and practice? From interviews with high level professionals in 

branding and management, this chapter intends to explore and identify that reality.  

 

The chapter starts by exploring a very interesting comment from one of the 

interviewees, stating that: “If we think about operations and strategic planning, 

Petrobras is not a global company, once it is present in 18 countries, which does not 

suggests "a global company". But it has global suppliers and global investors, and 

anything that happens with Petrobras takes not more than two minutes to be known 

worldwide. People from 200 countries are shareholders and the company has millions 

of stakeholders, which makes its brand "global", even if is not physically worldwide". 

 

People that create and develop global brands are facing a new challenge concerning 

the internationalization. Another interviewee pointed out the main question: “In the past, 

companies developed their brand strategies and chose consumers. Today, with the 

power of globalization, and new communication platforms (including digital and social 

networks), the consumers have the power to choose brands. Brands must be absolutely 

prepared for when they are chosen, fulfilling their promises with innovation, attention 

and quality to keep alive their relationship in any new market".  

 

Shortly, it is possible to affirm, from the interviewees’ voices, that “Today, in fact the 

stakeholders are the brand owners and, if the company has a good branding policy, the 

better it will build a brand perception". Or, using a second voice, “the theories of 

internationalization were proposed when the world was not so virtual as today, and they 

do not cover the internet, and do not know the importance of branding acquired in the 

most recent years". For instance, a third interviewee completed: "it makes sense that 

today brands reach the consumer before the product, because the world has no more 

borders. The case of the iPhone 6 is an unbeatable example, whose international 

launch has reached 40% of the world population ". 
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The interviewees demonstrated that there is no consensus when the challenge is to 

conceptualize expressions and their meanings. A manager said that “in the field there 

are many variations of the same approach, once always has existed the emotional 

impact of brands. Researchers and practitioners like to write new words to old 

concepts". Under another point of view, the manager complemented by “brand building 

is a historical and sociological process. Global brands act cohesively, in the sense that 

there is no conflict between marketing and branding, resulting the best forthe business".  

 

There are professionals confronting the theory and practice that still use the expression 

"consumer". A very well succeeded interviewee proposed a new approach, and 

somehow was followed by others, concerning that "consumer is an outdated Taylor's 

expression. People cannot be sliced into pieces, due to the habit of consuming, using or 

possessing a brand or a service. The human being has left the "consumer" to reach a 

"prosumer" condition, to the extent that digital media allow it also to produce contents. 

The expression "owner" is much more appropriate, because the boss of a brand is the 

one that uses it. While theorists refer to the act of consumption, they will be in a 

reductionist theory. And the human being does not accept being reduced to a mere 

consumer anymore. All reductionist theories are about to fall, one after another". 

 

Interestingly, it is possible to create a panel of comments and opinions about the main 

issues that we have touched in the thesis, what is shown along next paragraphs. In 

general, there is a consensus that “it is possible that a specific brand does not exist in a 

local market, but fills a space in the mind of a consumer. When the brand enters in our 

mental gondola, it exists regardless of whether or not its physical representation. This 

fact is very important and even precedes its actual physical presence. You do not have 

physical possession, but just a set of perceptions".  

 

This chapter is oriented to condense what the interviewees commented about the 

dimensions on global brands, branding, brand equity and the brand internationalization. 

As Ratnatunga & Ewing (2005) explains, “practitioners are worried about how to spend 

the right amount of money on the right marketing activities to optimize sales, 

profitability, brand equity, and shareholder value. The challenge is even more difficult 

today, as marketing has to be viewed as an investment and not an expense”.  
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Methodology and sources of data     

 

This chapter is oriented to compare the findings pointed out along the previous chapters 

and the main observations taken from interviews with specialists in branding and 

marketing.  The main expectation is that our analysis, vis-a-vis with the literature review 

and our empirical conclusions, be well acquainted and enough to give a complement of 

ideas and insights concerning four specific issues under the practitioners' points of view: 

(a) About brand and its ownership; (b) About marketing and branding; (c) About Brand 

Equity and Brand Value; (d) About the industry and the country-of-origin effects on 

performances, and; (e) About the internationalization of a brand. 

 

The in-depth semi-structured interviews were personally developed in São Paulo and 

Rio de Janeiro, besides three of them realized by skype, connecting to London (UK), 

São Paulo and Atlanta (USA). It was followed a pre-designed interview protocol, that 

offered to the interviewees a brief description of the research project and other related 

information (including some answers for questions received from them).  

 

The interviews lasted for an average of one hour and were recorded (and, thereafter, 

transcript in text format). A total of 22 professionals took part in the effort to build an 

additional support for this thesis and the list of interviewees is shown in Appendix F. The 

interviews were conducted among 2014 (five of them) and 2015 (17 of them). It must be 

commented that the thesis will develop a discussion between the extant theory and the 

practice, under the practitioners’ points of view, without nominating anyone.  

 

Comparing empirical findings and the practitioners' perspectives   

 

Adopting a storyteller structure, the next comparisons are a summary of the expressions 

the interviewees pointed out. Each opinion is offered without any interference, like if it 

was a debate. Thereafter, there is a specific paragraph about four detached cases. 

 

About a global brand and its ownership 

 

After the interviews, the main conclusion is that there is no doubt of the importance that 

a brand has in the modern world and how it can contribute to the firm performance. A 
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common word was "consistency" as the primary reason for success. There are some 

distensions concerning two concepts that this thesis tried to clarify (chapter 2): (a) 

today, the consumer-based theory is not enough to explain the brand performance if it is 

not analyzed the complex context of the brand stakeholders, and; (b) for a group of 

managers, "consumer" is an outdated concept and must be reviewed, but the 

expression is still applied and referred by others. 

 

Many citations were made due to the dynamic world of brands, affirming that some 

brands appear and disappear very fast. Another contribution from the interviewees are 

those many cases related to successful or unsuccessful internalization processes, 

showing that it is possible that even a global company takes wrong decisions 

concerning its brand. Sometimes, there is a chance to correct the error, sometimes not. 

The Table 2 shows a panel of contributions collected from the practitioners comments, 

like a storyteller composition, as was informed before. 

   

Table 2: Practitioners' comments about brand and other related issues 

 

01) For the well-built brands, it is found much consistency. It takes work, but it is inevitable.  

02) The brand has enhanced its importance because it has an own meaning, with relevance in the 

decision process, under advanced management techniques. 

03) Respecting to the relationship processes with stakeholders, the brand comes long before the 

company, being always two or three steps ahead. 

04) The expression stakeholder says more about the focuses in which the brand has interest, than 

otherwise. But regardless of whether or not the interest, the brand can be affected by their perceptions. 

05) The brand relationship with communication, neuroscience, psychology, and other relevant fields, is 

very complex, has deep roots in the history of mankind and is not fully elucidated. 

06) Strong brands generate a very attractive force correlation in the market, once they have the ability 

to offer positive and important perceptions to the consumer.  

07) To account for the value of an asset, necessarily it has to have the possibility to promote some 

economic-financial benefit. This is fundamental to characterize assets, tangible or intangible. 

08) The brand is a concept stored in memory in a network of semantic associations. The premise of the 

neuroscience point of view, is that when a person refers to a brand, there are performed many 

associations linked to the experiences with a brand, including all the sensorial aspects 
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09) Always scares how difficult it is, in the world of marketing, to create and to develop brands that 

happen to disappear quickly, or because businesses closed, no longer provide the service, or are 

acquired by other companies. 

10) Today people have a much greater proximity to the brand, not only by digital media, but because of 

all brand exposure and other points of physical contact. 

11)  People perceive the brand in many ways, including the different promises for what it offers, the 

satisfaction it creates, and other things like performance. 

