
 

Mälardalen University 
School of Sustainable Development of   

Society and Technology 

Course:  Master thesis in Business Administration (15 hp)  

Authors:  Stefan Johansson, 710218 

  Soran Rashidzadeh Azar, 740916 

Advisor:  Peter Thilenius 

Seminar date: Västerås, 2010-06-03 

 

 

 

 

R
E

F
E

R
E

N
C

E
S
 

 

 

 

Chapter 3 
Stefan Johansson &  

Soran Rashidzadeh Azar 

BRANDING IN 

INDUSTRIAL 

MARKETS 

The Establishment of the Business Network Automation Region                                              

- A Study of a Industrial Phenomena                                                   

 Peter Ekman & Peter Thilenius (Eds., 2010) 

 

 

 

 

 

 

 



 

R
E

F
E

R
E

N
C

E
S
 

 

BRANDING IN INDUSTRIAL MARKETS 

Stefan Johansson & Soran Rashidzadeh Azar 

Purpose: To investigate how automation companies within Mälardalen region are 

aware of  the value of  brand building in a business-to-business context. The 

primary interest in this chapter concerns the complexity of  business-to-business 

buyer behaviour and the perceived value of  brand related attributes from 

industrial suppliers perspective. 

Design/Methodology/Approach: Primary research material was gathered 

through a structured data collection in the form of  direct-questioner consisting of  

pre-arranged fixed alternative questions. 257 mailings were distributed to top level 

management with marketing responsibility. 

Findings: The management of  automation companies perceives both product-

related and non-product related brand attributes important to communicate in 

business relations with their customers, highlighting personal capability and trust 

as key in brand communication.  

Keywords: Industrial markets, Branding, Corporate Branding, Brand attributes. 
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IN 1983, THEODORE LEVITT STATED that the ongoing globalization of  world 

markets would open up a new commercial reality. A development which would 

bring great opportunities for companies geared for this new reality to reach global 

markets with increasingly standardized products (Levitt 1983). It is also a 

development that contributed to an increasingly competitive and rapidly changing 

environment with changing consumption patterns and accelerating product- and 

service life cycles (Thompson, Knox, & Mitchell 1997/98). Powerful 

environmental forces putting pressure on companies, making it difficult to 

maintain an edge on the market, based on functional product- and service 

attributes alone, a reality also apparent for companies within a business-to-

business (B2B) environment (King 1991). Especially since globalization along with 

technological advances such as e-commerce is altering the way industrial buying is 

being conducted (Thompson, Knox, & Mitchell 1997/98).  

These new circumstances led to an increased interest in branding among B2B 

marketers. Especially since recent scholars show that branding has a role to play in 

the decision making of  organizational buying groups (Bendixen, Bukasa & Abratt 

2003) and that a strong B2B brand have a positive impact on companies´ financial 

market performance (Kotler & Pfoertsch 2007). Historically though, brand 

management in a B2B setting has not been the obvious combination. Instead, the 

concept of  branding has predominantly been associated with companies and 

products on the consumer market such as Apple, IKEA and Sony Eriksson. As a 

result, most of  the existing brand theory originated and developed within a B2C 

context (Webster & Keller 2004). Nevertheless, most of  the world economies are 

predominated of  B2B companies, and some of  the world´s most successful brands 

are found in industrial markets, for instance ABB and Siemens.  

Since brands are mostly defined as company brands in a B2B environment, 

knowledge about the concept of  branding from a corporate perspective is 

imperative. This is supported by research findings which suggest that branding in 

industrial markets ought to reflect “not only the fitness for purpose of  products 

and services, but also an organisational reputation that is known for consistently 

delivering against expectations“(Thompson, Knox & Mitchell 1997/98 p. 25). 

Branding is then seen as an integrated part in the overall management process and 

not as a specific marketing activity, linking corporate branding to recent marketing 

theories that highlights operant resources such as knowledge and skills as valuable 

assets and a source of  competitive advantage (Vargo & Lusch 2004). In this view 

it´s not just the products and services currently offered but also the potential to 

solve future problems that define brand value. Problem solving ability as an 
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element of  innovation achieved through knowledge and skills raises the question 

of  a beneficial environment. Research suggests that cluster regions form the basis 

for such an environment. Ketels (2009) argue that clusters attract specialized skills 

and knowledge to a specific region which companies can benefit from. Thus, the 

cluster itself  is seen to promote competitiveness and have an effect on prosperity. 

A mapping of  the industrial environment in Mälardalen presents the region as a 

cluster of  knowledge-intensive business and strong suppliers in areas such as 

power and automation (Sundström 2009). Industries with growth potential in new 

energy markets which implies both opportunities and risks for new and existing 

businesses that require allocation of  resources such as skills supply and financing. 

Other key issues relates to uncertainties in choosing technical solutions, 

partnerships or the readiness for markets to adopt new innovations also relating 

to the existence of  proper marketing channels. This highlights the complexity of  

industrial markets, especially the purchasing process, putting an emphasis on 

management skills. Since scholars have recognized branding in B2B as a powerful 

resource in a competitive environment and a tool to attract investors, skilled 

competence and overcoming customer uncertainties it´s interesting to explore if  

company managers within this industry are doing the same? The aim of  this study 

is to investigate the awareness among automation companies as to the value of  

non-product related brand attributes and corporate brand building. The questions 

that guide this research are: 

Q1: To what extent are companies aware of  the influence that emotional and intangible brand 

attributes have in purchasing decisions? 

Q2: To what extent have companies incorporated branding into their business strategy? 

Q3: To what extent do companies use branding as a reaction to environmental pressures? 

The research area touches fields such as marketing, organization and strategy. In 

the following literature review, we examine marketing literature on brands and 

branding in industrial markets followed by a historic description of  corporate 

branding. The purpose is to give a comprehensive description of  the concept of  

corporate branding and the implication it has on the above mentioned fields of  

interest. The literature review ends with a short description of  the complexity of  

the industrial purchasing environment. In the subsequent section a conceptual 

framework outline the theoretical model, guiding the empirical study. Results and 

conclusion is followed along with practical managerial implications and a proposal 

of  further research.  
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Literature review 

Deciding what is and what is not an industrial product is not all clear since there 

are several examples of  companies who market their products on both the 

consumer market and within B2B, for example, Microsoft (Mudambi, Doyle & 

Wong 1997). A clarification of  how this paper relates to the concept of  industrial 

products might be in order. Industrial products are products sold and used in a 

manufacturing process and are not marketed to the general consumer market. The definition 

includes both products in the form of  goods and services as well as goods 

consumed in a manufacturing process.  

Before pursuing to a review of  industrial branding literature it is also suitable to 

clarify different views and dimensions of  a brand. Originally, and in its simplest 

form, a brand is a name, sign or a logo designed to identify a product or service 

and distinguish it from competitors through various trade-off  decisions in the 

marketing mix (Mudambi, Doyle & Wong 1997). But brands are also something 

that, when interacting and communicating with customer create meaning (Webster 

& Keller 2004). Interbrand defines a brand as: 

”... a mixture of  attributes, tangible and intangible, symbolised in a trademark, 

which, if  managed properly, creates value and influence.”  

(Interbrand 2010) 

Ambler (1995) gives a more in depth description thus underlining the importance 

of  the brand as an asset: 

“A brand is a bundle of  functional, economic, psychological benefits for the 

end user, it is the aggregation of  all accumulated attributes in the mind of  the 

consumer, distribution channels and influence agents ... weighted by their 

importance, which will enhance future profits and cash flow.” 

(Ambler 1995 see Thompson, Knox & Mitchell 1997/98, p. 27) 

Brands are then to be seen as important strategic assets that, when managed 

properly can help companies sustain a relevant differentiation and boost long-

term success (Webster & Keller 2004; Kotler & Pfoertch 2007). 
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Branding in industrial markets 

Historically branding in industrial markets has not been the obvious combination 

and some industrial markets have viewed branding as a less serious tactic or just a 

simple name giving problem for a product (Mudambi, Doyle & Wong 1997). 

