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Abstract 

This dissertation was designed in a three-article format, all of them discussing possibilities of 

enhancing global consumer’s attitude toward brands owned by born global firms, and analysing 

different profiles of the global consumer. Under the context of born global firms, article one 

analyses the relationship between the consumer’s perceived brand globalness and his/her 

attitude toward the brand, mediated by the brand equity assigned by him/her; also, it analyses 

the moderating role of his/her disposition to a global citizenship into the above relationships. 

Article two proposes that the search for a new brand on the internet represents its brand 

awareness and, as such, it proposes the use of the Diffusion of Innovation Theory to model the 

brand awareness spread. Article three brings the consumer perspective, discussing four 

outgroup dispositions, both conceptually and empirically. It also explores some relations among 

four constructs that describe the consumers’ bias for foreign products and brands. All three 

articles adopt quantitative methodologies for empirical studies. The first article uses primary 

data collected by a survey, and the data was analysed using Structural Equation Modelling. In 

the second article, it was used secondary data for its empirical study, collected at Google Trends 

(https://trends.google.com/trends/), and the data were modelled using nonlinear regression 

analysis. And for the third article, primary data was also collected by survey in two countries, 

and the data were analysed using Structural Equation Modelling. Main results indicate that, for 

enhancing consumers’ brand attitude, born global firms must potentialize the message of 

globalness of their brands. Also, born global firms must invest on the building process of brand 

equity (particularly on the awareness/association and loyalty dimensions), and the awareness 

spread curve may be estimated by using Bass model with parameters p and q from brands in 

the analogous industry. Finally, born global firms must target consumers that enjoy being in 

touch with other cultures and value themselves for being global citizens, appealing that the 

globalness of their brand is a connecting path with people around the world. Besides 

contributing to these practical suggestions to managers of born global firms, all three articles 

provide a discussion about unaddressed topics in the academic literature. 

 

 

 

 

 

 

 

Keywords: International Marketing; Strategic Marketing; Branding; Global Brands; Global 

Consumer; Born Global Firms. 
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Resumo 

Esta tese foi elaborada no formato de três artigos, todos discutindo possibilidades de alavancar 

a atitude do consumidor global em relação a marcas pertencentes a empresas born global, e 

analisando diferentes perfis do consumidor global. No contexto de empresas born global, o 

artigo um analisa o impacto da percepção dos consumidores sobre a globalidade de uma marca 

na sua atitude de marca, mediada pelo valor de marca atribuído por ele/ela; também analisa 

o papel moderador de sua disposição para uma cidadania global nas relações acima. O artigo 

dois propõe que a busca por uma nova marca na internet represente seu reconhecimento da 

marca e, como tal, propõe o uso da Teoria da Difusão da Inovação para modelar a 

disseminação do reconhecimento da marca. O artigo três traz a perspectiva do consumidor, 

discutindo conceitual e empiricamente quatro disposições outgroup. Também explora algumas 

relações entre os quatro constructos que descrevem o viés dos consumidores para produtos e 

marcas estrangeiras. Os três artigos adotam metodologias quantitativas em seus estudos 

empíricos. O primeiro artigo utiliza dados primários coletados por uma pesquisa, os quais 

foram analisados usando Modelagem de Equações Estruturais. No segundo artigo, foram 

utilizados dados secundários para o estudo empírico, coletados no Google Trends 

(https://trends.google.com/trends/), e os dados foram modelados através de regressão não 

linear. E para o terceiro artigo, os dados primários também foram coletados por pesquisa em 

dois países, os quais foram analisados usando Modelagem de Equações Estruturais. Os 

principais resultados indicam que, para melhorar a atitude de marca dos consumidores, 

empresas born global devem potencializar a mensagem de globalidade de suas marcas. Além 

disso, as empresas born global devem investir no processo de construção do valor da marca 

(particularmente nas dimensões de conscientização / associação e lealdade), e a curva de 

disseminação da conscientização pode ser estimada usando o modelo de Bass com os 

parâmetros p e q das marcas de setores análogos. Por fim, as empresas born global devem 

focar em consumidores que gostam de estar em contato com outras culturas e se valorizarem 

como cidadãos globais, apelando que a globalidade de sua marca seja um caminho de conexão 

com pessoas de todo o mundo. Além de contribuir com essas sugestões práticas para gerentes 

de empresas born global, os três artigos fornecem uma discussão sobre tópicos não abordados 

na literatura acadêmica. 

 

 

 

 

 

 

 

 

Palavras-chave: Marketing Internacional; Marketing Estratégico; Marcas; Marcas Globais; 

Consumidor Global; Empresas Born Global.  
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1. Introduction 

The central theme of this dissertation is the challenge of building connections between 

global brands and global consumers, specifically under the perspective of born global firms. 

Thus, before detailing the research objectives, justification, format and methods, we invite the 

reader to get familiar with the context that will be explored along with the dissertation. 

1.1. The Context 

Global brands are defined as those that are found in various countries adopting similar 

and coordinated marketing strategies (Steenkamp, Batra, & Alden, 2003), positioning, 

personality, appearance, sensation (D. Aaker & Joachimsthaler, 1999), and same essential 

brand identity (Townsend, Yeniyurt, & Talay, 2009). 

Considering the scenario of competitiveness because of the globalization, global 

brands arise under the conviction of large multinationals that implementing global architectures 

is a way of facilitating brand consistency in different international markets. And despite the 

uncertainty, the changing environment, and the competitor actions, global brands are pointed 

out as having several advantages (Townsend et al., 2009). Motameni and Shahorkhi (1998) 

argue that a global brand is of higher value than a brand restricted to its local level both to the 

corporation, because of the achievement of maximum market impact with a reduction of 

advertising costs, and to the global consumer, who may associate it with quality, status and 

prestige.  

A global brand, however, is not synonymous with a robust brand. Regardless the 

financial perspective, under the consumers eyes the brand strength – or brand equity - is defined 

as the value added by the consumer to a product because of its brand (Yoo & Donthu, 2001), 

or yet, the value that customers perceive or attach to the brand (Hakala, Svensson, & Vincze, 

2012). 

Many authors have proposed different models that theorize on the process of building 

equity and, despite some variations, it can be summarized into the construction of four 

dimensions: brand awareness, brand association, perceived quality, and brand loyalty (Roy & 

Chau, 2011). That means that, for the brand to be considered strong (or with high equity), 

consumers must be aware of its existence, they must associate the brand with good memories, 

they have to evaluate the brand as being of high quality, and they must consider themselves 

loyal to the brand. 
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As it is supposed to be, the construction of this equity dimensions around a brand takes 

time, particularly when considering the intention of being recognized as a global brand 

(Gabrielsson, 2005). 

As well as brands, consumers are becoming globalized too, emerging from the 

increasing population mobility and the scenario of full communication provided by new 

technologies. 

The massive flow of cultural exchanges has influenced some consumers to express 

their contemporaneity through the internationalism; thus the perception of globalness of a brand 

would affect the consumer’s value attribution to it, and consequently, his/her purchase intention 

(Kapferer, 2008).  

For some scholars, the faster transfer of ideas is causing a convergence of likes and 

values, and consumers’ needs and expectations are becoming more homogeneous across 

geographic boundaries (Quelch, 1999; Townsend, Yeniyurt, Deligonul, & Cavusgil, 2004). 

Nevertheless, in more recent studies, this same faster transfer of ideas is pointed out as a reducer 

of the homogeneity of consumer behaviours within countries, while an enhancer of 

commonalities across countries (Cleveland & Laroche, 2007). Countries are becoming 

multicultural, and very few of them can actually be considered ethnically homogeneous 

(Cleveland, 2018). 

Thus, describing the consumer disposition for the acquisition of global brands is not 

an easy issue, once it is not about describing countries or cultures; instead, it changes from 

person to person (Zhou, Teng, & Poon, 2008). 

One the one hand, there is a profile of consumers that is ingroup-oriented, which means 

they present a bias for domestic products over foreign alternatives. They believe that buying 

brands from their own countries will strengthen the national identity (nationalist consumers, for 

instance), and some of the ingroup-oriented consumers even perceive immorality in the 

purchase of foreign products, like ethnocentric consumers, for instance (Balabanis & 

Diamantopoulos, 2004; Druckman, 1994; Sharma, 2015; Zeugner-Roth, Žabkar, & 

Diamantopoulos, 2015). 

On the other hand, the outgroup-oriented profile is composed of biased consumers to 

foreign products and brands (Bartsch, Riefler, & Diamantopoulos, 2016). Some of them believe 

that the consumption of global brands is associated to prestige and the sense of belonging (e.g. 

consumers susceptible to the global consumer culture); other consumers are described as buying 
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global brands to make themselves feel like a world citizen (e.g. consumers seeking for global 

citizenship); and other consumers just enjoy getting in touch with people from abroad and their 

physical and cultural goods (e.g. cosmopolitan consumers) (Riefler, Diamantopoulos, & 

Siguaw, 2012; Strizhakova, Coulter, & Price, 2010; Zhou et al., 2008). 

Thus, although global brands seem to have a promising relationship with consumers 

with this outgroup disposition, it cannot be taken as granted. Considering the competitiveness 

of the international market, companies still have to build a global brand, in a way that consumers 

perceive it as valuable. 