12)  Global brands have specialized too much, but still need to have humility. The better ones are more 

organized, more accepted and valuable, and need to look humbly to local markets where they are. 

13) There are many stakeholders who can care about brand image: one of them is the consumer. 

Others are the supplier, distributor, a value chain member between production and consumption, 

opinion leaders, public authorities and NGOs. 

Cases: several difficulties brands commonly have to face 

14) Amid the licensing process, it was most recently created "the sound of the Shell brand", which is a 

very interesting project. The expectation is to reach a coding practice and have access to simplified and 

eventually digital way. 

15) An interesting case was that of British Tobacco, that decided to reorganize the brands in its 

portfolio. There was one that attracted attention, called Carlton. The Brazilians from Northeast were not 

talking "Carlton", they spoke "Carton". It was decided to change the name to Dunhill and it was a 

disaster because the smoker of Carlton continued to ask for "Carton", because it became more difficult 

to ask for Dunhill. 

16) In Brazil, Mitsubishi launched the Pajero vehicle but, in Argentina, it was called Montero (Pajero is 

related to the act of masturbation in Spanish-speaking countries). Is it possible to launch the Pão-de- 

Açúcar supermarket in Uruguay by the name Pan-de-Azúcar. Does it make sense for the consumer? 

17) There was a time when the international coordinator of Philips said: "Why do we have to call this 

mixer and this blender as Walita if the whole world called them by Phillips? Let's change it to Phillips". It 

was possible to prove that Walita had a higher level of knowledge in Brazil, the brand was maintained 

and the humility of the decision saved large investments already made. 

18) It is fundamental to understand the plural peculiarity of the market where things are working and 

promotes itself some kind of integration with the local peculiarities. Otherwise, there will hardly chances 

to adapt. The Wallmart did not do well in Porto Alegre, because he tried to face the Zaffari without 

adequate initial assessments to adapt to the local market. This is a domestic and international case, at 

the same time. 

19) The market changes, culture changes, and what remains is the need to respect the local conditions. 

For example, in the Xerox history, there was the insistence of the American managers that sellers 

worldwide have to say "zirox" (American phonetics where the X, at the beginning of the word, takes the 
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sound of Z). But the Brazilians could not take it and, despite the insistence on speaking "Zirox copy", 

after some time the company gave up and adopted the pronunciation "xeroquis". 

20) Not long ago, there happened an interesting case. Unilever had the same washing powder in Chile, 

Brazil and Argentina, with different brands. The company decided to unify under the brand Surf, whose 

packaging was developed by European designers, with minimalist and clean style. The rejection was 

absolutely because it was "something poor," as the powder detergent package must have an explosion 

of foam and colors for Latin-Americans customers. Unilever humbly took the error and changed its 

strategy. 

21) McDonald's has its Big Mac worldwide. But it has certain dishes, with certain touches or menus 

settings that are regionalized. If you go to McDonald's Mexico, you have certain things that do not have 

in Brazil. If you go to Israel, there is no cheese in your cheeseburger. 

21) Burger King, in United States, is positioned as a cheaper choice compared to McDonald's. In Brazil, 

Burger King is positioned above than McDonald's. Even being  two international brands, positioning is 

adjusted to the regional setting. 

23) Starbucks, for example, is absolutely unique in the world, even in Brazil. But in the United States it 

is not sophisticated, but rather, it is intimate. In Brazil, it is a sophisticated place. As a differentiated 

coffee house, it has a unique atmosphere, a Starbucks moment. And all the brand communication 

underscores this attribute. 

24) It was necessary to manage the brand in places where Shell has no physical presence. It 

developed a close monitoring of the social network to see if there is any gossip or information. For 

example, a curious situation is in the Caribbean and Central America, as there are several countries 

that have been worked with Shell and others which have not. But all countries are interested in 

environmental contamination issues. 

 

About  marketing and branding  

 

This is a topic that had a great consensus between the interviewees. For them, 

branding and marketing are essential to develop strong and global brands, mainly in a 

so dynamic and globalized world. Perhaps, the only (difficult) question submitted and 

not well answered was: branding is a discipline of marketing or vice-versa? Or, it is 

possible to affirm that they do not have any relationship?  

 

The majority responded that branding is still a discipline of marketing, but the picture is 

changing very fast, once branding has achieved some kind of independence. Another 

issue that must to be referenced is that all of the participants mentioned the need to 
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study and implement the best brand positioning as a determinant for the firm 

performance. The Table 3 shows the comments about those expressions and concepts. 

 

Table 3: Practitioners' comments about branding and marketing 

 

01) The metaphorical illustration about how to manage the brand is like a big gear. When well-oiled, a 

piece rotates and interacts between others, and the whole becomes almost a "motto-continuum". The 

brand to be successful has to be on the agenda of all who think and decide on the company's 

business. 

02) Branding is a marketing chapter, which acts as a wrapper, and is intended to facilitate the 

perception of the consumer to stimulate the purchase. 

03) In this world of brands, branding is increasingly taking place of our former marketing. 

04) A brand manager has to choose the brand positioning in a memory space that is especially 

valuable to the stakeholders. 

05) All the conventions that exist today in marketing and branding are changing very fast. The good 

thing is that the older generation is managing to live, in one way or another, with these new features, 

trying to learn to surf this wave. 

06) Branding is a marketing function, but is increasingly a specialized function, with several agencies 

that provide the service. 

07) Today, the portfolio of brand management consultancies in branding has significant revenue 

generated by Brazilian companies. 

08) Marketing and branding need to be monitored, anticipate before something happens and bring a 

problem, and before the problem progresses. 

09) A person do have brands as its target and influence them. The main agent is the person that owns 

the brand, consuming or not. And the brand manager has to know hour to better manage that scenario. 

10) Coca-Cola does not give up its main factor of positioning, which is happiness. But its branding 

policies  changes the way it presents happiness in Brazil, Argentina and elsewhere. 

11) The stakeholder is a brand consumer. For example, you can give preference to the Ipiranga 

products and buy the shares of Shell in the stock market, because of Ipiranga's shares are not as 

valued as are those of Shell. It is essential to manage that. 

12) Consumers are all that influence or impact the buying process. One thing is to be buyer / user, 

another thing is to be part of the consumption chain. That is, the consumer is part of the consumption 

chain without necessarily using the product. 

13) Brand Valuation "per se" makes no sense. This subjective assessment that the brand is worth x 
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billion is only a numerical game to promote businesses. 

14) The positioning of any brand has two levels: the first one is institutional and the second one is 

within the competitive territory. The institutional is much more aligned with the Brand Value. The 

second is more aligned with the Brand Equity. 

 

About Brand Equity and Brand Value  

 

When challenged to conceptualize Brand Equity and Brand Value, which means, to 

explore a theory to support their answers, no consensus exists. Furthermore, there are 

many discrepancies concerning "answers" and "opinions". Many respondents had only 

"opinions" when trying to answer; few people had a strong and clear position, even 

when it was not the closest concept regarding to the academy's point-of-view. 

 

If taken only those answers that could be seen as forming a real understanding (not 

only an opinion), they can be split in two groups (and are in accordance to what was 

debated in chapter 2): some were financial oriented and others were market-oriented. 

Which means, there were considerations lightning "attributes" and other approaching 

"financial metrics". But the valuation of a brand has a consensus: it only makes sense if 

there is a reason to be developed, otherwise Brand Value not deserve the effort.   

 

In fact, the thesis has demonstrated that there are a lot of definitions and considerations 

concerning Brand Equity and Brand Value. Brymer (2003) pointed out that there are 

several measurement approaches that try to link traditional finance considerations and 

marketing, all of them needing to provide a holistic view of brand performance. In his 

study, there were examined 23 models considering the value and benefits of the 

brands, some of them financially driven and some others using marketing techniques.  