Much of  this can be traced back to the idea that B2B markets is all about rational 

buying behaviour conducted by sophisticated professional buyers, not receptive to 

emotional non-economic benefits. Hence, the amount of  research analysing the 

effects of  brand equity in B2B markets is sparse compared to studies of  the 

branding of  consumer goods (Mudambi 2002). In particular, quantitative studies 

covering the benefits of  brand equity from an industrial buyer and/or seller 

perspective (Mudambi, Doyle & Wong 1997). And, theories generated from the 

consumer branding strategies are not directly transferable to the conditions that 

apply to industrial markets. For instance, as an industrial marketer it is imperative 

to obtain knowledge about the complex structures and processes surrounding 

organizational buying behaviour before engaging in branding strategies. 

Research on B2B branding also shows that economic functional product- and 

service benefits are of  great importance in industrial buying decisions. For 

instance, in conducting a research study of  the market for circuit-breaker panels 

Bendixen, Bukasa and Abratt (2003) concluded that price and ability to deliver 

had a 51 percent impact on organizational decision making. This concurs with an 

empirical study of  the UK bearings market aimed to find the source of  industrial 

brand value and its effect on the decision making process. Mudambi, Doyle and 

Wong (1997) discovered that tangible economic functions like price had an overall 

important rating. But these two studies also reveal other interesting findings. For 

instance, price was of  less importance at an early screening stage of  suppliers 

(Mudambi, Doyle & Wong 1997) and a leading brand name, although not being 

the most important attribute, still could command a price premium of  6.8 percent 

over the average industrial brand (Bendixen, Bukasa and Abratt 2003). Their 

research findings indicate that brand equity exist in industrial markets making 

industrial buyers pay premium price for their favoured brand and also show 

willingness to recommend the brand to peers through a positive word of  mouth. 

Conclusions that price and other tangible physical product attributes are not able 

to fully explain the decision making unit´s (DMU) choice of  a specific supplier has 

led to a growing interest in branding industrial products. Especially in markets 

where it has become increasingly difficult to sustain a relevant differentiation 

based on product quality alone (Lynch & de Chernatony 2004). In trying to 
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explain the benefit of  communicating both rational and emotional brand values 

Lynch and de Chernatony (2004) drew from the theories of  buying behaviour, 

specifically the Elaboration Likelihood Model (ELM), claiming that industrial 

buyers are receptive to emotional benefits taking the peripheral route of  

persuasion. 

The benefit of  a strong industrial brand has also shown to have other positive 

effects. Key findings of  Mitchell, King, and Reast (2001) research of  benefits of  

brand names within manufacturers of  industrial products in the UK show that 

successfully branded industrial products seem to reduce uncertainty for the 

customer. Simultaneously, it reinforces organizational reputation, raising entry 

barriers for competitors (Mitchell, King & Reast 2001) and linking it to brand 

loyalty as well as repeat purchase. Although, Mudambi´s (2002) further research 

of  the UK bearings market show that the importance of  brand equity may wary 

depending on the purchase situation and product. Differences in the perceived 

value of  a brand has also been suggested by Levitt (1996) who claim that when 

faced with a high risk purchasing decision High-tech buyers evaluate brand 

reputation higher compared to sales presentations from interpersonal meetings 

with the suppliers sales force. However, Levitt (1996) states that high quality 

presentations from sales representatives and exhibitions were seen as the best 

means to create brand awareness, thus concurring with King´s (1991) statement 

that the employees of  a company are key in brand-building. Gordon, Calantone, 

and di Benedetto (1993) support this view, claiming that customer evaluation also 

involves an assessment of  the people behind the product in terms of  their 

attitude, their behaviour, their skills etc, implicating that branding in industrial 

markets should reflect “not only the fitness for purpose of  products and services, 

but also an organisational reputation that is known for consistently delivering 

against expectations“ (Thompson, Knox & Mitchell 1997/98, p. 25), which is a 

statement that clearly puts B2B branding in a broader context of  corporate 

branding. Since brands within in a B2B environment are mostly defined as 

company brands, knowledge about the concept of  branding from a corporate 

perspective will then be critical in order to fully understand width of  corporate 

branding (Gylling & Lindberg-Repo 2006), especially the dynamic relationship 

between corporate brands and product brands. 
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Corporate branding 

Corporate branding has gained much attention in recent years and has become a 

fashionable term in B2B marketing. The concept goes beyond the internal and 

external dimensions of  the corporation and its industries in which, it represents 

an “explicit covenant between an organization and its key stakeholder groups, 

including customers” (Balmer and Greyser 2007, p. 246). This is supported by 

Keller and Aaker (1998) suggesting that the corporate brand is expected to induce 

associations for internal and external resources of  a company, such as its 

managers and employees and for its customers and their employees as well as 

stakeholders familiar with corporate activities that generate social responsibility 

and values. Communicating corporate brand value to its internal and external 

stakeholders is then highly dependent on the company´s employees and senior 

management (Balmer & Gray 2003). Furthermore, Keller and Aaker (1998) 

suggest that corporate brands include features of  product brands such as attributes, 

benefits and attitudes, which is in line with the view from Yu Xie and Boggs (2006), 

claiming that corporate branding builds upon the tradition of  product branding. 

However, in comparison corporate branding consist of  more intangible attributes 

such as organizational characteristics (Keller & Aaker, 1998; Kapferer 2008).  

Another difference is that corporate brands represent the producer of  the 

product/service while product brand represent the product or the service itself. 

(Keller & Aaker 1998). This raises the level of  corporate brand above the product 

brand as the perception of  the company, offering source credibility to the company´s 

product and service portfolio (Keller & Aaker 1998). Aaker (2004) claim that the 

increase of  products, brands and sub-brands due to the dynamic nature of  the 

market causes the offering environment to be more complex. Consequently, 

corporate brands can play an important role in the brand portfolio, acting as a 

master brand reducing uncertainties on product level, i.e. in the case of  Apple and 

iPad. However, McDonald, de Chernatony, & Harris (2001) claim that, the risk of  

damaged corporate image derived from individual brand failure is reduced if  a 

product brand strategy is used instead of  a corporate brand strategy.  

Corporate brand in comparison to product brand according to Aaker (2004) has a 

richer heritage with strategic vision, leading to long-term strategy. The strategic 

importance of  corporate branding as a result of  increased environmental pressure 

is also highlighted by other researchers like Balmer and Gray (1999), Thompson, 

Knox & Mitchell (1997/98). Einwiller and Will (2002) show that there is an 

increase in the importance of  corporate branding as a result of  environmental 
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1980-2000 
Corporate  

Communication &  
Reputation focus 

1950-1970 
Corporate Image  

focus 

1970-1980 
Corporate Identity &  

Corporate Image focus 

2000 onwards 
Corporate branding  

focus 

The Future  
Corporate Marketing 

pressures. For example, shortage of  skilled personnel put pressure on companies 

since research show that job applicants are searching for companies with inspiring 

values, putting company reputation as an attribute of  the corporate brand in 

focus. The public is also more educated and demanding and appreciate companies 

with a responsible and trustworthy reputation. This put pressure on organizations 

to strengthen their corporate values by reinforcing it with corporate brand 

attributes such as integrity, financial solidity and social and environmental 

responsibility (Einwiller & Will 2002). Arguably, the research done by Einwiller 

and Will (2002) is supported by both King (1990) and Balmer and Gray (2003) 

claiming that a strong corporate brand is a sustainable valuable resource that 

supports organizations in their differentiation strategy. 

Although, the focus of  this paper this paper is corporate branding within a B2B 

environment, it is interesting to illustrate how the corporate level concept have 

evolved over time. The historiography presented by Balmer (2007, 2009) show 

how this field has evolved, starting from 1950 with the concept of  corporate image.  

Figure 1 ►  Adapted from Balmer (1999) in Balmer and Greyser (2007), p. 6. 

