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TR OBEEE  (3230) : The purpose of this study is to show knowledge transfer on global
brand management. There are three implications from this study. At first, knowledge of
brand management is transferred not only from headquarter to subsidiaries, but also from
subsidiaries to headquarter. Besides, knowledge is transferred between subsidiaries. At
second, Corporation factors such as strategy and organizational structure affect to
knowledge-transfer pattern. At last, it is proposed a hypothesis that knowledge transfer
relates with strategical and structural rigidities on global brand management.
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