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Abstract

Multinational corporations (MNCs) are known to be perceived as global and, therefore, have ad-
vantages by affecting consumer behavior. However, we know less about perceived brand global-
ness (PBG) effects across nations and their differences depending on country-specific context fac-
tors. To expand on this issue, the authors apply accessibility-diagnosticity theory and multilevel
structural equation modeling to study the paths from PBG to repurchase intention and important
country moderators. The study relies on hierarchical data of 22,055 consumer evaluations towards
a MINC in 31 countries. Results underline an indirect-only mediation of PBG on repurchase inten-
tion by affecting functional and psychological values. However, these indirect effects change de-
pending on the degree of country development and national culture. Country development weakens,
whereas embeddedness, mastery, and hierarchy strengthen the PBG-value pathways. Hence, MNCs
have to consider different levers of the country-specific context to manage PBG effectively. This

study contributes to research on brand management across nations.
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