 

So, it is not difficult to understand that this range of metrics affects not only the 

researchers, but also the practitioners' perspective.  The Table 4 shows a panel with 

their comments. 

 

 



 

Doctoral Thesis - Mario Divo Motter Junior (FGV/Ebape) - April/2016        73/112 

 

Table 4: Practitioners' comments about Brand Equity and Brand Value 

 

01) From a practical point of view, I see no difference between Brand Equity and Brand Value. Brand 

Equity is a concept used when you are trading the company's assets, tangible and intangible. The 

Brand Value already interprets as something more synthetic, about the preference for certain brand. 

02) Brand Equity and Brand Value are two sides of the same coin ... Brand Equity is the set of 

meanings for a particular brand to differentiate it from other brands. 

03) Brand valuation makes no sense. What makes sense is the value of a brand in the stock market.  

04) Brand Equity and Brand Value concepts? You are starting with the worst question. I do not know! I 

have no idea... 

05) I clearly confuse the two concepts ... Value is how much the brand values to the consumer and 

Equity is the legacy of the brand. That's it? 

06) I am a marketer, I am not a financier. When we talk about the Brand Value or Brand Equity it is 

easy to confuse the concepts because I look like a consumer viewpoint. 

07) There are many definitions about what is Brand Equity and Brand Value, but I do not believe that 

there are differences between them. I believe in building equity to get value.  

08) Brand Equity is the value of the share and the Brand Value is the worth of the company. 

09) The difference between Brand Equity and Brand Value I could not answer, there is no difference 

10) Differentiating Brand Equity Brand Equity? I was fortunate enough to not have this mission! Much 

more it is practical experience on how to develop the brand, and how to generate commercial benefits 

through it. 

11) In fact, it is the market that defines the value of the brand, no matter how the owner wants to 

receive. 

12) I do not know conceptually what is Brand Equity and Brand Value, or which is each of them. 

Especially because there is not an intangible asset valuation standard in Brazil. 

13) I have a huge mess in conceptually understand Brand Equity and Brand Value. Because equity is 

also linked to value, then the best answer is "do not know". 

14) Brand Equity has a metric and it is quantitative, and the comparability of the product point of view 

is within the competitive territory. 

15) It is only feasible to compare the Brand Equity A to Brand Equity B if they are in the same 

category, such as Samsung and LG, for example. 

16) Brand value refers to the stock market. The value of the IBM brand is at the stock market. If my 

action is growing is because my sales are growing and my brand is working. 
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17) Brand Equity is about the values that lie within the branding. Brand Value is about the values 

outside the company, calculated by accountants. What percentage of sales is driven by a brand?  

18) Brand Equity is working on the perception and feelings that the person has considering the brand. 

Brand Value is an accounting calculation, meaning the financial expression of Brand Equity. 

19) The appropriate calculation of the Brand Value makes a dip in the financial area, the cash flow, 

capital flow, etc. It involves working very hard with brand's consumers to find the weight it has on 

purchasing decisions. Without making other inferences. 

20) The Brand Equity is the participation of the brand in the total value of the company, as a fraction or 

percentage. For the most reliable authors, Brand Equity is the piece of the total value of the company 

attributable to the existence of the brand. Brand Value is the economic value of the brand under a 

specific method of valuation.  

21) In reality, Brand Equity are about the attributes, the image that the brand has considering the 

market, and may have other names.  

22) Brand Equity refers to how much the brand adds value. It is the sum of all perceptions, inhabiting 

the consumer's mind, increasing or decreasing the value of a particular brand. The Value Brand is a 

simple financial equation, with the same concept. 

23) Brand Value refers to mergers, acquisitions, and large operations in the Stock Exchange. The 

Brand Equity is the asset that may increase the value of the share. 

24) The Brand Value is a financial measure, while Brand Equity refers to a measure that comprehends 

all the attributes that make the brand valuable. The Brand Equity may include intangibles, difficult to 

evaluate, but also fundamental. 

25) Brand Equity is the first thing that comes to the consumer's mind. He (she)  remembers the brand 

and the degree of it is importance to him (her). 

26) It is possible to compare Brand Equity A with B when established some dimensions for the 

comparison. It can be compared when it is a single market, a single category. 

27) The value of the brand, ultimately, is a piece of the total value of a company, and is never greater 

than the value of the business. It depends directly on the additional cash flow that is capable of 

generating. The most valuable brands in rankings are usually large companies where the weight of the 

brand in the company's cash flow is also receiving great.  

28) My view is that the manager wants to know how much of each bottle sold of Coca-Cola can be 

attributed to the brand? The problem is not to account, the goal is to generate projection. 

29) Very often, Brand Equity ends up being simply defined as a set of functional or emotional attributes 

30) The Brand Value is related to the process of assigning the value to a brand. But it needs a 

standard, that is, the reason for this calculation. Alone, a brand value means very little. 
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About industry and country-of-origin effects on brand performance 

 

This is the challenge to which there is a great consensus, because all of the participants 

affirmed that the country-of-origin and the industry have effects, positively or not, over 

the brand performance. A panel showing some of their comments is in Table 5. 

 

Table 5: Practitioners' comments about industry and country effects 

 

01) It is very important the country-of-origin for a brand. A German car is admittedly more valuable only 

because of its origin. An Italian fashion brand takes an extraordinary level of value compared to any 

other non-traditional country-brand in fashion. 

02) The effects generated by the industry and the country-of-origin of a brand are noteworthy. There 

are the syndromes of Made in China, Made in France, Made in Suisse and it is "for the good and for 

evil". It is a cultural process that takes many decades to build, and few decades to be deconstructed. 

03) Certainly, the country-of-origin and the industry have influences in the brand management 

processes. All brands coming from China had certain prejudice, in the past. Recently, the Chineses 

showed that the iPhone was 100% produced there, with great quality. But, even then, still the rejection 

continues. It is different when the brand comes from a developed country like the US, for example. 

04) The brand must be consistent in its relationship with the product and, also, the country-of-origin 

needs to be, in its turn, recognized and respected in the brand business industry. 

05) The country of origin of a particular brand is also relevant information. There are brands that come 

from Asia and are global, like Panasonic or Samsung, causing an association between technology and 

Asian origin.  

06) Countries have attached themselves to some traditions that can be incorporated into brands. The 

German bike, a French car and a Swiss watch translate values or attributes linked to countries that 

contaminate positively or negatively the mark. 

07) The brand is like a sponge that absorbs everything, where everything can influence. For example, 

the use of slave labor in China and India contaminates their brands. Nike had a huge problem because 

of child labor, which influenced the consumer worldwide. 

08) The industry also generates effects in the consumer decisions. For example, in the cosmetics 

industry the role of the brand is much more important than, perhaps, in the oil industry. The decision to 

buy gas is taken often by price or proximity to a gas station. The decision to buy a perfume is different. 

09) The country of origin and the industry that a brand belongs to have relative level of effects, but the 

greatest effect is related to the brand management, and the manager's ability to create a desired brand 
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and keep it alive.  

10) The geographical origin of a brand has an important impact. Expressions like Made in Great 

Britain, Made in Germany or Made in China had a good or bad connotation, creating different 

perceptions. The information may affect the Brand Equity. 

11) There is a premise that the industry has an effect on the brand performance. Shell developed a 

thorough and specific study for lubricants, but there are so many looks to assess, from the point of 

view of data, which sought to limit in terms of business segment. Finally, it is clear that the efforts did 

not pay for the benefits. 

