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Global or Local? Egyptian Consumers' Perceptions and
Preferences of Global vs. Local Brands
Iman Boseila
Abeer A. Mahrous
Ehab Abou-Aish
Abstract
This paper introduces a comprehensive model explaining consumer preferences for global
versus local brands in an emerging market context. The research framework delineates
how consumers' behavioral intentions towards global versus local brands are mediated by
consumers' perceptions of brand quality, prestige, identity expressiveness, and brand's
perceived value. It also tests if certain consumer values, ethnocentrism, materialism, and
susceptibility to normative influence moderate this relationship. Mall-interception
technique was used to collect data. Results from PLS-SEM indicated that both PBG and
PBL show a significant positive association with perceived brand quality and prestige.
Besides, the inclusion of two additional pathways was supported through which global and
local brands can boost their preference; brand identity expressiveness and perceived brand
value. The results illustrated that PBG affects behavioral intentions through the routes of
perceived quality and prestige, while PBL affects behavioral intentions only through
quality. Moreover, PBG has a significant total indirect effect (β = 0.284, p < 0.001) on
behavioral intentions, compared to a weak and non-significant total indirect effect (β =
0.064, p = 0.247) for PBL. Therefore, PBG is more influential than PBL in raising
consumers' behavioral intentions in an emerging market context. Finally, only
ethnocentrism demonstrated a significant moderating effect.
Keywords: perceived brand globalness, perceived brand localness, quality, prestige, brand
identity expressiveness
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Introduction
In the current globalized world economy and the fact that markets are rapidly
integrating across borders, for many product categories, consumers can choose
between global and local alternatives (Winit et al., 2014). Although marketers of
global brands undoubtedly benefit from various cost economies, a primary
question is whether these brands also benefit from customer perceptions of their
high globalness (Steenkamp et al., 2003), especially in an emerging market
context. Evidence exists that due to their wide recognition and distribution, many
variables lead to favor global brands (Winit et al., 2014). From a utilitarian
perspective, these variables include perceptions of higher quality and competitive
prices resulting from standardization and economies of scale. In contrast, from a
hedonic perspective, the aspirational benefits and prestige of global brands may
result in higher esteem and status to the purchaser (Özsomer, 2012).
On the other hand, other variables lead to favor local brands, such as a strong
association with the local environment, authenticity, and responsiveness to local
requirements, as well as the pride that comes from consuming brands that support
the cultural heritage and national economy. Also, local brands traditionally
benefited from close relationships with consumers (Dimofte et al., 2008; Schuiling
and Kapferer, 2004; Özsomer, 2012). However, especially in an emerging market
context, smaller local brands are struggling to compete with the higher resourced
global brands (Ger, 1999), which requires a thorough understanding of how local
brands can boost their competitiveness.
All these changes make studying global versus local brands more important
now than before. Nevertheless, the existing literature offers limited insights into
how the globalness of the brand drives consumers' perceptions and purchase
intentions, particularly in emerging markets. Prior studies have recommended that
two streams of research are the key to studying consumer choices of global vs.
local brands (Strizhakova and Coulter, 2015). First, it has been established that
consumer perceptions of brands' quality- and identity-signaling abilities are
important determinants of brand choice (Erdem et al., 2006; Reed et al., 2012).
Previous studies indicated that higher perceived brand quality and prestige are key
advantages of global brands, especially in developing countries (Batra et al., 2000;
Steenkamp et al., 2003). Scholars have also proposed several ways for local brands
to benefit from perceptions associated with local culture, including "brand local
icon value" (Özsomer, 2012; Steenkamp et al., 2003) and perceived brand
localness (PBL) (Swoboda et al., 2012).
Second, research has shown that consumers' values affect their brand choices.
Among the values particularly relevant to choices between local and global brands
are those associated with localization and globalization; including consumer
ethnocentrism (Shimp and Sharma, 1987), materialism (Richins and Dawson,
1992), and susceptibility to normative influence (Batra et al., 2000) and others.
Studying these consumers' values provide important insights into the predictors of
global (Özsomer and Altaras, 2008; Steenkamp et al., 2003) or local (Douglas and
Craig, 2011; Fong et al., 2014; Schuiling and Kapferer, 2004) brand preferences.
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Consequently, this research will address consumers' perceptions of global
versus local brands and the underlying consumer values that impact this brand
choice in an emerging market context. The present research thus contributes to the
literature in three major ways. First, it develops a comprehensive model of global
vs. local brand preference that incorporates cognitive and affective mediating
factors (quality, prestige, brand identity expressiveness, and brand overall
perceived value) to explain consumers' behavioral intentions toward these brands.
As there is a scarcity of prior research examining the roles of brand identity
expressiveness, and brand's perceived value, these additional variables are being
tested in this research to yield a holistic understanding of the phenomenon under
study. Evidence exists that these benefits are most apparent in developing
economies (Batra et al., 2000; Swoboda et al., 2012). Second, the research
framework allows both global and local brands to communicate various degrees of
perceived quality, prestige, self-identity expressiveness, and brand perceived
overall value thus helps in determining how they might affect purchase intentions
through different pathways. Third, it is one of a few types of research that provide
an integrative framework that studies consumers' perceptions, as well as the effects
of different consumer values on brand preferences in an emerging market context.

