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Abstract 
	  
Title: Brand Building – Differences between how business-to-business companies and 
business-to-consumer companies build their brands. 
 
Authors: Louise Lönnqvist and Sofia Stierna 
 
Supervisor: Svante Andersson 
 
Level: Master thesis, Independent project in business administration (30 credits), Spring 2014 
 
Keywords: Brand, Brand Building, Brand Equity, Business-to-business, Business-to-
consumer. 
 
Research questions: Q1: How can the brand building process differ between business-to-
business companies and business-to-consumer companies? Q2: How can brand equity differ 
between business-to-business companies and business-to-consumer companies? 
 
Purpose: The purpose with this study is to investigate the differences between how business-
to-business and business-to-consumer companies build their brands. First the differences in 
the brand building process are going to be investigated. Furthermore, this leads to an 
investigation in how brand equity differs between business-to-business companies and 
business-to-consumer companies.  
 
Theoretical framework: The theoretical framework starts with an explanation about what a 
brand is and an explanation of the differences between business-to-business companies and 
business-to-consumer companies. Furthermore, relevant theories about the brand building 
process and brand equity are discussed.  
 
Methodology: A qualitative method and abductive approach were used in order to answer the 
research questions. Personal interviews were conducted with three business-to-business 
companies and three business-to-consumer companies in order to get a view over the brand 
building.   
 
Empirical data: The empirical findings from the six interviews based on the theory are 
presented.   
 
Analysis: The analysis is based on the theoretical framework together with the empirical data.  
 
Conclusion: We have come up with the conclusion that all companies have their own brand 
building process and it does not matter if it is a business-to-business company or a business-
to-consumer company, no major difference have been found. It is not important exactly how 
the brand building process looks like and which stages that are included, the key is that 
companies work with brand building in some way, although more studies are required in 
order to confirm the results. Furthermore, the two brand equity factors external brand loyalty 
and perceived quality are more important for business-to-business companies and the 
business-to-consumer prefer a combination of all the factors. 
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1.	  Introduction 
––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––– 
The introduction starts with a problem background that describes the development within the 
area of branding. The problem background further leads to a discussion about the chosen 
subject. The problem discussion results in a research question and a purpose. This is followed 
by delimitations, definitions and ends with a disposition.  
–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––	  

1.1	  Background	   
Why the phenomenon of labelling goods and other items has emerged is something that no 
one, with certainty, has been able to determine (Melin, 1999). Melin (1999) argues that a 
possible explanation can be that labelling satisfied a fundamental need by the human being to 
show the possession of different items. Further Melin (1999) mentions that even if labelling 
has ancient ancestry is the modern brand a relatively new invention. Modern branding and 
usage of individual brand names began to occur during the nineteenth century (Hart & 
Murphy, 1998). The expansion of factories during the industrial revolution resulted in a 
greater quantity and variety of products and items (Hart & Murphy, 1998). When the amount 
of products grew, the distribution process changed and the retail business replaced the former 
local merchants. This resulted in that the manufacturers started to market their goods under 
their own name or special names for the goods - the brands were invented (Melin, 1999).    
 
Today the word “brand” has become an important part of our lives. A brand can be described 
as different attributes such as name, sign and symbol that intend to identify the product or 
service from one seller and differentiate from other competitors (Keller, Apéria & Georgson, 
2008). Almost everything is branded today and most of the products come in branded 
packages (Kotler, Wong, Saunders & Armstrong, 2008). Every day people are using branded 
products. From morning to evening several branded products and services are used (Farhana, 
2012). Within the area of marketing, branding is one of the most important topics (Vorhies, 
1997). The heart of marketing and business strategy is the brands. To create preferences for 
the company’s brand is the purpose of marketing. If the customers perceive a brand as 
superior they are more likely to prefer it (Doyle & Stern, 2006).  
 
The development within the area of marketing has created a new view of the concept of 
branding as a tool to meet the competition in the market (Melin, 1999). Companies have a big 
interest when it comes to branding. One reason for the big interest among companies is 
because they experience more intense competition. In order to meet the intense competition 
companies need to develop competitive advantages. The brand can be seen as a competitive 
advantage (Melin, 1999). According to de Chernatony and McDonald (1998), the brand is 
more than just a combination of different components and therefore the brand has something 
that is called added values. Added values can be described as brand equity (Melin, 1999) and 
high brand equity is, according to Doyle and Stern (2006), the heart of building successful 
brands and also subjective beliefs in the customer’s mind. 
 
Business-to-business companies and business-to-consumer companies are two concepts that 
are commonly used in the marketing literature. Business-to-business companies conduct 
business activities with other companies and business-to-consumer companies conduct 
business activities with private individuals (Kotler et al., 2008; Gezelius & Wildenstam, 
2011). The marketing in this two types of companies differ in some ways. Business-to-
business companies are dealing on a complex market with a few, but big customers. Business-



	  

	   2	  

to-consumer companies, on the other hand, act in less complex markets where they deal with 
a lot of small customers (Kotler & Armstrong, 2008; Randall, 2004). 

1.2	  Problem	  Discussion	   
Today, brands play an important role for both consumers and manufacturers. The brand is the 
biggest asset in the company and attracts the customers. Therefore, it is important for the 
companies to build strong brands  (Keller et al., 2008; Kotler et al., 2008). It is not an easy 
task to build strong brands in today’s environment (Aaker, 1996). Strong brands have become 
more valuable and one reason is that it has become more difficult to establish new brands on 
the market (Melin, 1999). The brand maker also needs to overcome a lot of both internal and 
external barriers on their way to a strong and successful brand (Aaker, 1996).   
 
During the last decades, one problem regarding business-to-business marketing is branding 
and that the researchers do not pay enough attention to branding, and a reason is that the 
industrial buyers do not have the emotional values to the brand as the customers have (Saeed, 
2011). In industrial markets many companies follow a one-brand strategy and that is the 
company brand while many companies in the consumer markets have a range of brands 
(Bendixen, Bukasa & Abratt, 2004; Ohnemus, 2009). There are disagreements about the 
importance of business-to-business branding. According to Bendixen et al. (2004), branding is 
not of importance when it comes to business-to-business markets, while Cretu and Brodie 
(2007) and Hinterhuber and Hinterhuber (2012) argue that branding is of importance. 
According to Balmer and Grey (2003), the corporate brand is many organisations’ face to the 
outside world. 
 
Much research has been made on the subject of branding and how to build a strong brand, but 
almost all research is within the area of consumer branding (Bengtsson & Servais, 2005; 
Lynch & de Chernatony, 2004). According to Baumgarth (2008) and Saeed (2011) research 
about branding in the business-to-business context are rare. These topics are therefore 
important to investigate to get a deeper understanding of branding in the business-to-business 
sector (Baumgarth, 2008). One big misconception, according to Saeed (2011), is that branding 
is only applicable on consumer products and that the brand does not play any role for 
business-to-business companies. According to Ohnemus (2009), there are significant 
differences in marketing orientation between companies that produce consumer goods and 
companies that produce industrial goods. Ohnemus (2009) further argues that there are 
differences in their approach to branding. The research gap to be investigated in this study is 
to identify the differences between business-to-business companies and business-to-consumer 
companies in the brand building process, which leads us to the first research question.  
 
According to Melin (1999), the brand building process leads to brand equity. The importance 
of branding in the marketing strategy has increased due to the development of brand equity 
(Keller, 1998). 	  Much research has been made on the brand equity concept in the business-to-
consumer context (Aaker, 1991; Keller, 1998). Research has also been made in the business-
to-business context as well (Bendixen et al, 2004; Kuhn, Alpert & Pope, 2008) but not as 
much as in the business-to-consumer context (Biedenbach, 2011). The research has focused 
on consumer branding (Aaker, 1991; Keller, 1998) or business-to-business branding 
(Bendixen et al, 2004; Kuhn et al., 2008), without any comparison between them to see if 
there are any differences. This leads us to the second research question. 	  

1.3	  Research	  Questions 
Q1: How can the brand building process differ between business-to-business companies and 

business-to-consumer companies? 
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Q2: How can brand equity differ between business-to-business companies and business-to-

consumer companies? 

1.4	  Purpose	  
The purpose with this study is to investigate the differences between how business-to-
business and business-to-consumer companies build their brands. First the differences in the 
brand building process are going to be investigated. Furthermore, this leads to an 
investigation in how brand equity differs between business-to-business companies and 
business-to-consumer companies.  

1.5	  Definitions	  
Concepts that are used frequently throughout this thesis: 
 
Brand 	   A brand is a specific name, symbol or design or a 

combination of these, which is used to distinguish products 
from different producers (Doyle & Stern, 2006).   
	  

Business-to-business	   Business activities between companies (Kotler et al., 
2008). 
	  

Business-to-consumer	   Business activities between a company and a private 
individual (Gezelius & Wildenstam, 2011). 
	  

Product Attributes	   Features and characteristics of the product, which will 
mediate to an added functional value (Srinivasan & Till, 
2002). 
 

Brand identity	   How the firm wants the brand to be perceived (Aaker, 
1996). 
	  

Core Values	   The core value mediates an added value that is attractive 
and relevant for the customers (Melin, 1999).  
 

Positioning	   The place the brand occupies in customers’ mind relative 
to competing products (Kotler et al. 2008) 
 

Market communication	   Different marketing tools that a company uses in order to 
communicate to the customers (Kotler et al. 2008). 
	  

Internal brand loyalty	   A company’s understanding of the brand and their 
commitment to it (Urde, 2003).  
 

Brand equity	   The.value.of the overall strength that a brand 
has.in.the.market.(Perreault,.Cannon.&.McCarthy, 2009).    
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1.6	  Disposition	  
 
The figure (figure 1) below describes the disposition of the thesis.  
 

 
Figure	  1:	  Disposition	   	  

Introduction 
• The introduction starts with the problem background, which further leads to the problem 
discussion. The problem discussion results resarch questions and a purpose.  

Theoretical 
Framework 

• In the theoretical framework different theories will be presented that are relevant for this 
study. The theory chapter starts with information about what a brand is and continues with 
the different stages of the brand building process. Then the concept brand equity will be 
discussed. The theoretical framework ends with a model that summarizes the whole brand 
building process. 

Methodolgy 

• In this chapter the methodology choices made during the research process are going to be 
justified. The chapter starts with a discussion about the choice of topic, which is followed 
by discussions about research approach, primary data, secondary data, credibility and 
generalization.    

Empicial  
Data 

• The empirical chapter includes the primary data that have been gathered for this study. The 
chapter for each company starts with a short presentation of the company and then a 
compilation of the interview with the respondent/respondents. At the end of each section a 
model has been made in order to summarize the interviews.  

Analysis 

• This chapter presents the analysis of this study and an interpretation of the gathered data. 
The analysis is based on the empirical data together with the theoretical framework.  The 
empirical data is analysed in order to clarify similarities and differences between the 
companies.  

Conclusion 

• In this chapter are the conclusions presented. The research questions are answered based on 
the theory, empirical data and the analysis. Managerial implications are also presented and 
as well as recommendations for further research. 
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2.	  Theoretical	  Framework 
––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––– 
In this chapter different theories will be presented that are relevant for this study. The theory 
chapter starts with information about what a brand is and continues with the different stages 
of the brand building process. Then the concept brand equity will be discussed. The 
theoretical framework ends with a model that summarizes the whole brand building process. 
–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––	  

2.1	  What	  is	  a	  Brand? 
There are several different definitions of brands. Keller et al. (2008) have done a definition of 
a brand that states: 
 
A brand is “a name, term, sign, symbol, or design, or a combination of them, intended to 
identify the goods and services of one seller or group of sellers and to differentiate them from 
those of competition” (Keller et al., 2008, p. 2). 
 
Followed by this definition Keller (1998) discusses that the key to create a brand is to 
establish an identity and distinguish the brand from the competitors through the choice of 
brand name, logo, symbol, package, design or other attributes. A brand is a carrier of a 
message and it is the customers’ interpretation of the brand that determines if the customers 
choose to buy the product/service or not. The customer is the one that decides how the 
message should be interpreted, regardless of how the owner of the brand wants the message to 
be interpreted (Treffner, 2011). According to Melin (1999), a brand has different functions 
depending in which perspective it is considered. For the brand owner the brand has the ability 
to convey information such as price and quality (Melin, 1999). Furthermore, the brand gives 
the brand owner the possibility to build a unique brand identity and it can be used as an 
effective positioning tool (Melin, 1999). 

2.2	  The	  Difference	  Between	  Business-‐to-‐Business	  and	  Business-‐to-‐Consumer 
There are some similarities between business-to-business markets and business-to-consumer 
markets (Kotler et al. 2008). The companies in both the business-to-business market and 
business-to-consumer market must design a product that reach the target market segment and 
satisfy the needs of this segment (Hutt & Speh, 1995). According to Kotler and Armstrong 
(2008), the business market is huge and includes much more money than the consumer 
market.  
 