Under this scenario, born global firms have an additional challenge. These are the 

companies that are created under the founder’s belief that the market is the whole world despite 

the geographical boundaries; therefore they became international right after their foundation 

(Knight, Madsen, & Servais, 2004). 

However, born global firms will have to compete in a hostile international environment 

with large multinational companies, who enjoy the benefits of their well-established brands. 

Thus, born global firms have to develop strong global brands as quickly as possible (Cavusgil 

& Knight, 2015; Christodoulides, Cadogan, & Veloutsou, 2015; Efrat & Asseraf, 2019). 

Creating a brand with equity from the outset requires enormous investments in a 

process that can take years, with limited likelihood of success (Motameni & Shahorkhi, 1998), 

particularly to a brand that has been exposed to the global market soon after its launch. The 

effect of considerable amounts spent on advertising, in general, is not observable in short-term 

sales (Motameni & Shahrokhi, 1998). And born global firms are usually young, small or 

medium-sized companies, with asset restrictions (Gabrielsson, Kirpalani, Dimitratos, Solberg, 

& Zucchella, 2008), which tests the boldness of the entrepreneur. 

1.2. Research Objective and Justification  

That said, this research is about the challenge of born global firms on creating 

connections between their brands and the global consumer. Thus, our general objective is to 

investigate some possibilities of enhancing global consumer’s attitude toward brands owned by 

born global firms, and to analyse different profiles of the global consumer.  

The research is justified by the fact that literature still weakly approaches the 

challenges born global firms face when launching new brands and constructing brand equity. 

In 2005 it was said that, although born global firms were being studied for a decade, very little 

had been published about the challenges they face when constructing a brand (Gabrielsson, 
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2005). We have gone through the literature and can witness that now it is almost 25 years with 

rare publications regarding the branding challenges of a born global firm. 

1.3. Three-article format and their connections 

We are aware that this research objective covers an enormous scope; thus we decided 

to split it into three articles - although they do not cover the whole issue - each one with some 

specific objectives. 

In the first article of the trilogy we evaluate, for two brands owned by born global 

firms, if the consumer’s brand attitude is impacted by his/her perception of its globalness. We 

also evaluate if the value assigned by the consumer to the brand (customer-based brand equity) 

has a mediating effect on this relation. And we finally analyse the moderating role of his/her 

disposition to feel like a global citizen into the two above relationships. 

The measurement of these relations is not new in academic literature. Indeed, Mandler 

and Bartsch (2016) proposed a similar model, and other studies approach parts of the full model 

presented in this first article (Frank & Watchravesringkan, 2016; Halkias, Davvetas, & 

Diamantopoulos, 2016; Roy & Chau, 2011; Steenkamp, 2019; Strizhakova, Coulter, & Price, 

2008). 

The newness about our first article is the adoption of brands owned by born global 

firms, for whom the challenge of being known as global is more complex. 

In this second article, we wanted to explore the phenomenon of brand awareness 

spread, once it one of the dimensions of the customer-based brand equity. In fact, if customers 

are not aware of the brand, it has no value or equity, which leads to the argument that brand 

awareness is not just an essential, but the seminal component of brand equity (Shimp, 2010). 

Therefore, when first launching a new brand supported by some communication 

strategy to develop an awareness of it, one should be able to evaluate the way the brand 

awareness spreads among its potential users. 

Thus, in the second article, we propose the use of the Diffusion of Innovation Theory 

to model the brand awareness spread; and we also propose that the brand awareness may be 

represented by the search for a new brand on the internet. 

Some authors have used the Diffusion of Innovation Theory to explain brand-related 

phenomena, like the use of the Bass model to simulate the whole brand equity system 

(Crescitelli & Figueiredo, 2009), and the modelling of the word-of-mouth behaviour as a 
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Figure 1: Synthesis matrix for the three articles. 

 Article 1 Article 2 Article 3 

Main 

objective 

To investigate some possibilities of enhancing global consumer’s attitude toward brands 

owned by born global firms, and to analyse different profiles of the global consumer 

Article Potentializing consumer’s 

brand attitude: A strategic 

need for born global firms 

Understanding brand 

awareness for born global 

firms: A proposition for the 

use of the diffusion of 

innovation theory 

Consumer dispositions: 

Discussing meanings - and 

non-meanings - of 

favourability toward the 

other 

General 

objective 

To analyse some impact 

variables into the 

consumer’s attitude toward 

the brand  

To understand (and to 

model) the phenomenon of 

brand awareness spread 

To deep understand (and to 

compare) constructs that 

describe consumers with 

outgroup disposition 

Specific 

objectives 

To evaluate the relationship 

between the consumer’s 

perceived brand globalness 

and his/her brand attitude; 

To evaluate the mediating 

role of the brand equity 

assigned by the consumer 

into the above relationship; 

To evaluate the moderating 

role of the consumer 

disposition to be a global 

citizen into the above 

relationships; 

To propose the search for a 

new brand name on the 

internet as a proxy to brand 

awareness 

To model the search traffic 

for a brand name under the 

Diffusion of Innovation 

Theory 

To analyse and compare, 

both conceptually and 

empirically, four outgroup 

dispositions 

To seek for convergent 

validity within, and 

discriminant validity 

between the four constructs; 

in the latter case, to check 

for possible correlations 

between them 

To evaluate the cross-

national applicability of the 

scales for the four constructs 

Evaluated 

constructs 

Perceived Brand Globalness 

Customer-based brand 

equity 

Brand Attitude 

Global Citizenship through 

Global Brands 

Brand Awareness Consumer Cosmopolitism 

Openness to and Desire to 

Emulate Global Consumer 

Culture 

Susceptibility to Global 

Consumer Culture 

Global Citizenship through 

Global Brands 

Chosen 

brands 

Spotify and Uber GoPro, Twitter, Netflix, 

Spotify, Airbnb, Uber, and 

Snapchat 

 

Applied 

empirical 

method 

Primary data collected by a 

survey 

Data analysed using SEM 

Secondary data from Google 

Trends 

Data analysed under the 

Bass model 

Primary data collected by a 

survey 

Data analysed using SEM 

Source: Elaborated by the authors. 
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Figure 2: Illustrative scheme of integration between the three dissertation articles. 

 

Source: Elaborated by the authors. 

1.4. Methodologies 

All three articles were conceived under a positivist paradigm and adopt quantitative 

methodologies for the empirical studies.  

For article one, primary data was collected by a survey to explore the relations with 

brands Spotify and Uber. The sample size was 313, being 151 and 162 for each brand, 

respectively. The measurement instruments for the four analysed constructs encompass 23 

items in total. The data was analysed using Structural Equation Modelling. 

The second article used secondary data for its empirical study. They are free data 

available at Google Trends (https://trends.google.com/trends/), which were collected for brands 

GoPro, Twitter, Netflix, Spotify, Airbnb, Uber, and Snapchat. Also, we collected data for 

Galaxy, iPhone and iPad for comparison effect. Data show the monthly index referring to the 

volume of queries with a particular term submitted to Google. Once Google Trends accumulates 

data since 2004, and all the brands were launched after that, the captured search traffic 

information includes all the brands’ history of search. The data were modelled using nonlinear 

regression analysis to fit the Bass model. 
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For the third article, primary data was collected by survey in two countries (Portugal 

and Brazil) to evaluate the cross-national applicability of the scales of the four studied 

constructs. The sample size was 644 respondents, being 327 Portuguese and 317 Brazilian. The 

measurement instruments for the four analysed constructs encompass 36 items in total. The data 

was analysed using Structural Equation Modelling. 

1.5. Expected contribution 

The three articles were designed to occupy unaddressed topics in academic literature. 

As previously said, the discussion on the factors that can leverage consumer perceptions and 

attitudes toward brands is not a new topic, as well as the studies on brand awareness. However, 

in rare situations, these discussions have been applied to the case of born global firms. Thus, 

we expect our approach invites other marketing scholars to the context of companies that have 

the inherent difficulty of owning young brands competing with well-established ones. 

Besides that, article 2 also presents an original approach to the understanding of brand 

awareness spread that, as far as we know, it has never been done through a mathematical model 

leading to a curve estimation. Therefore, we expect this new perspective will take the academic 

discussion to another level on the brand awareness understanding. 

Also, we expect that third article will contribute to the process of maturing on the 

consumer dispositions theme, helping the academy to begin the process of separating mature 

constructs from those that are still rough diamonds, instead of continuing to create new 

constructs, many times without checking the overlapping with existing ones. 

Under the managerial point of view, as the commercial boundaries between countries 

are increasingly opened, the emergence of born global companies is likely to continue. Thus, 

we believe that unveiling the spread process of brand awareness and understanding the factors 

that lead consumers to have better attitudes toward global brands are valuable for companies in 

general, but particularly for born global firms, that must compete with multinational 

organizations possessing strong global brands. 