The focus on corporate image according to Balmer (2009) occurred between 1950 

-1970, among others with researchers such as Boulding (1956) with his book “The 

Image” and Bristol (1960). The concept of  corporate image highlighted perception, 

as an important factor which significantly affect behaviour. Grunig (1993) 

suggested that the term corporate image has various meaning such as the 

perception of  an organization by people that is created and communicated. In the 

70s there was a shift of  focus towards the concept of  corporate identity and corporate 

personality, with researchers such as Margulies (1977) and Olins (1978) as the most 
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influential writers on this subject (Balmer 2009). Balmer (2009) argue that there 

are various meaning of  corporate identity. However, he stresses for two dominant 

perspectives which refers corporate identity as “an organization´s innate 

attributes” and as “the deployment of  graphic design to convey an institution´s 

actual or desired identity” which is related to the organizations trademark (Balmer 

2009, p. 551). These definitions have also been suggested by Albert & Whetten 

(1985) whom also presented three characterization of  organizational identity, such 

as “the criterion of  claimed central character, the criterion of  claimed 

distinctiveness and the criterion of  claimed temporal continuity” (Albert & 

Whetten 1985 see Balmer & Greyser 2007, p. 80). Later on in the 80s, the concept 

of  corporate identity was joined by concepts such as corporate communication and 

corporate reputation receiving a lot of  attention until 2000. Researchers such as 

Bernstein (1984) and Van Riel (1995) have been influential in providing corporate 

communication theories that, according to Balmer (2009) initially was known as 

marketing and management. Corporate communication includes three corporate 

communication mixes; “management communication organizational 

communication and marketing communications” (Van Riel 1995 see Balmer & 

Greyser, 2007, p. 163). According to Balmer (2001), Aberg and Bernstein 

extended the corporate communication mix with company product and behaviour 

as an element of  the concept which later was further expanded by Balmer and 

Gray (1999) to include uncontrolled elements such as third-party communication 

that refers to “discourse between different constituencies about the company in 

the media” (Balmer & Gray 1999 see Balmer & Greyser 2007, p. 144).  

Corporate branding, with King (1991) as its establisher, stressed the importance of  

company branding as early as 1991. King (1991), suggests that the company 

brand, which has a great strategic impact for the organization, requires board level 

support due to its complexity. He also stressed that employees have a key role in 

brand-building. However, it took almost a decade to pick up the trail of  King´s 

idea which was further developed by Balmer, (1998, 2003, 2009), Hatch et al. 

(2001), and Keller and Aaker (1998). In recent years Balmer (2009) has 

incorporated the concept of  corporate marketing into this corporate level concept 

development. Corporate marketing combines all corporate level perspectives and 

concepts that have emerged in the 20th century such as corporate identity, corporate 

communication and corporate branding (Balmer & Greyser 2006, p. 734). The 

historiography above shows how various corporate level concepts emerged due to 

rapidly changing industrial environment and increased competition for companies 

as result of  technological development and globalization.  
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Industrial purchasing environment 

Branding in an industrial purchasing environment has been the focus of  many 

researchers in order to explain the importance of  branding in a B2B context, with 

researchers such as Mudambi (2002), Thompson, Knox and Mitchell, (1997/98) 

and Webster and Keller (2004), highlighting the importance of  brands in 

industrial purchasing decisions. However, according to Thompson, Knox and 

Mitchell (1997/98), there are others that see branding in B2B environment as not 

so important due to the view that “industrial buying is more rational than 

emotive” which was challenged by researcher such as Wolter (1989) as cited in 

Thompson, Knox and Mitchell (1997/98, p. 26). Other researchers such as Lynch 

and de Chernatony (2004), also opposing this view by concluding that 

organizational buyers are being influenced by both functional and emotional 

rewards and that sustainable differentiation could better be created by 

communicating emotional brand values.  

Organizational buying behaviour has interested scholars and practitioners for over 

40 years and in order to fully grasp the concept, it requires understanding on 

several levels, such as structure, process and content (Lynch & de Chernatony 

2004). The structure refers to the composition of  people within the purchasing 

group, the roles they have and influence they have on the process. The process 

itself  is concerned with the several steps of  the buying process from problem 

identification to post-purchase evaluation. Content relates to the economic and 

non-economic variables that can be matched to the functional and emotional 

dimensions taken into consideration by the purchasing group (Lynch & de 

Chernatony 2004). This highlights the differences between organizational buyers 

on industrial markets and the functions of  consumer markets.  

Webster and Keller (2004) suggest that “the industrial market is characterized by 

their buyers, not their products” (p. 391). Furthermore, they argue that industrial 

markets is a mixture of  profit seeking firms, such as automation companies within 

automation region and budget constrained institutions, such as government 

agencies and healthcare organizations (Webster & Keller 2004). The purchase in 

industrial markets is guided by the firm´s own strategy for offering attractive and 

differentiated solutions to their customers with production and service efficiency 

as a value for their owners (Webster & Keller 2004). Moreover, they argue that a 

firms brand is an asset to both its customer and its supplier. Another 

characteristic of  industrial markets is that a firm´s customer´s base is limited 

resulting in few customers standing for more than half  of  the total sales (Webster 
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& Keller 2004). Brand names in industrial market is often the company name such 

as ABB and Bombardier due to the limited size of  market segment as which does not 

allow for endorsement of  various brands (Hague & Jackson 1994 see Walley et al. 

2007). Therefore, brand managers in industrial market are mainly focusing on 

brand strategy at corporate level with the aim of  increasing the brand portfolio 

through merger and acquisitions (Walley et al. 2007). Industrial goods and services 

according to Webster and Keller (2004) consists of  “raw materials, processed 

materials, component parts, subassemblies, light equipment, maintenance, repair 

and operating supplies and services” (p. 392), which also are visible within 

automation firms. Walley et al. (2007) suggest that due to commoditization and 

homogeneously of  industrial products, differentiation can be difficult highlighting 

the importance of  corporate brand in purchasing decisions. Furthermore, 

suggesting that brand reduces the risk perceived by industrial customer´s due to 

its reassurance regarding price and quality of  product.  

Mudambi (2002) suggest that organizational buyers differs in many ways such as 

in the type and the size of  their purchase, the decision process for buying and the 

things they perceive to be important. Mudambi´s view is shared by Webster and 

Keller (2004), which also add the buying power and the nature of  relationships 

that the organizational buyers demand from their suppliers. It could be assumed 

that organizational buying involves many stakeholders, lengthy process and have 

series of  decisions stages where corporate brand play a vital role as suggested by 

Fiedler and Kirchgeorg (2007) as well as Webster and Keller (2004). Furthermore, 

Webster and Keller (2004) also suggested that organizational buying is a mixture 

of  individual and organizational decision process in which brands has an 

important role. The individuals in organizational buying interact with other 

individuals both internally and externally and “in the context of  organizational 

goals, resources, strategy and structure” (Webster & Keller 2004, p. 393). It could 

be said that organizational buying involves various individuals with both personal 

and organizational agenda which highlight the complexity of  organizational 

buying. In summary, organizational buying involves more interaction with various 

stakeholders that also needs closer relationship with buyer and seller. Other 

factors involved in organizational buying include fewer and larger buyers with less 

frequently negotiated purchases and more product customizations (Walley et al. 

2007). Organizational buyer also tends to be more rational and better informed. 

Factors such as buyer´s personal goals and elimination of  risks are also important 

characteristics of  organizational buying behaviour as suggested by Walley et al. 

(2007 p. 385).  
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Conceptual framework 

The starting point of  our theoretical framework is based on a series of  findings 

from the literature review, indicating that industrial purchasing are complex 

processes taking place over a long period of  time involving groups of  people. 