Conceptual Framework and Hypothesis Development
Perceived Brand Globalness (PBG) and Perceived Brand Localness (PBL)
From the consumer's perspective, PBG is created through consumers'
perceptions that the brand is marketed in multiple countries and its use of global
symbols (brand names, logos, visuals, themes, and endorsers) adopted in
marketing communications (Alden et al., 1999, 2006). As such, PBG refers to the
extent to which a brand's target consumers perceive it to be a global player
(Steenkamp et al., 2003; Swoboda et al., 2012). In the marketing standardization
literature, as stated by Özsomer, and Altaras (2008), the rationale for the global
brand argument is that global brands benefit from the consistency of both their
product attributes (for example; quality, reliability) and their communication mix
(for example; a worldwide unique image, look, feel). Consequently, maintaining
the image consistently across time and markets is very crucial to global brands, as
it impacts consumers' recognition and choice of these brands.
Previous research has documented a variety of benefits that global brands
derive over local competitors from high PBG, including perceived higher quality
and prestige (Holt et al., 2004; Steenkamp, Batra and Alden, 2003). These global
brand advantages are especially evident among developing-country consumers.
They associate global brands with the aspired-to lifestyles of consumers in the
advanced world (Batra et al., 2000) and view these brands as a pathway to
becoming a citizen of the global community (Strizhakova et al., 2008). Research
on global branding advocates that brand globalness is a distinct brand attribute that
is to be recognized and weighted in the brand evaluation process, much like any
other attributes (Dimofte et al., 2008; Steenkamp, Batra and Alden, 2003).
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Despite these documented competitive advantages of global brands, research
has also shown that local brands can counter the threat posed by the global giants
(Dimofte et al., 2008; Ger, 1999). One way for a local brand to gain a competitive
advantage is to build strong associations with local culture, national identity, and
heritage (Ger, 1999). By connecting with local culture, local brands can gain
potential advantages from their perceived deeper understanding of local tastes as
well as greater flexibility in adapting to local market needs (Dimofte et al., 2008).
Also, some researchers have claimed that consumers regard local brands as more
unique, original, culturally representative, and affect-laden than global brands
(Schuiling and Kapferer, 2004; Swoboda et al., 2012). Therefore, PBL is simply
defined as the extent to which a brand is perceived to be associated with local
culture and symbolic of the local country (Steenkamp et al., 2003; Swoboda et al.,
2012).
It is important to mention that PBG and PBL do not represent two ends of a
uni-dimensional continuum (Steenkamp et al., 2003), because particular brands
can be high or low on both (Özsomer, 2012). A local brand can adopt a foreign
brand name and highlight its availability in overseas markets in its advertisements
and thus be viewed as both local and global simultaneously (Alden et al., 1999).
Conversely, a non-local brand may provide offerings adapted to local taste and
needs, linking itself with local culture and traditions, while still retaining its
perceived global origin through names and symbols (Swoboda et al., 2012).
PBG/PBL and Perceived Quality
As per the signaling theory, brands serve as credible and consistent signals of
product quality and can reduce perceived risk (Erdem and Swait, 1998;
Montgomery and Wernerfelt, 1992). Many previous studies supported the strong
connections of brands high in PBG with high perceived brand quality and prestige
(e.g., Alden et al., 2006; Batra et al., 2000; Holt et al., 2004; Özsomer, 2012;
Steenkamp et al., 2003). These global brand advantages are especially evident
among developing-country consumers (Batra et al., 2000; Xie et al., 2015). When
it comes to global brands, quality has been associated with global brand
preferences (Holt et al., 2004; Özsomer and Altaras, 2008) and global brand
purchases (Strizhakova et al., 2011). Also, Erdem et al., (2006) pointed out that
consumer's uncertain or ambiguous beliefs about product quality result in greater
perceived risk in consuming it.
In Holt's et al. study (2004), quality signal explained, on average, 44% of
brand preferences. Although some studies question the relationship between PBG
and perceived brand quality (e.g., Schuiling and Kapferer, 2004), these discordant
findings have appeared among consumers in developed-country markets.
Moreover, as per Hofstede's (1980) well-known cultural value dimensions,
Egypt scores high on "Uncertainty Avoidance," also, the qualitative interviews
acknowledged the high importance of quality that distinguishes global brands.
Thus, it is concluded that:
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H1a: Perceived brand globalness is positively associated with perceived
quality.
In contrast to global brands, local brands generally have been viewed as
lower-quality alternatives (Dimofte et al., 2008; Ger, 1999; Guo, 2013). Research
directly assessing associations between local brand iconicity and quality
perceptions has established no association between the two (Steenkamp et al.,
2003). Moreover, Özsomer (2012) suggested a varying relationship between PBL
and perceived quality across product categories. She found a positive relationship
in some culture-laden categories (e.g., food) but no relationship in non-food
categories.
During qualitative interviews, the majority of interviewees had negative
comments regarding the quality of the Egyptian apparel industry, mainly due to a
lack of durability. They only praised the quality of two distinctive Egyptian brands
(Mobaco & Concrete) and Egyptian cotton wear. It is expected that:
H1b: Perceived brand localness is not associated with perceived quality.
PBG/PBL and Perceived Prestige
Prestige is another construct identified in the literature as driving global brand
preference. Steenkamp, Batra, and Alden (2003) found that PBG significantly
increased purchase intent through perceived prestige. In prior literature, the
association of PBG with brand prestige has been attributed to the symbolic
connection between the global brands and the lifestyles of the more-developed
economies from which they originate (Alden et al., 2006; Batra et al., 2000;
Özsomer, 2012). Furthermore, global brands often serve as visible markers of
status and, thus, become targets of conspicuous consumption in developing, high
status-mobility countries (Batra et al., 2000).
Also, as per Hofstede's (1980) well-known cultural value dimensions, Egypt
scores high on the "Power Distance" dimension. Also, qualitative research
confirmed that the majority of interviewees feel happy, proud, unique, different,
and prestigious when wearing a global brand. Therefore, it could be concluded
that:
H2a: Perceived brand globalness is positively associated with perceived
prestige.
The relationship between PBL and prestige in prior literature is mixed. On the
one hand, advocates of local brands believe that local brands can benefit from
higher prestige perceptions in competition against their global counterparts (Ger,
1999), due to their connections with strongly desired local culture, country, and
heritage (Belk and Paun, 1993). For example, Steenkamp et al. (2003) and
Özsomer (2012) both reported a positive link between local icons and local brands'
perceived prestige in emerging and mature markets. Nevertheless, other
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researchers have suggested conflicting results (Batra et al., 2000; Kumar et al.,
2009).
During the qualitative research, the interviewee felt proud due to the high
quality of some distinctive Egyptian brands (Mobaco & Concrete) and Egyptian
cotton wear. It is expected that:
H2b: Perceived brand localness is positively associated with perceived
prestige.
PBG/PBL and Perceived Brand Identity Expressiveness
The consumer culture theory denotes that in a modern world, core identities
are defined and oriented concerning consumption (Arnould and Thompson, 2018)
and that the marketplace provides consumers with numerous products and services
representing cultural and mythic resources that consumers align their identities
with (Özsomer and Altaras, 2008).
As demonstrated in several studies, people buy brands not only for what they
do but also for how they reflect consumers' own or desired identities. Brands
enable consumers to express their self-identities in various ways (Escalas and
Bettman, 2003; Fournier, 1994; Swaminathan et al., 2007). Consequently, the
concept of brand identity expressiveness was used by Xie, Batra and Peng (2015)
and is conceptualized as a property of the brand and defined as "The capability of a
particular brand to construct and signal a person's self-identity to himself as well as
his social identity to important others" (Xie et al., 2015, p. 53). Through such
brand usage, consumers demonstrate who they are or who they want to be (Batra et
al., 2012; Escalas and Bettman, 2003) and also the group (global/local) to which
they belong (Zhang and Khare, 2009).
Research has demonstrated that identities associated with brands can help
consumers connect with others, strengthen their belongingness to social groups,
and reduce their feelings of social exclusion (Escalas and Bettman, 2003, 2005;
Fournier, 1994, 1998; Loveland et al., 2010; Reed, 2004; Swaminathan et al.,
2007; White and Argo, 2009).
Also, Egypt, with a low score on "Individualism," is considered a collectivistic
society, where people assess themselves in terms of their ability to maintain
harmonious relationships with others and avoid loss of face (De Mooij, 2010).
That further explains why social identity, social group acceptance, and face-saving
were considered important during qualitative interviews. Thus, it is expected that:
H3a: Perceived brand globalness is positively associated with perceived
brand identity expressiveness.
At the same time, researchers have claimed that local brands could counteract
the global culture appeal of the global brands through their superior ability to make
local consumers feel proud of their local traditions and their closer relationship
with local consumers (Özsomer, 2012; Steenkamp et al., 2003). Thus, brand
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identity expressiveness might be a route for local brands to create "A unique,
sustainable value" (Ger, 1999, p. 70) because of their greater and more credible
connections to local culture (Xie et al., 2015). Xie et al. (2015) demonstrated a
moderate impact of PBL on customer perceptions of brand identity expressiveness.
During qualitative research, interviewees showed great pride in the
competitive quality of two distinctive Egyptian brands and Egyptian cotton wear.