One big difference between the two markets is that the business-to-business market is dealing 
with fewer customers than the companies on the business-to-consumer market, but the 
customers are bigger (Kotler & Armstrong, 2008). Furthermore, the purchasing process in the 
business-to-consumer market is often one to one and the purchase of the product is dependent 
on image factors (Randall, 2004). However, the business-to-business market is more complex 
and the purchasing procedure involves more decision participants (Randall, 2004; Fill, 2002). 
The people that are involved in the decision process can be located in different departments 
and locations. It is of importance that the people have an understanding of the brand’s 
positioning because it can differ between different cultures (Randall, 2004). Kotler and 
Armstrong (2008) continue that the business-to-business market is fluctuating more and more 
rapidly than the business-to-consumer market.    
 
The market communication differs between business-to-business companies and business-to-
consumer companies (Fill, 2002). Fill (2002) argues that business-to-business companies are 
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dominated of personal selling with formal messages that are rational, logic and information 
based. According to Kuhn et al. (2008) are elements such as slogans and feelings not relevant 
for the business-to-business companies. Relevant elements are user profiles, purchase and 
user situations and credibility (Kuhn et al., 2008). According to Fill (2002) advertising and 
sales promotion are dominated in business-to-consumer companies. The messages are more 
informal and include a greater use of emotions and imagery (Fill, 2002).   	  

2.3	  Brand	  Building 
The brand building process consists, according to Melin (1999), of several different stages 
(figure 2). Product attribute, brand identity, core value, positioning, market communication 
and internal brand loyalty need to be considered when companies are building their brands. 
The stages then need to be considered in order and starts with product attribute (Melin, 
1999).   
 

 
                                        

Figure	  2: The strategic brand platform (Melin, 1999, p. 125, freely translated) 

2.3.1	  Product	  Attribute	  
Every product consists of a bundle of attributes that deliver the sought benefits and satisfy the 
needs of the customers (Kotler, 1991). Product attributes are usually defined as concrete 
features or characteristics of a product, which will mediate an added functional value to the 
customers (Srinivasan & Till, 2002). Srinivasan and Till (2002) further argue that the 
different product attributes can be differently evaluated by customers. The attributes give the 
branded product a physical description (Melin, 1999). According to Sun (2009), aesthetic and 
symbolic are aspects that customers are paying attention to. Sun (2009) further argues that 
people paying more positive attention to attributes that are differentiated from others. A good 
differentiation could be to add a distinguishing attribute and increase the price because, 
according to Sun (2009), people can believe that it is an inferior attribute if the price is settled 
below competitors.  
 
Customers differ in the way they see product attributes as salient or not. Attributes are salient 
if they are recently exposed to the customers in, for example, an advertisement. The 
customers have forgotten about the attributes that are non-salient, but they recognize them 
when they are mentioned or exposed to them. Customers pay the most attention to the 
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attributes that deliver the sought benefits (Kotler, 1991). Melin (1999) discusses that it is 
important to have in mind that the brand always become well known based on the product the 
brand represents. Melin (1999) further argues that the brand has no own value but it becomes 
valuable when it get connected to a product or a set of products. According to Melin (1999), 
the most important product attribute is a consistent product quality. Other important product 
attributes are packaging design, colours and logo. These attributes contribute to the 
individualisation and visualisation of the branded product (Melin, 1999). 

2.3.2	  Brand	  Identity 
A brand is not only the name of a product or service it is also an identity, i.e. those values and 
beliefs that the brand mediate (Kapferer, 2008). The brand identity is, according to Aaker 
(1996), how the firm want the brand to be perceived. According to Melin (1999), brand 
identity has no accepted definition but it can usually be characterised as what the brand stands 
for, what gives the brand its meaning and what makes the brand unique. Brand identity can be 
summarized as “the identity is the brand’s unique fingerprint which makes it one of a kind” 
(Melin, 1999, p. 85). A strong brand identity has former been synonymous with consumer 
products but, lately, the brand identity has become an important part for business-to-business 
companies that give the them values and benefits (Beverland, Napoli & Yakimoda, 2007).  
 
Due to the fact that a company requires competitive means to remain competitive, brand 
identity has become more important. A company gives the brand an identity in order to try to 
convey emotional values to the customers. The brand is considered as the main identity of the 
wearer and has the greatest significance in conveying what the product or service stands for 
(Melin, 1999). The concept brand identity has emerged mainly because of two factors. The 
first factor is that nowadays people are living in a world completely saturated with 
communications. Everybody wants to communicate, both companies and customers, and 
consequently it has led to the fact that it has become more difficult for the companies to 
survive and express their identity. The meaning of communication is to send out messages 
and to be sure that the messages have been received (Kapferer, 2008). The second factor that 
explains why it is important to understand brand identity is the constant pressure on brands. 
This means that when a new brand is born, it creates a new standard. Furthermore, old brands 
need to keep up if they want to survive. Several products are identical and the brand identity 
can be the only factor that differentiates two products from each other (Kapferer, 2008). 

2.3.3	  Core	  Value 
Core value is a central part of the brand building process (Melin, 1999). Beliefs and ambitions 
are two aspects that the core values can represent. The core values also help companies to 
define the culture within the organisation (Jablonsky & Barsky, 1999).  According to Melin 
(1999), the core value is the primary competitive advantage of a branded product. The core 
value mediates an added value that is attractive and relevant for the customers. This added 
value consists of both emotional and/or functional values (Melin, 1999). Melin (1999) argues 
that companies should put great attention to identifying unique core values, because the core 
values should be the basis when designing the positioning process and further the market 
communication process. 

2.3.4	  Positioning 
Kotler et al. (2008, p. 432) define positioning as “the way the product is defined by 
consumers on important attributes - the place the product occupies in consumers’ minds 
relative to competing products”. 
 
Positioning is one of the most important concepts in marketing (Melin, 1999). Melin (1999) 
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explains positioning as the creation of position and associations in customers mind. Urde 
(1999) argues that companies interpret and express their core values via positioning. Low and 
Lamb (2000) consider that positioning is a way to develop a relationship with the brand for 
the customers. Kotler et al. (2008) are saying that people are getting too much information 
every day about products and services, which make it hard to evaluate products and services 
every time they make a buying decision. In order to make the buying process easier the 
customers organise the products and services and “position” them in their minds (Kotler et al. 
2008). The company needs to convey information about the area in which the brand is 
strongest, because it is all about customers’ perceptions (Kapferer, 2008). Well-positioned 
brands can contribute to strong competitive advantages (Melin, 1999).   
 
According to Kalafatis, Tsogas and Blankson (2000) the most important factor, when 
positioning in the business-to-business sector, are the customers. The customers must see the 
advantages in the positioning of the brand and the company needs to keep the promise that is 
implied in the positioning strategy. For example, if the company is saying that they are a 
comprehensive supplier, they need to prove to the customers that they are indeed a 
comprehensive supplier (Kalafatis et al., 2000). It is difficult to translate the business-to-
business positioning strategies to the business-to-consumer marketing sector (Kalafatis et al., 
2000). 

2.3.5	  Market	  Communication 
Communication is an important part of building strong brands (Aaker, 1992). For the 
positioning to be successful, it is important that the positioning is communicable (Melin, 
1999). The goal with the market communication is to be consistent and consequent, which 
means that everything that will be communicated should follow the concept of the positioning 
(Melin, 1999). According to Duncan and Moriarty (1998), market communication plays an 
important and central role in order to attract and keep customers.   
 
A company needs, according to Kotler et al. (2008), communicate the brand to the customers. 
The communication can be done through the marketing communication mix, which is defined 
as “the specific mix of advertising, sales promotion, public relation, personal selling and 
direct marketing tools that company uses to persuasively communicate customer value and 
build relationships” (Kotler et al., 2008, p 691). 
 
The different categories in the market communication mix consist of specific marketing tools. 
Advertising includes for instance broadcast, radio, Internet and printed advertising. Sales 
promotion can be coupons, discounts, demonstrations and so on. Next category is public 
relation, which can be sponsorships, events or press releases. Then personal selling that 
includes sales presentations, trade shows and so on. The last category is direct marketing, 
which is one-to-one marketing directed towards individuals and includes catalogues, e-mails, 
telephone marketing and so on (Kotler et al. 2008). Bruhn, Schoenmueller and Schäfer (2012) 
argue that online communication is an important part of the communication marketing. 
Companies should see social media as an essential component of the online communication 
because social media offers companies to listen to their customers. The customers have also 
the opportunity to share information to each other; it is a good way in order to increase the 
engagement (Bruhn et al. 2012). 
 
According to Danaher and Rossiter (2011), the sender of marketing messages rates 
newspapers and magazines higher than television and e-mails because they will generate 
bigger purchasing intention. The receivers or customers, on the other hand, do not rate 
newspaper and magazines ahead of other mass media such as e-mails and catalogues. Danaher 
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and Rossiter (2011), argue that the receivers rate SMS, door-to-door selling, e-mail and 
telephone less effective than other medias. According to Fill (2002) the market 
communication for business-to-business companies is dominated of personal selling. 
Ballantyne and Aitken (2007) continue that if a company's market communication is 
confirmed by word-of-mouth, customers’ are more likely to respond positively to the 
communication. 

2.3.6	  Internal	  Brand	  Loyalty 
According to Ind (2007), a successful brand is built through the employees in the company. 
The employees need to be engaged with the purpose of the organisation that leads to new 
ways of thinking. To have a successful brand the employees in the company need to live the 
brand and that requires commitment and sincerity throughout the organisation. The idea of 
the brand needs to be shared with the whole company and not only with the brand owner (Ind, 
2007). 
 
Internal brand loyalty can be described as the company’s understanding of the brand and their 
commitment to it (Urde, 2003). It has been argued that the employees have a crucial role 
when it comes to branding because the company needs to deliver the value that the brand has 
promised (Punjaisri & Wilson, 2007; de Chernatony & Harris, 2001; Schultz, Antorini & 
Csaba, 2005). Punjaisri and Wilson (2007) continue to argue that the employees’ behaviour is 
of great importance for how the brand will be perceived. According to Roper and Davies 
(2008), well-trained employees are an important factor in order to create and build a strong 
brand. Roper and Davies (2008) continue with saying that issues and problem that occurs in a 
company must be solved in the best way.  Furthermore, de Chernatony and Harris (2001) 
mean that the company must look at both internal and external perspective to ensure that there 
is a synergy between the employees’ actions and the customers’ satisfaction. The 
management in the company must ensure that the employees can adapt the brand values and 
fulfil the brand promise. In order to do that the management is translating these brand values 
into different daily activities (Punjaisri and Wilson, 2007). 

2.4	  Brand	  Equity 
Since the 1990s the term brand equity has been in focus within brand management (Melin, 
1999). High brand equity is something that companies strive to achieve because high brand 
equity is comparable with a strong brand (Kotler et al., 2008; Aaker, 1992).  
 
Brand equity is a term with many definitions, which are similar (Melin, 1999; Kotler & 
Armstrong, 2008; Aaker, 1991). In this study the definition by Aaker (1991) has been chosen. 
According to Aaker (1991, p. 15) brand equity is “a set of brand assets and liabilities linked 
to a brand, its name and symbol, that add to or subtract from the value provided by a product 
or service to a firm and/or to that firm’s customers”. If the assets and liabilities are going to 
be able to underlie the brand equity there must exist a connection between these assets and 
liabilities and the brand name and/or the symbol of the brand. Aaker (1991) argues that if the 
brand name or the brand’s symbol changes it will affect some or all of the assets and 
liabilities. Melin (1999) mentions that if the brand creates value for the customers this will 
lead to the creation of value for the brand owner. Brand equity contribute to a value for the 
companies and according to Murphy (1992), Baack et al. (2013) and Håkansson (1994) this 
value can be financial such as certainty about future cash flows, higher sales, stable sales and 
profit. Murphy (1992) and Baack (2013) also explain that the added value for the companies 
can be the creation of loyalty among the customers and a guarantee for future demand. 
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In order to describe what brand equity is, a model by Aaker (1991) is going to be used (figure 
3) where the assets and liabilities are grouped into the following five categories; external 
brand loyalty, brand awareness, perceived quality, brand associations and other proprietary 
brand assets. The categories will be explained in more detail below (Aaker, 1991). These five 
factors will contribute to the positive effect and value companies get when customers have 
knowledge about the brand (Kotler et al., 2008).    
 