External factors have also increased the uncertainty for companies resulting in 

more people being involved in the purchasing process. People within an 

organization also value brand attributes differently, thus prioritizing accordingly, 

not without acknowledging tangible attributes as strong determinants. The 

perception is also that strong a B2B brand affects how decisions are made within 

organizational buying groups, which is in line with the views of  Balmer (2003) 

Thompson, Knox and Mitchell (1997/98) and de Chernatony (2004). By 

communicating both functional and emotional brand attributes, companies might 

sustain a competitive edge. The theoretical model guiding the empirical study is 

based on a previous qualitative study by Thompson, Knox and Mitchell 

(1997/98), resting on the assumption that branding offer customers benefits of  

both functional, emotional and self-expressive character, in accordance to 

Ambler´s (1995) definition of  a brand. Their research findings identified a set of  

thirteen brand attributes that are visible at several stages of  the buying process, 

summarized in Figure 2. Brand attributes that range from tangible product 

performance criteria to intangible non-product related criteria such as a 

company´s ability to solve problems and the cultural fit of  an organization.  

The purpose of  their research was to identify brand attributes important in 

industrial purchasing decisions and establish how they influence the stages in the 

purchasing process. Their research was conducted from a buyer perspective in a 

purchasing situation of  over £100,000. Thompson, Knox and Mitchell (1997/98) 

found that traces of  “soft” brand attributes at all stages of  in the purchasing 

process when. Reputation for reliability and responsiveness considered to affect 

later stages in the buying process were seen to have an influence in earlier stages. 

This should be seen as a marker indicating the importance of  suppliers´ ability to 

communicate willingness and ambition to create long term business relationships 

in the form of  partnerships. Some brand attributes were according to Thompson, 

Knox and Mitchell (1997/98) multi-layered as they appeared repeatedly in later 

stages highlighting the fact that purchasing processes are all but linear. 

Furthermore, in addition to examining brand attribute importance over time, the 

study by Thompson, Knox and Mitchell (1997/98) also indicated how each 

attribute relates to different levels in terms of  how the senior buyers perceived 

suppliers Fitness for purpose, Organizational Reputation and Partnership.  
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13 Brand attributes Perceived definitions 

Product/service quality Durability and reliability of product/service 

Technical capability Readiness to respond to customized specifications 

Reputation for reliability E.g. perceived ability to deliver on time 

Pre-/post sales responsiveness Ability to support customers with advice and support 

Company size Market share 

Innovativeness Ability to introduce new ideas 

Financial standing Reliability in terms of financial strength 

Image Stakeholders overall perceptual picture of the company 

Price level perception Price positioning in comparison to competitors 

Project management skills 
Skills associated with business administration and project 

management 

Organisational cultural flexibility Ability to adapt to cultural differences 

Personal compatibility and trust Interpersonal relationships 

Professionalism/leadership Top management and leadership skills 

Figure 2 ►  Brand attributes adapted from Thompson, Knox and Mitchell (1997/98). 

The supplier´s fitness for purpose can be seen in Figure 3 which indicates Technical 

capability, Product/service quality and Innovativeness as the basic attributes in order to 

be considered as a potential supplier. The organizational reputation is the next 

level of  the multilayered brand attribute model highlighting the importance of  

supplier´s differentiating attributes such as Reputation for delivery and Financial 

standing as seen in Figure 4. The partnership level is a unification of  the other two 

layers with a third layer where suppliers are chosen on the basis of  their potential 

to become the best long term partner, illustrated in Figure 5. The partnership 

layer relates to the people behind supplier organizations, highlighting attributes 

such as Professionalism and Management skills. Thompson, Knox and Mitchell 

(1997/98) concluded that hygiene factors such as functional and technical 

attributes which acted as a gatekeepers in earlier stages of  purchasing decision 

process gradually was superseded by satisfier factors such as relational and 

problem-solving attributes. However, their research didn´t specify whether the 

buyer was new client or a client in which a relationship existed with the supplier. 



14  JO H A N S S O N  &  R A S H I D Z A D E H AZ A R  

Figure 3 ►  Business Brand attributes: Fitness for purpose 

 

Figure 4 ►  Business Brand attributes: Organizational Reputation 

Technical capability 

Innovativeness Product/service quality 

Price Reputation for delivering 
promises 

Image 

Company size Financial standing 
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The use of  the brand attribute concept will guide this research in measuring the 

awareness of  management of  the automation companies within the region 

towards the value of  brand attributes in an industrial purchasing environment. 

However, this concept will be viewed and tested from seller´s perspective rather 

than buyers in a contact with new client and in a relationship with an important 

client. Furthermore the three layered model (figures 3-5) by Thompson, Knox 

and Mitchell (1997/98), which represents perceived customer value created by this 

interconnected and unified approach will also set the basis for this research as 

conceptual framework. Thus, this study will compare how each attributes relates 

to different levels in terms of  how the CEO, Marketing managers and other 

senior managers of  the automation companies perceive it to be important to 

communicate to a new client in comparison to an important client in which they 

have a relationship.  

 

 

 

Figure 6 ►  Business Brand attributes: Partnership 
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Method 

The primary interest in this chapter concerns the complexity of  B2B buyer 

behaviour and the perceived value of  brand related attributes from a supplier 

perspective. The result of  the study is based on a combination of  primary data 

and secondary sources. Secondary sources from earlier research findings 

published in well-renowned scientific journals were used to get an idea of  the 

complexity of  the topic. This is a good way to define problems and to develop an 

approach towards an appropriate research design (Malhothra 2007). Previous 

research from Thompson, Knox and Mitchell (1997/98) make out the basis for 

the primary data collected in this study. The disadvantage of  secondary sources is 

that its findings are gathered with another purpose than to investigate the 

problem at hand (Malhothra 2007). To address this issue the earlier qualitative 

research model were adapted in order to fit our research questions with a 

quantitative approach. The primary research material was gathered through a 

structured data collection in the form of  a 17 page direct-questioner with pre-

arranged fixed alternative questions.  

The population in this study constitute of  351 business contacts originating from 

an earlier study at Mälardalen University. The list of  company contacts has been 

compiled by an earlier researcher using a non-probability judgemental sampling 

method, in which the population is purposely selected and dependent on the 

researcher´s discretion (Malhothra 2007). The list contains companies in the 

Mälardalen surroundings operating as consultant/service providers, system 

suppliers, product suppliers and/or component suppliers within the automation 

industry. An industry described as a cluster consisting of  knowledge-intensive 

businesses and strong suppliers in such areas as power and automation. The study 

targets people with a marketing management responsibility within the firm´s on 

the list. Hence, the sampling is biased towards management respondents such as 

CEO: s, Marketing managers and to some extent sales managers. We are aware 

that other functions of  the firm might perceive the importance of  brand 

attributes differently. Nevertheless, the recipients hold top management positions 

and ought to have proper knowledge about their firm´s business strategy. 

The primary data was collected with the online web-survey tool, Survey Monkey 

during two weeks in May, 2010. The benefits of  web based surveys are several, 

such as low cost of  distribution and faster handling of  raw data collection (Fan & 

Yan 2009). However, the technology has some disadvantages including low 

response rate which can lead to random sampling errors and non-sampling errors 
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that might affect the quality of  the study (Malhothra 2007). To address this issue 

the critical elements of  the web-survey process described by Fan and Yang (2009) 

referring to; development, delivery, completion, return, were analysed in order to 

minimize drop-outs. See Figure 7. 

Figure 7 ►  The web survey process, adapted from Fan and Yan (2009). 

Prior to distribution, companies on the list were approached via phone in order to 

obtain their consent and also to ensure that the questionnaire was being sent to 

the appropriate receiver. This was a way to avoid random sampling errors. In 

those cases where it was not possible to get phone contact, an e-mail inquiry was 

sent out containing a brief  description of  the purpose of  the investigation. The 

origin and purpose of  the study was communicated early on since both target group 

interest in the topic and non-commercial research has shown to generate less drop-outs, 

compared to commercial studies and cold mail surveys (Fan & Yan 2009), hence 

the reason for our direct-questioner approach.  