Therefore, it is expected that:
H3b: Perceived brand localness is positively associated with perceived
brand identity expressiveness.
PBG/PBL and Perceived Brand Value
Having the equity theory as a theoretical foundation, the experimental studies
done by Koschate-Fischer et al., (2012) revealed that consumers are willing to pay
higher prices for branded products from a country of origin (COO) with a
favorable country image than for products from a COO with a less favorable
image.
Zeithaml (1988) defined perceived value as a "Consumer's overall assessment
of the utility of product (or service) based on perceptions of what is received and
what is given" (Zeithaml, 1988, p. 14). It is worthwhile stating that the acceptable
price is dependent on the consumer's upper and lower price thresholds (Kalwani
and Yim, 1992; Kalyanaram and Little, 1994; Ofir, 2004). Consumers usually
perceive prices below their lower threshold as an indicator of quality deficiencies,
and prices above their upper threshold as showing poor value for money (Winit et
al., 2014).
Aaker (1996) added that brand value reflects a brand's success in creating a
"value proposition" and measures whether the brand provides good value for
money (Aaker, 1996, p. 111). Nevertheless, studies modeling the perceived value
of global and local brands are less frequent. One notable exception is Zhou, Yang,
and Hui's (2010) and Alden et al. (2013) studies. Increasing the perceived value of
global brands (PVGB) led to a more positive global brand attitude (GBA) (Alden
et al., 2013).
During the qualitative research, the majority of respondents praised global
brands' value, due to the high durability. It is concluded that:
H4a: Perceived brand globalness has a positive effect on the brand's
perceived overall value.
For local brands, interviewees expressed an inconsistent pricing strategy.
However, due to better affordability of local brands, it is expected that:
H4b: Perceived brand localness has a positive effect on the brand's
perceived overall value.
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Consumer Ethnocentrism (CET) Moderating the Effect of PBG/PBL on Consumer
Perceptions
Researchers have tackled the issue of whether a consumer prone to global
brands exists. Several consumer dispositional constructs have been proposed and
tested in the literature to address this question. Consumer ethnocentrism (CET)
received the most attention (Ȍzsomer and Altaras, 2008). Simply defined, CET
reflects "Beliefs held by consumers about the appropriateness, indeed morality, of
purchasing foreign-made products." It is based on an economic motive to support
domestic companies (Shimp and Sharma, 1987, p. 280).
Thus, consumer ethnocentrism is a central construct demonstrating a positive
effect on domestic brand preferences (Balabanis and Diamantopoulos, 2011;
Cleveland et al., 2009), preference for local products (Alden et al., 2006;
Steenkamp and De Jong, 2010), and rejection of foreign brands (Nijssen and
Douglas, 2004) or brands originating in animosity-evoking countries (Funk et al.,
2010). CET is either treated as a mediator or moderator with different sets of
constructs and in different country contexts (e.g., India, United States, South
Korea, China) (Özsomer and Altaras, 2008).
While Batra et al., (2000) found that CET does not moderate the relationship
between perceived brand non-localness and attitude in India, Steenkamp, Batra and
Alden (2003) found that CET does moderate the relationship between PBG and
purchase likelihood in the United States and South Korea. Similarly, consumer
ethnocentrism negatively influenced the attitudes toward global brands among
Chinese consumers (Guo, 2013). Moreover, consumer ethnocentrism had direct
positive effects on the quality and identity functions of local (relative to global)
brands and on brand purchases of local (relative to global) brands, which was
stronger in countries with lower levels of economic development and less
symbolic product categories (Strizhakova and Coulter, 2015). Therefore, it is
expected that:
H5: Consumer ethnocentrism (CET) moderates the impact of PBG/ PBL
on a) quality, b) prestige, c) brand identity expressiveness, and d) brand
value perceptions.
Consumer Materialism (MAT) Moderating the Effect of PBG/PBL on Consumer
Perceptions
Simply stated, MAT is defined as "The importance ascribed to the ownership
and acquisition of material goods in achieving major life goals or desired states"
(Richins, 2004, p. 210).
Richins and Dawson (1992) stated that materialism influences the way people
interpret their environment and structure their lives. Material values cover three
areas: (1) the centrality of possessions in one's life, (2) the belief that the
acquisition of possessions leads to satisfaction and happiness, and (3) the belief
that possessions infer the success of a person.
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Research has focused on the types of brands materialistic people prefer. They
include prestigious, luxurious, and global brands (Alden et al., 2006; Rindfleisch et
al., 2009). They suggest that materialistic consumers will perceive higher value
associated with global brands, and this will mediate their attitudes toward these
brands (Holt et al., 2004; Steenkamp et al., 2003). Alden et al. (2013) confirmed
that higher materialism leads to a more positive global brand attitude (GBA) by
increasing the perceived value of global brands (PVGB). Also, Ger and Belk
(1996a) supported that higher levels of materialism are associated with periods and
places undergoing rapid social and cultural change.
However, as per the post-materialism theory (Inglehart, 1990), people who
have suffered from scarcity are more concerned about material needs, while people
who have consistently experienced high affluence place a priority on abstract
concerns, such as self-actualization, humanism, and environmentalism (Cleveland
et al., 2009). Thus, it can be inferred that:
H6: Consumer materialism (MAT) moderates the impact of PBG/PBL on
a) quality, b) prestige, c) brand identity expressiveness, and d) brand
value perceptions.
Susceptibility to Normative Influence (SNI) Moderating the Effect of PBG/PBL on
Consumer Perceptions
The third and final consumer value that appeared in the qualitative interviews
was susceptibility to normative influence (SNI). Numerous researchers have
examined the impact of social groups on individual behaviors (Bearden and Etzel,
1982). Social groups or reference groups are groups used as standards for selfappraisal (Batra et al., 2000).
Since non-local brands are preferred over local brands, especially in
developing countries, due to status-enhancing reasons (Friedman, 1990; Hannerz,
1990), Batra et al. (2000) argued that the kinds of consumers who place a premium
on the status benefits of brand's non-localness are those who are more sensitive to
what their reference groups think of them. Bourne (1957) debated that reference
group influence on product and brand decisions is a function of two forms of
"conspicuousness"; exclusivity (luxuries versus necessities) and place (public
versus private).
Consequently, susceptibility to such normative reference group influence is
conceptualized and measured by Bearden, Netemeyer and Tee1 (1989) through an
individual construct called the susceptibility to normative influence (SNI) (Batra et
al., 2000), which measures the degree to which an individual seeks compliance
(Batra et al., 2001).
Batra et al. (2000) demonstrated that perceived brand non-localness effect was
stronger for Indian consumers who were high on SNI. That acted as a moderator
and for product categories high in social signaling value. Consequently, product
categories associated with conspicuous consumption are more likely to benefit
from perceived brand globalness (Özsomer and Altaras, 2008). Therefore, it is
expected that:
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H7: Susceptibility to normative influence (SNI) moderates the impact of
PBG/PBL on a) quality, b) prestige, c) brand identity expressiveness, and
d) brand value perceptions.
Downstream Effects on Behavioral Intentions
This research aims at finding out the impact of PBG/PBL on consumers'
behavioral intentions through various mediators and moderators. Behavioral
intentions were measured in previous literature using six items: three capturing
purchase intention, one capturing willingness to pay, and two measuring word of
mouth; adopted from Zeithaml et al. (1996).
When it comes to global brands, quality has been associated with global brand
purchases (Strizhakova et al., 2011). Besides, Steenkamp et al. (2003) found out
that brand globalness significantly increased purchase intent through perceived
prestige. Also, the social benefits of desired identity expression have important
behavioral consequences beyond attitudinal evaluations (Thorbjørnsen et al.,
2007).
Moreover, consumer ethnocentrism as a central construct does moderate the
relationship between perceived brand globalness and purchase likelihood
(Steenkamp et al., 2003). Also, Zeugner-Roth et al. (2015) showed that consumer
ethnocentrism positively influenced domestic product judgment (PJ) and
willingness to buy (WTB) domestic product. Accordingly, it is concluded that:
H8a: There is a positive relationship between consumer's perceptions of
a) quality, b) prestige, c) brand identity expressiveness, and d) brand
value of global brands, and consumers' behavioral intentions towards
global brands.
H8b: There is a positive relationship between consumer's perceptions of
a) quality, b) prestige, c) brand identity expressiveness, and d) brand
value of local brands, and consumers' behavioral intentions towards local
brands.
The conceptual model of this research is presented in Figure 1.
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Figure 1. Conceptual Framework of PBG and PBL
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Methodology
Research Design
A sequential mixed-methods approach was used. First, we started with a
qualitative study, in which we used in-depth interviews and focus groups. That was
followed by a quantitative descriptive study, which used a mall-interception
technique for data collection. The third phase consisted of a qualitative validation
phase which aims to better understand the quantitative research results through
applying in-depth interviews. The mixed research design has the advantage of both
developing a detailed view of the phenomenon under research, and at the same
time, generalizing the findings to a population (Creswell, 2014). It is especially
needed to explore the context in an emerging market setting and to develop
empirically-grounded hypotheses. Through phase one of exploratory interviews
and prior review of the literature, the research framework and related hypotheses
were developed to be confirmed/not confirmed quantitatively in Phase II
(Malhotra, 2007). Thus, the methodology follows the sequential mixed method
