











Figure 12 - Chocolate bar — Local Version
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Translation:

“In selected Slovak
shops™

“Only for choosy
slovak tongues

From left to right:
“Quality brand;
Chocolate Kingdom
since 1935; Net
weight 85g



Figure 13 - Tablet — Global Version

www.icona.com @ reddot design award TraHSIatlon'
winner 2013
Android Tablet
7.1" IPS displej, 4-core Snapdragon 800, 2GB ROM, 16 GB RAM,
2 Mpx Camera, Micro SD, HDMI, BlueToth, WiFi, NFC, Dolby Digital, Android 4.4 Kit Kat
Najdete u vSetkygch “To find at all good
dobrych predajcov. vendors

Home Qswect (@8 B [F) T =G
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Figure 14 - Tablet — Local Version

www.icona.sk winoonA Iran‘SIatlon: ‘
plidiw National price for
) design 2013

iCona

prvy slovensky vyrobca chytrych zariadeni

“first slovak producer
of smart devices”

Android Tablet 7.1

7.1" IPS displej, 4-core Snapdragon 800, 2GB ROM, 16 GB RAM,
2 Mpx Camera, Micro SD, HDMI, BlueToth, WiFi, NFC, Dolby Digital, Android 4.4 Kit Kat

“Only in selected
Vghradne vo vybrangch obchodoch stores in Slovakia and

na Slovensku a Ceskej republike! Czech republic”

Homi Qsweoon (@ B [ 0 =&
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Figure 15 - Bag — Global Version

Translation:

World Quality since 1963

“Wide range  of

Stroky vyber prakiickych practical and elegant

i £k i leather bags”
a elegantnych koZenych brasni. £

www.vera.com/sk
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Figure 16 - Bag — Local Version

Translation:
“real leather”

v ‘ e = ‘ “Slovak quality since
C : : 1963”

Slovenska kvalita od roku 1963

“Wide range  of
Siroky oyber praktickych practical and elegant

2
a eleganiny’ch kozenych brasni. leather bags

www.vera.sk
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Appendix B — Measurement Scales

Table 30 - Summary of Measurement Scales

Perceived Brand Globalness

(Based on Steenkamp et al. 2003)

To me, [BRANDY] is a local brand. / To me, [BRAND] is a global brand.

I don’t think consumers abroad use the brand [BRAND]. / I do think consumers
abroad use the brand [BRAND].

The brand [BRAND] is only sold in Slovakia. / This brand [BRAND] is sold all over
the world.

Utilitarian or Hedonic

(Based on Okada 2005)

hedonic product/functional product

Visibility
(First item coded by researcher; 2 items based on Wright 2005)

The advertised product is used/consumed predominantly in...

(private/public)

When the owner ordinarily uses this product, how visible is the product to others?
(Not at all visible/Highly visible)

How frequently do owners use this product in social settings where it is visible to
others?

(Never/Always)

Product Involvement

(Based on Mittal and Lee 1988;1989)

I have a strong interest in [PRODUCT CATEGORY].
[PRODUCT CATEGORY] is important to me.
[PRODUCT CATEGORY] is of high relevance to me.

Attitude towards the Ad

Bad/Good
Not authentic/Authentic

Willingness to Pay (Open Question)

What is the maximum amount you were willing to pay for [PRODUCT
CATEGORY] of brand [BRAND].
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Brand Purchase Intention

(Based on Putrevu and Lord 1994)

The next time that I buy [PRODUCT CATEGORY], I will choose [BRAND].
I will consider [BRAND] for my next purchase.
It is very likely that I will buy [BRAND] in the future.

Word of mouth
(Based on Brown et al. 2005)

In case an acquaintance of mine will consider purchasing [PRODUCT
CATEGORY], I will recommend him/her brand [BRAND)].

In case a friend of mine will consider purchasing [PRODUCT CATEGORY], I will
recommend him/her brand [BRAND].

Anticipated Regret for Purchasing
(Based on Zeelenberg 1996;1999)

How much do you think you would regret the purchase of [BRAND]?
Not at all/Very much.

If I buy [BRAND], I will find out that [ BRAND] was not the best choice.
If I buy [BRAND], I will regret it in the future.
If I buy [BRAND], I expect that it will not be the best alternative.

Anticipated Regret for Not Purchasing
(Based on Stone and Wardrop 1989)

I will miss something if I do not buy [BRAND].
I will regret it if I do not buy [BRAND].
If I do not buy [BRANDY], I will ask myself, if I have made the right decision.

Consumer Ethnocentrism

(Based on Verlegh 2007)

A real Slovak should always buy Slovak products.

We should purchase products manufactured in Slovakia, instead of letting other
countries get rich off us.

Slovak people should not buy foreign products, because this hurts Slovak business
and causes unemployment.

It is not right to purchase foreign products, because this puts Slovak people out of

jobs.
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I would always prefer Slovak products, even if I had to pay a premium.

Cosmopolitanism

(Based on Riefler et al. 2012)

When travelling, I make a conscious effort to get in touch with the local culture and
traditions.

I like having the opportunity to meet people from many different Countries.

I like to have contact with people from different cultures.

I have got a real interest in other countries.

Having access to products coming from many different countries is valuable to me.
The availability of foreign products in the domestic market provides valuable
diversity.

I enjoy being offered a wide range of products coming from various Countries.
Always buying the same local products becomes boring over time.

I like watching movies from different countries.

I like listening to music of other cultures.

I like trying original dishes from other countries.

I like trying out things that are consumed elsewhere in the world.

Global Identity
(Based on Tu et al. 2012)

My heart mostly belongs to the whole world.