The link to the online survey was distributed via e-mail to people with a marketing 

responsibility in the companies that agreed to participate in the study. To ensure 

that the person receiving the email also were the one completing the questionnaire 

every e-mail was tagged with an ID-number also blocking the possibility of  

multiple responses. The message sent out via Survey Monkey´s collector function 

also included a notification to the recipient not to forward the message since the 

link to the web survey was unique to the recipient´s e-mail address. To facilitate 

for respondents, survey questions were structured into different blocks. Basic 

information was obtained first, followed by specific questions assigned to 

different research areas. Only nominal and ordinal scales were used. The ordinal 

scales were designed as odd number categories with a verbal description and a 

neutral midpoint. They were also non-forced and included a “don´t know” 

option. To further minimize the effort from the respondent in order to increase 

the response rate the use of  open ended questions were cut down to a minimum.  

Before the actual survey was launched, a pre-test survey was distributed to 10 

respondents. The result was exported as a Microsoft Excel file and imported into 

SPSS with satisfactory results. Since the time frame for the project was limited, it 
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was not possible to carry out an extensive pre-test including pre-analysis in SPSS. 

256 mailings were distributed in four different batches generating a total of  146 

respondents giving a response rate of  57 percent, which is above average for a 

web survey (Malhothra, 2007). The response rate is equivalent with 41, 6 percent 

of  the total population of  351 companies. During the time the survey was online, 

two reminders were distributed to recipients who had not responded. The 

population is a representative sample of  the total number of  companies in the 

automation industry which means that the reliability of  the measurements is high 

given the high response rate. However, from a test/re-test perspective there might 

be implications concerning reliability, especially for questions relating to 

companies perceived impact of  environmental forces. 

The survey questions connected to this chapter are the following: 1:1, 1:2, 2:1, 8:1, 

9:1, 10:1, 11:1 and 12:2 in Appendix B. The design of  questions 8:1, 10:1, 11:1 

was inspired by Thompson, Knox and Mitchell´s (1997/98) earlier exploratory 

study of  senior buyers and the influence of  brand attributes in a B2B purchasing 

environment. The thirteen attributes were translated into Swedish as closely to the 

original as possible, although, the term “management skills” was translated into 

“projektledningskompetens” (project-management skills) due to differences in the 

English and Swedish language. Using variables matched against those identified by 

Thompson, Knox and Mitchell (1997/98) is complicated. Certain variables run 

the risk of  being too difficult for respondents to interpret, e.g. the variable image. 

In this case, a definition was added as a footnote to facilitate understanding in 

order to avoid partial non respondents. Using pre-defined variables instead of  

open ended questions presents both advantage and disadvantage, the advantage 

being able to make comparisons between the two studies. The disadvantage being 

that we might miss important attributes that were not obtained in the earlier study. 

At the same time results may be affected by the structured questions with 

predefined variables. An alternative design of  questions with open ended answers 

and restrictions on multiple choice answers were discussed, but considered too 

complicated and might affect reliability and validity of  the study. 

Apart from using variable names deriving from previous studies, the design of  the 

survey answering alternative was based on previously proven methods as to the 

length of  the scales and scale labels. The specific brand related questions were 

designed as five-point scales (1 absolutely not to 5 absolutely agree) where the 

respondents were asked to provide rating of  importance of  attributes related to 

product, service and other intangibles. The questions asked related to perceived 

importance of  attributes in relation to new customer contacts, long-term 
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customer relationships and organisational reputation. Question 9:1 is assigned to 

research question 2 and was developed in the light of  Balmer´s (2006, 2009) 

statement of  corporate branding and the perception of  brand as a valuable asset 

driving the company´s core competence as also expressed by Doyle (2001). 

Respondents were asked to consider a set of  statements measuring the role of  the 

brand and brand value within the organization as perceived by the respondent. 

The design of  the statements was inspired by Webster and Keller´s (2004) 

academic paper on branding in industrial markets. Five-point scales (1 absolutely 

not to 5 absolutely agrees) were used. Question 2:1 relates to research question 3 

and is inspired by Levitt (1983); Balmer (1999) and King (1991). The aim was to 

measure respondent´s perceived influence of  environmental factors such as 

Accelerating product- and service life cycles and Globalization and free trade areas. The 

variables derive mainly from Balmer (1999). Five-point scales (1 very negative to 5 

very positive) were used in which respondents were asked to rate how 

environmental forces had influenced their company over the past five years. In 

addition to these questions the general nominal scale questions 1:1, 1:2 and 12:2 

make out the category variables in which we cross tabulate our specific brand 

related questions. 

The raw data was exported from Survey Monkey and formatted in Microsoft Excel 

before imported into SPSS. The file was cleaned, variables were labelled, missing 

values were encoded and scale levels were adjusted. During the process of  

cleaning the raw data 26 respondents were removed due to bias answers and 

partial non-response answers. Analytical data consist of  120 respondents. Open 

answers were not imported into SPSS. That information was extracted and 

analyzed directly from Survey Monkey. Nominal and ordinal scales were 

summarized by using descriptive analysis in which mean, median, skewness, range 

and percentiles were studied. Although means are not regular when it comes to 

ordinal scales, we choose to make an exception from this rule even though it 

affects the inter-subjectivity of  the result when interpreting data this way (Thurén 

1991). We are aware that it is not possible to define the differences in scale step 

using ordinal scales, but we believe that the end result benefits from presenting 

both mean and median for the thirteen brand attributes. Furthermore, nominal 

scales were cross-tabulated against ordinal scales using the Chi2 test to check for 

significance between variables. In addition, correlations were carried out on 

individual variables using Spearman´s correlation test to examine the relationship 

between external factors and internal corporate branding activities.  
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Results 

The conducted survey reveals several interesting findings. For instance that the 

management of  automation companies regard both product related and non-

product related brand attributes as a valuable asset in negotiating with new and 

existing clients. But, before a more in depth analysis of  these findings a number 

of  issues regarding the respondents and their company´s principal activities need 

to be addressed. Respondents participating in the study were identified by their 

position in the company. The total numbers of  respondents were 120 of  which 59 

indicate having a position as CEO, representing 49 percent of  the total sample. 26 

respondents indicate that they have positions as Marketing managers, accounting 

for 22 percent. The remaining 35 respondents representing 29 percent consist 

primarily of  sales managers or members of  the sales division. See Figure 8. 

59 26 35

CEO Marketing Manager Others

 

Figure 8 ►  Position in company 

The question concerning companies´ principal activity was designed as a multiple 

choice question, resulting in several respondents indicating that their company are 

having more than one primary activity. 27 respondents indicate that they are 

consultant/service providers. 29 respondents perceive their company´s main 

activity as system suppliers, an additional 29 respondent’s state that their firm´s 

principal activity consists of  supplying components. The product supplier is the 

largest category with 74 respondents. See Figure 9. 
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27 29 74 29

Consult/Service

providers

System suppliers Product suppliers Component suppliers

 

Figure 9 ►  Company categories 

It is worth mentioning that the number of  respondents is not equivalent to the 

number of  companies due to the fact that larger firms have more than one 

respondent in the data-set. There were no disregards of  respondents for the 

above mentioned questions. The third and the final category variable in the 

dataset, answer the question of  whether the respondents´ key client is 

geographically located within the region, nationally or internationally. 33 

respondents stated that their key customer is located within 150 km radius while 

63 respondents indicated them to be located within the borders of  Sweden. The 

remaining 19 respondents stated that their key client is located internationally. 

Furthermore, this question has a partial loss of  five respondents. See Figure 10. 

33 63 19

Regional National Internationall

 

Figure 10 ►  Location of important customer. 
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Research question 1 

Q1: To what extent are companies aware of  the influence that emotional and intangible brand 

attributes have in purchasing decisions? 