Moreover, because we believe consumers are the reason for any company’s existence 

(including born global firms), we expect to contribute with managers on the mission of 

establishing their brand’s target, understanding that different profiles of consumers will respond 

differently to their globalness appeal.  
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2. Article 11 – Potentializing consumer’s brand attitude: A strategic need for 

born global firms 

2.1. Abstract 

Considering that born global firms compete with well-established brands, one of their 

challenges is to develop strong brands that consumers perceive as valuable and have positive 

attitudes toward it. This paper investigates, under the born global firms’ perspective, the 

relationship between the consumer’s perceived brand globalness (PBG) and his/her attitude 

toward the brand (BATT), mediated by the brand equity by him/her assigned (BE); it also 

explores the moderating role of consumer’s willingness to a global citizenship (GC) into this 

relationship. The empirical research with brands owned by born global firms showed a 

significative association between PBG and BATT, but the mediation of BE was partially 

supported. It was also found a significative moderating role of GC, which potentializes the 

impact of PBG on BATT. The main managerial implication is that global brands enjoy better 

consumer’s attitude when they perceive the brand as global, so born global firms should invest 

in the global approach. This finding is particularly relevant when the brand targets consumers 

with a global citizenship aspiration, for whom the BATT effect is potentialized. 

Keywords: Born global firms; Brand attitude; Perceived brand globalness; Brand equity; 

Global Citizenship. 

  

 

1 Authors: Miriam Taís Salomão, Vivian Iara Strehlau. Article submited to the International Business Review in 

November 15th, 2019 (firts version presented at CIMaR 2017 and fully rewritten after comments) 
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2.2. Introduction 

The global consumer emerges from the scenario of full communication facilities 

provided by new technologies and increasing population mobility. Countries are becoming 

multicultural and very few countries can actually be considered ethnically homogeneous, so it 

is a fact that globalization is shaping culture, affecting social identities, and consequently 

modifying consumers’ behaviour (Cleveland, 2018). 

Some scholars have drawn attention to the fact that, due to a faster transfer of ideas, 

the globalization of markets is causing a convergence of likes and values, and consumer needs 

and expectations are becoming more homogeneous across geographic boundaries (Quelch, 

1999; Townsend et al., 2004). 

Global brands have a particular role in this context. Because of the cultural integration, 

internationalism has become a way for the consumer to express contemporaneity, so the 

perception of globalness of a brand may increase the perceived value of the product (Kapferer, 

2008). If consumers do not recognize a brand as global, that may influence their judgment about 

the brand, and consequently, their purchase intention. 

Indeed, global brands have been associated with better quality, while local brands are 

generally viewed as inferior alternatives in terms of quality to global brands (Strizhakova and 

Coulter 2015; Roy and Chau 2011). 

However, the value that the consumer perceives in a brand – global or not - must be 

built from the beginning, since its awareness. Thus, brand equity, referring to the value added 

by the consumer to a product because of its brand (Yoo & Donthu, 2001), is a widely discussed 

topic in the literature since the concept was presented at the end of the 1980s. 

Although there are some variations in the models that theorize on the process of 

building equity around brands, it seems that there is a consensus when dealing with the time 

horizon: building brand equity is a long-term, gradual process that demands effort (Aaker 1991; 

Keller 1993; Yoo and Donthu 2001).  

Also, creating a brand from the outset requires enormous investments in a process that 

can take years, with limited likelihood of success (Motameni and Shahorkhi 1998). And their 

evolution within a global context is complex because of environmental uncertainty (Townsend 

et al., 2009). It has taken decades for companies to receive global recognition for their brands 

(Gabrielsson, 2005). 
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With the accelerated process of globalization in the 1980s came the phenomenon of 

the rapid internationalization of companies, the rise of the called born global firm. They are 

defined as companies that sell a substantial part of their offer in international markets right after 

the founding of the company (Cavusgil & Knight, 2015; Knight et al., 2004). 

Considering the increasing globalization of markets, companies need to develop strong 

global brands to compete in international environments (Christodoulides et al., 2015); thus one 

of the challenges of born global firms is to quickly build a brand that consumers perceive as 

valuable, thus potentializing positive attitudes toward to it. 

Our objective in this study is to explore: (a) the relationship between the consumer’s 

perceived brand globalness (PBG) and his/her attitude toward the brand (BATT), mediated by 

the brand equity assigned by him/her (BE); and (b) the moderating role of his/her disposition 

to a global citizenship (GC) into the above relationship. 

Considering this current high-speed competitive scenario and companies that already 

start out global, we carried out this study under the context of born global brands. The idea is 

to invite scholars to debate consumers' perceptions, valuations and attitudes toward brands that 

were exposed to the global market soon after their launch. Also, we developed the empirical 

research using the perspective of consumers in a developing country (Brazilian consumers), 

that tend to have a favourability to the foreign world (Batra, Ramaswamy, Alden, Steenkamp, 

& Ramachander, 2000; Özsomer, 2012). 

This study is primarily justified by the scarcity of academic literature addressing the 

consumers' perspective about brands of born global firms. The proposed relationships in the 

conceptual framework have been somehow explored by scholars, but rarely under the context 

of brands that are exposed to the global market soon after its launch. 

Moreover, nor the underlying constructs have been well explored under this context. 

For instance, little has been written specifically about strategies for building brand equity in 

born global companies (Gabrielsson, 2005, has claimed it but, as far as we know, even almost 

15 years later there are no new contributions on this matter). Also, only a little research exists 

on the role of BE in international marketing using consumer data, and even less empirical 

research looking into the performance of the BE scale outside the USA and Europe 

(Christodoulides et al., 2015). 

Next sections are organized as follow. Literature review starts bringing out the context 

of born global firms, then it is presented brand equity for global brands, and then it is discussed 
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the perspective of global consumers and their perceptions, valuations and attitudes. The article 

goes on with the empirical research carried out with two brands of born global firms (Spotify 

and Uber). And after data analysis, the article presents a discussion along with the managerial 

implications. 

2.3. Conceptual Background and Research Hypotheses 

2.3.1. The Context of Born Global Firms 

The concept of born global firms is not unanimous but generally converges on the idea 

of companies that go international right after being found. They are usually small or medium-

sized companies that have emerged with a global vision and an outlook that their market is not 

limited to their own geographic region. Their products are unique and have global market 

potential, and they demonstrate an extensive capability for going international very early on 

and very quickly (Gabrielsson et al., 2008). 

Some of the reasons for their significant proliferation over the last years include 

evolving environmental changes, such as globalization and the appearance of sophisticated 

information and communication technologies (Knight, 2015). 

Once they are small and have to face highly competitive international environments, 

born global firms develop a set of intangible capabilities based on knowledge of how to achieve 

their international objectives, because they start with a "borderless" vision of the operations 

from the beginning. Therefore, these companies have a large capacity for not only learning but 

also knowing how to incorporate acquired knowledge and how to use other marketing tools 

despite their asset restrictions (Cavusgil & Knight, 2015; Knight & Cavusgil, 2004).  

In comparison with large multinational companies, small companies are often more 

adaptable and more innovative and have faster response times for implementing new ideas in 

order to satisfy the needs of customers. They tend to use substantially more information and 

communication technology, and they access and mobilize resources by way of their knowledge 

networks in different countries (Efrat & Asseraf, 2019; Knight, 2015). 

The entrepreneurs and managers of such companies are globally oriented and highly 

motivated by their broad view of the world. They are also market-oriented, with a genuine 

interest in getting to know consumers and developing top quality products to meet new demand. 

Their profile usually brings an innovation culture, not just for developing new products but also 

for exploring new markets and even reinventing how to explore current markets (Cavusgil & 

Knight, 2015; Knight & Cavusgil, 2004; Knight, Madsen, and Servais, 2004). 
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Some empirical studies point out critical factors for the successful performance of born 

global firms: international business orientation, focus on the quality of the product and service 

and monitoring the competition (Gerschewski, Rose, & Lindsay, 2015); innovation and 

customer-orientation (Kim, Basu, Naidu, & Cavusgil, 2011); social networks through the 

benefits of knowledge of opportunities in the external market, learning by experience, and 

referential trust and solidarity (Zhou, Wu, & Luo, 2007); and technology, the entrepreneurial 

sensitivity of the owner, external market knowledge and strong network (Langseth, O’Dwyer, 

& Arpa, 2016).  

Despite the diversity of such success factors in the literature, only two studies were 

found connecting born global firms to the subject of branding and how a strong brand might 

become a differentiation factor for a born global company. According to Gabrielsson (2005), 

born global firms have been studied for a decade, but little has been written specifically about 

the challenges they face when constructing a brand. That was said in 2005 and, yet, a new 

decade has passed, and studies that relate the two subjects are still rare. 

In a pioneering study relating branding with born global firms, Gabrielsson (2005) 

examines 30 Finnish companies and indicates that for born global firms with a focus on the end 

consumer, a globally standardized brand is crucial. He also recommends that the company 

should develop its brand from the outset (and not via co-branding), which could lead to a 

profitable branding strategy, allowing for a fast impact in the global market. Instead, born global 

firms usually fail on developing branding strategies because they are focused on the fast 

globalization strategy, besides the financial and managerial resource restrictions (Gabrielsson, 

2005). 

The work of Altshuler and Tarnovskaya (2010) also highlights the significant 

challenge faced by born global companies on constructing an international brand, usually with 

scarce resources. The authors emphasize that branding capabilities should be within the set of 

organizational capabilities so that understanding the process of constructing an international 

brand would be a differential for the firm. The authors also provide evidence that, from the 

founder’s vision of a strong brand, it is possible to build an international brand based on 

technological excellence and, by doing so, communication efforts would be less depending on 

high marketing investments, which is usually a restriction in born global firms. 