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research design, where a qualitative phase of data collection and analysis
precedes a second quantitative phase (Creswell, 2003), and followed by a Phase III
qualitative validation phase.
Research Context
This study is conducted in Egypt, focusing on brands in the apparel industry.
The research context was selected for several reasons. First, Egypt is ideally suited
to test the developed model, as it represents a great market potential; its population
is quickly approaching 100 million with an annual growth rate of about 3%, which
means that almost 8,000 new consumers join the consumption pool every day.
Also, the textile and clothing industry is a key sector in the government's strategies
for industrial development and boosting exports (Egypt's Economic Profile 2019).
Second, the Egyptian market provides a good context to test the effects of PBG,
and PBL Egypt is an emerging economy in which the recently arrived global
brands usually position themselves on the high-quality tier. Third, within the
apparel segment, high competition exists between global and local brands, and
there is a wide range of reasonable costs and, thus, financial accessibility to a broad
group of people. Fourth, the clothes are publicly visible goods, where global
brands continue to be more appealing because they are higher in aspirational value
and are associated with status, modernity, cosmopolitan sophistication, and
technology (Batra et al., 2000; Dimofte et al., 2008; Strizhakova et al., 2008; Zhou
and Belk, 2004). Finally, according to the results from the exploratory research,
consumers usually indicate high familiarity with the fashion brands, making this a
valid test of the variables.
Qualitative Research
Phase I consists of qualitative research that used semi-structured
questionnaires to clarify theoretical constructs and help the researchers gain further
insights (Malhotra, 2007; Shukla, 2008). That is why twenty-five in-depth
interviews and two focus groups were conducted with a sample of buyers of both
global and local brands to gain preliminary insights about the perception of both
brands in consumers' minds and how this perception affects behavioral intentions.
Data collection was implemented by applying projective (Zaichowsky, 2002) and
laddering techniques (Malhotra, 2007) during the interviewing process to reveal
underlying motives behind global and local brand purchases. These interviews
were directly followed by data analysis using content analysis that ran
simultaneously with data collection, as recommended by Malhotra (2007) until
theoretical saturation was reached (Strauss and Corbin, 1998). To check validity
and reliability, we used triangulation (Patton, 1990), participant validation
(Malhotra, 2007), and cross-checking techniques, respectively (Guest et al., 2012).
Consequently, the theoretical framework reflecting the Egyptian market's
perspective and the research hypotheses were developed that should be tested
during the quantitative research.
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Quantitative Research
The quantitative research applied a descriptive, cross-sectional design using
a structured questionnaire made up of previously validated scales from prior
literature. The main aim of the deduction approach is to use a large quantifiable
sample size to test hypotheses developed and to ensure the replication of findings.
Self-administered questionnaires are cheaper and quicker than face-to-face
interviews. Also, surveys are more suitable for sensitive issues, as respondents are
sometimes reluctant to report controversial attitudes or behaviors in interviews but
are willing to respond to anonymous self-administered questionnaires (Babbie,
2007).
Data Collection and Sampling Process
As stated by Babbie (2007), respondents must be competent and willing to
answer the questionnaire, and most importantly, the questions should be relevant.
Therefore, the population defined for this research includes all adult consumers in
urban areas in Cairo and Giza governorates, who are global and local brand buyers
and most of the middle socioeconomic class to be aware of the research topic. The
study population is considered heterogeneous according to some socioeconomic
factors, e.g., gender, income, type of education, age group. Therefore, nonprobability, quota sampling technique was used. Quota sampling will be
nationally representative of the Egyptian population concerning gender and age, as
women and older participants have reported more favorable perceptions of both
quality and identity functions of local (relative to global) brands (Strizhakova and
Coulter, 2015). The upper limit of age was 65 years to be aware of global and local
brands in the apparel segment.
The sample size was decided based on the nature of the research, the
statistical analysis method used, and the number of variables included in the
research framework (Malhotra, 2015). Hair et al. (2017a) demonstrated that the
minimum sample size for PLS-SEM is 158, given a 1% significance level, and the
maximum number of independent variables pointing at a construct is four.
The Mall-interception technique was used to collect data using trained
research assistants. They waited in mega-malls at the exit of big local and global
brands stores and targeted randomly potential respondents. The mall intercept
method has the advantages of getting access to relevant participants over a short
period, and the questionnaires were filled in the paper onsite (Hongwei et al.,
2012) or electronically due to mall security guidelines.
Respondents were screened out to be global or local brands' buyers. They
were asked to pick one brand from either the global brands' subset of the local
brand's subset from which they have recently purchased an item (the subsets were
chosen as per the qualitative interviews and the pilot tests). This target brand was
the focal brand to be evaluated. In other words, the target brand was chosen by
respondents themselves, ensuring high brand familiarity; this practice has been
used in other studies (Xie et al., 2015; Batra et al., 2012).
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Respondents answered a set of questions measuring the focal constructs.
Then, individual demographic characteristics were collected. Approximately 520
shoppers were approached, 350 questionnaires were completed resulting in a
participation rate of 67%. After removing those with obvious mistakes, missing
brand names to be evaluated, or suspicious response patterns, the final sample size
was 320. After data screening due to missing data, straight-lining, inconsistent
answers, and outliers as per Hair et al., 2017, the total valid responses reached 292,
divided into 152 (52%) global brand responses and 140 (48%) local brand
responses.
Regarding gender, the sample included 50% males and 50% females, which
nationally represents the Egyptian population. Respondents' ages vary from 20 to
65 years of age. With regards to the age distribution, 17% are aged 21-25 years
old, 31% are aged 26-35 years old, 21% are aged 36-45 years old, 20% are aged
46-55 years old, and 11% are aged 56-65 years old, almost representing the
national distribution of age. Thus, the quota sampling will be nationally
representative of the Egyptian population for gender and age. Regarding income
level 70% of respondents fell within a middle-income population (10,000-40,000
EGP/month), where a real competition and struggle between global and local
brand purchases exists, 18% have low income (less than 10,000 EGP/month), and
only 1% fall within upper-middle-income (more than 40,000 EGP/month). All
respondents are highly educated with a bachelor's degree, 73% were employees,
8% were self-employed, 7% were housewives, and 12% students.
Measures
Previously validated scales were used to measure the different constructs. For
example, PBG and PBL were measured by three semantic items, each adopted
from Steenkamp, Batra, and Alden (2003). Perceived Quality and perceived
Prestige were measured by two and four items respectively adopted from Xie et al.
(2015). Brand Self-Identity Expressiveness was measured by three items adapted
from Aaker, Fournier, and Brasel's (2004) self-connection scale (which captured
the degree to which a brand helps express consumers' real and collective selves)
and one additional item that was developed by Xie et al. (2015) to indicate the
general usefulness of a brand to a consumer in identity expression. Perceived
Brand Value (PBV) was measured by adapting Sweeney, and Soutar's (2001) and
Dodds's (1991) scales to tap consumers' perceptions of functional (quality and
value for money), social, and hedonic–experiential aspects of value.
It was not possible to use the complete scales for some of the constructs under
research due to questionnaire length. The smaller subscales were used by the
authors of the original scales themselves to avoid questionnaire length restrictions
(e.g., Shimp and Sharma, 1987), and these subscales have received support for
their psychometric properties and validity (Netemeyer et al., 1991).
Ethnocentrism (CET) was measured with four of the highest loading items from
the original CETSCALE study (Shimp and Sharma, 1987). Steenkamp et al.
(1999) reported correlations above 0.95 between this four-item scale and the tenitem CETSCALE for Great Britain, Belgium, and Greece. Susceptibility to
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Normative Influence (SNI) was measured using an eight-item scale developed by
Bearden et al. (1989). Materialism (MAT) was measured using Richin's (2004)
nine-items scale. Finally, Behavioral Intentions were measured using six-items
(three capturing purchase intention, one capturing willingness to pay, and two
measuring word of mouth) from Zeithaml et al. (1996).
In each case, the participants responded to a continuous Likert-type scale
ranging from "strongly disagree" (1) to "strongly agree" (7). The Interval scale
enables the respondents to express their opinions and attitudes on the equaldistance interval (Bhattacherjee, 2012).
To reduce common method bias, respondents were assured of complete
anonymity. Also, the order of the measures was counterbalanced, and vague and
unfamiliar terms were avoided (Podsakoff et al. 2003). Besides, computeradministered questionnaires or paper-and-pencil questionnaires tend to induce less
socially desirable responding and higher accuracy compared to face-to-face
interviews. On a statistical basis, Harman's one-factor (or single-factor) test was
used (Podsakoff et al., 2003). Moreover, a pilot test with eighteen respondents
from the target population was conducted to establish the content validity of scores
and to improve questions clarity, format, and scales (Creswell, 2014, p. 207).
Consequently, the questionnaire was refined with some modifications, especially
concerning the wordings used to make the items easily understandable, and the
average time taken was estimated.

