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ABSTRACT

Today we are living in the world of brands for better or for worse. Everyday we are exposed to thousands of brands.  
They are not just mere names, logos, or symbols but something more beyond being just business platforms. In twenty first 
century brands have become reflection of changing values of our society and culture. Think of a Tanishq, a Knorr Soup, a 
Nokia or a Coca-Cola. or for that matter consider the electronic media brands Google, Facebook, Orkut and YouTube, 
all of them are more than just mere names - they are a part and parcel of our society, representing more about who we are, 
what we look like, who our friends are and what our dreams and wishes are, than any other brand, organization or 
company, ever knew before. Moreover, brands dominate our working lives, and corporate logos are now in every civic 
space, from schools, universities and playgrounds to hospitals and art galleries. With the advent of globalization, 
organizations have changed their focus from local brands to global brands. Today, global brands are highly valued 
corporate assets that require immense investment to manage. Thus, this paper is dedicated to discussing the prerequisites 
and characteristic features of global brands and the challenges in establishing them.
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Introduction:

Brand signifies a combination of name, term, 
sign, symbol, design and anything else with prime 
objective of identifying a seller and consequently 
differentiating it from its competitors so that all 
customers can associate themselves emotionally with 
it. 

When it comes to creating a global brand, the 
task becomes more challenging as the brand needs to 
be recognized, identified and associated globally. A 
global brand requires the building of compelling 
relationships across a diverse spectrum of broadly 
spread audiences. Global brands need to acquaint 
themselves with the global culture which comprises of 
consumers sharing different tastes or values. Global 
brands allow people to take part in a shared 
conversation and make way for enculturation. A 
strong global brand must build a platform that speaks 
directly to customers and improves their lives  no 
matter how small or incremental that improvement is. 

According to Prof. Keller, global brands give 
competitive advantages like :

? Economies of scale in production & 
distribution.

? Lower marketing and promotional costs.

? Consistency in brand image.

Apart from the above advantages, some more 
advantages like increased leverage with channel 
partners, improved alignment across the organization, 
workforce, and sharing of best practices also follow. 
Thus, it definitely pays to establish global brands. 
Therefore, it goes without saying that designing and 
implementation of the strategies that lead to building 
strong and long lasting relationships with consumers 
from diverse culture is the need of hour.   

Objective of the study

The main objective of this research paper is to 
analyse the challenges in establishing prerequisites and 
characteristic features of global brands.

The Prerequisites

As more and more organizations begin to see the 
world as their market, the idea of creating global brand 

has gained paramount importance. Attracted by 
success stories of different organizations, many 
organizations nowadays want to globalize their 
brands. But before going for a global brand there are 
certain prerequisites that have to be taken care of. 

The prerequisites may be either brand-specific or 
organization-specific. 

Brand-specific prerequisites

1. Brand has to be innovative and creative. These 
are the two hallmarks of any successful brand. 
Brands with creative & unique ideas register in 
consumer's mind quickly, tend to have longer 
Product Life Cycles and consequently become 
successful global brands.

2. The brand has to have a history or a legacy 
which has to be narrated and communicated 
well to the audience so that they feel that the 
brand is in some way, superior to the others. It 
goes without saying that the brand has also to 
deliver what it communicates and live up to its 
reputation.

3. The brand needs to have the power of affinity in 
the sense that it has to outperform competition 
in terms of building relationships with 
customers. Thus it has to have a distinct appeal 
to consumers, should be able to communicate 
with them affectively and thus reinforce the 
'bonding' process. The better the 'bonding', the 
stronger the Global Brand Power Score. Global 
Brand Power Score is a combination of two 
measures. The first measure is the average 
percentage of people 'bonded' to the brand 
across all the countries where the brand was 
studied. The second measure is a multiplier that 
describes a brand's ability to create a strong 
relationship with category consumers in 
multiple countries. The brand qualifies as 
having a "strong" relationship if its bonding 
score is among the top 33 percent of bonding 
scores in the category. 

Figure 1 shows the 10 strongest brands based on 
The Global Brand Power Score. For instance, 
on  an average, over 40 percent of mobile phone 
buyers across 30 countries are bonded to Nokia 

in the mobile phone product category. By 
contrast, less than one percent of people are 
bonded to Philips. Similarly, For example, 
Coca-Cola achieved strong bonding scores with 
soft drink consumers in 30 out of 31 countries, 
yielding a multiplier of 0.97 (30/31). By 
contrast, 7-Up has a far lower multiplier. It 
achieves a strong brand relationship in only 1 
country out of the 25 in which it was measured.

