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CONSUMER-BASED BRAND EQUITY AND INTERNATIONAL MARKETING
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ABSTRACT

Business international conduction, should do in parallel with consumer based brand
equity. Included study of country image. International marketing means process of planning and
strategy management regarding to market, product, price, promotion, also the distribution
channel of product and service between both country, so we have to study well for whole factors
inside and outside deeply along with. Economic, politic, law, culture, consumer behavior,
technology to produce the product based on customer needed. Main target of international

business is market and margin in parallel with consumer based brand equity included brand
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image, building, brand awareness, brand loyalty, brand perceive, and brand associations that all
for strategy brand image also strategy for outstanding international business and exactly gain in
international business competition.

Keywords: consumer based brand equity, International marketing, country image
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