Data Analysis & Findings
PLS-SEM and Confirmatory Composite Analysis (CCA)
In this research, Smart PLS was selected due to its widespread use in social
science research, especially in marketing studies (Hair et al., 2012) for several
factors. First, some researchers prefer the study of composites that are easily
applied with PLS-SEM. Second, PLS-SEM is often associated with exploration
and development of the theory (Hair et al., 2019b; Hair et al., 2018), and it should
be chosen when a prediction is a primary focus (Shmueli et al., 2016, 2019), as the
case with this research. Third, PLS-SEM provides more accurate estimates with
small sample sizes by depending on the bootstrapping procedures (Hair and
Sarstedt, 2019). Fourth, PLS-SEM is more appropriate when models are complex
(Hair et al., 2019b; Hair et al., 2018). Continuous moderators, mediation, and
multi-group analysis are easily executed with PLS-SEM (Hair et al., 2020), which
is also required for this research to achieve its objectives. Finally, PLS-SEM is
suitable for non-normal data due to its non-parametric nature (Hair et al., 2014).
Based on the above reasons, the use of PLS for the study is justified.
Although PLS-SEM is a non-parametric method, Hair et al. (2017a) stated
that researchers should still examine PLS-SEM results carefully when distributions
deviate substantially from normal. As per the Kolmogorov-Smirnov test and
Shapiro-Wilks test, almost all the values fall within +1 and -1 for skewness and
kurtosis, demonstrating a fair distribution (Hair et al., 2017a).
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The current research follows Hair et al. (2020) in applying confirmatory composite
analysis (CCA) as a systematic process for confirming measurement models in
partial least squares structural equation modeling PLS-SEM (Hair et al., 2020).
CCA differs from CFA in that the statistical objective is to maximize variance
extracted from the exogenous variables to facilitate prediction of the endogenous
constructs, and confirmation of the measurement models. Thus, CCA produces
larger indicator loadings (Hair et al., 2020). Thus, when the prediction is the
statistical objective of the research, CCA as a component of PLS-SEM is the
preferred method (Hair et al., 2017b).
Measurement Model Assessment
The measurement model was tested first using SmartPLS 3.2.9. software. All
constructs in the measurement model are reflective constructs. The structural
model estimates are not examined until the reliability and validity of the constructs
have been established (Hair et al., 2017a). We specified the construct behavioral
intentions in a second-order structure with three dimensions (i.e., purchase
intention, willingness to pay, and word of mouth); also, materialism was specified
with three dimensions (i.e., success, centrality, and happiness), while all other
constructs had first-order specifications.
The goal of PLS-SEM is maximizing the explained variance (i.e., the R2
value) of the endogenous latent variables in the PLS path model. The most
important measurement model metrics for PLS-SEM are reliability, convergent
validity, and discriminant validity (Hair et al., 2017a). Thus, the following steps
should be carefully followed (Hair et al., 2020):
A) Assessing internal reliability through an estimate of loadings and
composite reliability. Most of the indicators loaded significantly onto the
respective latent constructs with values substantially higher than 0.708. However,
indicators with low outer loadings (below 0.40) were omitted as recommended in
the literature (Bagozzi et al., 1991; Hair et al., 2011). Also, indicators with outer
loadings between 0.40 and 0.70 were removed, when removal led to an increase in
the composite reliability and average variance extracted of the related constructs.
Indicators with external loadings from 0.6-0.7, whose omissions neither affected
the composite reliability nor the average variance extracted, were not removed
from the model (Hair et al., 2017a). As a sum up, this step led to the omission of
five indicators from the global brand model: four indicators from the materialism
construct: MAT1, MAT2, MAT3, MAT4, and one from the behavioral intention
construct: BI4. Also, two indicators from the local brand model were omitted: one
from the materialism construct: MAT9 and one from the prestige construct: Pres2.
This omission improved the credibility of later tests.
Composite reliability was estimated via Cronbach's alpha and composite
reliability. Cronbach's alpha assumes that all indicators are equally reliable, but
PLS-SEM prioritizes the indicators according to their reliability. Thus, composite
reliability (CR), which is weighted, is more accurate than Cronbach alpha
(unweighted) (Hair et al., 2019a). Moreover, Cronbach's alpha is seen as a
conservative measure of internal consistency reliability (Hair et al., 2017a). After
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removing indicators with low factor loadings, all reliability measures were
acceptable in terms of both Cronbach's alpha (above 0.7) and composite reliability
(all constructs are well above 0.7), indicating that the measures exhibited good
internal consistency.
B) Assessing convergent validity through Average variance extracted (AVE).
AVE indices for each reflectively measured construct were all greater than the
recommended threshold of 0.5, which implies good convergent validity (Bagozzi
and Yi, 1988), as all constructs explained more than half of the variance of their
indicators (Hair et al., 2017a).
C) Evaluating discriminant validity through the Fornell-Larcker criterion
(Hair et al., 2017a), and Heterotrait-Monotrait ratio of correlations. The FornellLarcker criterion was well established for each of the ten constructs in this
research, where the square root of the AVE of each construct is larger than the
correlation coefficients of all possible pairs. However, recent research criticized
the Fornell-Larcker criterion for performing poorly, especially when indicator
loadings of the constructs under consideration differ only slightly (Voorhees et al.,
2016). As a solution, Henseler et al. (2015) proposed the heterotrait-monotrait
ratio and recommends an HTMT value above 0.90 suggests a lack of discriminant
validity. As per Hair et al. (2020), researchers can apply cutoff scores at 0.85 and
0.90. In this research, HTMT values were below 0.85, indicating acceptable
discriminant validity.
Accordingly, regarding the measurement model, all reliability measures were
acceptable in terms of both Cronbach's alpha (above 0.7) and composite reliability
(all constructs are well above 0.7). Also, convergent validity was well established,
as all constructs showed an AVE of higher than 0.50. Similarly, discriminant
validity was accepted for each of the ten constructs using both the Fornell-Larcker
criterion and HTMT values of below 0.85, as illustrated in Tables 1 and 2.
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Table 1. Outer Loadings, Average Variance Extracted (AVE), Cronbach's Alpha
and Composite Reliability (CR) of the Structural Model
Global Brand Model: (after removal of MAT1, MAT 2, MAT 3, MAT 4, BI4)
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Local Brand Model: (after removal of MAT9, Pres2)
Outer Loading
BI1
BI2
BI3
BI4
BI5
BI6
CET1
CET2
CET3
CET4
MAT1
MAT2
MAT3
MAT4
MAT5
MAT6
MAT7
MAT8
PBL1
PBL2
PBL3
PV1
PV2
PV3
PV4
PV5
PV6
Pres1
Pres3
Pres4
Qual1
Qual2
Iden1
Iden2
Iden3
Iden4
SNI1
SNI2
SNI3
SNI4
SNI5
SNI6
SNI7
SNI8