12) Regarding the influence of the country-of-origin of a brand, there exists since the cultural issues 

and tradition of the country, in a given segment, as the country risk. When making the assessment of a 

brand in Brazil, the Brazilian investor has a perception of the Brazilian risk lower than that of the 

foreign investor. 

 

Internationalization and globalization 

 

As explained in this chapter Introduction, internationalization and/or globalization were 

not included in the original project of the thesis. But the respondents developed a deep 

linkage between the global brand, the global market, the internationalization process 

and, furthermore, some of them criticized the theorists because they have not updated 

concepts in a world so dynamic, fast and full of technologies, like internet. Their 

comments are shown in Table 6, in the way to give and motivate further studies 

concerning the theme: the relationship between a global brand and the 

internationalization process of a firm.  

 

A professional discussed about this interesting case: "What means the expression a 

brand is present in a market? Sometimes it is believed that simply being with the 

physical presence, but there are counterexamples, such as the case of the iPhone 

made in China, not available for the Chinese market. The device is designed in 

California, made in China, and sent back to California for distribution. Sometimes the 

brand is physically present, other virtually, and there are cases like that one of the 

iPhone: only the brand is presented in the market, something to reflect about". 

 

In fact, today is difficult to find actual studies with that approach. Furthermore, global 

brands face cultural and political challenges, like explained by a manager: " In an 

internationalization movement, there are some known problems, such as the name 
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(whether the brand, product or service) or symbols with different meanings from country 

to country. Do not use a logo in blue in the Arab countries, because the color is 

associated with the flag of Israel. What to do with the brand that is blue in the rest of the 

world?". And what about that: "One fact that is not pleasant, but it is true, even the 

Islamic State is using Twitter to recruit new followers. And it also uses the internet for 

financing and transfer of funds. In other words, today the internet opens a wide range of 

opportunities for global operations, in all aspects, for any reason". 

 

A summary of the proposals can be done by this specific comment: "Internet has 

changed our behavior, although the brand does not want to internationalize, it is brought 

to it. The consumer travels, has experience with a brand, returns to its home and wants 

to continue to use the brand. Therefore, the brand has been perceived, experienced 

and is now internationalized". All the comments and the proposal of further studies are 

in line with Pereira, Kerr, Kimura, & Lima (2009). 

 

Those authors propose that a firm expanding its activities through internationalization 

has to make key decisions about the brand processes and several methods to achieve 

success. And also it is essential to pay attention to what Chen (2009) pointed out and 

inspire a reflection: Why do some nations and industries succeed and others fail in 

international competition? Today, brand managers have to understand the comparative 

advantages in such an industry or countries to be succeeded in their mission to accrue 

value to their brands. As the economic clout of global brands increases, decisions about 

their development, measurement and strategic management become of paramount 

importance, and arises the interest to know how they can be created, managed, and 

marketed successfully (Özsomer et al., 2012).   

 

Table 6: Practitioners' comments about internationalization  

 

 01) To go to new markets is not new to global brands. There's a whole history to go out of their local 

market, especially considering American and European companies. It's in their DNA. 

02) The internationalization process of Brazilian companies is almost in its infancy. To work elsewhere 

is a process and a strategic operation. 

03) With the increasingly globalization, the consumer a day is in Miami, and in the other is elsewhere. 
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It lives different experiences, sometimes antagonistic, with brands. It is a sin not to be committed 

04) When studying how companies became internationalized, in the last century, the model looks like 

as the old settlers. The company went to another country and sold its products. Today everything is 

different. An interesting case is the Dove soap, created in 1947. For 50 years, the brand only existed in 

the United States, but the image was so strong, that many countries have begun to import the Dove 

soap. The brand became known in many countries where it did not exist before, and nowadays is 

being marketed by Unilever, in 100 countries. 

05) Globalization has created a general approach because, no matter where anybody is, produce or 

create content, since the content is global, all people have access. 

06) The internet has brought a huge advantage for any company in its internationalization process, 

because the best way to enter in a new market is having previous demands. If the brand is known, a 

great distance has been covered (like Havaianas sandals, to which have worked the word-of-mouth). 

07) If the "caipirinha" could be considered a international brand, it expanded easily. The export 

movement arose from different markets, take note of the Brazilian drink. In other words, today is not 

the company that goes to the market, but the market pulls the company 

08) A global brand manager must know how to adjust the brand in markets that have competitors, 

cultures and different kind of stakeholders. 

09) People have an outdated view that physical presence is what gives life to the company and the 

brand. The world has entered the digital stage and the reality can be seen virtually, independent of the 

physical presence. 

10) Ogilvy, worldwide, has been worked with brands in the same way. There seems not to be wrong, 

from the point of view of brand management. 

11) The internationalization is promoted by the brand owner, that's who can influencing on it. A person 

in Sri Lanka meets a brand, has influences about the brand, and also takes ownership of the brand, 

with or without the physical presence of the company. 

12) The world is facing the effects of globalization in practice. In the past, it was expected a year to see 

the movie or get the song that came out in the United States. Globalization has changed the setting 

and is dynamically changing the scenario worldwide. 

13) We're in a new phase of the internationalization processes. Managers learned about 

communication and global brands management. What they do not have yet? Speed! Global brands do 

not have dynamic and response speed as expected by stakeholders. 

14) People have traveled more, and the possibility of seeking information by internet creates demand 

and desire for a brand before it may exist in the own country. It is possible to buy online with delivery 

by DHL, which means, the physical presence of the company is not a significant factor for purchasing a 

certain brand. 

15) Global brand must be built respecting global standards. From the moment that internet is a reality, 
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someone in China can meet your brand and want to consume. And this impacts a range of disciplines - 

the creation of the name, the name registration and the creation of a specific identity. It is known that 

each brand will be compared to others. 

16) Someone sets up a business in San Francisco and, in a few months, its brand is very well 

established worldwide. The entrepreneur does not know where the internationalization will happen, 

once the consumer not only determines what he wants, but interferes in the company strategies. 

17) There is a curious story of the Leite de Rosas deodorant. The company even received an average 

of 100 letters from customers stating that it was in the deodorant category, but the product was 

excellent to be used on the skin, for various purposes. A letter even commented that Leite de Rosas 

could be used to kill ticks, without hurting the skin. Without officially export the product, it came to be 

sold in 30 countries by wholesalers, even in Africa. 

 

Complementary amendments and four cases 

 

Brands are stories.  Even the concepts, actions, and practices that seem most natural to 

us need to be explained as outcomes of a contingent history (Bevir, 2011; Kadembo, 

2012). Brand stories and human stories are both the products of a human tendency to 

see causality in the world, to experience time (whether cyclical or linear) as an 

opportunity for change and challenge (Hirschman, 1986).  

 

Essentially, the story explains why and how life changes (Mckee, 2003), a concept 

extendable to the brand. And the storytelling method will be adopted to explain facts 

and information (B. Baker & Boyle, 2009; Woodside, 2010) of the interest of the article. 

Together, a storytelling methodology and the theory building process are expected to 

support the study and answer the research question. 

 

So, there are interesting aspects of the branding process and the internationalization 

process of four Brazilian institutions that will be treated as “pieces of stories”. The main 

intention is not to go further and detail the cases, but only to give a comprehensive 

overview about them. The Appendix G has a summary about the four organizations, 

that is: Petrobras; Fundação Getulio Vargas; Embraer and Vale. 

 

The interviewees explained their ideas and concepts regarding many aspects of the 

dimensions on global brands, branding and other issues. They also had a chance to 
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pointing out some cases that they faced along their careers. Under that perspective, 

those four brands were much detached and, even not being part of the original project, 

the author decided to include them in the study.  

