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abstract
In today's competitive world, companies have to have a competitive advantage to survive
and succeed in changing global environments, one of the ways to achieve this is branding
on a global scale. Because today the boundaries of countries are opened to other nations
and customers have more selecting power than ever, companies always consider
requirements of global markets in order to obtain customer satisfaction and maximize
profit. Therefore, by understanding the necessity of this issue, the present study has
examined the aspects related to branding and brand success in the international markets
by reviewing previous related studies and finally, by clarifying the definition and
importance of branding through reviewing branding strategies In the conclusion offers
some useful suggestions for success in global markets and the prevention of crude in some
Iranian industries, including tea and saffron.
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