4. The brand needs to have recognition. 
Recognition may  come from being heard above 
the din by becoming better known among 
consumers than competition. This is the case 
with 'me too' brands with less distinguishable 
features in the minds of the consumers. Needless 
to say, the brand has to outspend competition in 
terms of promotional campaigns if it has to gain 
recognition in this case. 

Organization-specific prerequisites

1. They must inculcate a positive attitude about 
the product's success across countries.

2. They should be consistent across markets, 
products and services.

3. They should try to create cross country synergy 
and try to fight local bias.

4. They need to execute brilliant brand building 
strategies.

5. The organizations need to understand that the 
shaping of brand expression will vary from 
country to country as business strategies, 
corporate cultures and organizational structures 
change. This shaping of brand expression needs 
to be taken care of while creating global brands.
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6. The organizations need to analyze how different 
consumer segments perceive their brands in 
relation to other competitive and related brands 
and then go for further strategic planning.

Features of a Successful Global Brand

Global branding is not simply a marketing or 
advertising program. It is a way of doing business that 
affects every aspect of business enterprise. A brand is a 
very valuable commodity in any market usually 
commanding a premium price and significant loyalty 
among its regular users due to the proposed promise of 
performance and meets a perceived need among its 
customers.

The features of a successful global brand include:

1. Demonstrable brand promise  whether the 
consumers see the promise of performance in 
action.

2. Uniqueness  whether it is different from locally 
available alternatives.

3. Meaningful - whether the promise being made 
is meaningful or not, i.e. the brand should not 
offer something which is not important to local 
consumers.

4. Believable - It means whether the promise being 
made is believable or not. For if the consumers 
do not buy the claim, they would never buy the 
product.

Challenges in Creating Global Brand

So far we have seen different aspects of a good 
global brand, but to establish strong global brand in 
real sense the companies need to cross many hurdles. 
The various challenges that might be encountered by 
the companies are as under :

1.  Quality  The companies need to be cautious 
about the quality aspect of the brand that they want to 
offer to the consumers spread throughout the world. 

To borrow Noriaki Kano's two dimensional 
model of quality, there are two sides of quality viz. 
“must-be quality” and “attractive quality”. The former 
refers to the “fitness for use” aspect of Juran and the 
latter is what the customer would love, but has not yet 
thought about. But these two parameters tend to vary 

from one set of customer to another globally; for 
instance what may be a minimum requirement for an 
American customer may be an added benefit for an 
Asian one. Thus achieving a quality which will be 
perceived uniformly worldwide becomes a major 
challenge for companies going for global branding. 
This challenge can be overcome by proper 
geographical segmentation and thereby finding out 
how people in different countries perceive the quality 
aspect of the brand. For instance, Indians consider 
pizzas of Mc Donald of premium quality while the 
same in USA being considered as the minimum 
requirement.

2. Corporate Social responsibility People 
nowadays are of the view that the global companies 
have a duty to fulfill towards society's well being. 
Consumers have become conscious about how their 
products are obtained, grown and produced. They 
expect transnational companies to address issues 
related to social problems like public health, worker 
rights, and environment. Indeed, many consumers 
consider the brand behind the brand. It is no longer 
the product that has to consider environmental issues 
but also the entity as a whole.

Consumers do not expect the local companies 
tackle global warming but they expect multinational 
giants like BP and Shell to do so. Similarly people may 
turn a blind eye when local companies take advantage 
of employees but they won't stand for companies like 
Nike and Reebok adopting similar practices. With 
such expectations being as pronounced in developing 
countries like India, China as they are in developed 
countries: the job of building global brand which 
would address all such issues becomes that much more 
challenging. 

One of the good examples as portrayed by 
Henkel India Pvt. Ltd. towards social responsibility is 
its Project Environment which promotes the 
plantation of Neem trees.

3. Consistency with the essence of local brands  
To build a global brand it needs consistency and ability 
to speak with one voice. Global brands must send 
market signals consistent with the idea they stand for, 
for over a period of time. The more consistent this 
marketing signal is, the clearer the brand image stands 
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across the country. Many a time global brands suffer 
from mistaken identity and brand dilution, if they are 
not treated in a consistent fashion in terms of looks, 
feel, language, and behaviour. Thus the companies in 
pursuit of creating global brands need to keep in mind 
that they should be associated emotionally to all and 
try to appeal to all the coming generations over and 
over again. For instance, Raymond suiting boasts of its 
existence since 1925 because of its consistent quality 
and distinctiveness.

