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Abstract

The main aim of the dissertation is to assess the impact of perceived brand globalness/localness on the 
purchase intentions of Polish consumers, taking into account perceived brand quality. The study used a 
survey method, conducted on a representative sample of 1,100 consumers. The main finding of the research 
is that both the wide market reach of the brand, the global brand symbolism and the perceived brand 
localness significantly (positively) influence purchase intentions among Polish consumers. Consumers 
particularly appreciate brands' efforts to connect with the local market. Furthermore, perceived global/local 
is positively related to perceived brand quality.
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