0.769
0.872
0.826
0.762
0.855
0.876
0.841
0.922
0.721
0.804
0.645
0.742
0.706
0.814
0.854
0.902
0.839
0.872
0.84
0.918
0.907
0.805
0.784
0.811
0.87
0.811
0.822
0.895
0.76
0.849
0.94
0.929
0.88
0.91
0.926
0.896
0.885
0.92
0.916
0.909
0.917
0.819
0.865
0.904

Cronbach's Composite
Alpha
Reliability

Average Variance
Extracted (AVE)

0.908

0.929

0.685

0.844

0.895

0.681

0.925

0.934

0.642

0.867

0.919

0.79

0.901

0.924

0.668

0.786

0.874

0.699

0.855

0.932

0.873

0.925

0.947

0.816

0.964

0.969

0.797
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Table 2. Fornell-Larcker Criterion and HTMT Ratio for Measuring Discriminant
Validity of the Structural Model
Global Brand Model:
Fornell-Larcker criterion

BI

CET

MAT

PBG

PV

Pres.

Qual.

SI

SNI

BI

0.844

CET

-0.03

0.759

MAT

0.441

-0.042

0.796

PBG

0.326

-0.098

0.169

0.849

PV

0.306

-0.349

0.081

0.291

0.743

Pres.

0.462

-0.227

0.369

0.557

0.458

0.888

Qual.

0.501

-0.083

0.179

0.525

0.448

0.673

0.936

SI

0.248

-0.177

0.044

0.236

0.485

0.279

0.22

0.818

SNI

0.162

0.006

0.182

-0.119

0.291

-0.141

-0.077

0.288

0.806

PBG

PV

Pres.

Qual.

SI

SNI

Heterotrait-Monotrait ratio (HTMT)

BI

CET

MAT

BI
CET

0.119

MAT

0.467

0.191

PBG

0.359

0.133

0.191

PV

0.345

0.399

0.142

0.334

Pres.

0.483

0.238

0.378

0.643

0.511

Qual.

0.552

0.108

0.179

0.614

0.52

0.761

SI

0.288

0.209

0.135

0.293

0.592

0.335

0.272

SNI

0.234

0.103

0.296

0.14

0.331

0.151

0.102
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Local Brand Model:
Fornell-Larcker criterion

BI

CET

MAT

PBL

PV

Pres.

Qual.

SI

SNI

BI

0.828

CET

-0.182

0.825

MAT

0.546

-0.189

0.801

PBL

0.081

0.227

-0.002

0.889

PV

0.211

0.463

-0.168

0.317

0.818

Pres.

0.109

0.318

-0.048

0.495

0.507

0.836

Qual.

0.352

-0.033

-0.222

0.305

0.355

0.542

0.934

SI

0.054

0.361

-0.192

0.514

0.303

0.515

0.441

0.903

SNI

0.535

0.158

0.486

0.155

0.24

0.087

0.073

0.148

0.893

PBL

PV

Pres.

Qual.

SI

SNI

Heterotrait-Monotrait ratio (HTMT)

BI

CET

MAT

BI
CET

0.238

MAT

0.596

0.226

PBL

0.104

0.274

0.102

PV

0.229

0.515

0.162

0.357

Pres.

0.149

0.387

0.098

0.581

0.593

Qual.

0.388

0.138

0.226

0.349

0.404

0.633

SI

0.117

0.394

0.169

0.574

0.333

0.596

0.496

SNI

0.59

0.169

0.611

0.155

0.239

0.125

0.087

0.142

Structural Model Assessment
The structural model addresses the impact of the independent variables PBG
(perceived brand globalness) and PBL (perceived brand localness) on the
following mediators: quality, prestige, self-identity, and perceived value
perceptions that affect the dependent variable BI: behavioral intension. Within the
model, three moderators moderate this relationship: ethnocentrism (CET),
materialism (MAT), and susceptibility to normative influence (SNI).
The first step is to evaluate the structural model constructs to determine if
high multicollinearity is a problem (Hair et al., 2020) to avoid high correlations
between more than two indicators. The path coefficients might be biased if the
estimation involves critical levels of collinearity among the predictor constructs
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(Hair et al., 2017a). In the global and local brand model, all indicators showed VIF
values significantly below 5.0, except for five indicators of the SNI. Construct in
the local brand model that showed VIF values slightly higher than 5; when two
indicators were removed (SNI5, NI 8), VIF values fell below 5.0. Thus
multicollinearity is unlikely to be a problem (Hair et al., 2017a).
Table 3 summarizes the results of the structural model (i.e., hypotheses
testing). To determine whether prior results in the literature would replicate, we
first examined if PBG and PBL enhance consumer perceptions of brand quality
and brand prestige. Results from PLS-SEM indicated that both PBG and PBL
show a significant and positive association with brand quality (β = 0.462 for PBG
vs. 0.326 for PBL, p < 0.001) and brand prestige (β = 0.477 for PBG vs. 0.454 for
PBL, p < 0.001), which is consistent with prior research findings for global brands
(e.g., Steenkamp et al., 2003). However, for local brands, previous findings
showed inconsistent results (Özsomer, 2012). Nevertheless, PBG showed a
stronger association with quality and prestige compared to PBL.
The results of the path analysis of the global brand model are depicted in
Figure 2 and the results of the local model are depicted in Figure 3.
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Table 3. Hypotheses Testing Results
Hypotheses

Path

Original
Sample (O)

Sample
Mean (M)

Standard
Deviation
(STDEV)

T Statistics
(|O/STDEV|)

P Values

Decisions

H1a

PBG is positively associated
with perceived quality.

PBG -> Qual.

0.462

0.466

0.064

7.217

<0.001****

Accepted

H1b

PBL is not associated with
perceived quality.

P.B.L. -> Qual.

0.326

0.332

0.072

4.554

< 0.001****

Rejected

H2a

PBG is positively associated
with perceived prestige.

PBG -> Pres.

0.477

0.458

0.052

9.14

<0.001****

Accepted

H2b

PBL is positively associated
with perceived prestige.

P.B.L. -> Pres.

0.454

0.445

0.067

6.795

< 0.001****

Accepted

PBG -> Iden.

0.263

0.28

0.08

3.279

0.001****

Accepted

PBL -> Iden.

0.462

0.433

0.078

5.909

< 0.001****

Accepted

PBG -> PV

0.289

0.298

0.065

4.447

<0.001****

Accepted

PBL -> PV

0.258

0.234

0.073

3.555

< 0.001****

Accepted

CET -> PBG -> Qual.