 
	  

Figure	  3:	  Brand	  Equity	  (Aaker,	  1991,	  p.17)	  

2.4.1	  External	  Brand	  Loyalty	  
According to Aaker (1991), brand loyalty can be defined as a measurement in order to 
measure the attachment between the customers and the brand. The customers need to perceive 
that the brand address the needs of the customers better than the competitors brands (Nandan, 
2005). Brand loyalty also shows the possibility that a company’s customers will switch to 
another brand if the company’s brand changes, for example, the features of the product or the 
brand name (Aaker, 1991). 
 
Loyalty also creates further loyalty (Duffy, 2003). Duffy (2003) discusses that if a company 
has a brand that encourage loyalty this is a powerful platform for the company to further build 
on in order to create even stronger loyalty. Aaker (1991) further mentions that brand loyalty is 
a strategic asset for companies because it has potential to provide value to companies in 
several ways. First, it reduces marketing costs due to the fact that it is much cheaper for 
companies to retain their old customers than get new ones. Second, the loyalty provides 
leverage on the trade because the companies know that the customers will buy its products. 
Third, it attracts new customers. According to Aaker (1991), a large satisfied customer base 
provide an image of the brand as accepted among the customers and this would attract 
prospective customers. At last, loyalty gives companies time to respond on competitors’ 
moves (Aaker, 1991). This means that if a competitor develops a product that is superior, 
loyal customers allow the company some time in order to meet the competition (Hakala, 
Svensson & Vincze, 2012). Hakala et al. (2012) continue, willingness to pay a higher price 
and not easily be attracted to what competitors offers can be explained as loyalty and these 
customers bring equity to the brand. According to Gounaris (2004), companies want to create 
brand loyalty in order to sustain or increase the market share and sales. External brand loyalty 
is one of the most important factors of the brand equity concept for business-to-business 
companies (Biedenbach, 2011).  
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2.4.2	  Brand	  Awareness	  
Aaker (1991, p. 61) defines brand awareness as “the ability of a potential buyer to recognize 
or recall that a brand is a member of a certain product category”. As seen in the definition 
by Aaker (1991), brand awareness consists of two things, brand recognition and brand recall 
(Keller et al., 2008). Brand recognition implies that the customers can distinguish the brand 
from other brands due to the fact that they have seen and heard of it before (Keller et al., 
2008). This means that the memory needs some assistance in order to remember the brand 
(Melin, 1999). Brand recall implies that the customers can find out what brand it is when the 
product category, the purchase/usage situation or the needs fulfilled by the product category is 
given (Keller et al., 2008). Brand recall is therefore built on spontaneous recall (Melin, 
1999).  According to Melin (1999), the spontaneous recall is the most desired among 
companies but consequently the hardest to achieve. Brand recognition is important if the 
company finds out that the customers make their buying decisions at the point of purchase 
where the brand name, logo, packaging and so on will be visible. Brand recall is important if 
the company find out that the customers make their buying decisions separated from the point 
of purchase (Keller et al., 2008).  In the end every company want their brand to be top of 
mind, which implies that when the customers are asked to name a brand in a certain product 
category they say the company’s brand name (Aaker, 1991).       
 
A brand has no equity or value if customers are not aware of it (Shimp, 2010, ref. in Hakala et 
al., 2012). To establish brand awareness, repeated exposure is effective in order to increase 
the familiarity (Keller et al., 2008). It means that the more the customers experience the brand, 
for example seeing it, hearing it or thinking about it, the more likely it is that they will 
remember the brand. Factors that provide customer experience are brand name, logo, 
packaging or slogan, and also different kinds of advertising, promotion, sponsorship and 
event marketing (Keller et al., 2008).  In order to create brand awareness there must be a 
connection between the brand and the product category the brand is a part of, which means 
that it is not enough to just show the brand name in an advertisement, the company also needs 
to show the brand name together with the product if they want to create brand awareness 
(Aaker, 1991). Aaker (1996) continues that if focus only lies on the brand name there could 
be an incomplete picture of the brand. Attention needs to be on all the visual imagery and 
symbols. According to Melin (1999) and Hakala et al. (2012), the creation of brand awareness 
is one of the most important tasks for the brand owner. Furthermore, without awareness a 
brand can not have value or equity (Hakala et al. 2012).  Many customers argue that if the 
brand is well known it represents a good product, the customers presuppose that a well-known 
branded product is a guarantee for continuity (Melin, 1999).  

 2.4.3	  Perceived	  Quality 
Perceived quality is “the customer’s perception of the overall quality or superiority of a 
product or service with respect to its intended purpose, relative to alternatives” (Aaker, 1991, 
p. 85). However, perceived quality is a perception by the customers that mean that the 
company cannot objectively determine it, it is an overall intangible feeling about the brand. 
The base of the perceived quality is for instance characteristics of the products that belong to 
the brand. The characteristics are factors like reliability and performance (Aaker, 1991). It has 
been more difficult for companies to achieve a satisfactory level of perceived quality and the 
reason for it is, according to Keller et al. (2008), because customers’ expectations regarding 
the quality of products have increased. According to Bendixen et al. (2003), the quality is the 
most valuable factor when it comes to brand equity in the business-to-business market. 
Biedenbach (2011) argues that perceived quality is one of the most important factors for 
business-to-business companies. 
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2.4.4	  Brand	  Associations 
A brand association is according to Aaker (1991, p. 109) “anything linked in memory to a 
brand”. Important is that the links provide meaning to the customers (Keller et al., 2008). The 
links are factors such as the company, products, geographical regions or countries, 
distribution channels, characters, consumer segment, spokespeople, sporting or cultural event, 
feelings and so on (Aaker, 1991; Keller et al., 2008). Melin (1999) also mentions that the 
brand name can create associations as well as the price where higher price implies high 
quality, but it is of course important that the actual quality meets the customers’ expectations. 
The associations should be as strong as possible and in order to strengthen the associations, 
the links to the brands needs to be strong. The links will be stronger when the company 
expose the links a lot in their communication (Aaker, 1991). According to Melin (1999), 
customers do expect higher quality in branded products that are exposed to more intense 
marketing. 

2.4.5	  Other	  Proprietary	  Brand	  Assets 
The last category is called other proprietary brand assets (Aaker, 1991). The assets are for 
instance patents, trademarks and channel relationships. The idea of these brand assets is to 
prevent competitors from destroying the loyalty and the customer base. Trademarks help 
companies to protect the brand name from competitors who want to use similar names, 
symbols or packages and thus protect the brand equity. Patent can prevent direct competition 
since all rights are reserved to the brand owner. If a brand has got a history of good 
performance this can lead to control of distribution channels (Aaker, 1991). 

2.5	  Summary	  
The brand building process consists of the stages product attribute, brand identity, core value, 
positioning, market communication and internal brand loyalty. These stages need to be 
considered in order and the process starts with product attribute and ends with internal brand 
loyalty (Melin, 1999). According to Melin (1999), these different stages lead to brand equity. 
Brand equity is the value the brand provides the company and it consists of external brand 
loyalty, brand awareness, perceived quality, brand associations and other proprietary brand 
assets (Aaker, 1991). High brand equity ends with a strong brand, and thus companies strive 
to achieve brand equity because high brand equity is comparable with strong brands (Kotler et 
al., 2008; Aaker, 1992). Brand equity creates value for the companies (Murphy, 1992; Baack 
et al., 2013; Håkansson, 1994). According to Murphy (1992), Baack et al. (2013) and 
Håkansson (1994) this value can for instance be financial values and/or lead to higher loyalty. 
 
A model has been made in order to summarize the theory chapter. The aim of the model is to 
give the reader a clearer view of the brand building process. The model will be used in order 
to investigate how the different companies are building strong brands, i.e. if the companies 
follow the model or not. The process starts with brand building (first part of figure 4). When a 
brand is edified, brand equity is created (second part of figure 4). At last brand equity creates 
different values for the companies (third part of figure 4).  



	  

	   13	  

 
Figure	  4: Self-constructed figure of the brand building process 
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3.	  Methodology	  	  
––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––– 
In this chapter the methodology choices made during the research process are going to be 
justified. The chapter starts with a discussion about the choice of topic, which is followed by 
discussions about research approach, primary data, secondary data, credibility and 
generalisation. 
––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––– 	  

3.1	  Choice	  of	  Topic	   
The idea of the topic came through previous studies on branding. Branding is an interesting 
topic and has become increasingly important for today’s companies. After reading a lot of 
literature from different authors we decided to choose the topic of branding. Almost every 
research is within the area of consumer branding (Bengtsson & Servais, 2005; Lynch & de 
Chernatony, 2004) and that is why we chose to focus on comparing branding in a business-to-
business context with branding in a business-to-consumer context.  

3.2	  Scientific	  Approach 
Hermeneutic and positivism are two different scientific approaches (Patel & Davidson, 2011). 
According to Patel and Davidson (2011), a qualitative method is preferred when a 
hermeneutic approach is used and a quantitative method is preferred when a positivistic 
approach is used. In this study we have chosen to use a qualitative method and therefore a 
hermeneutic approach is used. A hermeneutic approach can be characterized as the 
interpretation of texts (Kvale & Brinkmann, 2009). The aim of a hermeneutic interpretation is 
to get a deeper understanding of the text that is investigated (Kvale & Brinkmann, 2009). 
According to Patel and Davidson (2011), the researcher that is using the hermeneutic 
approach does so in order to see the whole perspective of the research problem. When we did 
our research, the main focus was on the wholeness in order to investigate the research 
problems. Jacobsen (2002) argues that the hermeneutic approach includes no general rules 
and the knowledge is unique and peculiar. The reality is constructed by human beings and 
must be studied through investigation of how humans perceive the reality. The research is 
controlled by the researchers values and interests (Jacobsen, 2002). The interviews were 
conducted in order to investigate how the respondents perceive the reality, i.e. how they 
perceive the brand building process in their companies. Our values and interests can affect the 
interviews.  

3.3	  Research	  Approach	  

3.3.1	  Qualitative	  Method 
According to Jacobsen (2002), a descriptive approach is used to describe similarities and 
differences. Furthermore, the descriptive approach means that the researcher describes the 
reality at a given time. This approach can also be used in order to describe development 
during a longer period of time (Jacobsen, 2002). In this study, the purpose is to investigate 
how a process of building strong brands and brand equity differ between business-to-business 
companies and business-to-consumer companies, i.e. similarities and differences between 
how business-to-business companies and business-to-consumer companies build their brands 
are going to be described. According to the purpose the descriptive approach is best suited 
and used.  
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Qualitative and quantitative methods are two different research methods that a researcher can 
use when writing a thesis (Jacobsen, 2002). The qualitative method is associated with 
different concepts such as richness and fullness to explore a phenomenon as fair as possible 
(Saunders, Lewis & Thornhill, 2009). The method is characterized by no numerical usage. 
The result is consequently verbal formulations, which can be either written or spoken 
(Backman, 1998). Jacobsen (2002) continues that a qualitative method is applicable when the 
aim is to deeply investigate how people interpret and understand a specific situation. 
Furthermore, when interviews are established in order to deeply investigate a special 
phenomenon and obtain shades and details about the special phenomenon this is called an 
intensive approach.  This approach advocates interviews with appropriate respondents 
(Jacobsen, 2002).  
 
Since the purpose of this study is descriptive a qualitative method is preferred (Jacobsen, 
2002). This study is intended to deeply describe and investigate the details of the brand 
building process and brand equity. Thus, a qualitative method and intensive approach are 
most appropriate. 

3.3.2	  Abductive	  Approach  
In this study we have used an abductive approach (figure 5), which according to Patel and 
Davidson (2011), is a combination between deductive and inductive approach. It means that 
we first gathered theories from previous research and then tested the theories in reality (Patel 
& Davidson, 2011). Furthermore, after we have tested the theories we complemented them 
with new theories that we assume were relevant for the study. One advantage with the 
abductive approach is that the researcher does not get stuck in one working method, which is 
the case if working strictly deductive or inductive (Patel & Davidson, 2011).   
 

 
	  

Figure	  5:	  Self-constructed figure of the abductive approach 
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When information is directly collected from people or groups of people it is called primary 
data (Jacobsen, 2002). The information is called primary data when the researcher goes 
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Consequently, the information becomes custom made for the special research 
question.  According to Jacobsen (2002), methods for gathering research are interviews, 
observations or questionnaires.  
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For the collection of primary data we have used interviews. According to Saunders et al. 
(2009) an interview is an appropriate discussion between two or more people. The use of 
interviews helps the researchers to gather valid and relevant information suitable for the 
purpose and research questions. In order to accomplish this study we needed to obtain deep 
information about branding. Furthermore, when the researcher wants to obtain deep 
information about a certain subject, an interview is preferred (Denscombe, 2000). Two of the 
interviews we had were group interviews, which is when the interview is with more than one 
respondent (Jacobsen, 2002). According to Saunders et al. (2009), a group interview may lead 
to a discussion between the two respondents, which can lead to a better result. One 
disadvantage with group interviews is that one of the respondents is more dominant while the 
other feels inhibited, which can results in some disagreements between them (Saunders, 2009). 
We did not felt that this disadvantage affected our interviews.  

