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Abstract
This empirical study examined selected Japanese and U.S. multinational firms to
determine whether differences in advertising and R&D expenditures explain why some

firms are acquiring global brand value and others are not.



Its comparative analysis for the period 2000-2010 revealed that companies
acquiring global brand value consistently invest more in advertising. This comparative
analysis, however, did not identify the influence of R&D on global brand value.
Therefore, a multiple regression analysis was performed on samples of firms acquiring
global brand value. The analysis showed that R&D expenditures have raised global
brand values among the sampled firms.

Previous studies established the effectiveness of advertising and R&D expenditures
in creating global brand value, but their effects depended on the condition of the firm.
This study has extended earlier findings to establish that appropriate investment in
advertising and R&D maximizes global brand value on the basis of the firm’s

condition.
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