 

Finally, concerning those four cases, an interviewee said that “Companies seek to tailor 

a process of transparency combined with marketing, which must have an appropriate 

communication with the public. Embraer, for example, needs to show that it has the 

latest technology at an acceptable price. FGV is not static because every year reinvents 

itself, creating new areas and new products. Vale does not need to discuss the latest 

technology, but other aspects of its business. Companies that have presence on the 

New York Stock Exchange, such as Petrobras, have to demonstrate governance and 

social concern, all the time. So, the fact that a company decides to internationalize its 

brand, demands a marketing effort, creating a set of paths and business opportunities". 

 

The four cases summary  

 

A. Petrobras – the corporate image and the recent internationalization process 

 

In 1958, Petrobras launched its first corporate brand, consisting of a yellow diamond, 

green outline, showing the word Petrobrás (with acute accent) in blue inserted therein.  

 

 

 

 

 

 

 

 

Figure 10: Petrobras - the first brand 

 

Clearly inspired by the shapes and colors of the Brazilian flag, it intended to represent 

the nationalist aspirations of the period, as shown by Figure 10. This first brand 

symbolized the initial phase of Petrobras’ expansion, through distinct periods of 

Brazilian politics, as the government Kubitschek and the beginning of a military regime.  
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To reflect the expansion and modernization process, Petrobras decided to invest in its 

image in the 70's, once at that time the brand seemed inadequate to the new 

environment of complexity and diversity of Petrobras. To pursue integration between the 

holding company and its subsidiaries, in 1972 the company approved a new brand 

(Figure 11), maintaining the acute accent.  The diamond was transformed in a simpler, 

but more strongly shape that can be associated to the formula of the carbon chain and 

its relation to the chemical composition of petroleum.  

 

Figure 11: Petrobras - a new brand, in 1972 

 

Once Petrobras began investing in fuel distribution, in 1970 was also designed a brand 

especially to use in service stations, shown by Figure 12. Besides the BR symbol being 

adopted to represent the Petrobras Distribuidora, with the colors of the flag and a trace 

over the letters representing the Brazilian highways, the new visual identity became 

recognized as a landmark of the Brazilian design.  

 

 

Figure 12: Petrobras Distribuidora - the first brand 

 

In 1982, just over ten years later, the BR brand was redesigned to transmit the guidance 

of a "the yellow-green company well succeeded". From that concept, the shades of 

green and yellow were accented and it was left aside the blue, as well the letters BR 

were tilted, with a modern and better look.  
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In 1994, a new research suggested the consolidation between the two logos (holding 

and subsidiary), leading to a solution that is still working, with no more applying an 

acute accent. The visual identity is composed by a set of elements: logo, colors, 

images, typography, and graphic element. The coherent and consistent use of them 

makes the communication easily recognized, besides translating visually the brand 

attributes and positioning (Figure 13). 

 

 

    

Figure 13: Petrobras - the current brand 

 

In the process of internationalization, Petrobras took their brands as they have been 

managed in Brazil, with some adaptations in a few cases. The BRmania brand was one 

of the first cases, and the convenience store adopted the Espaço A brand because 

there was a lot of rejection to the original name. Other brands have been retained as the 

case of Podium and Lubrax, Petrobras structured its communication under global 

standards because the company has global stakeholders that are not restricted to one 

country. And it has global partners as well as civil society organizations like Green 

Peace, for example. 

 

The Petrobras reputation is connected to the financial performance of the company, and 

that is related for all stakeholders and also applies in the case of pre-salt. Stakeholders 

are much more sensitive, demanding Petrobras to be a protagonist in the world 

scenario. In 2012, Petrobras began the international divestment process outside 

because, since the pre-salt development, the world's eyes turned to Brazil. Then, the 

company assumed two paradigms:  territorial-geographical and the percentage. 

Territorial-geographical works under the concept of internationalization and the 

percentage paradigm works with the concept of global brand.  

 



 

Doctoral Thesis - Mario Divo Motter Junior (FGV/Ebape) - April/2016        83/112 

 

No matter where the company has a physical presence, it has the potential to be seen 

by global audiences (investors, partners and the press). Internationalization is much 

geared to tangible assets, while globalization also brings intangibles such as brands. 

 

B.  FGV – A new brand system for a Global Think Tank    

 

The Fundação Getulio Vargas – FGV was founded on December 20, 1944. Its initial 

purpose was to train qualified personnel for the administration of the country’s public 

and private sectors. At the time, Brazil had already begun to lay the foundations for the 

growth that would take place decades later. Anticipating the dawn of a new era, FGV 

decided to broaden its scope of action, moving from the more limited field of 

administration into the broader one of social sciences.  

 

The institution went beyond the education boundaries and ventured into the domains of 

research and information, becoming a benchmark for quality and excellence. A Brazilian 

institution known by its boldness and pioneering spirit, the Fundação Getulio Vargas 

was the first to offer public and private administration undergraduate and graduate 

programs, as well as graduate programs in economics, psychology, accounting and 

education. FGV was also responsible for laying the foundations for a well-grounded 

economy, introducing concepts such as balance of payments, national account and 

economic indicators. These initiatives have helped graduating professionals and 

ordinary citizens to better understand the country’s economic and social performance. 

 

 

Figure 14: FGV - The association of a symbol and a pillar 

 

In 2000, after many different applications throughout the time, the original brand was 

used with several shapes and lost the original identification striking a special feature for 

the symbol: the use of the “V” representing a pillar of the institution's headquarters, 

designed by the architect Oscar Niemeyer. The Figure 14 shows the pillar and symbol. 
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The FGV mission is to promote the national development. Hence born three objectives: 

the first is to continue doing everything that was done in the last 70 years, more and/or 

better; the second is to become the leading think tank of Brazilian thought on the 

outside and the outside of Brazil, and; third, bringing the FGV to the center of what is 

called "community of artificial intelligence." All strategies of branding and marketing 

have to interact with those objectives. 

 

The value of FGV is not money. The value is related to its mission accomplishment and, 

in that case, FGV would have probably achieved the maximum of its value. One of the 

great tools of FGV, in terms of branding, comes from its press and spontaneous media. 

In 2013, FGV had somewhere around R$ 20 million spontaneous media, and in 2015, 

FGV reached R$ one billion of spontaneous media. 

 

In 2012, an internal study concluded that the image and presence of FGV are 

consolidated in Brazil, and cannot grow much beyond than there are today, not in scope 

and nor in quality. The international market proves to be attractive, but there are some 

barriers, since the brand Brazil is not sufficiently strong when it comes to knowledge 

and research fields. 

 

The marketing area is revising its concepts in FGV, not because they are wrong, but 

outdated. How to lead branding processes when there is no one book explaining how to 

deal with brands in social networks? The stakeholders' behavior changes so fast that 

there are no in-depth studies about that and, when somebody wants to deepen the 

matter, the business may be over. 

 

C.  Embraer – The brand and the marketing-mix 

 

Ranking among Brazil’s top exporters for eight years, and in first place for three 

consecutive years (1999, 2000 and 2001), the Company brings foreign reserves into the 

country and recognition for Brazilian industries. Embraer’s logo, recognized and 

respected around the world and always associated with high performing and reliable 

products, is the fruit of the work throughout nearly decades.  Today, the Company is 

physically present in 90 countries. 
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The Embraer brand name is regarded as one of the company’s most valuable assets. 

Its name came along a ministerial meeting on 26/June/1969, after which a group of 

professionals worked on the institutionalization of Embraer, which began life on 

2/January/1970. When following the process to open the first account in Banco do 

Brasil, it was demanded a document with letterhead, which did not even exist. The first 

president of Embraer, Ozires Silva, ordered a designer to do that and they went 

together to the Centro Tecnológico da Aeronáutica.  