However, there is still little understanding of how these firms can create a brand in a 

way that consumers perceive as valuable and, thus, potentialize their attitudes toward it. 
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2.3.2. Global Brands and Their Equity Valuation 

Steenkamp, Batra, and Alden (2003) define global brands as those that are found in 

various countries and that have similar, coordinated marketing strategies. Their definition 

converges on the one presented by Aaker & Joachimsthaler (1999), where global brands are 

those whose positioning, advertising strategy, personality, appearance, and sensation are, in 

most aspects, the same from one country to another. 

In a more detailed definition, to be considered global, the brand must be found on the 

three main industrialized continents (North America, Europe, and Asia), preserving its essential 

brand identity, even if the execution is adapted to fit local marketing models (Townsend et al., 

2009). Global brands must also be strong in their local market, be valued by their consumers in 

their country of origin, have a minimum level of recognition and sales worldwide and seek to 

serve similar needs around the world (Quelch, 1999). 

Another definition states that a brand is considered to be global only if consumers of 

different countries believe that this brand is sold in several countries (Akram, Merunka, & 

Akram, 2011; Frank & Watchravesringkan, 2016; Steenkamp et al., 2003), regardless of they 

follow a standardized marketing strategy across cultures or not (Diamantopoulos et al., 2019). 

This perception can be formed through the brand’s marketing communication, exposure in the 

media, or even consumer word-of-mouth (Roy and Chau 2011). 

 Global brands arise as a result of a changing environment. On the one hand, large 

multinationals seek to implement global brand architectures as a way of facilitating brand 

consistency in different international markets (Townsend et al., 2009), leading the advantage 

of achieving maximum market impact with a reduction of advertising costs (Motameni & 

Shahrokhi, 1998). On the other hand, global brands are perceived as of higher quality and are 

associated with status and prestige so that they may be favoured over the local ones in terms of 

purchase likelihood (Motameni & Shahrokhi, 1998; Roy & Chau, 2011). Therefore, it is argued 

that if a company seeks to globalize its brand, that brand will be of higher value to the company 

than a brand restricted to local or regional levels, for both the corporation and the global 

consumer (Motameni & Shahrokhi, 1998).  

However, a global brand is not synonymous with a robust brand. When talking about 

the process of building strong brands, one can use both the financial or the consumer perspective 

(Motameni & Shahrokhi, 1998), but this paper will focus on the latest one. Thereby, the brand 

strength – or brand equity - is defined as the value that a brand name adds to a product based 
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on consumer’s associations and perceptions of that brand name (Yoo & Donthu, 2001), under 

the idea that the strength of a brand lies in the minds of consumers (Christodoulides et al., 

2015); or simply put, brand equity is the value that customers perceive or attach to the brand 

(Hakala et al., 2012). 

The term customer-based brand equity was first proposed by Keller in 1993 whose 

concept is very similar to the brand equity (BE) originally proposed by Aaker in 1991, as widely 

argued by Roy and Chau (2011). They both brought the understanding of brand equity as a 

compound of different dimensions behind the incremental value that a brand supplies its 

consumers with (Roy & Chau, 2011).  

Other authors have theoretically conceptualized the brand equity dimensions and, 

according to Christodoulides, Cadogan, and Veloutsou (2015), there is no agreement on its 

dimensionality; but after collecting a variety of studies, they conclude that the most commonly 

adopted dimensions of brand equity is the set proposed by Aaker (1991): brand loyalty (the 

intention to buy the brand as first choice), brand awareness (the consumer’s ability to recognize 

or remember that a brand belongs to a particular product category), perceived brand quality (the 

consumer’s judgement regarding the excellence of a particular brand) and brand associations 

(anything that connects in the consumer’s memory with regard to a brand). And because this is 

an assessment from the cognitive and behavioural viewpoint at the individual level, it must be 

measured by way of research with consumers (Yoo & Donthu, 2001), despite the complexity 

of assessing such intangible marketing concepts (Motameni & Shahrokhi, 1998). However, 

neither Aaker nor Keller have ever operationalized the measurement of the BE. 

Until 2001, many authors had presented partial measures for brand equity, but it is the 

work of Yoo and Donthu (2001) that, for the first time, validates a measurement scale of the 

brand equity construct using the dimensions proposed Aaker. Their ten-item scale was first 

validated under its psychometric properties, then it was further validated across different 

cultures and then validated on different brands of different product categories. Overall, the scale 

was found to be reliable, parsimonious and generalizable (Roy & Chau, 2011). It was also 

validated in some studies that followed its proposition (Buil, Chernatony, & Martínez, 2008; 

Pappu, Quester, & Cooksey, 2005; Roy & Chau, 2011), with different cultures, and different 

product and categories profiles, including the work of Christodoulides et al. (2015) that 

validated the scale for service and internet domains. Despite small adjustments in the scale 

between works, tests preserve and support the BE hypothetical four-dimensional model. 
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In other words, a brand is only considered strong (or with high BE) if consumers are 

aware and able to recognize that it belongs to a particular product category, if they can connect 

the brand with some memories related to it, if they judge the brand as being of high quality, and 

if they have the intention to buy the brand as the first choice. 

Considering the consumer’s perspective, the challenge remains on how to build 

strength in a global brand, and how to do it to a brand that has been exposed to the global market 

soon after its launch. It takes much investment to build a brand from scratch, and the process 

may take years, with slim success probabilities. The effect of considerable amounts spent on 

advertising, in general, is not observable in short-term sales, but rather into awareness or 

loyalty, which are of non-measurable monetary value (Motameni & Shahrokhi, 1998). 

And once again, considering the consumer’s perspective, the challenge remains on 

how to do it for the global consumer. 

2.3.3. Global Consumers and Their Relationship with Brands 

Although the effects of globalization on business and management have received 

extensive attention of academia since the 1980s, until very recently there was a scarcity of 

empirical research on globalization’s effects on consumers. Considering the increasing 

population mobility and communication facilities provided by the new technologies, social 

science scholars began to turn their eyes to the globalization’s effects on society and how it is 

shaping culture, affecting social identities and consequently modifying consumers’ behaviour. 

It has to be recognized that most countries are becoming multicultural and, indeed, very few 

countries can be considered ethnically homogeneous (Cleveland, 2018). 

The global consumer emerges from this scenario and is characterized by converging 

likes and values due to a much faster transfer of ideas than in the past (Quelch, 1999). Moreover, 

because of the globalization of markets, consumer needs and expectations are becoming more 

homogeneous across geographic boundaries, generating a global consumer convergence 

(Townsend et al., 2004). 

Global brands have a particular role in this context. As argued by Kapferer (2008), in 

the age of cultural integration, modernity is expressed via internationalism, and the perception 

of globalness of a brand would, therefore, increase the perceived value of the product, and 

consequently exerted a strong influence over purchase decisions. 

An issue to be highlighted is whether consumers identify a brand as global or not. 

Since consumers are not necessarily brand specialists, it is possible that they do not recognize 
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a global brand as global; perceived brand globalness (PBG) is herein defined as the consumers’ 

belief that a brand “is marketed in multiple countries and is generally recognized as global in 

these countries”, as first proposed by (Steenkamp et al., 2003, p.54). This consumers’ belief is 

created by word-of-mouth, media exposure, or their own travel experiences (Steenkamp et al., 

2003). A similar approach is a perception that consumers hold of the brand being available 

everywhere on the globe with standardized products and communications (Akram et al., 2011). 

Therefore, BATT is conceptualized as a unidimensional construct and defined as a person’s 

evaluation (favourable versus unfavourable) toward a particular brand name when encountering 

an assortment of brands in the marketplace (Frank & Watchravesringkan, 2016; Halkias et al., 

2016; Mandler & Bartsch, 2016). 

When consumers recognize a brand as global, that may influence their judgment of the 

brand, and consequently, their purchase intention. Indeed, recent studies have hypothesized the 

relationship between PBG and brand attitude (BATT). An empirical study involving a series of 

well-known brands from different countries and product categories shows a positive effect of 

PBG on BATT (Halkias et al., 2016). Mandler and Bartsch (2016) also presented a study 

considering well-known brands of cars and airlines, where they found partial support for the 

positive effect of PBG on BATT. Thus, the first hypothesis of this study is: 

H1: PBG is positively associated with BATT, under the context of born global firms. 

For the second hypothesis proposal, two perspectives are presented here. The first one 

brings studies presenting that global brands have been associated with better quality 

(Strizhakova and Coulter 2015; Roy and Chau 2011), while local brands are generally seen as 

inferior quality alternatives to global brands (Strizhakova and Coulter 2015). Steenkamp et al. 

(2003) also found a positive association between PBG and perceived quality, and its replicated 

study by Akram et al. (2011) for an emergent market has identified an analogous positive 

association between PBG and perceived quality. Moreover, it was found that a global brand is 

favoured over a local one not just in terms of perceived quality but in terms of the four 

conceptual constructs of brand equity - brand loyalty, perceived quality, awareness and 

association (Roy & Chau, 2011; Steenkamp, 2019). 