3.4.1	  Company	  Selection 
We have interviewed six different Swedish companies, three business-to-business companies 
and three business-to-consumer companies. Wallström, Karlsson and Salehi-Sangari (2008) 
have previously conducted a study about brand building in Swedish service companies. 
Therefore, we have chosen to investigate Swedish companies that produce or provide physical 
products. The companies were chosen because they have strong brands within their own 
industries. Furthermore, the study is not focused on a specific industry because we are only 
interested to investigate the difference between business-to-business companies and business-
to-consumer companies; the industry is not of relevance.  

3.4.2	  Respondents	  
The interview respondents are the key instruments for the study (Kvale & Brinkmann, 2009). 
Therefore, it is important that the interview is of good quality and that the respondents have 
knowledge about the subject (Kvale & Brinkmann, 2009; Jacobsen, 2002). In order to get the 
most appropriate information a strategic choice of respondents was made. To get respondents 
with the right knowledge we contacted the different companies and asked them if we could 
talk to a person with knowledge about our special subject, i.e. brand building. The 
respondents in the different companies had different positions in the chosen companies (tables 
1 & 2). Furthermore, all of them had knowledge about branding.  
 
Company Industry Head Office Respondent Position 

Trelleborg 
Engineered 

Fabrics 

Rubber Trelleborg Johan Frithiof General 
Manager 

HMS Industrial 
Networks AB 

Industrial 
Communication/ 

Automation 

Halmstad Thomas 
Carlsson 

Copywriter 

Gustavsberg 
Rörsystem AB 

Construction Halmstad Martin 
Brandsvig 

Marketing 
Manager 

Table	  1: Business-to-business companies 
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Company Industry Head Office Respondent Position 
Aller Media AB Media Helsingborg Gith Angelfalk 

 
 

Annika Bülow 

Marketing 
Manager 

 
Senior Brand 
Manager and 

responsible for 
CRM 

Pågen AB Provisions Malmö Boel Lagerwall Communication 
Manager 

Vagabond 
International AB 

Fashion Varberg Anna Fahle-
Björcke 

 
Sofia Carlsson 

Marketing 
Manager 

 
PR-Coordinator 

Table	  2: Business-to-consumer companies. 

3.4.3	  The	  Establishment	  of	  Interviews	  	  
The interviews were based upon a semi-structured interview guide. The semi-structured 
interview is characterised by the fact that the researcher has a list of themes and questions that 
are going to be covered during the interviews (Saunders et al., 2009; Denscombe, 2000). The 
themes and questions may however vary depending on the character of the interview. 
Depending on the flow of the conversation the order of the questions may vary and additional 
questions may be required in order to explore the research questions (Saunders et al., 2009; 
Denscombe, 2000). Depending on the conversation in our interviews we needed to adapt our 
interview guide to the interview situation. According to Denscombe (2000), interviews are the 
most flexible method for gathering of data since it is possible to make adjustments during the 
interview.  
 
We conducted the interviews face-to-face at the chosen companies. According to Jacobsen 
(2002), the context of the interview affects the content of the interview. To get as relevant 
answers as possible the interviews were held in a context that the respondents were familiar 
with, i.e. the offices at the chosen companies. Jacobsen (2002) argues that a context that is 
familiar for the respondent gives the best answers. The advantage with face-to-face interviews 
is that the respondents are more likely to talk about sensitive topics. The reason is that the 
face-to-face interviews create a trustworthy atmosphere, which for example phone interviews 
does not create (Jacobsen, 2002). Since we wanted answers with high relevance we only 
conducted face-to-face interviews and further avoided phone and mail interviews. A 
disadvantage with this kind of interview is the reliability because the impact of the respondent 
and the context makes it hard to achieve objectivity (Denscombe, 2000). We recorded the 
interviews in order to get a natural conversation and to ensure that nothing was forgotten. 
Jacobsen (2002) claims that a good conversation requires eye contact. If you take notes you 
need to lower the gaze all the time, which interrupts the conversation. Recording is therefore, 
according to Jacobsen (2002), a solution in order to get the interview to run smoothly. A 
disadvantage is however that the recording can inhibit the respondent and make them 
sceptical (Denscombe, 2000; Jacobsen, 2002).  

3.4.4	  Operationalisation	  
Translating the theoretical concepts into interview questions, this is called operationalisation 
(Patel & Davidson, 2011). The interview questions in this study are based on Figure 2.4 “Self-
constructed figure of the brand building process”. 
 



	  

	   18	  

3.4.5	  Analysis	  of	  the	  Interviews	  
We chose to record all the interviews, which is, according to Jacobsen (2002), a good way to 
be sure that nothing will be missed. After the interviews we transcribed all the material in 
order to not forget any important information. According to Jacobsen (2002), there is a chance 
that some information will be missed if the researcher only listens to the recorded interviews 
and not transcribes it. There are disadvantages with transcribing the material, it takes time and 
body language and gestures will be missed (Patel & Davidson, 2011). If there are several 
interview hours this can be hard to measure (Jacobsen, 2002). We consider that the 
advantages exceed the disadvantages; therefore we chose to transcribe the material.  
 
Categorisation implies that the information gathered during the interviews are systematised, 
reduced and placed in categories (Jacobsen, 2002; Kvale & Brinkmann, 2009). Kvale and 
Brinkmann (2009) continues that the categories can be developed in advanced or during the 
analysis of the interviews. The categorisation gives the researcher an overview over a large 
amount of data, which further facilitates to make comparisons. We have chosen to categorise 
the interview guide after the theoretical framework and further the empirical data after the 
interview guide. 

3.5	  Secondary	  Data	  
To gather information about our subject secondary data have been used. According to 
Saunders et al. (2009) and Friberg (2006), secondary data is data that have already been 
collected by someone else for another purpose. Furthermore, the disadvantage with the 
secondary data is that the data have been collected for a specific purpose and may not be 
appropriate for the research question (Saunders et al. 2009). During the whole process we 
have evaluated the secondary data, which is, according to Saunders et al. (2009), necessary in 
order to match the data to the research question.  
 
Databases used for searching and finding relevant literature was: ABI/INFORM Global, 
Emerald, Google Scholar and HH Summon. Halmstad University’s library and Halmstad City 
library, Trelleborg’s library were also used in order to find relevant literature in terms of 
printed literature. We have used both Swedish and international literature and authors in order 
to enhance the credibility of the study.   
 
Keywords used when searching for relevant literature were for example: brand building, 
branding, building strong brands, product attribute, brand identity, core value, positioning, 
market communication, internal brand loyalty, brand equity, brand loyalty, external brand 
loyalty, brand awareness, perceived quality, brand associations, brand equity in business-to-
consumer markets, brand equity in business-to-business markets. 

3.6	  Credibility	  	  
The gathering of information can be done through several different ways. Problem with the 
information can occur because we cannot know for sure if the information is trustworthy. We 
must ensure that we are investigating what we intend to investigate; we need to have good 
validity. The investigation needs to be done in a reliable way (Patel & Davidson, 1991).   

3.6.1	  Validity	  
Saunders et al. (2009) explain validity as if the results are about what they seem to be. There 
are two different aspects of validity, internal and external. In order to improve the validity, the 
respondents in this study have experience about our subject, which is called internal validity. 
According to Jacobsen (2002), the respondents should have good knowledge about the 
problem and be willing to share the information further. The questions were well answered 
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and we assume that all the respondents had enough knowledge and experience. In our study 
we have used face-to-face interviews, which increases the validity since direct contact make it 
possible to verify the relevance of the respondent’s answers during the interview (Denscombe, 
2000).  
 
According to Jacobsen (2002) there is a way to try the validity. We analysed the sources 
throughout the whole process in order to improve the validity. Furthermore, if there is 
consistency between different studies the validity will increase (Jacobsen, 2002). During the 
process we have been critical to our sources and examined the sources to be sure that they 
were giving us valid information. Overall, we have used current sources as a base for the 
theoretical framework. Older theories and articles that we have chosen to use in our study are 
from authors that have a big knowledge about a specific subject and later on different 
researchers have tested these theories. 
 
The external validity can also be explained as generalisation (Jacobsen, 2002). Saunders et al. 
(2009) describe generalisation as if the findings of the study can be applicable to other 
research. For example, if the results can be transferred to other organisations. In this study we 
have investigated a few units, which, according to Jacobsen (2002), makes it hard to 
generalise. Jacobsen (2002) continues, a qualitative method is often hard to generalise to other 
populations because it focuses on understanding and depth for a specific phenomenon, when 
usually a few units are studied. We consider that our results are hard to generalise to other 
organisations and for the results to be applicable to other research.  

3.6.2	  Reliability 
According to Jacobsen (2002), reliability means if the data that have been collected can be 
trusted and if the research approach has affected the result. The researcher affects the 
respondent at the same time as the researcher is affected by the relation that appears in the 
interview situation (Jacobsen, 2002). Every interview situation is subjecting the respondent 
with stimuli and signals that the respondent reacts on. There are different kinds of stimuli that 
the respondent can react on and further affect the interview. The first is that the researcher can 
affect the respondent during an interview. Factors that can affect the interview are, according 
to Jacobsen (2002), the way the researcher looks like, is dressed, talks, use body language, etc.  
 
Second is that the context can affect the respondent. The interviews in this study were held at 
the selected companies that, according to Jacobsen (2002), are a familiar context for the 
respondent. Jacobsen (2002) continues that it is advantageous to conduct the interviews in a 
context that is natural for the respondent such as the respondent’s office. If the interviews 
were held in unfamiliar contexts this could create problems due to the fact that the 
surroundings affect how respondents act. There are disadvantages with the natural context, 
such as the respondent needs to take time off for the interview and phone calls and other 
disturbing elements (Jacobsen, 2002). However, we consider that the natural context is most 
appropriate in our study due to the fact that we have not access to an appropriate place for the 
interview to be held.  
 
The third kind of stimuli that can affect the reliability is that the researcher has not been 
attentive during the interview and has not been accurate when writing and analysing the data 
(Jacobsen, 2002). In order to be as attentive as possible during the interviews, and that our 
ability to take notes not should affect the interviews, we recorded the interviews (Jacobsen, 
2002). Patel and Davidson (1991) argue that recording improve the reliability because then 
the researcher can repeat the interview several times and be sure that nothing is 
misunderstood. To be sure that no misunderstandings or mistakes were made, we were 
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sending the work back to the respondents in order to improve the reliability. Furthermore, if it 
was necessary the respondents corrected the work and gave suggestions of improvements.       
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4.	  Empirical	  data	  	  
––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––– 
The empirical chapter includes the primary data that have been gathered for this study. The 
chapter for each company starts with a short presentation of the company and then a 
compilation of the interview with the respondent/respondents. At the end of each section a 
model has been made in order to summarize the interviews. 
––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––– 

4.1	  Trelleborg	  Engineered	  Fabrics	  
Trelleborg Industri AB is a business-to-business company and consists of five different 
business areas; Trelleborg Coated Systems, Trelleborg Industrial Solutions, Trelleborg 
Offshore and Construction, Trelleborg Sealing Solutions and Trelleborg Wheel Systems 
(Trelleborg Industri AB, 2014). We have focused on Trelleborg Coated Systems, which is 
further divided into four business areas where we focused on the business area Trelleborg 
Engineered Fabrics. Trelleborg Engineered Fabrics has its head office in Trelleborg and has 
381 employees. The company is producing polymer-engineered solutions, which is polymer-
coated fabrics. Polymer can also be explained as rubber. They produce semi products, which 
further is used to manufacture products such as flame suits, aircraft evacuation slides, marine 
inflatables and protection suits (Trelleborg Engineered Fabrics, 2013). The interview was 
conducted with the general manager, Johan Frithiof. 

4.1.1	  Brand	  Building 
Trelleborg Engineered Fabrics is a company that produces semi products and Frithiof explains 
that they therefore do not work to brand a product; they work with the brand from a company 
perspective. Frithiof explains that the brand building process at Trelleborg Engineered Fabrics 
consists of five different stages; brand strategy, portfolio strategy-positioning, creative 
platform, contact strategy and media channels. 
 
