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ABSTRACT 

 
This interpretive and longitudinal study investigates how a group of Chinese students 
consume global brands of American origins, in China and in the UK. More specifically, 
this research examines how meanings attached to global food brands travel abroad with 
consumers and investigates the relationship between brand consistency and brand 
meanings across national boundaries. Findings from a thematic analysis of longitudinal 
data collected through focus group interviews over a nine-month period, reveal that some 
brand meanings are context and culture specific (contextual meanings) while others 
meanings travel with consumers across borders (core meanings).  Theoretically, this 
study shows how global brands provide a platform of structural meanings, ideas and 
practices that are global and globalising in themselves, allowing a degree of fluidity and 
adaptation in relation to the local context of consumption.  
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