The second perspective points out for the positive association between brand equity 

and BATT presented by Frank and Watchravesringkan (2016). Therefore, the second 

hypothesis of this study is: 

H2: BE mediates the effect between PBG and BATT, under the context of born global firms. 
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Analogous reasoning is proposed by Mandler & Bartsch (2016) when setting brand 

evaluation as a mediating factor between PBG and BATT, where the construct brand evaluation 

plays a similar role as brand equity here. 

Although the belief that perceived brand globalness (PBG) creates consumer 

perceptions of brand superiority is widely spread (Steenkamp et al., 2003), it can be challenged.  

Academic literature has presented a diversity of ingroup-oriented consumer 

dispositions, described as consumers’ bias in their judgments and preferences for domestic 

products over foreign alternatives. One example of it is the called consumer ethnocentrism, 

which is based in a normative belief that it is inappropriate to buy foreign products and that 

consumers should instead support domestic companies through the purchase of domestic 

products (Balabanis & Diamantopoulos, 2004; Shankarmahesh, 2006; Zeugner-Roth et al., 

2015). 

On the other hand, the academic literature has also presented (although not yet well 

explored) some outgroup-oriented consumer dispositions, which are related to consumers’ bias 

for the foreign products and brands (Bartsch et al., 2016). 

Once again, global brands have a particular role, serving as vehicles for the consumers 

to participate in the global consumer culture (Mandler & Bartsch, 2016), or functioning as a 

passport to global citizenship (Strizhakova et al., 2008). The consumption of global brands also 

creates a perception of social esteem in consumers and an aura of connection with a global 

community and a sense of belonging to it (Steenkamp et al. 2003; Roy and Chau 2011; Frank 

and Watchravesringkan 2016). It may also create status in the case of products that have a more 

expressive symbolic meaning (Strizhakova and Coulter 2015) and even signals diversity and 

tolerance to foreign cultures (Özsomer, 2012).  

Thus, the perceived brand globalness by itself imputes additional information for 

consumers and therefore may function as a way of belonging to a global consumer segment, 

which goes further than functional brand attributes like quality (Özsomer, 2012). 

Previous studies have proved the moderator effect of ingroup consumer dispositions 

(like ethnocentrism) in the relationship between PBG and perceived quality (Akram et al., 

2011), but also, it was proven the moderator effect of cosmopolitanism (outgroup consumer 

dispositions) in the relationship between PBG and brand evaluation (Mandler & Bartsch, 2016). 

And, as suggested by Diamantopoulos et al. (2019), consumer characteristics may have a 

moderator role on the relationship between PBG and specific outcomes, like brand attitudes 
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Figure 3: Conceptual model for the relations between PBG, BATT, BE, and GC. 

 

Source: The authors, based on the literature review. 

2.4. Empirical Research 

2.4.1. Method 

To test the hypotheses of the conceptual model, we adopted a survey-based research. 

As stimuli for the survey, we used two real brands of born global firms: Spotify and 

Uber. These brands were selected because, besides representing categories of people’s daily 

routines, they both fit the description proposed by Gabrielsson et al. (2008): they belong to 

independent companies that started small; emerged with a global market vision right from the 

beginning; demonstrated a large capacity of spreading across dozens of countries on five 

continents very early; had unique products with global market potential. They are also 

characterized as technology companies since neither has relevant physical assets. 

Once Spotify and Uber were launched in Stockholm (2008) and San Francisco (2010), 

respectively, we surveyed the metropolitan region of São Paulo, Brazil, to guarantee distance 

from the cities of origin of the studied brands. This is important in order to evaluate their level 

of awareness outside their home country after a decade of its launches. 

Additionally, São Paulo was chosen because we wanted to focus on a metropolitan 

emerging-market, where consumers perceive global brands as superior to local brands 

(Davvetas & Diamantopoulos, 2016), as well as aspire to belong to a global culture and global 

brands may represent a status-enhancing reason for choosing (Batra et al., 2000; Özsomer, 

2012). 

The data were collected using an online survey tool (QuestionPro), and just one of the 

two brands was assigned to each respondent, randomly. The only restriction imposed for the 

answering was the familiarity with the categories being researched (“In the last 3 months, did 

you use any digital music service brand, that is, listen to music without the use of a radio or 

CD?”, or “In the last 3 months, did you use any urban private transport service, that is, to get 
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around the city without being in your own vehicle or public transportation?”, for Spotify and 

Uber, respectively). 

Initially, 337 questionnaires were collected, and after eliminating incomplete 

questionnaires and respondents who were not familiar with the categories being surveyed, 313 

were maintained: 151 for Spotify and 162 for Uber. The sample size is in accordance with the 

recommendation of a ratio of sample size to the number of free parameters greater than 10:1 

(Bagozzi & Yi, 1988), which is 313:25 in our model; also, using the G*Power methodology, 

the test power is above 99,99% considering an effect size of 0.15 (Faul, Erdfelder, Lang, & 

Buchner, 2007).  

Respondents were purposely young consumers, being 71% concentrated between 20 

and 25 years old (71% for Spotify and 72% for Uber), because they are global in their identities 

and are at the forefront of globalization (Strizhakova et al., 2010), so they usually have a higher 

acceptance of global brands (Frank & Watchravesringkan, 2016), mainly when focusing on 

technological services. Additionally, the sample represents both genders, being 49% women 

(48% for Spotify and 51% for Uber), and different levels of schooling, being 36% graduated 

on higher education (31% for Spotify and 40% for Uber). Both subsamples are highly 

comparable in terms of demographics, and no significant differences were found between 

samples. 

2.4.2. Measurement Instruments 

We collected the scales for the construct’s measurement during the literature review. 

After the translation and back-translation process (English-Portuguese), we proceed with some 

semantic adjustments to guarantee the correct understanding of the items2 (Behling & Law, 

2000). After that, to verify the psychometric properties of the multi-item scales, as well as the 

dimensionality of the constructs, we performed a Confirmatory Factor Analysis (CFA) in 

AMOS 22 using generalized least square estimation. 

For the operationalization of the Perceived Brand Globalness (PBG), we adopted the 

approach of Steenkamp et al. (2003). They expanded and validated the earlier scale presented 

by themselves (Batra et al., 2000), and it has been systematically used by subsequent studies 

(Halkias et al., 2016; Mandler & Bartsch, 2016; Roy & Chau, 2011). The three-item scale 

measures consumers’ perception of a global brand based on whether they believe it to be 

 

2 See Appendix A for the questionnaire in Portuguese, the language it was applied. 
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Table 1: Constructs and respective items. 

Construct Item(c) Std Loading 
Adapted 

from 

Perceived 

Brand 

Globalness 

(PBG) 

single 

dimension(a) 

pbg_1 To me, Spotify is a local (global) brand. 0.882(d) 

(Steenkamp et al., 

2003) 
pbg_2 I don't think (think) consumers outside Brazil 

use Spotify. 
0.917* 

pbg_3 The brand Spotify is used only in Brazil (all over 

the world). 
0.941* 

Brand 

Attitude 

(BATT) 

single 

dimension(a) 

batt_1 My opinion about Spotify is negative (positive). 0.954 (d) 
(Fuchs & 

Diamantopoulos, 

2010) 
batt_2 Spotify is a bad (good) brand. 0.984* 

batt_3 I don't like (do like) Spotify. 0.967* 

Brand 

Equity 

(BE) 

second order 

construct(b) 

Awareness/association 0.550* 

(Yoo & Donthu, 

2001) 

aw_1 I can recognize Spotify among other music 

streaming brands. 
0.296 (d) 

as_1 When I see the brand Spotify, some 

characteristics of it come to my mind quickly. 
0.407* 

as_2 I can quickly recall the symbol or logo of 

Spotify. 
0.747* 

as_3 I have facility in imagining Spotify in my mind. 0.968* 

Quality perception 0.962* 

ql_1 The likely quality of Spotify is extremely high. 0.792 (d) 

ql_2 The likelihood that Spotify would be functional 

is very high. 
0.735* 

Loyalty 0.674* 

lo_1 I consider myself to be loyal to Spotify. 0.884 (d) 

lo_2 Spotify would be my first choice when thinking 

about music streaming. 
0.828* 

lo_3 I will not buy other brands if Spotify is 

available. 
0.682* 

Global 

Citizenship 

(GC) 

second order 

construct(b) 

Importance 0.668* 

(Strizhakova et al., 

2010) 

imp_1 It is important to me to feel a part of the global 

world. 
0.852* 

imp_2 Participation in the global world is important to 

me. 
0.877* 

imp_3 I value my citizenship in the global world. 0.905 (d) 

Identity 0.591* 

id_1 I feel that I am related to everyone in the world 

as if they were my family. 
0.716* 

id_2 I feel like a “next-door neighbours” with people 

living in other parts of the world. 
0.860 (d) 

Global citizenship through global brands 0.995* 

bran_1 Buying global brands makes me feel like a 

citizen of the world. 
0.853* 

bran_2 Purchasing global brands makes me feel part of 

something bigger. 
0.844* 

bran_3 Buying global brands gives me a sense of 

belonging to the global marketplace. 
0.829 (d) 

All items were measured on 7-point scales. (a) Bipolar semantic differential scales. (b) Scales anchors on totally 

disagree/totally agree. (c) Items presented as they were asked about Spotify (analogous version used for Uber). (d) 

Parameter fixed to identify the model. * p<0.001 
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little has been discussed concerning the brands that are exposed to many international markets 

soon after their launches, as in the case of born global firms. 