To investigate research question 1, respondents were asked to rate the level of  

importance in communicating thirteen different attributes in reference to two 

hypothetical customer scenarios by specifying the degree of  relevance on a five-

point scale (1 absolutely not to 5 absolutely agree). In the first scenario 

respondents were asked to weigh the relevance of  communicating attributes in 

connection with a new customer contact. The second scenario related to the 

perceived importance in communication attributes to an existing important 

customer relationship. The aim is to describe how respondents weight different 

attributes and then compare how they relate to Thompson, Knox and Mitchell´s 

(1997/98) three different dimensions; Fitness for purpose, Organisational reputation and 

Partnership. Research question 1 is linked to survey questions 10:1 and 11:1.  

A summary of  the descriptive statistics of  variables in question 10:1 are displayed 

in Table 1. The table shows a slightly higher proportion of  partial non-

respondents assigned to variable 10 and 11 which indicate that the variables have 

been difficult to understand since six respondents actively chose to answer ”Do 

not know”. There is also a strong asymmetry for all variables, with the exception 

of  variable 5, Company size. There is a negative skewness which is also confirmed 

in the table in the form of  high median values for all variables. Also, the result 

shows that variables have short distribution rate in terms of  range and percentile. 

Attributes such as Technical capability and Product/service quality has a range of  only 

2, thus indicating that respondents largely agree with the importance of  

communicating all thirteen variables in new customer contacts. Since the outcome 

of  the descriptive statistic led to this conclusion, it has become necessary to 

abandon some basic rules of  statistical analysis in order to speculate on possible 

differences of  brand related attributes. Means give a better indication of  how 

respondents rank the thirteen attributes which gives interesting results. Of  the five 

top-ranked attributes, two relates to Fitness for purpose, one relates to Organisational 

reputation and two relates to the dimension Partnership. Indicating that the 

respondents consider it important to communicate non-product related attributes 

early in the purchasing process. Rankings also show several attributes assigned to 

organisational reputation such as Price-level perception are being subordinated. 

Technical capability and trust, an attribute which can be defined as companies´ 

readiness to respond to customised specification gets the highest ranking. 
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Table 1: Perceptions of Brand benefits in new customer relations. 

In contact with a NEW client, indicate on the scale how important it is to communicate your 

company´s: 

New customer contact Mean Median Rank 
N 

Valid Missing 

Product/service quality 4,48 5,00 2 117 3 

Technical capacity 4,49 5,00 1 118 2 

Reputation for reliability  4,41 4,00 3 116 4 

Pre-/post sales responsiveness 4,32 4,00 5 115 5 

Company size 3,35 3,00 13 118 2 

Innovativeness 4,03 4,00 7 117 3 

Financial standing 3,50 4,00 10 117 3 

Image 3,90 4,00 8 118 2 

Price level perception 3,48 3,00 12 117 3 

Project management skills 3,58 4,00 10 111 9 

Organisational cultural flexibility 3,64 4,00 9 111 9 

Personal compatibility & trust 4,37 4,00 4 115 5 

Professionalism/leadership 4,16 4,00 6 114 6 

Five-point ordinal scale (1, Absolutely not; 2, Not; 3, Neutral; 4, Agree; 5, Absolutely agree) 

Table 2: Perceptions of Brand benefits for maintaining an important customer 

relationship. 

Select one of your most important customers and indicate how important it is to communicate 

the following to maintain your relationship. Your company´s: 

Valuable customer 
relationship 

Mean Median Rank 
N 

Valid Missing 

Product/service quality 4,55 5,00 1 110 10 

Technical capacity 4,38 4,00 3 111 9 

Reputation for reliability 4,36 4,00 4 111 9 

Pre-/post sales responsiveness 4,29 4,00 5 111 9 

Company size 3,14 3,00 13 111 9 

Innovativeness 4,02 4,00 7 110 10 

Financial standing 3,41 3,00 12 110 10 

Image 3,68 4,00 8 109 11 

Price level perception 3,62 4,00 10 109 11 

Project management skills 3,65 4,00 9 104 16 

Organisational cultural flexibility 3,61 4,00 11 107 13 

Personal compatibility & trust 4,39 5,00 2 109 11 

Professionalism/leadership 4,10 4,00 6 109 11 

Five-point ordinal scale (1, Absolutely not; 2, Not; 3, Neutral; 4, Agree; 5, Absolutely agree) 
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Table 2 presents the descriptive statistics of  the variables in question 11:1 

designed to measure perceived importance of  attributes vital to communicate in 

order to maintain a relationship with an existing customer. Similar to question 

10:1, there is a high level of  partial non-respondents for variables 10 and 11. The 

variables are also unevenly distributed with negative skewness. Especially the 

variable, Personal compatibility and trust that show a strong negative values of  

skewness of  -1.469, which indicates that the vast majority (54.1 percent) 

absolutely agree that this attribute is vital to communicate. Means are also 

presented in order to get an indication of  how respondents rank the thirteen 

attributes. A comparison between Table 1 and Table 2 shows that there is 

consensus about which five most important attributes are in both of  these 

scenarios. However, it is interesting to see that Personal compatibility and trust 

assigned to the Partnership dimension is the second most important attribute short 

after the tangible Product/service quality attribute in managing long-term customer 

relationships. Graphics of  how the top five attributes are related to Thompson, 

Knox and Mitchells (1997/98) three dimensions are demonstrated in Figure 11. 

Figure 11 ►  Top-five attributes in relation to Thompson´s three dimensions. 
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To compare if  the perceived importance of  various attributes significantly differs 

between groups, question 10:1 and 11:1 have been cross-tabulated against the 

category variables Position in company and Customer location. A cross-tabulation with a 

Chi2-test do not show any major significant differences in perceived importance 

when checked against category variable Position in company, leading to the 

conclusion that respondents are relatively united on these two issues. However, 

the variable Price level perception related to question 11:1 indicate a Sig-value of  

0.016, which suggests that there is a difference in how respondents perceive the 

importance of  price perception depending on whether they hold a position as 

CEO, Marketing manager or others. CEO seems too weigh the importance of  this 

attribute higher in relative to other groups. On the other hand, there are 

uncertainties to whether this can be statistically significant since SPSS warns of  an 

expected count less than 5 five for several cells.  

When cross tabulating Customer location with question 10:1 and 11:1, we find that 

companies working towards a major international customer, places more emphasis 

on communicating Financial strength in the case of  new customer relationships 

(Sig-value of  0.016). At the same time, this group assign greater importance to 

Organisational and cultural flexibility in connection to existing customer relationships 

(Sig-value of  0.035). This category is also more neutral to the attribute Price-level 

perception, an indication that their important customer relationship is not essentially 

a question of  price (Neutral 58.8 percent, Sig. 0.036). Although, the findings are 

to be seen more as tendencies since SPSS warns of  an expected count less than 5 

five for several cells. 

The findings in this study indicate that companies within the automation industry 

perceive both product related and non-product related brand attributes important 

to communicate in business relations with their customers. One can, therefore 

claim that the level of  awareness among management is high. In comparison with 

the research findings of  Thompson, Knox and Mitchell (1997/98), one might also 

claim that the industrial suppliers are tuned in on the needs of  senior buyers in 

industrial buying groups, with the reservation that this study is conducted on a 

different market. Similar to Thompson, Knox and Mitchell´s (1997/98) earlier 

study, this study also shows that attributes such as Product/service quality and 

Technical capability which relates to companies Fitness for purpose are valued high. 

Thus, confirming the research findings of  Bendixen, Bukasa and Abratt (2003) 

that tangible product attribute play an important role in what is perceived to be a 

rational purchasing environment.  
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The result also show similarities with the findings of  Mudambi, Doyle and Wong 

(1997) in which Price-level perception was proven to be subordinated and less 

important when customers were in the process of  screening potential suppliers. 