4. Unrealistic price expectations   One cannot 
get global service for a local price. There are lot of 
overheads to the effective implementation of a global 
research project that are not incurred with a project 
conducted in a s ingle market.  Regional 
coordination, translation and travel costs are 
additional to the equivalent national study and often 
overlooked.

5. Using segmentation appropriately the 
companies must define their target customers with 
respect to geographical location and speak relevantly 
to them because what appeals to one section of the 
population may not appeal to the other section. It is 
not always possible to appeal to all the people all of the 
time, so it is better to select one or two segments to 
whom the company can serve at its best depending 
upon the homogeneity in likes, dislikes, preferences, 
attitudes, cultural, and linguistic heritage.

6. Understanding culture and cultural 
differences and accordingly getting moulded  The 
companies face a major problem regarding their 
acceptance in different countries due to cultural 
differences. For instance, a colour or a design that 
achieves a positive result in one country may be 
disastrous in another. While the brand must portray 
the products or company values, attributes, 
personality and positioning, it must also ensure that 
cultural tastes and differences are taken into account. 
Since the acceptance level and tolerance differ across 
markets, it would be worthwhile if the companies go 
for test marketing of their ideas in local markets to 
ascertain how they will be interpreted. For example 
Mattel had to face problems while launching Barbie in 
Japanese culture did not want their girls to play with 
Barbie because of her attire.

7. Define business broadly  Developing global 
brand largely depends on brand's ability to explore 
fresh avenues and sustain its competitive advantage in 
terms of economies of scale and productivity. The 
companies going for global branding must leave room 
for expansion and extension beyond current product 
or service offering because the world is changing 
constantly. What separates a customer in one part of 
the world to that in another are the complex social, 
cultural and esteem needs each of them has depending 
upon the stage at which the civilization is in the 
process of development. This requires the companies 
to be flexible so that they can fit themselves to the ever 
changing environment.

8. Creating an appealing name and symbol  The 
first and foremost element that needs to be taken into 
consideration while creating a global brand is the 
name and symbol that will be used to represent the 
company, product or service throughout the world. 
The name must be pronounceable in all languages and 
dialects, free of negative connotations, and not 
confusingly similar to existing names. It must also 
draw the attention of people around the world with 
diverse socio cultural set up. Selection of colour of the 
symbol also plays a vital role while designing the brand 
for global markets as different colours carry different 
connotations across different cultures.

Not only for the name and the symbol but also 
marketers find that Government control in matters of 
packaging, labeling differs greatly from country to 
country. All these need to be kept in mind while 
deciding upon the name, symbol and packaging of the 
product or service. 

9. Connecting with the people  The companies 
create a brand which will communicate and connect to 
people. A strong global brand creates associations in 
the consumers' mind which guides them to attach 
distinct functional and emotional benefits and 
appropriate meanings and beliefs to the brand. 
Successful brand live beyond generations due to this 
ability to connect to people. It is also not just a 
question of satisfying customers of different countries 
with varied cultural background but also one of 
connecting with new generation of consumers with 
new sets of values, hopes, and ambitions. For a brand 
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to be successful globally, it has to click across the 
vertical class of generations and horizontal mass of 
global markets. For instance, Britannia connects 'eat 
healthy' and 'think better' to emphasize that Britannia 
biscuits are healthy and help people to think better. 
Likewise, Vicks (Procter & Gamble), Maggie noodles 
(Nestle), Bata footwear, Cadbury Dairy Milk 
(Cadbury Schweppes), Lifebuoy soaps (Unilever) and 
many others have created an indelible connection with 
the people.

10. Creating a global myth  Consumers look to 
global brands as symbols of cultural ideals. They use 
brands to create and imagine global identity that to 
share with likeminded people. Thus transnational 
companies not only have to offer the highest value of 
products or services, but also have to deliver cultural 
myths with global appeal along with it. So the 
companies offering global brands need to spin myths 
about their products or services to keep them abreast in 
global competition.

Conclusions

Consumers judge the product only after judging 
the brand. Brand is the projection of image, 
reputation, and trust that requires continuous 
perseverance. Thus, we see that the basics of brand 
building apply to global branding strategy as well. For 
a brand to be successful globally, a genuine demand or 
a psychological need must exist in the target market. A 
global brand is one that, which induces the feel of 
connectivity around the world, removes national 
barriers and linguistic inhibitions, eliminates socio-
cultural differences thereby addressing to the social 
responsibility and basic human need uniformly and 
consistently generation after generations. 

