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GLOBAL BRANDS AND ITS ROLE IN THE ACTIVITIES OF TNC’S

Summary: The article considers the main approaches to the concept of brand and
branding. The role of global brands in the activities of TNCs was analyzed.
Keywords: brand, global brand, TNC, branding, market

Formulation of the problem. 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. Global brands are brands that are recognized throughout the
world, companies intending to create global brands need to do the following; identify
the relative attractiveness of each market for your brand [1].

The objective of the study: to analyze the role of global brands in the activities of
TNCs.

Presentation of the main research results. Global brands are products or services
that are recognized pretty much worldwide. Companies that use global branding use
the same or similar marketing strategy to promote the brand everywhere the brand is
offered regardless of the country region. For brands seeking to join the new set of
global brands there are five global marketing strategies that companies need to take
into account. These involve creating a strong and consistent brand culture borderless
marketing internal hubs a new local structure and co-creating with consumers. These
are the top 10 most valuable brands in the world:1. Apple Inc worth 323 billion;
2. Amazon worth 200,7 billion; 3. Microsoft worth 166 biillion; 4. Google worth 165,4
billion; 5. Samsung worth62,3 billion ;6. Coca-Cola worth 56,9 billion; 7. Toyota
worth 51,6billion; 8. Mercedes Benz worth 49,3 billion ;9. McDonalds worth 42,8
billion; 10. Disney worth 40,8 billion.
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Many companies use global strategy like Nike, Red Bull, Airbnb, and many more.
Building a global brand requires more than just a launching a web site that’s accessible
from almost anywhere in the world. There are strategies to build global brand which
are the following: understand customer behavior. Just because customers have certain
buying preferences are universal; position yourself; know how your brand
translates; think broadly; find good partners. Transnational corporation is an enterprise
that is involved with the international production of goods or services, foreign
investments or income and asset management in more than one country. It sets up
factories in developing countries as land and labor is cheaper there.

A TNC is a firm that controls assets abroad and operates the global market place
because they produce GDP and employs about 80 million workers. They have 9 times
the amount of business relationship and stick to smaller but powerful firms to conduct
global business. The vast majority of transnational corporations mostly execute their
international business by exporting their foreign direct investments to different
countries worldwide. Especially business by investing abroad TNCs have increased
their turnover in recent decades and in this way they have developed into unbeatable
and superior multinational economic grants. Transnational corporations are companies
that operate in more than one country, Unilever, McDonalds and Apple are examples
of TNCs.TNCs tend to have offices and headquarters located in the developed world.

The key characteristics of TNCs are: they seek competitive advantage and
maximization of profits by constantly searching for the cheapest and most efficient
production location across the world; they have geographical flexibility they an shift
resource and any location in the world; a substantial part of their workforce is located
in the developing world but often employed indirectly through subsidiaries. TNCs
assets are distributed worldwide rather than focused in one or two countries for
example 17 of the top 100 TNCs have 90% of their assets in a different country from.

Conclusions. As more and more companies come to view the entire world as their
market, brand builders look with envy upon those that appear to have created global

brands — brands whose positioning, advertising strategy, personality, look, and feel are
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in most respects the same from one country to another. It’s easy to understand why.
Even though most global brands are not absolutely identical from one country to
another—Visa changes its logo in some countries; Heineken means something
different in the Nether-lands than it does abroad — companies whose brands have
become more global reap some clear benefits.
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