When discussing the perception of the consumer concerning the globalness of a brand, 

we found a positive impact on consumers attitude toward the brand, which means that the more 

convinced consumers are that it is a global brand, the more positives the attitudes towards the 

brand. 

Over time, the academic literature has reported this relationship through studies 

performed in different markets and with well-known global brands, fully or at least partially 

reported  (Batra et al., 2000; Halkias et al., 2016; Mandler & Bartsch, 2016). 

Our study corroborates with that through a fully supported direct impact of PBG on 

BATT, emphasizing the two born global brands in the context of consumers in developing 

countries. That leads us to the argument that typical consumers usually do not know that Uber 

and Spotify belong to born global companies; they do not even know necessarily that these 

brands are global, but once they know it, they tend to better value the brand. 

Concerning the mediating role of the consumer perception about the equity of the 

brand (BE), that must be discussed in two steps. 

On the one hand, we found a significant positive effect of BE on BATT, which means 

that the better the consumer evaluates the brand, the better his/her attitudes towards it. 

Analogous results are reported in other studies adopting different approaches for the way 

consumers evaluate brands. In our study, the concept adopted for consumer valuation is his/her 

perception of brand equity, herein encompassing three dimensions (awareness/association, 

quality perception and loyalty). In the study presented by Frank and Watchravesringkan (2016), 

brand equity is measured through different dimensions (awareness and image). Similarly, a 

significant positive effect of the consumer brand evaluation on his/her attitudes toward it is 

presented by Mandler and Bartsch (2016), but on their study, the operationalization of the 

consumer brand evaluation construct focus on functional aspects of it (like quality and value 

for money). Once the positive impact of the consumer’s evaluation and the attitude towards the 

brand is consistent between studies, we infer that it can be accepted for brands belonging to 

born global firms too.  

On the other hand, we found no significant effect of PBG on BE, which means that 

even when a consumer believes that a brand is global, that does not affect the equity attributed 

to it. In contrast, the work of Mandler and Bartsch (2016) present a significant effect of PBG 
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on brand evaluation, but as it has been said, the operationalization of the construct used by them 

is focused on functional aspects of the brand; also, Özsomer (2012) offers us a list of arguments 

showing consumers perceive global brands as brands of high quality. At the same time, global 

brands are seen as sources of symbolic meanings that go beyond the functional aspects (Halkias 

et al., 2016; Özsomer, 2012), which should affect BE dimensions other than the perception of 

quality. 

In our theoretical model, we simulated the brand equity as a composed of three first-

order latent variables (instead of a single second-order construct), and indeed, the only 

significant effect of PBG is on quality perception (β = .202, p < .05), but insignificant for 

awareness/association and loyalty. That indicates that quality perception is probably diluted in 

the BE construct as a whole. 

Bringing this discussion to the born global brand's context, it seems reasonable that 

consumers associate their perception of globalness to their quality perception; however, once 

born global companies invest in the process of rapid internationalization, from the perspective 

of the consumer it is as if these brands have simply emerged from nowhere. The brands have 

not been built up gradually as large multinationals do, so, likely, consumers have not developed 

brand-related associations about them and even less loyalty to them. 

Regarding the role of the consumers’ appreciation of a global citizenship, the found 

direct effect on his/her perception of equity of a brand means that people more likely to feel 

like a global citizen simply attribute higher equity to the researched brands, perhaps because 

they perceive in these brands the innovative and technological characteristics of a global born, 

even if the typical consumer does not even know whether the brand is global or not. At the same 

time, a greater willingness to global citizenship does not affect the power or the direction of the 

direct relation between PBG and BE, and neither could since it is not significant. 

Moreover, the consumers’ appreciation for global citizenship potentializes the direct 

impact of PBG on BATT, meaning that for those consumers that are more willing to the global 

citizenship, their brand attitude will be more impacted by their perception of globalness of the 

brand than for those with low GC. This is explained by the role of global brands for them, that 

works as a passport to the global world, endorsing their belief that its consumption converts 

them into global citizens (Halkias et al., 2016; Özsomer, 2012). 

Interestingly, the study of Batra et al. (2000), performed at a developing country, 

showed that consumer ethnocentrism does not moderate the significant effect of nonlocal 
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perception on attitude toward the brand. The same happened in the study carried out by Mandler 

and Bartsch (2016) performed at mature markets where, once again, ethnocentrism (an ingroup 

disposition) does not moderate the effect of PBG on BATT, although cosmopolitanism (an 

outgroup disposition) does. What these findings suggest is that ingroup dispositions do not 

mitigate the positive effect of PBG on BATT, but outgroup dispositions do potentialize that 

relation. 

The theoretical contribution of this study “stems from the scarcity of born global 

studies focusing on branding” (Gabrielsson, 2005, p.219). Even after fifteen years, we echo 

Gabrielsson words, thus adding new elements to the discussion of brands owned by born global 

firms. 

Regarding the managerial implications, our main message translated to managers is 

that global brands enjoy better consumer’s attitude towards the brand when they perceive the 

brand as global. Thus, once born global play in a highly competitive scenario, they can 

potentialize consumers attitude toward their brands by communicating them that it is spread 

and has a unique positioning throughout the world. Moreover, because building brand equity is 

a long-term and gradual process, the leverage of brand awareness and associations, quality 

perception, and loyalty will demand additional effort and consistency. 

The second managerial implication is that for those brands that target consumers with 

the global citizenship perspective, the effect of communicating the globalness of the brand 

potentializes their attitudes toward it. 

The limitations of our study are related to its amplitude, both in terms of researched 

brands and investigated public. 

Although the two brands used as a stimulus for the study fulfil the characteristics of 

the born global firms, both belong to the services category. The presented relationships were 

not explored in brands that represent any physical products of global born firms. Moreover, 

even though they have barely completed a decade, both brands can already be considered 

mature in the Brazilian market in terms of knowledge and use of brands in people's daily lives. 

A future study should bring a broader set of brands of born global firms, encompassing both 

product and services, as well as both new and mature brands. 

Also, the survey was conducted in only one market which, although meeting the 

requirements of the study (being a country distant from the country of origin of the brands), 

represents only one developing country. Future studies should broaden the range of studied 
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countries, encompassing also developed countries. And even compare with data from the 

countries of origin of the brands used as a stimulus. 

Another suggestion for future studies is to broaden the used constructs. For instance, 

herein, we used the GC as an outgroup disposition, but we are still far from a consensus in the 

academic literature on the initiatives concerning the outgroup dispositions. It is not, however, 

a lack of interest in this subject, but rather the multiplicity of efforts that have not yet been 

integrated or consolidated. Nineteen concepts were mapped, some of them with overlapping 

concepts, some of them presenting different origins (Bartsch et al., 2016). 

Also, PBG construct is so widely used in academic research that it became almost an 

unequivocal construct, as well as its measurement scale. Mandler and Bartsch (2016) alert for 

arguing that global brands carry symbolic meanings that are not captured by the scale used. 

Later on, it has presented an original perspective of the concept of PBG, which discriminates 

different facets of consumers’ perception of brand globalness, like a perceived market reach, 

perceived standardization and global consumer culture positioning (Mandler, 2019). Thus, it 

seems that there is room for constructs exploration and how they are manifested among brands 

of born global firms. 
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3. Article 23 - Understanding brand awareness for born global firms: A 

proposition for the use of the diffusion of innovation theory 

3.1. Abstract 

The objective of this article is to propose that the search for a new brand name on the internet 

may represent its awareness; and, as such, the authors suggest that the brand’s search traffic 

may be modelled under the Diffusion of Innovation Theory. This research focuses on born 

global firms, who face the challenge of competing with large multinational possessing well-

established global brands. Thus, born global firms should start the process of building strong 

brands by enhancing their brand awareness. The literature review addresses born global firms, 

the process of innovation diffusion and global brands and their equities. The empirical study 

was carried out using secondary data collected from Google Trends to evaluate the search traffic 

for seven chosen brands of born global firms (GoPro, Twitter, Netflix, Spotify, Airbnb, Uber, 

and Snapchat). Bass model for diffusion of innovation was applied using the nonlinear least 

squares method. Results indicate that the diffusion of brand awareness has adherence to - and 

can be described by – the Bass model, being p and q considered suitable parameters of the 

diffusion mechanisms (innovation and imitation, respectively). Companies in the same industry 

tend to have similar estimated values p and q. Also, coefficient p of imitation tent to be higher 

for brands supported by companies with high equity than for those owned by unknown born 

global firm. This research is justified by the novelty on the application of the Diffusion of 

Innovation Theory on the understanding of the brand awareness spread. 