Thus, in order to make brands successful 
globally, Research and Development capabilities have 

to be harnessed that provide a constant stream of 
innovation and can readily adapt existing products 
and services to meet new market needs. One also needs 
to have an understanding of what is likely to work in a 
new market based on experience elsewhere. It is for 
this reason that nowadays organizations keep big 
marketing budgets with which to establish their 
brands. If their first attempt to enter a market fails, 
they have the resources to try again, using research to 
understand where they went wrong and how they 
might do better.

References

http://hbswk.hbs.edu/item/4377.html

http://www.ibef.org/artdisplay.aspx?cat_id=43
1&art_id=7294&arc=show

http://www.thehindubusinessline.com/catalyst
/2002/09/26

http://www.thehindubusinessline.com/catalyst
/2002/09/19

http://www.amazon.com/Lure-Global-
Branding-David-Aaker/dp/B00005RZ8J

www.lippincottmercer.com/pdfs/s95_creating.
pdf

http://www.networlding.com/news/index.jsp?
article_id=109

http://www.dmi.org/dmi/html/publications/jo
urnal/pdf/01124ROE40.pdf

. Design Management Journal, Fall 2001, Vol. 
12, No. 4 globalint.qxd

http://www.landor.com/pdfs/k9/HRoth_Glob
alBrand_30Jun08.pd

http://www.placebrands.net/_files/General_St
rategies_for_Global_Brands.pdf

Institute of Management Studies, Dehradun

Book Review

Book :  Bond Evaluation, Selection, and Management

Author :  R. Stafford Johnson

Publisher :   John Wiley & Sons Inc., Hoboken, New Jersy (USA)

Edition :   Second (2010)

Price :   $ 125.00 USA/$ 150.00 CAN

ISBN :   978-0-470-47835-6 (cloth) ; 978-0-470-64462-1(ebk)

Pages :   881

Reviewed by :   Dr. Sanjay Tiwari, Associate Professor, Department of Management Studies, 
School of Law, Governance, Public Policy & Management, Central University of 
Haryana, Mahendergarh (Haryana)

 E-mail :   stiwarigju@rediffmail.coms

As an important instrument of financial market, debt or fixed income securities have invited much 
attention during sub-prime crisis period in 2008. In India also, debt market is confined to G-sec market 
and the equity market prevails over debenture market as the investment in debt is lower than in the 
equity segment that is evident from the NSE and BSE activities. Even the efforts are going on to infuse 
confidence in fixed income securities market which is characterized by fixed and sustained returns. 
Further, most of the B-schools in India have not included core or elective courses related to the study of 
debt for whatever reasons. As a consequence there is a dearth of research work in the field of debt 
securities, management and strategies of investment. The present book on Bond Evaluation, Selection 
and Management is a silver lining in the space of securities market as the bond market is 
underdeveloped, there is lack of learning resources on the topic, and awareness is in nascent stage. In the 
Preface, the author expresses his hope that “this synthesis of fundamental and advanced topics will 
provide students of finance with a better foundation in understanding the complexities and subtleties 
involved in the evaluation and selection of bonds and debt positions with detailed structures.”

The book is divided into five parts having twenty two chapters. Part one is devoted to wider theme 
of bond evaluation containing five chapters. The first chapter tries to conceptualize the financial system 
with definition and structure of financial markets and regulation with reference to US. The 
characteristics of Eurobond, foreign bond, treasury bills and treasury bonds have been explained with an 
overview of inter-relationship among various functionaries and instruments of financial markets. In the 
second chapter, valuation of bonds has been included by establishing relationship between variables like 
coupon rate, required rate, value and par value with the help of mathematical formulae. The basic and 
advanced concepts of valuation of bonds in terms of YTM have been dealt with in light of some model 
building which also shows the relationship between a bond price sensitivities to interest rate changes and 
term maturity. How to compute yield to call, yield to put, yield to worst, cash flow yield and bond 
portfolio yield is well expressed mathematically in this chapter. Estimation of spot rates of bonds with 
bootstrapping approach is also elaborated in the chapter. Chapter three and four discuss about the level 
and structure of interest rates, the term structure of interest rates, and the factors affecting these 
parameters. The impact of economic factors such as economic growth, monetary and fiscal policy, 
international capital flows, relative risk and inflation on interest rate of bond is described in detail in 
third chapter while the relationship between yield and terms maturity is evident in chapter four. 
Theories like Market Segmentation Theory (MST), Preferred Habitat Theory (PHT) and Pure 
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