 

 

Figure 15: Embraer - The original study for the first brand 

 

The logo was created in ten minutes and has suffered discrete updates since then. The 

Figure 15 shows that design evolution. A recent change, in 2007, preserved the 

essence of the traditional logo, while highlighting the Embraer brand name by providing 

a more harmonious balance between the name - on the right - and the “E” symbol 

(stylized as a bird silhouette) - on the left.  As opposed to its original layout, the Embraer 

brand name doubled in size, while the dimensions of the stylized “E” symbol remained 

unchanged, as showed in Figure 16. 
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Figure 16: Embraer current logo 

 

At the beginning, the premise of Embraer was to make a different airplane than was 

being produced in the world. It had to be internationally demanded, but not 

manufactured by anyone. The ideal was to enable an aircraft that did not raise interest 

and, on the contrary, was criticized until done. If other countries really believe in a 

Brazilian plane, there was a risk of defeat before starting the industrial activities. Finally, 

Embraer came to a plane that would take at least 20 passengers, which served as a 

proof of concept in a market that claimed to be the Bandeirantes an unfeasible project. 

 

In Brazil, the Bandeirantes was rejected because Brazilian consumers wanted a lot of 

hospitality and comfort. In the United States, with more than 2,000 cities calling for air 

transport, the Americans preferred not to have caviar or air conditioning on board, 

choosing to quickly get to their destinations. The American pragmatism led Embraer to 

sold hundreds of Bandeirantes' airplanes as a solution to their regional mobility issues. 

 

D. Vale – The brand as a tool to the internationalization 

 

The CVRD logo was spread out across the four corners of the world: on train cars, on 

ships, on train stations, on calendars, on appointment books and pens, on the doors of 

offices and in trade contracts. However, when joining together those letters, everyone – 

whether engineers, geologists, the company CEO, office assistants, secretaries, mine 

workers, locomotive engineers, shareholders, or passengers at a station – saw only one 

thing: Vale. Popularly, CVRD was always Vale. 

 

Companhia Vale do Rio Doce, faced the creation of its brand only after the creation of 

the name. In the 1970s, a national contest was held to choose the brand. There was a 

chosen visual identity, but diversity in nomenclature. Abroad, this occurred due to a 

phonetic pronunciation and difficult issue, particularly by foreigners. In Brazil, it was 
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eliminated the term "Company" leaving only “Vale do Rio Doce”. But the production of 

graphic material remained with the full name. It was a great mix of its brand 

identification, mostly because of the company name. 

 

From November 2002, within the company's strategic planning, it printed up a pace to 

grow. And this growth was achieved with the process of internationalization of the 

Valley. The area of communication and those responsible for the brand management 

process had already identified the need to rethink the Vale brand, but there was no 

internal acceptance. At that time was chosen a brown color CVRD, which was a special 

ink. With the evolution of printing and other technological tools, it never managed to 

reach the desired brown color CVRD. 

 

On November 29, 2007, at Copacabana Fort in Rio de Janeiro, the company brought 

together around 500 employees to announce one of the biggest changes in the 

company’s history. The reasons for the modification may be summed up in just one 

word: globalization. The word “Vale” is easily read throughout the world and, in 2006, 

when it acquired the Canadian company Inco, Vale was expanding across the globe. 

And then, it began an intense brand management work, to support the 

internationalization process of the Vale. 

 

  

Figure 17: VALE – the old and the new brands 

 

From that point onward, Vale changed its name and logo, as shown in Figure 17. The 

logo shows a stylized letter “V” that can represent either a mining pit or a heart. The 

easy-to-read brand reinforced Vale’s image as a global company. No longer were 
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different brands and images used in different areas, Vale brand was unified. Vale is now 

present in more than 30 countries and is developing an extensive mineral prospecting 

program, with projects in several countries around the world.  

 

Vale always have respected the complexity of the communication process and how this 

influences the market value, the relationship with stakeholders and the company's own 

work. And the first desire "to review the brand" was accompanied by a brand 

management project, because it is simply not choose a new font, a new design, a new 

color for the brand. The hard part is you take a change in brand and reposition the 

company because the brand must represent what the company is and how it wants to 

be perceived. 

 

Findings and conclusions          

 

This chapter shows a great distance between the theory and the practice, in Brazil, 

mainly if the subject is a specific conceptualization. Furthermore, there are some 

divergences between practitioners when regarding expressions established by the  

marketing and branding theory, that is, "consumer" or Brand Equity. For example, brand 

equity, as a benefit created by the brand, has been debated by both marketers and 

researchers since the early 1990s (Aydin & Ulengin, 2015). Although a consensus that 

exists about the importance of brand equity, a uniformly accepted conceptualization and 

estimation model have yet to emerge (Oliveira, Silveira, & Luce, 2015). 

 

Concerning the marketing and brand management, unless marketers and researchers  

understand the real content of marketing, how to execute it, how to assess its 

outcomes, and how to communicate and influence stakeholders, it is very complex to 

execute all successful strategies (Morgan et al., 2009; Rajendra K. Srivastava et al., 

1999). As inspired by Morgan et al. (2009), the results in this chapter suggest that 

managers and researchers have to be aware of the trade-offs that may be implicit when 

working with performances. Managers must focus on marketing capabilities to be built, 

maintained, and used to achieve brand performance. Researchers have to highlight the 

selection of more dependent variables when studying the firm performance.  
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Davcik et al. (2014) affirm that the current academic strategies and solutions for brand 

building are viewed as having little practical value, as well as not providing meaningful 

business solutions. For Srinivasan & Hanssens (2009) and Morgan & Rego (2009), the 

ultimate measure of shareholder value is the firm value or market capitalization (share 

price multiplied by the number of outstanding shares). Those two extant conclusions are 

in total accordance to what was found from the interviews: it is essential that the 

marketers look the academic contribution as an important tool to face their challenges.  

 

On the other side, it is so crucial that the researchers face their own challenges 

following dynamic and updated theories, once outdated concepts can extend the 

distance between both contexts. Indeed, the exchange of ideas and findings are also an 

avenue to be persecuted by marketers and academicians.  
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Chapter 5 

Final considerations and comments 

 

 

According to Walvis (2007), “the social sciences — to which the study of branding 

belongs — are not characterized by rules and/or principles with the same inflexible laws 

we find in the exact sciences”. Nevertheless, this whole thesis intends to contribute to 

the integration of literature review, a qualitative research that proposes a basic 

theoretical model and, also, a quantitative research about global brand value and 

market value within the extensive field of brand management. 

 

The thesis named A Prospective Study on the Dimensions of Global Brands, Brand 

Equity and Brand Value has the expectation to cover and presents contributions to the 

field, under theoretical and empirical basis. Combining multiple methods and taking into 

account the findings and outcomes, the intention is to offer an Interesting foundation 

that benefits marketers and scholars. Moreover, the premise is that this thesis shall 

carry on some operational dimensions opening frontiers for brand managers and 

marketing strategists, each of them identified along the papers. 

