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Abstract Due to increasing globalization and leveled down trade barriers between
countries, companies can internationalize faster than ever before. Consequently, the
creation of a global brand is becoming more and more important to businesses as
they try to reach out to a global consumer culture. As the competition gets tougher
in international domain, companies need to create positive connections in the target
consumers’ mind and have a clear positioning strategy. Carefully planned position-
ing strategies help establish brand equity and maintain consumers in the long term.
In this study, global brand positioning is studied through advertisements in in-flight
magazines for airlines from Germany and the United States. A consumer-based
typology is used to identify and compare the positioning strategies used by the com-
panies that advertise their products in these global magazines. The findings indicate
that in-flight magazines from both of these domains utilize customer-derived posi-
tioning strategies in order to create consumer-based brand equity and strong con-
sumer loyalty.
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