I believe people should be made more aware of how connected we are to the rest of
the world.

I identify that I am a global citizen.

I care about knowing global events.

Local Identity
(Based on Tu et al. 2012)

My heart mostly belongs to my local (Slovak) community.
I respect my local (Slovak) traditions.
I identify that I am a local citizen.

I care about knowing local (Slovak) events.
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Abstract (in German)

Der anhaltende Kampf zwischen globalen und lokalen Marken hat seit langem die
Aufmerksamkeit von Marketing Praktizierenden und Wissenschaftler genossen. Der
Schwerpunkt der meisten Studien ist auf den Assoziationen, die mit diesen Marken
verbundenen sind. Das Ziel war festzustellen, ob globale oder lokale Marken vom
Verbraucher bevorzugt werden. Das im  Mittelpunkt stehende Konzept,
wahrgenommene Markenglobalitdt (WMG) nach Steenkamp et al. (2003), wurde héufig
gefunden die Einstellungen der Verbraucher sowie ihre Entscheidungen positiv zu
beeinflussen. Allerdings haben Einzelstudien bestimmte Eigenschaften wie,
Verbraucher, Produkt und Lénderspezifika identifiziert, die die Beziehung beeinflussen.
Eines der Hauptziele dieser Studie ist es, diese (sowie einige bisher nicht getestete)
Eigenschaften in ein Gesamtmodell zu integrieren und einen Uberblick iiber die
Randbedingungen zu geben, unter denen sie die WMG - Ergebnisbeziehung
beeinflussen. Zur gleichen Zeit werden Ergebnisvariablen, die nicht oder nicht
ausreichend untersucht wurden, in das Modell eingebunden. Diese Studie benutzte ein 2
X 4 zwischen Subjekt experimentelles Design: Bestimmung (Global vs. Lokal) und
Produktkategorie (Schokoriegel, Duschgel, Tablet und Beutel), fiir die vier fiktive
Marken entwickelt wurden. Eine Online-Befragung wurde in einem vor kurzem als
entwickelt eingestuften Land — Slowakei, mit 296 slowakischen Teilnehmern
durchgefiihrt. ~ Mit  Hilfe = von  deskriptiven  Statistik, = Einzel-  und
Mehrfachregressionsanalysen zeigte die Forschung (1) Haupteffekte von WMG auf
Marke Kauf und Mundpropaganda Absicht nur fiir zwei Produktkategorien, (2)
moderierende Wirkung der lokalen Identitdt, Ethnozentrismus und Sichtbarkeit (des
Produkts) fiir alle Produktkategorien (3) moderierende Wirkung des Produkt
Engagements fiir zwei Produktkategorien und Ethnozentrismus nur fiir eine. Diese
Studie hat wertvolle Einblicke in die Beziehung zwischen WMG und den
vorgeschlagenen Ergebnisgroflen gebracht, wenn fiktive Marken beriicksichtigt werden.
AuBlerdem wurden Grenzbedingungen angezeigt, unter denen die WMG und
Ergebnisbeziehung signifikant ist, mit Erlduterung der Richtung der Beziehung. Zu
guter Letzt wurden die Auswirkungen dargestellt, die wahrscheinlich nur in

Produktkategorie spezifischen Kontext auftreten.
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Stichworter: wahrgenommene Markenglobalitit, Verbraucher- und
Produkteigenschaften, Markenkauf und Mundpropaganda Absichten, erwartete
Bedauern iiber (nicht) Einkauf, Zahlungsbereitschaft, fiktive Marken
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CV — Curriculum Vitae

EDUCATION
University of Vienna Vienna, Austria
Master of Science in Business Administration November 2014

e Majored in International Marketing and Corporate Finance with a grade point
average of 1.77 (5-point scale).

Vienna University of Economics and Business Vienna, Austria
Bachelor of Science in Business Administration July 2011

e Graduated with a grade point average among the top 15% of the students in his
cohort.

WORK & LEADERSHIP EXPERIENCE

Accenture Technology Solutions - Slovakia, s.r.o. Bratislava, Slovakia
Project Manager July 2014 — Ongoing

e Start-up management and support of Financial Integration projects in
automotive industry

LB International, s.r.o. Bratislava, Slovakia
Project Manager September 2008 — March 2014

e Planning, design, production and management of the most successful website
for photographers in Slovakia — www.ephoto.sk

e Development, implementation and integration of the successfully affiliated
online shop — www.shop.ephoto.sk

e Supervised the process of organizing and promoting of the largest photo-
related exhibition in the region — Fotoslovakia from 2009 to 2012.

LB International, s.r.o Bratislava, Slovakia
Project Coordinator October 2006 — August 2008

e Tasked with planning, project documentation, preparing of reports, management
and coordination of change activities, schedule management and closure
activities.

SKILLS, ACTIVITIES & INTERESTS

Languages: Fluent in English, German, Slovak; Conversational proficiency in Czech;

Beginner in Spanish

MS Office Skills: Proficient in MS Word, Excel, PowerPoint, Outlook and Project;
Basic in MS Access

Other Technical Skills: Basic in SAP, PHP, HTML

Activities & Interests: Squash, kart-racing, swimming, finance, literature, film
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http://www.ephoto.sk/�
http://www.shop.ephoto.sk/�

Ich habe mich bemiiht, sdmtliche Inhaber der Bildrechte ausfindig zu machen und ihre
Zustimmung zur Verwendung der Bilder in dieser Arbeit eingeholt. Sollte dennoch eine

Urheberrechtsverletzung bekannt werden, ersuche ich um Meldung bei mir.
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