 

Finally, the thesis mentioned several findings at the boundary between brand 

management and the globalness effects on brands. Once global companies want to 

have their brands across foreign borders, the marketers and brand strategists must 

understand the drivers that lead a global brand to the success.  They should be 

acquainted that the brand equity will be essential not only because it is present in many 

countries, but because it embraces positive attributes and delivered its promises within 

its market through a well-developed executional operation even in some places where 

the company does not operate and only exists through its brand. 
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Appendixes  

 

Appendix A  

 

Table 1: Taxonomy of brand equity (main concepts and research focuses) 

Research (Year) Type of brand equity model Notation Research focus 

Farquhar  

(1989) 

Marketing management C Strategic aspects and 
leveraging brand equity 

Aacker  

(1991) 

Consumer-based brand equity C Consumers 

Keller  

(1993) 

Consumer-based brand equity and 
conceptual framework 

C Consumers 

Simon & Sullivan  

(1993) 

Financial market-based approach M Financial aspects of brand 
equity 

Kamakura & Russell  

(1993) 

Consumer choice M Consumer 

Yoo, Donthu & Lee  

(2000) 

Marketing management C, D Marketing-mix 

Ailawadi, Lehmann & Neslin  

(2003) 

Revenue premium M Financial aspect 
(contribution) of brand equity 

Srinivasan, Park & Chang  

(2005) 

Sources of brand equity M, D Consumer 

Keller & Lehmann  

(2005, 2006) 

The brand value chain (BVC) C, M, D Brand value creation 

Ambler  

(2008) 

Financial marketing metrics M Determination of silver 
metrics for performance 
assessment 

Raggio & Leone 

(2009) 

Brand value formation C, M Firm”s perspective 

Notation:  

BEq - brand equity; C – BEq conceptualization approach;  M – BEq metrics approach;  D – Sources of BEq determinants 

 

Taxonomy adapted from the study of Davcik et al. (2014) 
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Appendix B 

 
Brand Finance – Basic explanation of the methodology 

Brand Finance calculates brand value using the Royalty Relief methodology which determines the value a 

company would be willing to pay to license its brand as if it did not own it. This approach involves 

estimating the future revenue attributable to a brand and calculating a royalty rate that would be charged 

for the use of the brand. For the purpose of this study, the brand value is considered the measure of the 

brand performance. The steps in this process are as follows:  

1. Calculate brand strength on a scale of 0 to 100 based using a balanced scorecard of a number of 

relevant attributes such as emotional connection, financial performance and sustainability, among 

others. This score is known as the Brand Strength Index; 

2. Determine the royalty rate range for the respective brand sectors, which is done by reviewing 

comparable licensing agreements sourced from Brand Finance’s database of license agreements; 

3. Calculate royalty rate. The brand strength score is applied to the royalty range to be the royalty rate;  

4. Determine brand specific revenues estimating a proportion of parent company revenues attributable to 

each specific brand and industry sector. 

5. Determine forecast brand specific revenues using a function of historic revenues, equity analyst 

forecasts and economic growth rates. 

6. Apply the royalty rate to the forecast revenues to derive the implied royalty charge for the brand; 

7. The forecast royalties are discounted post tax to a net present value which represents current value of 

the future income attributable to the brand asset.  

Brand Rating  

It is similar to a credit rating: AAA+ (extremely strong); AA (very strong); A (strong); BBB-B (average); 

CCC-C (weak), and DDD-D (failing). 
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Appendix C 

 

Brand Finance – source of data and limitations   

 

For the purpose of this study, all the data processed by the multilevel model were 

collected from the Brand Directory data center and several publications released by the 

Brand Finance Agency (http://brandirectory.com/league_tables/table/global-500-2015). 

Of course, a first limitation of this study is that all the results, findings and conclusions 

are derived from secondary data performed by an international agency and, if the 

choice of the source was another agency, perhaps the results and findings could be 

different, probably leading to other conclusions. 

 

For a similar reason, the database for the study was created and processed adopting 

the data released by the Brand Directory, which means that important unavailable 

global brands were not included in the file. Moreover, even some brands included in the 

file did not have all their brand values and market values for the period of interest (2010-

2015). The descriptive ahead shows the type of data included and the missing values. 

 

Our main criteria concerning the database formation was to have only brands with their 

value for the year 2015. One else issue is concerning the country-of-origin attribute 

once, for statistical reasons, we determine to have at least 5 brands identified in the 

Brand Directory (one exception for Sri Lanka). Under this determination there was 

eliminated registers referred to countries with few information. The model did not 

processed outliers data by considering that was not normal the evolution of a brand 

value or a market value more than five times on the period (an arbitrary cut-line). 

 

Finally, the study does not have any kind of compromise or responsibility over the data 

released by Brand Finance Agency, including the methodology to calculate the brand 

values and/or market values. They were collected and herein processed in the same 

format they were calculated and released by the cited agency.  
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Appendix D – Original file descriptive (industries) 

 

Industry Frequency Percent (%) Valid (%) Cumulative (%) 

 Aerospace & Defense 14 1,3 1,3 1,3 

Airlines 27 2,5 2,5 3,8 

Apparel 28 2,6 2,6 6,4 

Auto Parts & Equipments 9 ,8 ,8 7,3 

Automobiles & Motos 51 4,7 4,7 12,0 

Banks 190 17,7 17,7 29,7 

Beer 13 1,2 1,2 30,9 

Beverages 11 1,0 1,0 31,9 

Chemicals 9 ,8 ,8 32,8 

Commercial Services 9 ,8 ,8 33,6 

Conglomerate 23 2,1 2,1 35,8 

Cosmetics, Personal & Household 34 3,2 3,2 38,9 

Engineering & Building Material 33 3,1 3,1 42,0 

Financial Services 24 2,2 2,2 44,2 

Food 52 4,8 4,8 49,1 

Healthcare 10 ,9 ,9 50,0 

Insurance 48 4,5 4,5 54,5 

IT Services 10 ,9 ,9 55,4 

Logistics & Transportation 16 1,5 1,5 56,9 

Machinery 8 ,7 ,7 57,6 

Media 28 2,6 2,6 60,2 

Mining, Iron & Steel 17 1,6 1,6 61,8 

Oil & Gas 45 4,2 4,2 66,0 

Pharma 11 1,0 1,0 67,0 

Real Estate 5 ,5 ,5 67,5 

Restaurants 6 ,6 ,6 68,1 

Retail 64 6,0 6,0 74,0 

Spirits 20 1,9 1,9 75,9 

Sports, Lodging & Entertainment 24 2,2 2,2 78,1 

Technology 72 6,7 6,7 84,8 

Telecoms 131 12,2 12,2 97,0 

Tobacco 7 ,7 ,7 97,7 

Utilities 25 2,3 2,3 100,0 

Total 1074 100,0 100,0  

 

 

  



 

Doctoral Thesis - Mario Divo Motter Junior (FGV/Ebape) - April/2016        95/112 

 

Appendix D – Original file descriptive (countries) 

 

Country-of-origin Frequency Percent (%) Valid (%) Cumulative (%) 

 
Argentina 5 ,5 ,5 ,5 

Australia 28 2,6 2,6 3,1 

Austria 6 ,6 ,6 3,6 

Belgium 5 ,5 ,5 4,1 

Brazil 18 1,7 1,7 5,8 

Canada 30 2,8 2,8 8,6 

Chile 5 ,5 ,5 9,0 

China 65 6,1 6,1 15,1 

Colombia 6 ,6 ,6 15,6 

Denmark 13 1,2 1,2 16,9 

Finland 7 ,7 ,7 17,5 

France 65 6,1 6,1 23,6 

Germany 51 4,7 4,7 28,3 

Greece 6 ,6 ,6 28,9 

India 33 3,1 3,1 31,9 

Indonesia 8 ,7 ,7 32,7 

Israel 8 ,7 ,7 33,4 

Italy 29 2,7 2,7 36,1 

Japan 58 5,4 5,4 41,5 

Kwait 5 ,5 ,5 42,0 

Luxembourg 7 ,7 ,7 42,6 

Malaysia 10 ,9 ,9 43,6 

Mexico 12 1,1 1,1 44,7 

Netherlands 27 2,5 2,5 47,2 

Nigeria 5 ,5 ,5 47,7 

Norway 8 ,7 ,7 48,4 

Peru 3 ,3 ,3 48,7 

Philippines 5 ,5 ,5 49,2 

Poland 6 ,6 ,6 49,7 

Portugal 20 1,9 1,9 51,6 

Qatar 6 ,6 ,6 52,1 

Russia 18 1,7 1,7 53,8 

Saudi Arabia 14 1,3 1,3 55,1 

Singapore 10 ,9 ,9 56,1 

South Africa 7 ,7 ,7 56,7 

South Korea 28 2,6 2,6 59,3 

Spain 14 1,3 1,3 60,6 

Sri Lanka 3 ,3 ,3 60,9 

Sweden 20 1,9 1,9 62,8 

Switzerland 27 2,5 2,5 65,3 

Taiwan 8 ,7 ,7 66,0 

Thailand 12 1,1 1,1 67,1 

Turkey 20 1,9 1,9 69,0 

UAE 16 1,5 1,5 70,5 

UK 54 5,0 5,0 75,5 

Ukraine 6 ,6 ,6 76,1 

US 257 23,9 23,9 100,0 

Total 1074 100,0 100,0  
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Appendix E – Original file descriptive  

