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Concept of Global Branding
Global branding is the act of marketing a product or service under the same name in multiple countries, with similar and centrally coordinated marketing strategies. In other word, Global branding is offering a product or service whose advertising, positioning, strategy, personality, look and feel are the same from one country to another. 

What is Global Branding?

Global branding means using standardized global advertising and global marketing strategies. It's basically a method of designing standardized global advertising and global marketing strategies in order to develop a product or service that is recognized worldwide, regardless of the country, continent or region where it is marketed.

Global brands are products or services that are recognized pretty much worldwide. Companies that use global branding use the same, or at least a very similar, marketing strategy to promote the brand everywhere the brand is offered, regardless of the country or region. 
"Think global, act local" is the mantra for companies of all shapes and sizes that have a global reach, but an awareness of local needs and aspirations.

Glocal branding is a branding aspect where businesses acts like an global brand while behaving like a local one. To 'glocalise' a brand is to think globally and act locally. HSBC have built a long-standing advertising campaign based on this idea of being a local global bank, which accepts and promotes difference.

Example of some outstanding global brands

COCA-COLA is probably one of the world’s biggest investors in branding. It all starts with a unique secret formula, a distinct bottle shape, a stable price & happy global advertisements. But Coca-Cola keeps relying on timeless values to grab the audience through social media & special events with an adjusted offer.

APPLE has gained its value leveraging emotions with a unique design & a great storyteller - Steve Jobs. Apple differentiates itself with innovative premium products & consistent commercials, but also the lifestyle it provides its users with high end products, unique design, bright stores & cool employees.

MC DONALD’S has known how to keep a uniform brand worldwide with the same iconic products & image, only adapting its offer to some extent colors, quantities or local goods. To compete with the increasing competition, the brand also regularly upgrades its product range with premium items coffee, bagels etc.

NIKE is first a communication company promoting heroism. It has one of the most recognized logos in the world & became a celebrity sport brand conveying successful values. Every Nike advertising spot is impactful and massively relayed on TV & digital with the compelling tagline: Just do it.

STARBUCKS owns its success to building a real customer experience around the coffee consumption: classy design, cosy atmosphere, custom-made coffee, friendly staff & fast service. All of those traits create an emotional & convenient connection with their audience that makes Starbucks a great place to meet and move on with the daily life.

NESTLÉ is an established food leader that makes diverse creative investments in line extensions & existing brands to keep being successful. Kit Kat is the best modern demonstrations of its marketing strength.
L’ORÉAL cleverly combines deep R&D with strong Marketing campaigns & distribution to conquer different kinds of consumers. The company’s strategy to keep buying new local brands affirms its leadership globally with massive media budgets & mega celebrity appearances each time.

ZARA takes pride in copying high-end latest fashion trends to make it affordable for a larger mid-price market with no advertising. The secret is to maintain a luxury image that embodies high cultural capital accompanied by regular product extensions. 
AMAZON became one of the biggest startup in the world with ingenious brand extensions (groceries, Kindle, cloud, Mp3). The numerous reviews, free deliveries & recommendation help to boosting sales. 

DISNEY has a simple purpose, make every entertainment a magical & happy one. The brand keeps serving families with an innovative offer & a rich history, but also an ever extended powerful brand portfolio. Let’s not forget to mention the impressive design of Disney’s customer experience at every stage.

REDBULL broke the industry codes & transformed a weird flavored drink into a profit center. With a strong audience involvement, Red Bull grabs the attention everywhere: schools, extreme sports, clubs, bars, etc. It also relies on a high production quality, street marketing actions & massive communication investment.

ROLEX created its uniqueness by promoting details, exclusiveness & breakthroughs. The handcrafted watches are promoted by celebrities, high-end cultural events & only sold through exclusive distribution channels. The brand image is well conveyed as a reward and status symbol for key successes in life.

HARLEY DAVIDSON establishes itself as a social group more than a bike brand. Its product extensions & customer relationship contribute to the everlasting success of a strong name. The exclusive distribution strategy, innovative engines & real community are the key. What’s at stake now is the ability to sell to a younger and more diverse audience to stay legendary.

The benefits of global branding
Global branding creates a stronger competitive advantage for companies. Once a company is able to successfully compete locally, or even within a nation, it makes sense to expand globally. Global marketing allows customers worldwide to be better-informed and more focused on the products and services a company offers. Creating a global branding and marketing strategies allows a company to adapt, and change, as needed based on consumer demands and marketplace trends, including global market trends.

Global branding and marketing also increase customer awareness of a company. When customers all around the world are informed about the products or services the company offers, they are able to interact with the firm now that they know about the company and the many benefits it has to offer them. Customers around the world can be informed about the brand, and communicate the company that produces it, literally with the click of a button, or a mouse, as it were.
Apart from that global brand have the following advantages:
· Outshine the competitors by demonstrating success of global brands to a variety of customers.

· Address under-served markets and give USP a chance to shine in the global markets.

· Build global relationship with both customers and potential partners that may help to business grow.

· Develop reputation in multiple spaces as a thought-leader and industry expert.
· Give opportunities to grow with new products and services.
Branding Globally: Adapting Locally

Reaching out internationally and adopting a strategy of global branding and advertising may seem daunting for a small but growing business. But it doesn't have to be. Companies like the following all started small, at one point, but benefited greatly from global branding.

· Airbnb.

· Apple.

· Starbucks.

· Coca-Cola.

· Ikea.

These companies have come to understand the advantages of adaptation in international marketing, and have adopted global branding strategies, but they have also tailored their products, or at least their marketing strategies, to local cultures and regions when needed.

Apple, Starbucks, and Coca-Cola, for example, have established themselves as global brands in hundreds of countries worldwide. They've done this by using global branding, even as they tailor or tweak their message as needs to meet the needs and expectations of customers worldwide. The look and feel of the global brands does not change from country to country.

A Starbucks or Coca-Cola beverage look, feel, and taste the same the world over. But these companies and others manage to offer the same product, the global brand, internationally while tailoring the experience in a way that resonates with their customers in each country and region.

Adopt Global Branding

So, if you are a small business looking to increase your customer base, consider adopting global branding, which would involve standardized global advertising, as well as global marketing strategies. But, consider adapting your brand to the local culture.

This doesn't mean that you need to change the product or service you are offering worldwide, but get to know that cultures and values of the countries and regions where you plan to market your products as you expand globally. A little local knowledge may help you to adapt your marketing strategy, just slightly, while maintaining the quality and consistency of your product.

So, take the plunge: You have a world of customers out there awaiting the products and services you offer. Use global branding to help them see why your product or service will improve their lives – regardless of what corner of the globe they call home.

Limitations of Global branding

As great as global branding strategies can be for the right company, they also have several challenges to consider. Some products don’t necessarily translate well to a global economy. For instance, mosquito repellent will only appeal to customers who are plagued by mosquitoes in their local area. Some of the most common global branding issues are:
No market for what you sell: Economic, cultural and government boundaries might stop certain products from thriving in other countries.
Higher risk: A mistake in other countries could effect in the reputation of the companies in local target area. 

Different rules: Strategies that are permitted for growing a brand in the UK or the US might not be allowed in other areas. 