The first stage, brand strategy, is about the brand identity and how they should attach the 
identity to the brand. The brand strategy starts with an offering where they answer the 
question; what do I deliver? According to Frithiof, the offering is not just the product itself is 
also for example expert people, a wide range of materials and a reliable supply. When the 
offering is decided they need to consider the rational benefits, which Frithiof explains as the 
tangible advantages the customers receive if working with Trelleborg Engineered Fabrics. 
Examples of the rational benefits are tailor-made solutions, cost reduction and enhanced 
reputation. The rational benefits were followed by the emotional benefits that were explained 
as how the customers feel when using the brand. Frithiof mentions that they want to be 
perceived as trustworthy, inspiring and committed. Symbols and character are, according to 
Frithiof, the next step and it is about how they want the brand to look like and behave. The 
offering, rational benefits, emotional benefits and characters and symbols will result in values, 
which is about what the company stands for. The values are high performance people, high 
performance processes and high performance innovation. These values will then result in the 
essence of the brand, which shows who they are. Frithiof mentions that the essence will show 
that Trelleborg Engineered Fabrics provides high performance solutions. They are selling 
tailor-made solutions and that is not just the product, it is the complete solution that reflects 
people, processes, applications and know how of the brand.  
 
The next stage in Trelleborg Engineered Fabrics’s brand building process is portfolio strategy 
positioning. According to Frithiof, the positioning of the company is really important and it 
should answer the question “what space do I want to own in the customer’s mind and the 
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marketplace?”. The company should start to see how the competitors position themselves and 
then compare this with how Trelleborg Engineered Fabrics wants to position itself. Frithiof 
explains that their competitors’ positions often are based on the segment they are in. 
Trelleborg Engineered Fabrics wants, however, to differentiate itself from its competitors and 
position itself based on people, processes, applications and know how. They want to show 
that their brand brings out their qualified people and the engineers behind the solutions, their 
processes and the tailor-made solutions, and that they have a knowledge and understanding of 
how their customers are working and how they can use the products.     
 
The third stage is to create a creative platform, which is how the brand visually is going to be 
perceived by the customers. When the brand strategy and positioning are developed the brand 
must be perceived in a cool way. Frithiof explains that they have created a concept called “the 
fabric of industry”, which visually shows everything the brand stands for and the segments 
Trelleborg Engineered Fabrics is active in. This concept “the fabric of industry” is frequently 
and consequently used in company presentations, trade shows and so on. 
 
The next stage is called contact strategy. This stage is about to find out how to contact the 
customers and who is going to be contacted. Frithiof mentions that it is important to contact 
the right person at the customers’ company in order to build a strong brand. Trelleborg 
Engineered Fabrics does not just want to contact the company. Instead, their target audience is 
the engineers behind the customers’ products. The purchaser is also of great importance 
because they decide whom to buy from. According to Frithiof, it is important that Trelleborg 
Engineered Fabrics convinces the engineers to buy the brand and the engineers further 
convince the purchaser, with help of the brand, to buy the product.  
 
When the right person is found, the last stage in the brand building process is to decide the 
best media channels in order to contact the right person. Today, Trelleborg Engineered 
Fabrics is using 80% online channels and 20% offline channels. They are using banners on 
selected websites and social media such as Facebook, LinkedIn, and Flickr. Other media 
channels that they use are public relation, case stories, different engineering forums, trade 
shows and white papers. The white papers are of great importance because they show how 
Trelleborg Engineered Fabrics’s products enable the customers to create innovative products. 
Frithiof explains that these different media channels are used in order to create word-of-
mouth. 
 
An additional stage could be the internal brand loyalty but it is not a part of the brand building 
process at Trelleborg Engineered Fabrics. However, Frithiof mentions that the internal brand 
loyalty is crucial part in order to build a strong brand. It is important that the employees “live 
the brand” because they are an extension to the market and customers. In order to create an 
understanding of this, Frithiof explains that they have made a poster with a mirror that is 
placed around the company and this will show that the employees are a part of the brand.      

4.1.2	  Brand	  Equity	  
The most important factors in the brand equity concept are the external brand loyalty and 
perceived quality. To have satisfied and recurrent customers are very important because it is 
expensive to obtain new customers. Furthermore, every component of the brand equity 
concept will be discussed. The values that Trelleborg Engineered Fabrics wants the brand 
equity to create are increased sales, profitability and it should also create an understanding for 
the brand.  
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4.1.2.1	  External	  Brand	  Loyalty	  
Frithiof mentions that they have really loyal customers and it is more important to take care of 
existing customers rather than try to create new customers. In order to increase the amount of 
loyal customers, Frithiof argues that they need to get the customers to be a part of a 
partnership. Furthermore, Trelleborg Engineered Fabrics tries to integrate itself through 
different innovation meetings with customers where they are trying to come up with new 
products and strengthening the bonds with the customers. Frithiof considers that answer 
questions from customers in time and take care of the customers wholeheartedly are two 
winning concepts that create customers loyalty.     
 
4.1.2.2	  Brand	  Awareness	  
Trelleborg Engineered Fabrics is working to create brand awareness among both new 
customers and existing customers. The creation of brand awareness is connected to the brand, 
company’s values and the way the company is working. This must be shown for the 
customers in order to create brand awareness. It is also important that the company is top-of-
mind, which according to Frithiof means that the customers should associate the brand with 
high quality, on-time deliveries and that they are experts within the area.  
 
4.1.2.3	  Perceived	  Quality	  
How the customers perceive the product quality affect, according to Frithiof, the brand in the 
long run. Within the industry Trelleborg Engineered Fabrics is active in, the quality is always 
of importance. Frithiof mentions that companies are not able to get into the industry if they do 
not have a good quality. If Trelleborg Engineered Fabrics delivers bad quality they are going 
to get bad will on their brand. Frithiof argues that it is not just the product quality that affect 
the brand, if the customers perceive a lack of the quality of the deliveries, the material, the 
discussions with the developers and the sales people, and so on it will bring negative 
consequences on the brand. In order to measure how the customers perceive the quality and 
how satisfied they are, Trelleborg Engineered Fabrics uses a customer satisfaction index.  
 
4.1.2.4	  Brand	  Associations	  	  
Trelleborg Engineered Fabrics wants to be associated with the emotional associations, which 
means that the customers and the employees should feel that they are a part of a partnership. 
The company has a good relationship with the customers and work very integrated. Trelleborg 
Engineered Fabrics also wants to be associated with the symbols and characters. Frithiof 
mentions that it is important that the associations correspond to what the brand stands for.   
 
4.1.2.5	  Other	  Proprietary	  Brand	  Assets	  
Trelleborg Engineered Fabrics is not working with protection of the brand.  
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Figure	  6:	  Self-constructed figure of the brand building process and brand equity at Trelleborg Engineered 
Fabrics 

4.2	  HMS	  Industrial	  Networks	  AB	  
HMS Industrial Networks AB is a Swedish business-to-business company with focus on 
technology and has its head office in Halmstad. The company is producing connecting 
devices, which are devices that connect machines on the production floor so they can 
communicate with each other. HMS has its marketing focus on its three different brands, i.e. 
Anybus, IXXAT and Netbiter. Anybus is the most famous brand and it is a device that 
translates information between different networks and it can talk to any fieldbus at any time. 
IXXAT is a device that translates information within machinery. Netbiter can be explained 
shortly as a remote control of equipment and machinery. Many of the big industrial 
companies in the world are using HMS’s products and the products can be used in the 
automation industry and within traffic signs and wind turbines. The interview was conducted 
with Thomas Carlsson who is copywriter at HMS. 

4.2.1	  Brand	  Building	  
According to Carlsson, HMS mainly markets its product brands and not the company as a 
brand. In many cases the customers do not recognize HMS but they do know “the guys from 
Anybus” or “the guys from Netbiter”. HMS is a technology-driven company and the 
marketing department is not very big, therefore, they do not have much focus on brands but 
more on quality and customer-oriented work instead. HMS works with brand building but 
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they have no specific process for it. Working with brand building is subordinate to the 
technical focus and the customer focus.  HMS strengthens the brand by working closely with 
the customer and produce products that solve problems for the customers. The product 
attributes are, according Carlsson, an important part for HMS. Carlsson mentions that it can 
be a bit unclear to work with marketing in a technology-driven company, such as HMS, 
because the customers are only interested in technology and the most important components 
are the product and the technology.  
 
When HMS positions itself, it is using two main concepts; quality and knowledge. HMS’s 
main competition is often if the client company starts to develop and manufacture the 
connecting devices themselves and therefore it is important to create a good relationship to 
the client companies. This is, according to Carlsson, a very unique situation for a company to 
have such small competition even if almost every industrial company today need these 
connecting devices. That is why HMS positions itself as a quality and knowledge company. 
Carlsson continues that it is easier for the client companies to use HMS’s products than 
produce them by themselves. 
 
HMS communicates its products in several ways, for example through trade shows, folders 
and through the web, which is the most important channel. Other marketing channels that 
HMS is using are social media such as YouTube where they have uploaded several videos. 
The videos are made in order to help the customers when they have problem with the product.   
 
According to Carlsson, internal brand loyalty is of great importance in the company but it is 
not a part of their brand building process. However, all the employees should be operated by 
the brand, they have got the “communication guidelines” so all the employees know exactly 
what kind of templates to use, how the logos could be used and what kind of power point-
templates to use when a presentation should be made. The loyalty has a crucial role for the 
person that promotes the brands. It is important, according to Carlsson, that the brand is intact 
with all the members in the company.  

4.2.2	  Brand	  Equity	  
The two most important components in the brand equity concept are, according to Carlsson, 
perceived quality and external brand loyalty. Furthermore, all the components are going to be 
discussed. The value HMS wants brand equity to create is that the brand should convey high 
quality.  
 
4.2.2.1	  External	  Brand	  Loyalty	  
HMS has really loyal customers. Carlsson mentions that the reason is because the products 
are placed inside the customers’ products. An example is when a customer manufactures a 
robot, they put an Anybus module inside it, and when they produce the next robot they put an 
Anybus inside it as well and so on. Consequently, HMS gets suborders all the time from the 
customers. The lifetime of a robot like this is approximately 15-20 years and it is very 
expensive to change communication module, which leads to the fact that the customers need 
to be loyal. Due to this, it is very important to communicate the quality aspects of the brand 
because the customers need something that works in a good way.       
	  
4.2.2.2	  Brand	  Awareness	  	  
According to Carlsson, HMS is working to create brand awareness among both new and 
existing customers. The goal is to generate as many leads as possible and leads can be 
explained as potential customers for the company. In order to improve the brand awareness 
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the marketing department is working with marketing channels, examples are trade shows, 
social media, the website and e-mails. Social media such as LinkedIn is a really successful 
tool and have generated several leads. Carlsson mentions that they always want to be “top-of-
mind”. If a communication problem occurs at a client company they should know that the 
solution for the problem could be found at HMS. The positive aspects from brand awareness 
are, according to Carlsson, that customers are aware of the brands (Anybus, IXXAT and 
Netbiter) and that the customers are coming to HMS instead of vice versa.  
 
4.2.2.3	  Perceived	  Quality 
The quality is of big relevance at HMS and it is important that the products have a high level 
of quality. According to Carlsson, the quality is one aspect that strengthens the brand and 
HMS needs to fulfil this expectation. The customers are really price sensitive so the quality 
must be really good otherwise the products will be returned.  
 
4.2.2.4	  Brand	  Associations	  	  
HMS is trying to associate Anybus and IXXAT with high quality and knowledge. These 
associations will conclude in an easier solution for the customers. With the brand Netbiter the 
association is a bit different, Carlsson explains, that they associate Netbiter with new 
technology and saving money.  
 
4.2.2.5	  Other	  Proprietary	  Brand	  Assets	  
All brands at HMS are registered trademarks.  
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Figure	  7:	  Self-constructed figure of the brand building process and brand equity at HMS Industrial Networks 
AB 

4.3	  Gustavsberg	  Rörsystem	  AB	  
Gustavsberg Rörsystem is a Swedish business-to-business company with 27 employees and 
has its head office in Halmstad. The company produces and provide pipeline systems made of 
cast iron and they only sell their products to wholesalers. The company is operating in two 
sections of the construction industry, the first is plumbing and installation and the second is 
pressure water pipelines. Gustavsberg Rörsystem has the marketing focus on its two big 
brands, MA-system and VRS-system, where MA-system is pipeline systems at the plumbing 
and installation side and VRS-system is the pressure water pipelines. The interview was 
conducted with the marketing manager, Martin Brandsvig. 

4.3.1	  Brand	  Building 
At Gustavsberg Rörsystem it is important that the brands (MA-system and VRS-system) 
provide a feeling of quality and long-term sustainability. The price level of their products is 
not initially the cheapest but in the long run it is, which is due to the high quality of the 
products. Brandsvig mentions that the company does not believe in the throwaway society; 
they believe in long-term sustainability. This is the base in the branding and that needs to 
permeate the whole organisation.           
 