 

Keywords: Born Global Firms; Diffusion of Innovation Theory; Internet Search Traffic; Brand 

Awareness. 
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3.2. Introduction 

The accelerated process of globalization is a well-discussed topic in the academic 

literature, and one of its growing outcomes is the phenomenon of the rapid internationalization 

of young companies, named born global firm (Cavusgil & Knight 2015). These companies are 

usually born under the founder’s outlook that the market is not restricted by geographical 

boundaries but is the whole world and, therefore, they sell a substantial part of their offer in 

international markets right after their foundation (Knight, Madsen, & Servais, 2004). However, 

these born global firms must compete with large multinational companies without enjoying the 

benefits of their well-established global brands. Supported by their entrepreneurs’ culture of 

innovation, born global firms usually go to market through new technologies and are generally 

in a hurry to spread their innovations before they are no longer truly innovations (Efrat & 

Asseraf, 2019). That leads this research to seek ground on the Diffusion of Innovation Theory. 

As defined by Rogers (2003), diffusion is the process by which an innovation spreads 

among members of a social system through communication among those members. Typically, 

the consumer adoption process involves the rational analysis of his/her underlying experiences, 

from the moment he/she first hears of the innovation up to the stage of final adoption, passing 

thru awareness, interest, evaluation, trial, and adoption. The innovation adoption can, thus, be 

mathematically modelled. 

The extent of the innovation diffusion depends not only on the value of the innovation 

and the perceived risks associated with its adoption, but also on potential adopters’ awareness 

of the innovation (Füller, Schroll, & Von Hippel, 2013). One can make a parallel on a new 

brand, which can only be adopted once individuals are aware that it exists, but when talking 

about born global brands, they have not had the time to establish any awareness to them. 

The evolutions of global brands within a global context is a complex phenomenon 

because of environmental uncertainty, competitor actions and the issue of the company having 

to learn from experience (Townsend et al., 2009). And after designing and implementing an 

integrated communication strategy for developing awareness to the new brand, one should be 

able to evaluate and to analyse the way brand awareness spreads, which is the primary 

dimension of customer-based brand equity. If customers are not aware of the brand, it has no 

equity (Shimp, 2010). 

As point out by Ferreira and Lee (2014), potential adopters go to the internet to access 

a diversity of information sources such as social networks, blogs and discussion forums that 
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will allow them to form expectations and opinions on innovations before actually adopting 

them. 

Our objective in this study is, therefore, to propose that the search for a new brand on 

the internet may represent its awareness and, as such, we suggest that its search traffic may be 

modelled under the Diffusion of Innovation Theory.  

We justify this research based on the novelty of the application of the Diffusion of 

Innovation Theory on the understanding of the brand awareness spread. Also, understanding 

the process of enhancing brand awareness is valuable in the current scenario of high 

competitiveness, particularly for born global firms that must compete with multinational 

organizations possessing strong global brands. 

The paper has a four-section structure: section 2 presents a literature review addressing 

born global firms, the process of innovation diffusion and global brands and their equities. In 

section 3, we build the study proposition with its justification. Section 4 brings the empirical 

study with its methodology and data analysis. And section 5 finally closes the discussion and 

indicates limitations and recommendations. 

3.3. Literature Review 

3.3.1. Born Global Firms 

The born global firm’s concept is not fully agreed but, since the end of the 1990s 

converges on being companies that go international right after being founded and reaching a 

high percentage of business coming from other countries or continents in a short period. 

Although they are usually small or medium-sized companies, they develop unique products 

with the potential to reach different markets. Moreover, because they emerge with a global 

vision, they demonstrate high capability for going international very quickly; thus, their 

perspective is not limited to their geographic region (Gabrielsson et al., 2008). 

By being young companies, born global firms usually have asset restrictions in 

comparison with large multinational companies. On the other hand, however, because they are 

small and have to compete in an international environment, they commonly develop a set of 

intangible capabilities based on knowledge, as pointed out by Knight and Cavusgil (2004). 

Besides that, small companies are often more innovative, more adaptable and respond faster in 

implementing new ideas in the search for customer satisfaction (Efrat & Asseraf, 2019; Knight, 

2015).  
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An essential feature of global born firms is based on their entrepreneur, generally 

hugely market-oriented and focused on understanding consumers to propose top quality 

products. The entrepreneur profile usually includes an innovation culture and their satisfaction 

come from the development of new products, which will create – or sometimes reinvent - new 

demands. The consequence is a large capacity for learning and incorporating the new 

knowledge to other marketing tools (Cavusgil & Knight 2015). 

According to Knight (2015), they have proliferated over the past twenty years due to 

changes in the competitive environment, such as the emergence of new communication and 

information technologies, which have enhanced the globalization of markets. 

When analysing the international performance of born global firms, there is still little 

convergence, and empirical studies point out to a large assortment of factors: international 

business orientation, external market knowledge, monitoring the competition, the owner’s 

entrepreneurial sensitivity, capacity of learning by experience, innovation, focus on the quality 

of the product and service, customer-orientation, technology, strong network, among others  

(Gerschewski et al., 2015; Kim et al., 2011; Langseth et al., 2016; Zhou et al., 2007). 

Because born globals are young companies by definition, they cannot enjoy the 

benefits of the well-established multinationals. However, if they are to become international in 

a small period, these companies are in a hurry to diffuse their innovations before they are no 

longer truly innovations. On the other hand, because of the innovative nature of their 

entrepreneur, born global firms usually go to market through innovations or new technologies, 

which leads this research to resort to the Diffusion of Innovation Theory. 

The diffusion of any innovation causes a kind of social change, defined by the process 

by which alteration occurs in a social system; whenever new ideas are invented, diffused, and 

are adopted or rejected, social changes occur (Rogers, 2003). In this sense, thinking about 

brands like GoPro, Twitter, Netflix, Spotify, Airbnb, Uber, and Snapchat, among others, leads 

to the evaluation of the occurrence of social changes. These are examples of brands of well-

succeed born global firms, generated from the broad vision of an entrepreneur, some of which 

had been sold to other companies and are now part of larger companies. 

3.3.2. The Process of Innovation Diffusion  

From the business point of view, Oslo Manual is considered a reference for extensive 

scale surveys, examining the nature and impacts of innovation. It defines innovation in a very 

pragmatic way as “the implementation of a new or significantly improved product (good or 
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Figure 6: Theoretical curves of the diffusion stages of innovation, measured in sales and cumulative sales. 

 

Source: Elaborated by the authors based on a literature review. 

The most utilized model in the study of the diffusion of new products is the classical 

Frank Bass’ one, published in 1969, which has its effectiveness extensively proven over the 

years. It combines the ideas of two previous works. From Fourt and Woodlock’s model (1960), 

he brought the idea that the diffusion process is mainly influenced by mass communication. 

And from Mansfield’s model (1961) he incorporated the idea that the diffusion process is 

primarily influenced by word-of-mouth communication. So Bass model assumes that potential 

consumers of a given innovation are influenced by both mass and interpersonal communication, 

and it can generate a good representation of most processes of diffusion of new products, even 

under many influence factors of the market behaviour (Figueiredo, 2012). 

The underlying behavioural hypothesis is that, during the diffusion process of 

innovation, two types of consumers will determine how demand will grow. The 

called innovators, consumers who decide to adopt the product independently, without the direct 

influence of other consumers, motivated only by mass communication of the company itself; 

and the called imitators, potential consumers who are influenced by word-of-mouth, or the 

social pressure and influence of other consumers who have already adopted the product 

(Mahajan et al., 1990). 

This behavioural hypothesis can be transcribed directly into a mathematical equation: 

𝑃(𝑡) = 𝑝 +
𝑞

𝑚
 [𝑆(𝑡)] 

P(t) is the probability of purchase at time t by a random consumer, and S(t) is the 

cumulative total of consumers at time t who have already purchased a given product in a market 

of potential m consumers. Thus, the model has just three parameters to be estimated in its 

simplest version: p as the coefficient of innovation (which represents the percentage 

of innovators for that innovation), q as the coefficient of imitation (which represents the 

percentage of imitators for that innovation), and m as the potential market (Figueiredo, 2012). 
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Subsequent authors have incorporated many additional factors, as heterogeneous 

populations, price, advertising, and the introduction of brands, as fully presented by Mahajan 

et al. (1990). However, even in this simplified version that reflects only first-time purchases, 

Bass model is still one of the two major streams of the diffusion models (the econometric 

stream). 

One application of this econometric stream in branding has been shown by Keller & 

Lehmann (2006) considering the impact of a brand extension in the context of the Bass model 

of new product diffusion. The authors assume that a brand extension has advantages to increase 

the number of people willing to buy the brand extension initially (p) and to increase the speed 

of diffusion of the extension through word-of-mouth (q), since it will seem less risky to those 

consumers who wait for others to buy it first. Moreover, they state that a stronger brand could 

more easily gain wider distribution making the market potential (m) larger. 

Regarding the reasons for the potential consumers to become adopters, Rogers (2003) 

mention five variables as determinants of the adoption of an innovation, being one of them the 

relative advantages, often seen as the essential determinative of innovation success. Florea 

(2015) states that it is through this relative advantage that the brand influences the diffusion and 

adoption of innovation, mainly when the products are noticeably consumed in a social context. 

He argues that the social context is the premise for behaviour social exchange and social 

learning, which includes brand-related information and inferences. 

He also reasons that word-of-mouth and direct observation of the use of different brand 

adopters is the ground for transforming brand awareness from a cognitive measure to a 

collective phenomenon. When a brand has high awareness, individuals are aware that it is well-

known, and this provides reassuring evidence for brand promise fulfilment. 