This evidence is also apparent in Thompson, Knox and Mitchell´s (1997/98) 

findings who assign importance of  this attribute somewhat later in the purchasing 

process, when customers are in the stage of  considering suppliers. Interestingly 

enough, Price-level perception is defined as an element within the Organizational 

reputation dimension, a dimension containing several important attributes 

connected to the earlier stage of  awareness, such as Financial standing and Company 

size. Apart from Reputation for delivery, attributes connected to this dimension are 

shown to get superseded by the respondents in comparison to Fitness for Purpose 

and Partnership. The fact that Technical capability ranks as the most important 

attribute which we perceive to be companies readiness to respond to customised 

specifications is interesting. This can be translated into company´s ability to make 

non-marketable adaptations, which is evidence indicating that automation 

companies communicate a willingness to engage in long-term relationships early 

in the process.  

One of  the most interesting findings that somewhat differentiates this study from 

Thompson, Knox and Mitchell´s (1997/98) study, is the perceived value by 

respondents assigned to the relationship-building attribute Personal compatibility and 

trust. It is perceived to be the fourth most important attribute to communicate in 

the initial contact with a new customer and the second most important attribute 

to communicate in order to maintain an existing customer relationship. In doing 

so, respondents´ places focus on employees and interpersonal relationships 

between companies and highlight staff  as brand builders. Confirming the view in 

which the sales force is key in corporate brand communication in industrial 

markets. The result also points to an existing view of  branding as being a matter 

for the whole company and not the responsibility of  a single function in line with 

Gordon, Calantone, and di Benedetto´s (1993) claim that customers, in their 

selection of  suppliers also evaluate the organization behind the product. A view 

confirming Thompson, Knox and Mitchell´s (1997/98) statement that branding 

in industrial markets ought to involve organizational reputation  

In summary, we can establish that companies in the automation industry in 

Mälardalen are well aware of  the value of  communicating non-product related 

attributes. It is also visible that they are communicating these attributes 

throughout the whole purchasing process in order to not only demonstrate the 

fitness for purpose but also a willingness to enter into long-term partnerships. 
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Research question 2 

Q2: To what extent have companies incorporated branding into their business strategy? 

Survey question 8:1 was chosen in order to explain whether Automation firms 

recognized the stated brand attributes as a differentiated elements of  their 

business strategy or not. Table 3 summarizes the perceptions of  differentiating 

factors where a ranking based on mean values of  each attribute has been provided 

in order to recognize the attributes that is seen as most important for the 

respondents as a differentiating factors in comparison to their main competitors. 

Table 3: Perceptions of differentiating factors 

What different your company from your closest competitors? 

POD Mean Median Rank 
N 

Valid Missing 

Product/service quality 4,28 4,00 1 119 1 

Technical capacity 4,26 4,00 2 118 2 

Reputation for reliability 4,22 4,00 4 119 1 

Pre-/post sales responsiveness 4,02 4,00 6 117 3 

Company size 3,23 3,00 12 116 4 

Innovativeness 3,93 4,00 7 115 5 

Financial standing 3,67 3,00 10 115 5 

Image 3,91 4,00 8 113 7 

Price level perception 3,17 3,00 13 117 3 

Project management skills 3,49 3,00 11 107 13 

Organisational cultural flexibility 3,71 4,00 9 110 10 

Personal compatibility & trust 4,23 4,00 3 115 5 

Professionalism/leadership 4,02 4,00 5 114 6 

Five-point ordinal scale (1, Absolutely not; 2, Not; 3, Neutral; 4, Agree; 5, Absolutely agree) 

Product/service quality was awarded the highest relative importance with a mean 

value of  4.28 by majority of  respondents. Followed by Technical capability with a 

range of  2 for these two variables, which indicates that automation companies 

consider product related attribute as an important mean for differentiating 

strategy. However, respondents also regarded Personal compatibility and trust and 

Reputation for reliability as having great importance in their differentiating strategy, 

which are non-product related attributes. Thompson, Knox and Mitchell 

(1997/98) suggested that all these thirteen brand attributes are interrelated and of  

great importance in a purchasing process. A purchasing process involves 

evaluation of  competitors from buyer´s viewpoint; hence, differentiating 

attributes that generate customer value are seen as important factors from buyer´s 
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perspective. In general, this view is also shared by suppliers in automation region 

which is supported by the negative skewness of  the result. A detail worth 

mentioning here is that there was a partial loss of  13 respondents in the variable 

Price level perception and a partial loss of  11 in Project management variable. This 

indicates that respondents perhaps didn´t understand these two variables fully and 

therefore didn´t make any comment about them which might have a negative 

impact on the result. A cross-tabulation with a Chi2-test was arranged between 

the Perception of  differentiating factor variables and Position in the company variables in 

order to find out if  there was any different perception depending on the position 

held by the respondents. The result reveals a number of  significant factors related 

to Product and service quality and Price level perception variables. Marketing managers 

and other members of  the sales division considered Product and service quality to be 

more important differentiating factors than CEOs. It could be argued that CEOs 

perceive non-product attributes to be more important due to their significance for 

long-term relationship building. Webster and Keller (2004) highlighted that 

organizational buying involves various individual with both personal and 

organizational agenda which arguably support the finding in this research 

regarding the various perception of  differentiating factors depending on the 

positions in the company. However, it is not possible to say that the result is 

statistically significant and should only be considered as tendencies, due to the fact 

that there is a strong negative skewness, which indicates that the vast majority 

agreed on the importance of  all differentiating attributes. 

Question 9:1 related to the role of  branding in the organization mainly focuses on 

the internal aspect of  the company. The respondents were asked to specify the 

degree of  their agreement on a five-point scale (1 absolutely not to 5 absolutely 

agree) with several statement related to their corporate brand and values. 

Although, majority of  respondents indicated to agree in some extent with this 

statement, there were several companies who didn´t agree at all. The result for 

this statement is slightly more evenly distributed with a range of  3 in comparison 

to other variables. The compilation of  the data indicates an increased partial loss 

associated with variable statement regarding matching applicants with company´s 

core values in the recruitment process. As a consequence, 10 respondents 

indicated that they didn´t know about it and another two didn´t respond at all to 

that statement. This can be explained by the fact that these respondents were not 

involved in the recruitment process of  the staff  and chose to not make a 

comment. 
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In general, respondents had a positive view regarding their brand which resulted 

in a negative skewness of  responses with some minor spread. Respondents´ 

allocated highest importance (mean 4.51) to the statement Positive Word-of-mouth 

from an existing customer has generated new client contacts for our company. This statement 

can be interpreted as company reputation which according to Mitchell, King and 

Reast (2001), positive organizational reputation generates brand loyalty and repeat 

purchase. However, it cannot be determined which brand attributes the phrase 

word of  mouth refers to, which, limits the interpretation of  this result to give only 

tendencies. Interestingly, the statement Our brand is a major issue for the management of  

our company is ranked second due to the high mean of  4.25. This result supports 

the argument raised by King (1991) which suggested that corporate brand 

requires board level support. Balmer and Gray (2003) also argued that the internal 

and external communication of  a corporate brand values is highly dependent on 

the company´s employees and senior management which should be incorporated 

into the firm´s corporate strategy. Other interesting findings regarding the 

corporate brand value of  automation companies is the high ranking of  the other 

statement such as Our employees know the company´s vision and core values and Our 

employees are involved in the development of  the company´s vision and core values. These 

results signify that automation companies in the region of  Mälardalen regards 

corporate brand building as an internal effort which is supported by top 

management. 

Levitt (1996) stated that high quality presentations from sales representatives were 

seen as the best means to create brand awareness. A statement that is shared by 

respondents of  automation companies which allocated higher importance with a 

mean of  4.21 for the statement Our sales team is well aware of  the company´s core values. 

A cross-tabulation with a Chi2-test between the variable Respondent´s position in the 

company and variables regarding the role of  branding in the organization didn´t show any 

sig-value lower than 0.05. Indicating that there are no differing view in regards to 

statements related to the role of  branding in the organization between CEO, 

Marketing managers and other members of  sales division in automation 

companies. 