The brand building process at Gustavsberg Rörsystem can be divided into two sections, one 
internal part and one external part. Brandsvig mentions, however, that the company does not 
have any process that is written in a document but the process only exists in his head. The 
brand building process starts inside the organisation, every decision that is made must match 
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	   28	  

with the other decisions that are made in the organisation. The quality aspects are in focus 
from the inside of the organisation and out and this is communicated to the employees all the 
time. According to Brandsvig, the quality focus starts when an employee stands in the 
production and places a part on the production line and further when the product is being 
packaged for the delivery and so on. Every work task needs to keep the same high quality. 
The internal brand loyalty is also included in the internal part of the brand building process. 
According to Brandsvig, it is important that all the people in the company are working in the 
same direction and after the same goals.  
 
An important factor in the internal brand building process is that Gustavsberg Rörsystem tries 
to strengthen the brand through the progress of just being a component company to become a 
concept company. Brandsvig explains that this means that they try to extend the brand with 
competence. Brandsvig exemplifies that when the company and a consult is meeting, 
Gustavsberg Rörsystem should be able to produce the best pipeline system and provide the 
competence behind it.    
 
After the internal part of the brand building process, a positioning needs to be done. 
Gustavsberg Rörsystem positions its brands, MA-system and VRS-system, as high quality 
brands. Brandsvig mentions that it is very important to keep this position as a high quality 
brand and they are against the throwaway society. They would never make an inferior product 
because it would damage the brand. However, the positioning strategy is that the brand should 
always represent and have the highest quality of products as well as deliveries, availability 
and so on. 
 
The external section follows the positioning.  The external brand building is further divided 
into two different parts. Brandsvig explains that the first part is called the mechanical part. 
This part includes image associations, written messages and PR. The image associations are 
something that Gustavsberg Rörsystem has worked a lot with. In the marketing 
communication they work with three images where each image represents one of the three 
advantages with their products; no noise, good for the environment and fire resistance. This 
image associations is used over and over again; in exhibition cases at trade shows, in 
advertisements, on postcards and so on in order to create attention. Linked to the image 
associations are the written messages. The image association for no noise is linked to the 
message “some products are more silent” (freely translated), the environmental image is 
linked to the message “some products are better for the environment” (freely translated) and 
the fire resistance image is linked to the message “some products are more fire resistant” 
(freely translated). Brandsvig mentions that when the company is working with PR and talks 
to the press they keep these short messages but explain them in more detail. When the sales 
force is out on the field talking to customers, they also base their discussions on the image 
associations and the short written messages. 
 
In order to strengthen the brand further, Gustavsberg Rörsystem is using several different 
market communications. They participate on trade shows, they advertise in trade magazines, 
they send newsletters and they also do a lot of mini trade shows, which means that the 
salespeople travel around the country with a concept. The most important market 
communication tool is to have an educated sales force and that is a big focus. Brandsvig 
explains that the communication strategy, which is a part of the brand strategy, is to do the 
market communication in a balanced way. Due to the fact that Gustavsberg Rörsystem only 
sells its products to wholesalers they get some help with the market communication because 
they are included in the wholesalers catalogues but they also work a lot in order to educate the 
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wholesalers’ sales people. Social media is not a communication tool Gustavsberg Rörsystem 
uses and they do not intend to start using it either. Brandsvig argues that their customers are 
not interested in social media due to the product group, which for instance are sewer systems.  
 
The second part of the external section is the partnerships. In order to strengthen the brand, 
Gustavsberg Rörsystem is working with partnerships with brands that are stronger than they 
are. It is thus very important to find partners that are right from their perspective. An example 
is that the brand Anticimex is invited to stand in Gustavsberg Rörsystem’s exhibition case at a 
big trade show. This strong brand, Anticimex, and MA-system together connect to the high 
quality message Gustavsberg Rörsystem wants to convey and it creates an interest among the 
customers. Brandsvig also explains that they work a lot with SP Technical Research Institute 
of Sweden and by having their logotype in the catalogue the brands become enhanced.   

4.3.2	  Brand	  Equity 
Every component of the brand equity concept is important and Brandsvig believes that 
external brand loyalty is the result of everything and the most important component, but 
perceived quality is also very important for the brands. Furthermore, every component of the 
brand equity concept will be discussed. The values Gustavsberg Rörsystem wants brand 
equity to create are that the brand should convey quality and sustainability.  
 
4.3.2.1	  External	  Brand	  Loyalty	  
Gustavsberg Rörsystem has a high brand loyalty. Even if they only sell their products to 
wholesalers they have different customer groups, which are end customers, consultants, 
installers and wholesalers. There are some variations in brand loyalty between the different 
customer groups. Brandsvig explains that it is important that the end customers and the 
consultants are loyal to the brand because it is often they who decide which brand the 
installers should buy at the wholesalers. They feel, however, that the brand loyalty has 
decreased due to the throwaway society. In order to increase the brand loyalty the education 
process is of great importance. When the company mediates the knowledge to the customers 
they also mediate an understanding of why the customer should be loyal to the company. This 
is, according to Brandsvig, a long-term thinking.   
	  
4.3.2.2	  Brand	  Awareness	  
In order to increase the brand awareness Gustavsberg Rörsystem is using advertising, trade 
shows and personal meetings. Brandsvig mentions that the company believes in the personal 
meeting; it is important to go out and meet the customers. Linked to the personal meetings is 
the mediating of competence. Brandsvig emphasizes the importance of that the sellers should 
convey competence to the customers and after a meeting the customers should have gained 
new knowledge. This is also very important when the sellers meet the consultants. Brandsvig 
further argues about the importance of a serious conversation with the customers, the sellers 
cannot just sit and talk nonsense. This serious conversation is very important from a branding 
perspective. According to Brandsvig it is important that their brands are top-of-mind. An 
example is that when the customers think about sewer systems, it is MA-system that first will 
pop up in their minds.     
 
4.3.2.3	  Perceived	  Quality	  
How the customers perceive the quality strongly affects the brands. If they buy something and 
discover errors in the product it will affect the brand very negatively. In order to keep the high 
quality they are very careful and remove every product that does not look good. Brandsvig 
explains that when a customer buys a product it will be perfect. In order to enhance how the 
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customers perceive the quality, the work with competence is crucial. When the customers 
learn about different products and materials and the differences in quality between them they 
become aware of the quality they should expect. This is good for Gustavsberg Rörsystem’s 
brands because they have very high quality. 
 
4.3.2.4	  Brand	  Associations	  
Gustavsberg Rörsystem works to create brand associations among the customers. These 
associations are based on the three advantages with the company’s products; no noise, 
environmentally friendly and fire resistance. These three messages and the related image 
associations go round and round in a time period extending over a couple of years to push the 
associations into the customers mind. The customers’ positive and negative brand associations’ 
affect the brand in the simple way that if the associations are positive the buy from 
Gustavsberg Rörsystem and if association are negative they buy from someone else. It is 
therefore essential to create as good associations as possible. 
 
4.3.2.5	  Other	  Proprietary	  Brand	  Assets	  
All brands at Gustavsberg Rörsystem are registered trademarks. 
 
 

 
 
Figure	  8:	  Self-constructed figure of the brand building process and brand equity at Gustavsberg Rörsystem 
AB 
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4.4	  Aller	  Media	  AB	  
Aller Media is a Swedish business-to-consumer and business-to-business company, but with 
focus on the business-to-consumer side. The company has its head office in Helsingborg and 
it produces printed magazines. Aller Media has 40 different brands and some of the most 
popular ones are Allers, Hänt Extra, Femina, Elle and Svensk Damtidning. Previously, Aller 
Media had its biggest focus on its product brands, because it is the product brands the 
consumers have a relation to, but now they are in the early days to start working more with 
Aller Media as a brand. The interview was conducted with Gith Angelfalk who is marketing 
manager and Annika Bülow who is senior brand manager and responsible for customer 
relationship management (CRM).  

4.4.1	  Brand	  Building	   
Aller Media does not have any specific brand building process but the base in the brand 
building is its mission, business idea and vision. The mission is why the brand exists and what 
the brand shall stand for. The mission at Aller Media is that the brand shall give women 
relaxation, entertainment and inspiration. The business idea is what Aller Media does, for 
whom they do it and how they do it. The business idea at Aller Media is that they, through 
strong brands and editorial content with high quality, create and sell entertainment and 
inspiration to women. The vision is where Aller Media is going, which at Aller Media means 
that they shall dominate the popular press and have Sweden’s most attractive brands in the 
media industry. The mission, business idea and vision can also be summarized as the brand 
identity.  
 
Through the mission, business idea and the vision, Aller media creates the core values. At the 
moment Aller Media is in the process of establishing new core values and, according to 
Angelfalk, the company wants the brand to convey core values such as inspiration and 
relaxation. These core values are going to be an important part of the brand building. The core 
values further lead to the positioning. According to Angelfalk, the ambition at Aller Media is 
to position themselves as a publisher with focus on women.  
 
Aller Media communicates its brand through different marketing channels. According to 
Angelfalk, printed advertising is an important part of the communication and an example is a 
subscription box to the consumers. They also organise different events and personal meetings 
where they expose their brand and examples of events are inspirations days and guest lectures. 
Angelfalk mentions that they also work with digital platforms and social media. The goal with 
market communication is to create awareness and generate visibility.  
 
The internal brand loyalty is an important base when strengthening the brand. Without the 
brand loyalty it is difficult, for the whole company, to have an understanding about the brand, 
to have commitment to it, to work in the same direction and to reach the company’s goals. 
Everyone at the company strives to reach the mission, business idea and vision and everyone 
must work towards the company’s interest. 

4.4.2	  Brand	  Equity 
Every part of the brand equity concept is important for Aller Media. Angelfalk mentions that 
a combination of the components of the brand equity concept is to prefer in order to get a 
strong brand. Furthermore, every component of the brand equity concept is going to be 
discussed. The values Aller Media wants the brand to create are profitability and sales. 
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4.4.2.1	  External	  Brand	  Loyalty	  
According to Angelfalk, Aller Media has really loyal customers and quite many subscribers. 
Furthermore, they work with a concept called the plus concept which means that the most 
loyal customers get more advantages than other customers in order to stay longer than the 
customers that are not treated as loyal customers. An advantage is, for example, that the 
customers who are a member of the plus concept get a better offers than other customers. 
Bülow explains that Aller Media has customers that join and drop off different campaigns 
only to get the premium. This can be seen as a loyalty problem for Aller Media and, 
according to Bülow, they are working to change this behaviour and make them stay for a 
longer time.  
 
According to Bülow, the external brand loyalty can contribute to increased sales and a general 
stability, which makes it possible for the company to invest both in the brand and in 
development.  
 
4.4.2.2	  Brand	  Awareness	  
Aller Media, as a brand, does not work much to increase the brand awareness. Angelfalk 
mentions that they work with printed advertising as well as that they in every magazine tell 
the customers that the magazines come from Aller Media. Furthermore, Angelfalk argues that 
it is not important to increase awareness because most people know that the company and the 
brand exist. However, it is very important to create a correct awareness and that the customers 
have the right perception of what the brand stands for. Angelfalk mentions that it is not very 
important that Aller Media, as a consumer brand, is top-of-mind. Aller Media as a brand is 
not decisive from the customers’ point of view. However, it is important that the product 
brands are top-of-mind. The product brands are primary and Aller Media as a company brand 
is secondary.      
	  
4.4.2.3	  Perceived	  Quality	  
According to Angelfalk, the quality affects the brand and every year the analysis department 
in the company are conducting different surveys, where the customers get to answer questions 
about the magazines. Examples of questions could be how much they have read the 
magazines, good and bad things and rating of the articles. The results of these surveys are 
then used in order to improve the quality of the magazines. Angelfalk mentions that the 
quality also can be affected by that the customers do not know all the brands and magazines 
Aller Media owns. An example is that the readers of Café (which is one of their brands) often 
do not know that Allers (another brand) is a magazine from the same publisher.  
 
4.4.2.4	  Brand	  Associations	  
Aller Media does not work very much with brand associations except in the event format 
where they work with the associations. Angelfalk mentions that the event Elle-galan in 
Stockholm can be described as a brand association linked to their product brand Elle. 
However, every product brand works with brand associations in different ways.  
 
4.4.2.5	  Other	  Proprietary	  Brand	  Assets	  	  
Aller Media uses registered trademarks on most brands and some events. According to 
Angelfalk, magazines have an additional legal registration that is called impediment to 
publication and is a registration that allows the company to publish the magazines, this is used 
for every magazine.  
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Figure	  9: Self-constructed figure of the brand building process and brand equity at Aller Media AB 

4.5	  Pågen	  AB	  
Pågen is a Swedish business-to-consumer company and the head office is located in Malmö. 
It is the biggest bakery in Sweden and they produce and sell different kinds of bread, cakes 
and pastries to the north of Europe. Pågen’s most popular brands are Gifflar, Krisprolls and 
Lingongrova. Pågen markets both the company as a brand as well as their product brands. The 
interview was conducted with Boel Lagerwall who is the communication manager.  