 

Summary of the database contents (Brand Value and Market Value) 

 

 

 # Brands Range Minimum Maximum Variance 

Brand value by year      

BV($m)_2015 1074 128,292 ,011 128,303 73,801 

BV($m)_2014 1057 104,660 ,020 104,680 62,229 

BV($m)_2013 905 87,274 ,030 87,304 47,130 

BV($m)_2012 801 70,547 ,058 70,605 40,398 

BV($m)_2011 716 44,247 ,047 44,294 35,689 

BV($m)_2010 575 41,339 ,026 41,365 34,650 

Market  value by year      

MV($m)_2015 964 438,797 ,193 438,990 2599,985 

MV($m)_2014 957 435,605 ,146 435,751 2218,869 

MV($m)_2013 834 435,593 ,158 435,751 2055,024 

Valid N (listwise) 508     

   



 

Doctoral Thesis - Mario Divo Motter Junior (FGV/Ebape) - April/2016        97/112 

 

Appendix E 

 

Descriptive - Frequencies by Industries 

 

Descriptive - Frequencies by Countries 
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Appendix F 

 

Descriptive - list of the interviewees (alphabetical order) 

 

Name Position Company/Institution and Background 

Alvaro Novaes Investor/Entrepreneur Former Brand Manager at Unilever and former President of J. Walter 
Thompson Publicidade. Current investor in start-ups. 

Ana Cristina França Entrepreneur/Owner Partner at Apsis Consultoria, professor at the International Association of 
Consultants, Valuators and Analysts (IACVA), Member of the Royal 
Institution of Chartered Surveyors (RICS). Director and Professor at IBEF. 

Billy Nascimento (*) CEO/Researcher Chief Executive at Forebrain (www.forebrain.com.br), a Brazilian company 
specialized in Brands & Neuroscience of Consumption. 

Bruno Motta Consultant Former Shell Marketing Director in Latin-America and former Shell Global 
Brand Executive Manager. International Consultant. 

Carlos Ivan S. Leal President President of the Fundação Getulio Vargas (www.fgv.br) 

Daniella Bianchi General Manager A Brand Specialist and the current General Manager at Interbrand, in 
Brazil (www.interbrandsp.com.br) 

Eduardo Felberg Executive Manager Former Brand Manager at Petrobras (www.petrobras.com.br) 

Eraldo Carneiro Executive Manager Former Executive Manager at the International Affairs Division and current 
Brand Manager at Petrobras (www.petrobras.com.br) 

Fabio Madia Director Professor, Consultant, Plan an Account/HR Director at Madia Mundo 
Marketing (www.madiamundomarketing.com.br/)  

Geoffrey H. Jones Executive Manager A Brand Specialist and the current General Manager at Brand Finance, in 
Brazil (www.brandfinance.com) 

Igdal Parnes Entrepreneur/owner A Brand Specialist and former Manager in Ogilvy and Elsevier. Current 
partner at Digitaliza Brasil (www.digitalizabrasil.com.br) 

Jaime Troiano President President of the Grupo Troiano (www.troianobranding.com) 

John Jagger Consultant A Brand Specialist, former Marketing Researcher in Europe, Africa and 
Middle East at Ogilvy & Mather International. 

José R. W. Penteado President President of ESPM - Escola Superior de Propaganda e Marketing 
(www.espm.br)  

Marcos Facó Executive Manager Marketing Director at Fundação Getulio Vargas (www.fgv.br) 

Marcos Machado Entrepreneur/owner Partner in Top Brands (www.topbrands.com.br), a Brazilian company 
oriented to brand projects and consultancy. 

Osires Silva President/Dean Dean of Unimonte (Santos) and Chairman of the Board at Anima 
Education. Former President of Embraer (also founder), Petrobras and 
Varig. Former Brazilian Ministry of Infrastructure. 

Paulo Henrique Soares Executive Manager Vale/Marketing Director (www.vale.com.br) 

Rodrigo Sá Menezes Executive Manager Director of VIVAS Comunicação (www.vivascom.com.br) and a brand 
builder (like Propeg, Lew/Lara, PPR, NBS and Midialog) 

Ruy Schnneider President Grand Officer att the Brazilian Naval Order of Merit. President of the 
Schnneider Group (www.schneidercia.com.br/) 

Sergio Amado President President of the Grupo Ogilvy Brasil (www.ogilvy.com.br) 

Zilda Knoploch Director Latin American Director at Stratégir-Enfoque (www.strategir.com) 

 
(*) - data and comments compiled from a lecturer in a closed meeting 
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Appendix G  

A summary of four selected cases 

 

Attribute/Brand EMBRAER FGV PETROBRAS VALE 

Established 1969 1944 1954 1942 

Decree-Law 
Nº 770 (19/8/1969) 

Nº 6.693 

(14/7/1944) 

Nº 35.308 

(2/4/1954) 
Nº 4.352 (1/6/1942) 

 

 

 

Mission 

To be a top expertise in 

all stages of the complex 

aeronautic process 

(design, development, 

manufacturing, sales and 

after-sales support) for 

commercial aviation, 

executive aviation, and 

offering integrated 

solutions for defense and 

security needs (*) 

To push the boundaries of 

knowledge in social 

sciences and related 

fields through the 

production and 

dissemination of ideas, 

data and information, as 

well as their preservation 

and systematic 

organization; to contribute 

to the country’s social and 

economic development, 

improving the nation’s 

ethical standards, 

promoting a responsible 

and shared government, 

and inserting the country 

into the international 

stage. 

Work ethically, safely and 

profitably in the oil and 

natural gas industry, with 

social and environmental 

responsibility, providing 

the right products for 

customer needs and 

contributing for the 

development of Brazil and 

the countries in which we 

operate. 

 

To transform natural 

resources into prosperity 

and sustainable 

development 

 

 

Vision 

Embraer will continue to 

consolidate its position as 

one of the leading forces 

in the global aeronautics 

and defense and security 

industries. With its 

reputation for excellence, 

Embraer is a market 

leader in the segments in 

which it operates. 

To be one of the top think 

tanks in the world and the 

main gateway of 

knowledge exchange 

between Brazil and 

foreign countries (*) 

Be one of the world’s top 

five integrated energy 

companies (oil producers) 

and the company of 

choice for our 

stakeholders 

 

To be the number one 

global natural resources 

company in creating long 

term value, through 

excellence and passion 

for people and the planet 

 

Industry 

Transportation  

(Aerospace Technology) 

Knowledge & Think 

Tank 

(Social Sciences) 

Energy  

(Exploration, production, 

refining,distribution&retail) 

Mining and Logistics 

(Extraction, sale minerals, 

steel mill and energy) 

 (*)     Information summarized by the author from the institutions' annual reports 
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