Thus, diffusion is a particular type of communication in which the information that is 

exchanged concerns with new ideas. Therefore, the essence of the diffusion process is the 

information exchange by which one individual communicates a new idea to one or several 

others (Rogers, 2003). 

The point is that, when talking about born global firms, their brands were recently 

launched and therefore have no (or maybe low) awareness, leading to a more arduous diffusion 

process than for large multinational firms that have well-established global brands (Efrat & 

Asseraf, 2019). 
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3.3.3. Global Brands and Their Equities 

The definition of a global brand is quite uniform in academic literature. Besides having 

to be strong and valued by their consumers in their own market, global brands have to be found 

in different countries with similar marketing strategies, what includes positioning, personality, 

appearance, advertising, among other marketing tools (Aaker & Joachimsthaler, 1999; Quelch, 

1999; Steenkamp et al., 2003). 

They arise as a result of a changing marketplace. On the one hand, the implementation 

of a global architecture in large multinationals tends to leverage brand consistency between 

markets and to generate the maximum market impact with a reduction of advertising costs. 

Thus, that brand will be of higher value to the company than a brand restricted to its local or 

regional level. On the other hand, global consumers tend to associate global brands with status 

and prestige (Motameni & Shahrokhi, 1998; Townsend et al., 2009). 

However, “brands are made, not born” (Keller & Lehmann, 2006, p.751), so a 

company has to build equity around its brands, both under the customer and the financial 

perspective (Motameni & Shahrokhi, 1998). Herein the focus is put on the former one, adopting 

the term CBBE (customer-based brand equity), that was first proposed by Keller in 1993, and 

whose concepts are very similar to the model previously proposed by Aaker in 1991 (Roy & 

Chau, 2011). 

Aaker (1991) conceptualized brand equity as a set of five assets as brand awareness, 

brand associations, perceived quality, brand loyalty and other proprietary assets. Moreover, in 

his most recent review, Keller (2013) presents the sources of brand equity as being brand 

awareness, which consists of recognition and recall, and brand associations, which varies 

according to its strength, favourability, and uniqueness. He argues that “customer-based brand 

equity occurs when the consumer has a high level of awareness and familiarity with the brand 

and holds some strong, favourable, and unique brand associations in memory” (Keller, 2013, 

p.73). 

Brand awareness is, therefore, an essential component of brand equity. It is defined as 

the consumer’s ability to recall that the brand is a member of the product category and it can 

range from mere recognition of the brand to dominance, the condition where the brand involved 

is the only brand recalled by a consumer (Pappu et al., 2005). 

As argued by Shimp (2010), the primary dimension of Aaker’s customer-based brand 

equity is the awareness once if customers are not aware of the brand, it has no value or equity. 
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Top-of-mind awareness is even considered a key indicator of how consumers develop their 

preferences for or against a global brand (Hakala et al., 2012). 

On the other hand, as argued by Keller (2013), the three benefits of creating brand 

awareness are the learning advantages (registering the brand in the consumers’ mind so it will 

allow the creation of a brand image), the consideration advantages (raising brand awareness 

increases the likelihood that the brand will be in the consideration set); and choice advantages 

(affecting choices among brands in the consideration set). That means that, although top-of-

mind awareness is not an indicator of the intention to purchase or of actual brand choice, it is 

the sum of the brand awareness and some favourable brand associations that lead to a positive 

response in the form of purchase intention or actual choice (Hakala et al., 2012). 

The first step for born global firms to disseminate their innovation is, therefore, to 

create some awareness for their brands. Hashim and Murphy (2007) argue that one way of 

leveraging the brand name to generate awareness is going online as part of the company’s 

integrated communication strategy. That increases online familiarity and confidence, which is 

even more relevant when considering new brands of born global firms. Once the 

communication strategy is implemented, one should be able to measure, to continuously 

evaluate, and to analyse the way brand awareness spreads, as the first step for constructing some 

equity around the new brand. 

3.4. The Study Propositions 

On Rogers’ explanation of the innovation diffusion process, the consumer adoption 

process scrutinizes the mental experiences that the individual undergoes from the moment 

he/she first hears of the innovation up to the stage of final adoption (Jun, Yeom, & Son, 2014). 

Once “most individuals go through five phases in adopting a technology: awareness, 

interest, evaluation, trial and adoption” (Rogers, 2003, p.170), it is also realistic to assume that 

before any individual adopts an innovation, he/she needs to become aware that the innovation 

exists (Ferreira & Lee, 2014).  

In the same way, Füller et al. (2013) point out, based on Rogers’ work (1976, 2003), 

that the extent of diffusion of new products or services depends not only on the value of the 

innovation and the perceived risks associated with its adoption but also on potential adopters’ 

awareness of the innovation. 

Through the internet, potential adopters have access to many sources of information 

such as social networks, blogs and discussion forums that will allow these individuals to form 
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changing expectations and opinions on products, policies, and services before actually adopting 

them (Ferreira & Lee, 2014).  

Moreover, as argued by Jun et al. (2014), among the five stages listed above, 

the interest stage is the one most deeply related to search traffic, which cannot happen before 

the awareness stage. That yields the conclusion that, for every instant, the search traffic reflects 

the interest, which reflects the already installed awareness. 

Thus, the first proposition of our study is: 

P1: The search for a new brand on the internet represents its awareness. 

When talking about new brands presenting an innovation, it seems reasonable too that 

before individuals adopt it, they need to become aware that the brand exists. As reported by 

Dotson et al. (2017), major search engines (like Google) receive a large volume of search 

queries that include brand names in the query text. This information can be extracted from 

Google Trends (https://trends.google.com/trends/), a free tool that reports as indexes the 

volume of queries with particular terms submitted to Google.  

Specific brand search traffic reflects a variety of intentions, from price information to 

product features, which are more likely to be conducted by those who have already acquired 

previous relevant knowledge than for those doing an initial search. It can also be utilized in 

entirely different fields such as election forecasting in politics or for the measurement of social 

phenomena (Jun et al., 2014). However, in fact there is little theoretical or empirical literature 

on why a search engine user would submit a query for a specific brand, and most studies simply 

assume that branded search queries represent an intermediate stage in the path to purchase 

(Dotson et al., 2017). 

One example of research comparing general search to specific branded search is the 

one presented by Jun et al. (2014) related to the spread of the new technology on hybrid cars. 

Despite the absence of previous analyses examining the correlation between search traffic to 

environmental variables and conventional forecasting indices, these authors show that search 

traffic can yield analytical results in providing forecasts of demand and changes in 

consumption. 

They examine not just de effects of the search for new technologies on the forecast of 

sales but also the impact of the search for a representative brand of that new technology. Their 

study concludes that while the search traffic for the specific technology demonstrated a low 
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degree of significance for explaining sales, search traffic specifying the brand was found to be 

capable of explaining the purchases of adopters (Jun et al., 2014). 

A second article found in the literature that compares the general search to specific 

branded search traffic is the one presented by Rutz and Bucklin (2011). In their study about 

hospitality the authors argue that consumers who search using a generic keyword may not be 

aware of any specific brand and, conversely, a consumer using a branded keyword is likely to 

be aware that the brand is relevant to the search. This difference in awareness of relevance 

should then translate into differences in consumer response to the likelihood of purchase (in 

their case, a click-through hotel reservation). 

They conclude that generic search activity can create awareness that the brand is 

relevant for the search and consequently spill over to influence subsequent branded search 

activity. This new awareness can then lead to future branded searches in which the user seeks 

to research the brand in more detail or, in other words, that generic search can create spillover 

to branded search via a latent construct for awareness (Rutz & Bucklin, 2011). 

That said, our second proposition is: 

P2: The search traffic for a new brand may be modelled under the Diffusion of Innovation 

Theory. 

Not many authors have used the Diffusion of Innovation Theory to explain other 

phenomena. However, Ferreira and Lee (2014) proposed that word-of-mouth behaviour may 

be modelled by it using the notion that the number of word-of-mouth reports should increase 

with increases in satisfaction or dissatisfaction. Also, Crescitelli and Figueiredo (2009) model 

the whole brand equity system through Bass model and simulated the rise in brand awareness 

as being influenced by investment in POS communication, mass communication and also word-

of-mouth. 

In this research, an empirical study was carried out with real data in order to raise 

arguments to support this second proposition. 

3.5. Data Collection and Analysis 

This empirical study, developed from a quantitative perspective, is based on secondary 

data collected from Google Trends (https://trends.google.com/), which shows the most popular 

terms sought since 2004. 
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Figure 8: Search traffic and cumulative search for “GoPro” (launched in 2004) in Google Trends. 

 

Source: Elaborated by the authors. 

Figure 9: Search traffic and cumulative search for “Twitter” (launched in 2006) in Google Trends. 

 

Source: Elaborated by the authors. 

Figure 10: Search traffic and cumulative search for “Netflix” (streaming launched in 2007) in Google Trends. 

 

Source: Elaborated by the authors. 

Figure 11: Search traffic and cumulative search for “Spotify” (launched in 2008) in Google Trends. 

 

Source: Elaborated by the authors. 