4.5.1	  Brand	  Building	  
The brand building process is, according to Lagerwall, a long-term investment and an on 
going process. The base in the brand building process is the values and what the brand stands 
for. Lagerwall explains that Pågen stands for “bakes with love”, which also is their slogan. 
The brand building process consists of several different stages and Lagerwall believes that the 
process is quite general. 
 
The first stage in the brand building process is to identify the target group, which means that 
they have to consider the target group and what needs the target group has. According to 
Lagerwall, segmentation must be made.   
 
With basis in the previous stage the second stage is to identify a brand platform. Lagerwall 
explains that the platform describes what Pågen stands for, the positioning and how customers 
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should feel and think when communicating and sees the brand. Pågen positions itself using 
the slogan “bakes with love”. According to Lagerwall, Pågen is a very broad brand and has a 
strong position. In this stage the company’s goals should be described and a strategy should 
be made in order to reach the goals. 
 
When the platform is settled, compilation of the marketing communication based on the 
platform should be made. Lagerwall continues that after the compilation of the marketing 
communication the communication should be implemented. Pågen is using several market 
channels such as TV, social media and communication in the stores. Lagerwall explains that 
TV is a good way to communicate in order to reach big audiences. Social media is also used 
and Facebook is the most important social media channel. On Facebook they have sites for 
both Pågen and Gifflar. Lagerwall mentions that Facebook is a good way to communicate 
with the customers, to have a dialogue with the customers and answer questions concerning 
the brand and the products. The most important marketing channel is, according to Lagerwall, 
the communication through the stores where Pågen is selling its products. The market 
communication is of great importance when strengthening the brand. After the market 
communication stage, Lagerwall explains that an evaluation needs to be made to see if Pågen 
has reached its goals and also to get feedback from the customers.  
 
The internal brand loyalty is, according to Lagerwall, important in order to strengthen the 
brand and mediate the message about the company’s values to the employees. The people at 
Pågen are the brand’s most important ambassadors, what they are saying to friends and 
families can have a big impact. Pågen tries to be as clear as possible in order to increase the 
internal brand loyalty. The employees need to know the answers on every potential question, 
for example, how much sourdough do different breads consist of and so on. 

4.5.2	  Brand	  equity	  
All the components in the brand equity concept are important and a combination of them is to 
prefer. Lagerwall argues that one component cannot be excluded because then something else 
will fail. Furthermore, every component of the brand equity concept will be discussed. The 
values Pågen wants brand equity to create are awareness about the brand and clarity about 
what the brand stands for. 
 
4.5.2.1	  External	  Brand	  Loyalty	  
Pågen has both customers that are loyal and disloyal. Lagerwall explains it as some customers 
buy different kinds of bread because they want variation, but there are customers that are 
loyal and always buy Pågen bread. According to Lagerwall, at Pågen they have the attitude 
that they like all kinds of bread. It is ok that the customers sometimes bake by themselves, 
sometimes buy from a bakery and sometimes buy bread from Pågen or another bread 
company. Lagerwall mentions that Pågen appreciates if the interest for bread is big because 
bread is a good and climate smart provisions and all interest are positive for the brand. Pågen 
experiences that the customers are loyal through repeated purchases but they also experience 
customer loyalty through what customers write on social medias. Examples are that customers 
write about what they eat for breakfast or that they are missing a particular bread when they 
are on vacation. Social media is, according to Lagerwall, a tool that clearly shows how loyal 
customers are. The loyal and returning customers contribute to a very important customer 
dialogue, providing Pågen with important information about what the customers think about 
the brand. Feedback from the customers is crucial in order to build a strong brand.           
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4.5.2.2	  Brand	  Awareness	  
Pågen is not actively working to increase the brand awareness because the awareness in 
Sweden is already very high. Almost everyone in Sweden has, at some point, been in contact 
with the brand. According to Lagerwall, Pågen is rather working with what they stand for and 
tries to communicate that instead of increasing the awareness. It is of great importance that 
Pågen is top-of-mind in the industry, i.e. they want to be on peoples selectable list.  
 
4.5.2.3	  Perceived	  Quality	  
The quality affects the brand and they usually talk about the moment of truth, which means 
that when a consumer picks up the bread in the store and then tries the bread, the experience 
must fulfil the expectations of the customer. Lagerwall argues that if this experience does not 
fulfil the expectations they will not return, in this case the quality has a crucial role. However, 
they are trying to improve the quality frequently with help of the information gained from 
different complaints and ensure to meet these complaints as good as possible.  
 
4.5.2.4	  Brand	  Associations	  
Pågen works to create brand associations among its customers and the most important brand 
association is its slogan “bakes with love”. Lagerwall explains that based on this slogan Pågen 
constructs a memory structure among the customers. In order to create a strong brand 
Lagerwall emphasizes the importance of the creation of memory structures among the 
customers. Customers positive or negative brand associations affect the brand because, 
according to Lagerwall, the associations are the perception of the brand. Furthermore, it is 
important to communicate the associations in a way that the customers like because if they do 
not like the communication they will not embrace it. 
   
4.5.2.5	  Other	  Proprietary	  Brand	  Assets 
Pågen works with registered trademarks.  
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Figure	  10: Self-constructed figure of the brand building process and brand equity at Pågen AB	  	   

4.6	  Vagabond	  International	  AB	  
Vagabond International AB is a Swedish business-to-consumer company and has its head 
office in Varberg. The company is producing and selling shoes for both women and men and 
accessories such as bags and wallets. Vagabond exports to 25 different countries worldwide 
and produces approximately 2.5 million pair of shoes each year. At the head office in Varberg 
they are working with the whole value chain from the development of the products, the 
prototype workshop and design to the finished product, except that the products are made in 
their own factory in Vietnam. This is the biggest differentiating opportunity for the brand, to 
be independent and own the whole value chain. The interview was conducted with the 
marketing manager Anna Fahle-Björcke and the PR-coordinator Sofia Carlsson. 

4.6.1	  Brand	  Building	   
Vagabond’s strategy in order to build a strong brand is to be independent. All the decisions 
that are made within the company should be sustainable in the long run. The brand building 
process can be divided into different stages and, according to Fahle-Björcke, the first stage is 
the product development. The product development is the process when the product and its 
attributes is discussed and developed, an example is the design. The process is structured, 
several people are involved and nothing is random, which means that every decision is based 
on underlying factors.  
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According to Fahle-Björcke, the next stage is the brand identity, which means that they need 
to consider where their market is today and all the time define what is Vagabond and what is 
not Vagabond. Vagabond operates in several countries and gets input from these, which 
makes it important for the company to have a strong brand identity. The third stage in the 
brand building process is to build different sales programs for the sales people. Furthermore, 
different customers get different offers and depending on the country and the city, different 
sales programs are made.  
 
With a basis in the previous stages, the experience will be built. The experience includes both 
positioning and market communication and is about what the brand should convey to the 
customers and how they should convey it. Vagabond positions itself as “a great design that 
does not have to cost a fortune”. According to Fahle-Björcke, Vagabond delivers much 
design and harmony in its products but they do not want the price to be decisive, everyone 
should afford to buy Vagabond. Fahle-Björcke mentions that Vagabond has a really difficult 
position on the market because they have no one to compare with. Carlsson explains that they 
are in a mid price position, which means that they are not the most expensive ones and not the 
cheapest ones. Carlsson continues that the positioning is important for strengthening the brand.  
 
The market communication starts with trade shows. The result from the trade shows will be 
transformed into input to advertising agencies that Vagabond is collaborating with. Vagabond 
is actively working to communicate its brand through different channels. According to 
Carlsson, they are using a combination of almost every channel that is available. The online 
marketing is of great importance and both their website and social media channels such as 
Facebook, Instagram and Twitter are used. However, the most important marketing channel is 
the layout of the stores in the different countries. How they communicate through the display 
window and how the shoes are placed in the stores are of importance.   
 
According to Fahle-Björcke, the internal brand loyalty is important in order to strengthening 
the brand but it is not a part of the brand building process. The atmosphere in the company is 
really good, if the business goes well everybody is happy together and if the business goes 
bad everybody is having a hard time together. The employees at Vagabond are “living the 
brand”, which can be explained as that employees always are using the shoes of Vagabond 
and not others brands and they are really proud of working in the environment of Vagabond.  

4.6.2	  Brand	  Equity	  
A combination of the brand equity concepts is to prefer at Vagabond because every part in the 
concept is of great importance. According to Carlsson and Fahle-Björcke, one component 
cannot be excluded because then something else will fail. Furthermore, every component of 
the brand equity concept will be discussed. The values Vagabond wants brand equity to create 
are independency and awareness. 
 
4.6.2.1	  External	  Brand	  Loyalty	  
Vagabond considers itself to have loyal customers. Fahle-Björcke mentions that some of the 
customers have bought Vagabond shoes for over 20 years and that is a proof of customer 
loyalty. If a young customer has bought the brand for five years Fahle-Björcke considers that 
as a really good rating too. The loyalty influences the brand and it is a challenge to keep the 
customers. Vagabond needs to figure out what the customers’ requests will be this season and 
the next season. According to Fahle-Björcke, Vagabond is working frequently with increasing 
the brand loyalty and they want the customers to be satisfied with the products.  
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4.6.2.2	  Brand	  Awareness	  	  
The brand awareness is different for the different markets where Vagabond is active. In 
Sweden, the awareness is quite high, almost 80%, and in the other Nordic countries the 
awareness is quite high as well. In other European countries, for example in France and 
England, the awareness is much lower but Fahle-Björcke explains that Vagabond is actively 
working with the awareness in these countries. In order to increase the awareness, Vagabond 
first creates a presentation where they present the brand. Then they educate the staff in the 
stores and lastly, they focus on the communication in the stores such as the display windows. 
Carlsson argues that it is important for Vagabond to be top-of-mind because most people are 
very rarely thinking about shoes, so when they do they should think about Vagabond.   
 
4.6.2.3	  Perceived	  Quality	  
How the customers perceive the quality affect the brand and due to this the company work to 
improve the quality all the time. Fahle-Björcke explains that due to the size of the brand and 
the amount of shoes they are manufacturing, it is very important to watch over all the 
feedback they get. If something goes wrong it is central to take care of it as soon as possible 
in order to not destroy the brand and the reputation of the brand. According to Fahle-Björcke, 
the customers have, for traditional reasons, very high expectations on the quality and it is 
crucial to meet these expectations even if it sometimes is hard. An example is that some 
customers believe that they can use a pair of leather boots and a pair of textile ballerinas in the 
same way and it can be a problem because the quality is different. Fahle-Björcke mentions 
that the price will always reflect the quality; there is a significant price difference between a 
textile shoe and a leather shoe.       
 
4.6.2.4	  Brand	  Associations	  
Vagabond wants to be associated with the latest trends and season. Other factors they can be 
associated with are, according to Carlsson, the details on the shoes, images and quality. The 
aim with the brand associations is for the customers to quickly evaluate the shoes simply 
through looking at them and also to be connected to a certain style.  
 
4.6.2.5	  Other	  Proprietary	  Brand	  Assets	  
According to Fahle-Björcke, Vagabond is all the time working with protection of the brand.   
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Figure	  11: Self-constructed figure of the brand building process and brand equity at Vagabond International 
AB 
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5.	  Analysis	  
––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––– 
The analysis of this study and an interpretation of the gathered data are presented in this 
chapter. The analysis is based on the empirical data together with the theoretical 
framework.  The empirical data is analysed in order to clarify similarities and differences 
between the companies. 
–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––  

5.1	  Brand	  Building	  	  
The theoretical brand building process consists of six different stages; product attribute, brand 
identity, core value, positioning, market communication and internal brand loyalty (Melin, 
1999). Every company that have been investigated are working with the brand building in 
different ways and none of the companies is working as Melin (1999) prefers but some 
similarities have been found.   
 
In the following tables (tables 3 & 4) the different stages in the companies’ brand building 
processes have been divided and compared based on the stages in the brand building process 
by Melin (1999). All stages in all companies can be compared to Melin (1999) except the first 
stage in Pågen’s brand building process, segmentation and targeting, which can not be 
compared with any stage of the theoretical brand building process (Melin, 1999).    
 