0.265

0.263

0.068

3.888

<0.001****

Accepted

CET -> PBG -> Pres.

0.247

0.262

0.063

3.919

<0.001****

Accepted

CET -> PBG -> Iden.

-0.047

-0.088

0.109

0.429

0.668

Rejected

CET -> PBG -> PV

0.219

0.183

0.143

1.534

0.126

Rejected

CET -> PBL -> Qual.

-0.213

-0.259

0.086

2.462

0.014**

Accepted

CET -> PBL -> Pres.

-0.201

-0.243

0.091

2.211

0.027**

Accepted

CET -> PBL -> Iden.

-0.23

-0.172

0.129

1.783

0.075*

Accepted

CET -> PBL -> PV

-0.247

-0.249

0.078

3.173

0.002***

Accepted

H3a

H3b
H4a
H4b
H5

PBG is positively associated
with perceived brand identity
expressiveness.
PBL is positively associated
with perceived brand identity
expressiveness.
PBG has a positive effect on
the brand's perceived overall value.
PBL has a positive effect on
the brand's perceived overall value.
Consumer ethnocentrism
(CET) moderates the impact of
PBG/PBL on a) quality, b) prestige,
c) brand identity expressiveness, and
d) brand value perceptions.

H6 & H7 assessing the moderating effect of materialism and susceptibility to normative influence showed no significant findings.
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Hypotheses

H8a
There is a positive relationship
between consumer's perceptions of a)
quality, b) prestige, c) brand identity
expressiveness, and d) brand value of global
brands, and consumers' behavioral
intentions towards global brands.

H8b
There is a positive relationship
between consumer's perceptions of a)
quality, b) prestige, c) brand identity
expressiveness, and d) brand value of local
brands and consumers' behavioral
intentions towards local brands.

Original
Sample (O)

Sample
Mean (M)

Standard
Deviation
(STDEV)

PBG -> Qual. -> BI

0.156

0.159

0.056

PBG -> Pres. -> BI

0.096

0.093

PBG -> Iden. -> BI

0.03

PBG -> PV -> BI

Path

T Statistics
(|O/STDEV|)

P Values

Decisions

2.774

0.006***

Accepted

0.048

2.011

0.045**

Accepted

0.029

0.03

0.987

0.324

Rejected

0.002

0.001

0.031

0.051

0.959

Rejected

PBG -> BI

0.284

0.281

0.043

6.633

0.000****

Accepted

PBL -> Qual. -> BI

0.137

0.142

0.044

3.101

0.002***

Accepted

PBL -> Pres. -> BI

-0.069

-0.063

0.05

1.371

0.171

Rejected

PBL -> Iden. -> BI

-0.049

-0.047

0.043

1.135

0.257

Rejected

PBL -> PV -> BI

0.044

0.038

0.032

1.37

0.171

Rejected

PBL -> BI

0.064

0.069

0.055

1.160

0.247

Rejected

*Confidence level 90%, significance level of P-value _0.1, T-value ± 1.65
**Confidence level 95%, significance level of P-value _0.05, T-value ± 1.96
***Confidence level 99%, significance level of P-value _0.01, T-value ± 2.58
****Confidence level 99.9%, significance level of P-value _0.001, T-value ± 3.29

PBG = perceived brand globalness
PBL = perceived brand localness
Qual. = quality
Pres. = prestige
Iden. = brand identity expressiveness
PV = perceived value
BI = behavioral intentions
CET = ethnocentrism
MAT = materialism
SNI = susceptibility to normative influence
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Figure 2. Global Brand Structural Model with Path Coefficients
Qual.
PBG -> Pres. ->
BI

β= 0.096, p =
Pres.

.045

PBG

Iden.

PV

CET*

*Only significant moderating effects were illustrated in the Figure 2.
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Figure 3. Local Brand Structural Model with Path Coefficients

Qual.
PBL -> Pres. ->
BI

PBL

(NS)

Pres.

Iden.

PV

CET*

*Only significant moderating effects were illustrated in the Figure 3.
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Also, the results supported the inclusion of two additional pathways through
which global and local brands can boost their preference. PBG, as well as PBL,
showed a significant and positive association with brand self-identity
expressiveness (β = 0.263 for PBG vs. 0.462 for PBL, p < 0.001) and perceived
brand value (β = 0.289 for PBG vs. 0.258 for PBL, p < 0.001). This demonstrates
that in line with Batra et al. (2015), a brand serves as an important tool to
communicate consumers' identity either when it has a strongly developed global
image or when it is highly associated with the local culture. In this research, PBL
illustrated a stronger association with brand self-identity expressiveness. Thus,
hypotheses H1a, H2a/b, H3a/b, H4a/b were supported, except H1b, which
hypothesized no relationship between PBL and perceived quality.
Concerning R2 of endogenous variables, which is the coefficient of
determination, and is a measure of in-sample prediction (Hair et al., 2020), the
global brand model explained 29% of the total variance in behavioral intentions
(R2 = 0.29) with prestige showing the highest R2 (R2 = 0.55), followed by the
perceived value (R2 = 0.39), quality (R2 = 0.37), and finally brand identityexpressiveness (R2 = 0.24). Whereas the local brand model explained 16% of the
total variance in behavioral intentions (R2 = 0.16) with brand identityexpressiveness demonstrating the highest value (R2 = 0.4), followed by the
perceived value (R2 = 0.39), prestige (R2 = 0.34), and finally quality (R2 = 0.26).
Regarding the effect size f2, which provides an estimate of the predictive
ability of each independent construct in the model (Hair et al., 2017), PBG exerted
a large effect on prestige (f2 = 0.461), followed by a medium effect on quality (f2 =
0.299), and perceived value (f2 = 0.126), and a small effect on brand identity
expressiveness (f2 = 0.084). Meanwhile, PBL exerted a medium effect on prestige
(f2 = 0.325), brand identity expressiveness (f2 = 0.296), and quality (f2 = 0.162),
and a small effect on perceived value (f2 = 0.101). These results were confirmed
by the Q2 blindfolding technique, where values larger than zero are meaningful.
For PBG and PBL models, all Q2 values were above zero, indicating predictive
relevance.
Concerning the specific indirect effects, the results pointed out that PBG
affects behavioral intentions mainly through the routes of perceived quality (β =
0.156, p = 0.006) and perceived prestige (β = 0.096, p = 0.045), while PBL affects
behavioral intentions only through quality (β = 0.137, p = 0.002). Accordingly,
hypothesis H8a was supported for quality and prestige as mediators between PBG
and behavioral intentions, and H8b was supported for quality only as a mediator
between PBL and behavioral intentions; other mediators illustrated a nonsignificant effect.
Importantly, we also computed the total indirect effect of PBG and PBL on
behavioral intentions, where PBG exerted a pronounced (β = 0.284) and
significant (p < 0.001) total indirect effect on behavioral intentions, compared to a
weak (β = 0.064) and non-significant (p = 0.247) total indirect effect for PBL This
suggests that PBG is more influential than PBL in raising brand behavioral
intentions in this research's emerging market context, of Egypt.
Finally, the results revealed no significant moderating effect of materialism
and susceptibility to normative, only ethnocentrism demonstrated a significant
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negative effect on the relationship between PBL and perceptions of quality (β = 0.213, p ≤ 0.05), prestige (β = -0.201, p ≤ 0.05), brand identity expressiveness (β=
-0.23, p ≤ 0.1), and perceived value (β= -0.247, p ≤ 0.01) and a significant positive
effect on the relationship between PBG and perceptions of quality (β = 0.265, p ≤
0.001), and prestige (β = 0.247, p ≤ 0.001), not in line with most of the previous
findings that will be discussed later.

