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This study illustrated the phenomenon on qualitative research that a
company (mainly a multinational corporation) divides a product brand into three types (global brand,
regional brand, local brand) by a geographical range of the market introduction and considers the

consistency and the balance between product brand types.
In multinational corporations, there is a strong tendency to make much of a global brand than
regional or local brand based on the higher sales amount and market share. However, the regional and

local brand are a preparation of supporting global brand, so this point of view will be necessary
in future research.
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