In summary, the results from survey question 8:1 and 9:1 related to brand building 

strategy in the organization indicates that Automation companies have a 

corporate brand strategy that is to some extent incorporated into their business 

strategy. The result also shows tendencies that management and other member of  

Automation companies are involved in brand building at corporate level. 
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Research question 3 

Q3: To what extent do companies use branding as a reaction to environmental pressures? 

The survey questions that were designed to provide some insight in this subject 

consisted of  10 external factors that could have an impact on Automation 

companies. These external factors are displayed in Table 4. Respondents were 

asked to rate the impact of  these external factors on their organizations by 

specifying the degree of  relevance on a five-point scale (1 very negative to 5 very 

positive).The result from survey revealed a number of  interesting facts regarding 

the effect of  environmental pressures on Automation companies. 

Table 4: Perceptions of environmental pressure 

To what degree environmental forces has affected the organization the past five years? 

Environmental forces Mean Median 
N 

Valid Missing 

Acceleration of product life cycles 3,30 3,00 110 10 

Deregulation 3,25 3,00 110 10 

Privatisation programmes 3,25 3,00 110 10 

Globalization and the establishment of free 
trade areas 

3,45 3,00 112 8 

Shortage in high-calibre personnel 2,51 3,00 112 8 

Public expectations for CSR 3,31 3,00 100 20 

Public´s increased environmental awareness 3,56 3,50 112 8 

Customer buying patterns 3,00 3,00 115 5 

Company Mergers/Acquisitions/ 
Divestitures 

3,01 3,00 114 6 

Five-point ordinal scale (1, Very negative; 2, Negative; 3, Neutral; 4, Positive; 5, Very positive) 

The median from frequency analysis shows that respondents consider themselves 

not being influenced by the external factors regarding environmental pressures as 

the frequency for neutral is highest for all variables. There is a partial loss of  18 

respondents in regards to the variable related to the effect of  Public expectation of  

CSR on the company. These respondents stated that they didn´t know about the 

impact this factor had on their company. It can be interpreted that the issue of  

CSR concerns larger organizations with financial strength. However, the result 

doesn´t reveal whether these partial losses were from smaller firm or larger firms. 

The distribution varies slightly between variables where several of  them indicate a 

skewed distribution. Some variables have generated a negative value to a greater 

extent.  About 48.2 percent consider themselves negatively influenced by Shortage 

in high-calibre personnel, which support the finding from Einwiller and Will (2002) in 

which they claim that there is a war of  talent among competitors. Furthermore, 
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about 28.7 percent consider themselves adversely affected by change in Customer 

buying patterns. The result also revealed that 26.1 percent thought to be affected 

positively by change in Customer buying patterns. The interesting finding is that, these 

respondents have been influenced by this variable which supports the statement 

by Thompson, Knox and Mitchell (1997/98) as well as Balmer and Gray (2003). 

Claiming that due to globalization and technological development, the purchasing 

process has changed with changing consumption patterns. Thus, branding has a 

great impact in differentiating the offering form competitors. However, although 

respondents indicated that they have a brand strategy, the result does not disclose 

whether the company´s brand strategy is due to environmental pressures such as 

Changing customer buying patterns and Shortage in high-calibre personnel or not. A cross-

tabulation with a Chi2-test between respondent´s Position in the company variable 

and these external factors did not show any differences in perception of  

environmental pressure on organization based on the position in the company. 

The indication here is that perhaps the branding strategy is a result of  internal 

preferences rather than a reaction response to environmental pressure. 

An interesting result derived from cross-tabulation between the variable Location 

of  important customer and the variable related to External factors shows a sig-value of  

0.016 in regards to Accelerated product life cycle. Indicating significant differences 

between Automation companies in the perception of  how they have been 

influenced by this factor. Automation companies with a key client located in the 

region shows a tendency of  being more positive influenced than the companies 

with key clients located nationally or internationally. Confirming the theory related 

to cluster benefits raised by Ketels (2009) in which he claimed that clusters 

contribute to diffusion of  knowledge and skills. Our perception of  this result is 

that, cluster functions as an engine that drives companies in the region towards a 

convergent development in which Accelerated product life cycle has less significance. 

Instead, it is the sharing of  knowledge and skills that drives these companies 

forward, strengthening the competitiveness of  the cluster as a whole and 

organizations within it.  

The findings from this research doesn´t verify whether Automation companies 

use branding as a reaction to environmental pressures or not.  Although, several 

businesses are affected by certain external factors, it is not possible to verify a link 

between company´s brand strategy as a reaction to external factors such as 

environmental pressures. Therefore, it is not possible to neither support nor 

challenge the findings by Einwiller and Will (2002) where they concluded that 

environmental pressures had a great impact on corporate branding efforts. 
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Conclusion 

This chapter focuses on B2B branding in industrial markets and the concept of  

corporate branding. Through a literature review, parts of  the research findings on 

B2B branding and a historiography of  corporate branding were presented. Leading 

to a conceptual framework designed to guide the study with the purpose to 

describe how companies in the automation industry in the Mälardalen region 

experience the value of  different brand attributes in a supplier/customer 

relationships. The theoretical model rests on a previous qualitative study designed 

to demonstrate the degree of  impact brand attributes has on the industrial 

purchasing process, from the perspective of  senior buyers. Here reworked as a 

quantitative study. The ambition of  the study is also to demonstrate to what 

degree companies feel influenced by environmental factors and if  there is a 

correlation between external factors and the degree of  brand strategies 

incorporated within companies.  

The result of  the study indicate that Automation companies perceive both 

product related and non-product related brand attributes important to 

communicate in business relations with their customers. Attributes such as 

Product-/service quality and Technical capability which relates to companies Fitness for 

purpose are valued high, but there are also markers indicating that companies 

communicate a willingness to create long-term relationships early in the process. 

The most interesting result is that automation companies weigh relationship-

building attributes such as Personal compatibility and trust as the fourth most 

important attribute to communicate in the initial contact with a new customer. In 

doing so they put focus on employees as brand builders and confirm the view of  

the sales force as key in corporate brand communication. 

In addition to these findings there are tendencies indicating that firms, to some 

extent feel influenced by environmental forces, especially difficulties in recruiting 

high-calibre personnel. Although, the data analysis does not indicate any 

correlation between respondents perceived influence of  external factors and the 

degree of  brand focus on business. Findings leading to the assumption that, 

whether companies choose to work with well-developed brand strategies or not, 

tends to be an internal matter of  business and not something that occurs in 

response to environmental pressure.  
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Managerial implications 

The comparison of  the qualitative research conducted by Thompson, Knox and 

Mitchell (1997/98) with this quantitative study indicates that both buyers and 

suppliers in industrial purchasing environment regards emotional and intangible 

brand attributes highly which highlights their importance in the industrial market. 

Although brand attributes seem to be unequally important in different stages of  

the purchasing process, they are collectively contributing to the relationship 

building. Brand attributes assigned to organizational reputation play a vital role in 

creating awareness and should not be forgotten. It should be also kept in mind 

that buyers in industrial market highly regards the people behind the organization, 

therefore, a collective internal strategy towards brand building should be 

appreciated by managers. Although, measuring the benefits of  corporate brand is 

not an easy task, it will provide credibility for managers to incorporate brand into 

their organizational strategy. The sales force of  an organization is regarded as a 

great asset for communicating organizational values as well as receiving feedback 

from clients regarding their perception of  the organization´s corporate brand in a 

purchasing situation. Therefore, sales force provides a valuable source of  

knowledge and by exploring them; mangers can create some base for measuring 

brand awareness. 

Further research 

Parts of  this chapter advocate a shift of  focus from branding of  products and 

services to the branding of  the organizations in order to sustain a competitive 

edge. In this context it becomes interesting to examine the next step. Further 

research can be conducted in order to investigate whether regional cluster are the 

main reason why companies do not feel negatively affected by certain 

environmental forces, given that they facilitate the diffusion of  knowledge and 

skills. If  so, one might study how branding can be use to strengthen a region. 
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