Discussions= and Implications
Theoretical Implications and Contributions
This study expands our understanding of consumer preference for global
versus local brands in emerging markets. The purpose of this research is to make
important theoretical contributions to supplementing prior literature. We first
tested consumers' perspectives on the quality and prestige functions of both global
and local brands, where there is inconsistent data in the literature, especially in an
emerging market context. We show that in addition to perceived quality and
prestige, attention must also be paid to brand identity expressiveness, and
perceived brand value as important factors explaining consumers' brand
preferences. These identity-expression benefits have not yet been systematically
studied in the growing research on global versus local brands (Xie et al., 2015).
Also, studies modeling the perceived value of global versus local brands are less
frequent, except Zhou's (2010) and Alden et al. (2013) studies.
Analyzing the data revealed that both PBG and PBL illustrate significant
positive associations with perceived quality, prestige, brand identity
expressiveness, and perceived value (p < 0.001). Thus, both globally and locally
perceived brands are valued. PBG demonstrated a stronger association with
prestige (β = 0.477 vs. 0.454 for PBL), followed by quality (β = 0.462 vs. 0.326
for PBL), and perceived brand value (β = 0.289 vs. 0.258 for PBL). For brand selfidentity expressiveness, PBL illustrated a stronger association (β = 0.462 vs. 0.263
for PBG). In addition PBG demonstrated a large effect on prestige (f2 = 0.461)
versus a medium effect for PBL (f2 = 0.325), both PBG and PBL illustrated a
medium effect on quality (f2 = 0.299) for PBG versus (f2= 0.162) for PBL with a
higher value for PBG, also both illustrated a small effect on perceived value (f2 =
0.126) for PBG versus (f2 = 0.101) for PBL. For brand self-identity expressiveness,
PBL exerted a medium effect (f2 = 0.296) versus a small effect for PBG (f2 =
0.084). This indicates that PBG exerts a greater effect on and a stronger
association with prestige, followed by quality, perceived value, and finally, brand
self-identity expressiveness. For PBL, the effect size and the strength of the
association were established for brand self-identity expressiveness and prestige,
followed by quality, and finally perceived value.
Moreover, this theoretical model focuses not only on brands' perceptions but
also on how these perceptions are translated into behavior. Building on this
research, our model highlights the relative importance of brand quality and
prestige as the only mediators in the relationships between PBG and consumers'
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behavioral intentions. At the same time, PBL affects behavioral intentions only
through quality. PBG exerted a pronounced (β = 0.284) and significant (p < 0.001)
total indirect effect on behavioral intentions, compared to a weak (β = 0.064) and
non-significant (p = 0.247) total indirect effect for PBL. Thus, PBG is more
influential than PBL in raising brand behavioral intentions in this research's
emerging market context of Egypt.
Finally, this research provides a comprehensive framework by including not
only consumers' different perceptions of PBG and PBL but also consumers'
values. There was no significant moderating effect of materialism and
susceptibility to normative influence. Only ethnocentrism demonstrated a negative
effect of PBL and a positive effect of PBG on global brands' perceptions, not in
line with most of the previous findings. An explanation could be that research
conducted in developed countries may not be generalizable to less-developed
countries (Wang and Chen, 2004). As per Strizhakova and Coulter (2015), the
positive effect of consumer ethnocentrism on purchases of local (relative to global)
brands is stronger in countries with lower levels of economic development and
less symbolic product categories. Also, this reverse observation has been observed
in other developing countries, as consumers' evaluation of domestic versus
imported products' quality can influence their purchase preferences and mitigate
the impact of ethnocentrism, especially in products related to conspicuous
consumption (Wang and Chen, 2004). Moreover, young consumers in developing
countries are shown to be both more ethnocentric and more culturally open than
their peers in the US A positive relationship between CET and importance of
branded products provides support to the notion of developing a glocal identity of
young consumers worldwide but especially in developing countries (Strizhakova
et al., 2008).
Managerial Implications and Contributions
The findings of this research also provide important practical implications for
brand managers who market their brands globally or locally. First, brand managers
should realize that both globally and locally perceived brands are appreciated not
only for their superior quality and prestige but also for their ability to facilitate
customers' expression of the desired identity and for their overall perceived value.
However, to better exploit the benefits of this research findings, brand managers
need to know how the different brand perceptions differ in their effects on
consumers' behavioral responses. For example, the research indicates that PBG
operates mainly through the mediating chain of perceived brand quality first,
followed by prestige. Global brand marketers should thus consider emphasizing
perceived quality in particular and prestige secondarily. Also, PBL exerts its effect
on behavioral intentions mainly through the quality route, suggesting that
consumers heavily weight quality, and accordingly, marketers should focus on
creating and communicating quality.
We find that PBG may provide a significant source of competitive strength
due to its significant and substantial effect on behavioral intentions. At the same
time, PBL has a weak and non-significant effect. The higher the brand's perceived
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globalness, the higher the perceived quality and prestige, and the greater the effect
on consumers' behavioral intentions. Local firms should not be bystanders in the
globalization process. PBL affects consumers' behavioral intentions only through
the route of quality that should be further emphasized. Yet, the key strength of
local brands is their local identity and culture. The fact that PBL exhibited a
stronger association with brand identity expressiveness compared to PBG predicts
that brand identity expressiveness might be a route for local brands to create "a
sustainable unique value" (Ger, 1999, p. 70), because of their greater and more
credible connections to local culture (Xie et al., 2015). Accordingly, local firms
can position and communicate their brands as icons of the local culture and
generate higher consumers' perceptions. Researchers suggest that this counterstrategy remains underused. PBL's greater ability to express consumers' identity
may become critical for local brands to stand out from the competition and build
long-term committed customer relationships in an increasingly globalized
marketplace. In that way, a PBL positioning strategy can transfer these identity
signaling advantages into desired behavioral reactions.
Finally, our augmented model provides a good foundation for brands'
glocalization efforts in emerging markets, as both PBG and PBL can have
significant appeal to emerging market consumers but for different reasons. Also,
as evidenced by Xie, Batra, and Peng (2015), brands that can credibly integrate
PBG and PBL (e.g., local brands with global image, global brands connected with
local culture) may have a superior capability to communicate a desired bicultural
identity and build strong relationships with emerging-market consumers.
Especially, it is evident that young consumers in developing countries have a more
glocal identity and tend to demonstrate a positive relationship between CET and
the importance of branded products compared to developed countries' consumers
(Strizhakova et al., 2008).

Limitations and Further Research
The comprehensive model used in this research included both consumers'
perceptions variables that served as mediators between PBG/PBL and consumers'
behavioral intentions, and also consumers' values that served as moderators.
However, gaps and opportunities for further model development still exist. For
instance, other unidentified factors may play an important mediating and
moderating effect, which can be explored in future research.
Also, the research findings call for replication to establish their
generalizability. First, the research context, Egypt, might not represent other
markets as per Hofstede's value dimensions. Second, the research was conducted
on apparel brands, and as per Özsomer (2012) noted, the connection between PBL
and brand quality in emerging markets might be dissimilar across cultureirrelevant products (e.g., electronics) and culture-relevant products (e.g., food).
Third, global brands, whether originating from developed or emerging markets,
were not differentiated in this research; it might be worthwhile for future research
to test the differences between global brands from different origins. Third,
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materialism and susceptibility to normative influence did not significantly
moderate the effect of PBG/PBL on consumers' perceptions, which needs to be
further verified; also, the negative (positive) effect of ethnocentrism on PBL (PBG)
and consumers' perceptions needs to be retested.
Finally, the use of non-probability sampling technique limits the
generalizability of the findings, also the concentration on the middle-income
population. Similarly, the findings of the current study cannot be generalized to
younger adolescents or elderly adult groups.
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