Theory Trelleborg 
Engineered Fabric 

HMS Industrial 
Networks AB 

Gustavsberg 
Rörsystem AB 

Product Attribute  Product Attributes 
and Quality 

 

Brand Identity Brand Strategy  Internal Brand 
Building 

Core Value    
Positioning Portfolio Strategy 

Positioning 
Positioning Positioning 

Market 
Communication 

Creative Platform, 
Contact Strategy, 
Media Channels 

Market 
Communication 

External Brand 
Building 

Internal Brand 
Loyalty 

  Internal Brand 
Building 

Table	  3: The business-to-business companies brand building processes compared to the theory 

	  
Theory	   Aller Media AB Pågen AB Vagabond 

International AB 
Product Attribute 	   	   Product 

Development 
Brand Identity Brand Identity Brand Platform Brand Identity 

Core Value Core Values 	   	  
Positioning	   Positioning Brand Platform Experience 

Market 
Communication 

Market 
Communication 

Market 
Communication 

Sales Programs, 
Experience 

Internal Brand 
Loyalty 

Internal Brand 
Loyalty 

Internal Brand 
Loyalty 

	  

Table	  4: The business-to-consumer companies brand building processes compared to the theory  
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5.1.1	  Product	  Attribute	  
The first stage in the theoretical brand building process by Melin (1999) is product attribute, 
which can be defined as, according to Srinivasan and Till (2002), features and characteristics 
of a product. The product is of great importance for all the companies, because they are all 
producing and selling products, therefore they are implicitly working with product attributes. 
Furthermore, the only companies that have product attribute as a part of the brand building 
process are HMS and Vagabond. The most important product attribute is, according to HMS, 
product quality, which corresponds with what Melin (1999) says. Another important product 
attribute is, according to Melin (1999), design and for Vagabond the design plays a crucial 
role for the company and its products. According to Sun (2009), the aesthetics is one factor 
that customers pay attention to and furthermore people pay more positive attention to 
attributes that are differentiated from others. Vagabond differentiates itself through design and 
they deliver much design and harmony in their products but they do not want to increase the 
price, which does not correspond with what Sun (2009) argues. The majority of the 
companies are implicitly working with product attributes, although there are only one 
business-to-business company and one business-to-consumer company that are working 
explicitly with product attributes within their brand building process. Therefore, no 
conclusions can be drawn between the work within business-to-business and business-to-
consumer companies.  

5.1.2	  Brand	  Identity	  
The second stage in the brand building process is, according to Melin (1999), brand identity. 
Kapferer et al. (2008) describe brand identity as the values and beliefs that the brand mediates. 
All of the investigated companies, except HMS, have the brand identity as a part of the brand 
building process. The concept brand identity is named differently in the different companies. 
In Trelleborg Engineered Fabrics the brand identity is called brand strategy and is a detailed 
process in many steps (which is explained in the empirical data). In Gustavsberg Rörsystem 
brand identity is a part of the internal brand building, at Aller Media as well as Vagabond it is 
simply called brand identity. At Pågen brand identity is a part of the brand platform.  
 
Trelleborg Engineered Fabrics identity should convey trustworthiness, inspiration and 
commitment and this differs from Gustavsberg Rörsystem that stands for high quality, 
sustainability and competence. Aller Media’s brand identity should convey inspiration, 
relaxation and entertainment, while Pågen has the identity “bakes with love” and this 
corresponds to what Melin (1999) says. At Vagabond the identity is, according to themselves, 
to consider where the market is today and define what is and what is not Vagabond. This on 
the other hand is not how Melin (1999) explains the brand identity. None of the business-to-
business companies has a separate stage that is called brand identity and one reason for this 
could be that brand identity previously has been synonymous with consumer products and it is 
not until recent times that the brand identity has become more important to business-to-
business companies (Beverland et al., 2007).  The majority of the business-to-consumer 
companies have brand identity as a separate stage in their brand building process. Arguably, 
the brand identity can be the only factor that differentiates two products from each other 
(Kapferer et al., 2008). 

5.1.3	  Core	  Value	  
The third stage in the brand building process by Melin (1999) is core values. Aller Media is 
the only company that has a stage in the brand building process that is called core values and 
these are inspiration and relaxation, which can be explained as beliefs and ambitions 
(Jablonsky & Barsky, 1999). According to Melin (1999), the core values have a central part of 
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the brand building process; this does not correspond with our findings because it is only one 
investigated company that has the core values as a central part of the brand building process. 
The majority of all the companies are implicitly working with core values. Due to the fact that 
only one company uses core values in their brand building process no patterns can be seen 
between business-to-business and business-to-consumer companies. 

5.1.4	  Positioning 
The fourth stage in the brand building process is, according to Melin (1999), positioning. 
Positioning is of great importance for all companies (Melin, 1999). Every company is using 
positioning as a part of the brand building process. At Pågen the positioning is a part of the 
brand platform and at Vagabond the positioning is a part of the experience. The remaining 
companies have a separate stage that is called positioning. Trelleborg Engineered Fabrics’s 
positioning is based on “people, processes, applications and know how”. HMS positions 
itself using the two concepts quality and knowledge. Gustavsberg Rörsystem positions its 
brands as high quality brands. Aller Media uses its core values, i.e. inspiration and relaxation, 
in its positioning. Pågen is using its slogan “bakes with love” in the positioning and lastly, 
Vagabond uses the positioning “a great design that does not have to cost a fortune”. Each 
company has values that it wants to convey and they are doing so through the positioning. 
According to Urde (1999), companies are using core values when positioning themselves, 
even if the companies do not use the term core values. However, Aller Media is in fact using 
the term core values in the positioning, which agrees with Urde (1999).  
 
All of the investigated companies are using positioning in order to occupy a “position” in the 
customers’ minds (Kotler et al. 2008). Furthermore, the companies convey information about 
their strongest areas, which corresponds with Kapferer (2008). A well-positioned brand can 
contribute to a strong competitive advantage (Melin, 1999). 
 
All the business-to-business companies use their positioning in order to get customers and 
Kalafatis et al. (2000) state that the customers is the most important factor when positioning 
in the business-to-business sector. Low and Lamb (2000) argue that positioning is used in 
order to create a relationship between the customers and the brand. All the business-to-
business companies need to keep the promise that is implied in the positioning otherwise they 
do not get any customers and damage the brand, which is confirmed by Kalafatis et al. (2000). 
A similarity between the majority of the companies is that they have a separate stage in their 
brand building processes that is called positioning but as mentioned above all companies 
work with it. Therefore, no distinction between the business-to-business companies and the 
business-to-consumer companies can be seen.  

5.1.5	  Market	  Communication	  
The fifth stage in the brand building process is market communication (Melin, 1999). 
Arguably, communication is an important part for all the companies in order to build a strong 
brand (Aaker, 1992). Each company is working with communication but they have different 
names for it. HMS, Aller Media and Pågen call this stage market communication. At 
Trelleborg Engineered Fabrics the three last stages in the brand building process, i.e. creative 
platform, contract strategy and media channels, can be connected to market communication. 
The creative platform is how the brand visually is going to be perceived by the customers. 
This is a part of the market communication because in this stage they produce visual material 
for trade shows and company presentations, which can be a part of the personal selling 
(Kotler et al. 2008).  The contact strategy is how to contact the right customers in order to 
decide the best media channels for the customers. At Gustavsberg Rörsystem, market 
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communication is a part of the stage external brand building, which is how they work with the 
brand externally. The market communication at Vagabond is a part of the stages sales 
programs and experience. The sales programs help the sellers to give the right offers to 
different customers in different countries and cities. The experience is what the brand should 
convey to the customers and how they should convey it. All of these are, according to Duncan 
and Moriarty (1998), a way for the companies to attract and keep customers.   
 
Internet and especially social media are of great importance for all the companies except 
Gustavsberg Rörsystem. Social Media is an essential part of the online communication, which 
enables companies to listen to their customers but also provides customers with the 
opportunity to share information with each other (Bruhn et al. 2012). Gustavsberg Rörsystem 
disagrees with Bruhn et al. (2012) and argues that their customers do not exist on social media 
and are not interested in social media either.  
 
Pågen and Vagabond argue that TV is a good way to communicate through, but Danaher and 
Rossiter (2012) are rating newspaper and magazines higher and that these channels are 
generating more purchasing intentions than TV. Gustavsberg Rörsystem and Aller Media 
agree with Danaher and Rossiter (2012) and are using magazines as a part of the market 
communication. Due to the fact that Aller Media acts in the media industry, magazines have 
an especially high ranking.   
 
One similarity between the business-to-business companies is that all of them are using trade 
shows as an important tool to reach the customers. The business-to-consumer companies are 
not using trade shows except Vagabond, although Vagabond does not use it in order to get 
customers but rather to get input to the advertising agencies. According to Fill (2002), 
business-to-business companies are dominated by personal selling, which is the case in this 
study because Trelleborg Engineered Fabrics, HMS and Gustavsberg Rörsystem are using 
trade shows, which is a part of personal selling (Kotler et al. 2008). It is important for 
Trelleborg Engineered Fabrics that their market communication channels lead to word of 
mouth, which, according to Ballantyne and Aitken (2007), leads to positive response from the 
customers.  

5.1.6	  Internal	  Brand	  Loyalty	  
The last stage in the brand building process by Melin (1999) is internal brand loyalty. All of 
the companies argue that the internal brand loyalty has a crucial role in order to strengthen the 
brand. According to Ind (2007), a successful brand is built through the companies’ employees. 
However, it is only Aller Media, Gustavsberg Rörsystem and Pågen that include the internal 
brand loyalty as a part of the brand building process. The internal brand loyalty at 
Gustavsberg Rörsystem is a part of the internal brand building while Aller Media and Pågen 
use the term internal brand loyalty.  
 
It is important that all the employees at Gustavsberg Rörsystem make decisions that are in 
line with each other and everyone needs to communicate the same values (Ind, 2007; 
Punjaisri & Wilson, 2007; de Chernatony & Harris, 2001; Schultz et al., 2005). The 
employees at Pågen are the brand’s most important ambassadors and what they are saying to 
friends and families can have a big impact on the brand. This corresponds to Punjaisri and 
Wilson (2007) that argue that the behaviour of the employees is of great importance for how 
the brand will be perceived. Aller Media agrees with Urde (2003) that an understanding and 
commitment is important for the internal brand loyalty. Furthermore, Aller Media also 
considers that working in the same direction and to reach the company’s goals is not possible 
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if the internal brand loyalty does not exist. The employees do not only need to be loyal to the 
company they also need to be well trained in order to strengthen the brand (Roper & Davies, 
2008). All the companies believe that internal brand building is important but only three 
companies use it as a part of the brand building process. Due to this, no distinction can be 
seen.  

5.2	  Brand	  Equity	  
All of the investigated companies work with all the factors within the brand equity concept. 
Furthermore, business-to-business companies argue that external brand loyalty and perceived 
quality are the most important factors of the brand equity concept (table 5). The business-to-
consumer companies, on the other hand, argue that all the factors within the brand equity 
concept are of equal importance and a combination of them is to prefer (table 6). These three 
companies argue that one component cannot be excluded because then something else will 
fail.  
 

Brand Equity Trelleborg 
Engineered Fabrics 

HMS Industrial 
Networks AB 

Gustavsberg 
Rörsystem AB 

External Brand 
Loyalty ✗ ✗ ✗ 

Brand 
Awareness    

Perceived 
Quality ✗ ✗ ✗ 

Brand 
Associations    

Other Proprietary 
Brand Assets    

Table	  5:	  The most important factors of the brand equity in the business-to-business companies 

Brand Equity Aller Media AB Pågen AB Vagabond 
International AB 

External Brand 
Loyalty ✗ ✗ ✗ 

Brand 
Awareness ✗ ✗ ✗ 

Perceived 
Quality ✗ ✗ ✗ 

Brand 
Associations ✗ ✗ ✗ 

Other Proprietary 
Brand Assets ✗ ✗ ✗ 

Table	  6:	  The most important factors of the brand equity in the business-to-consumer companies 

5.2.1	  External	  Brand	  Loyalty	  
All the companies consider themselves to have loyal customers and, according to Aaker 
(1991), brand loyalty is an asset to companies because it provides value to the companies. The 
business-to-business companies argue that external brand loyalty is one of the most important 
factors in the brand equity concept, which corresponds with Biedenbach (2011). However, 
Pågen has both loyal and disloyal customers and the disloyalty is due to the fact that the 
customers want variation in their choice of bread. Trelleborg Engineered Fabrics argues that it 
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is more important to take care of existing customers rather than trying to create new customer 
and this corresponds with what Aaker (1991) argues. Arguably, it is much cheaper for 
companies to retain their old customers than to capture new ones (Aaker, 1991). According to 
Nandan (2005), customers need to perceive that the brand addresses the needs of the 
customers better than the competitors’ brands. In order to do that Gustavsberg Rörsystem 
works a lot to not just sell a product but to sell a product and the competence behind it as well, 
which differentiates them from their competitors and increases the brand loyalty. In order to 
perceive that the brand addresses the needs of the customers better than the competitors 
Trelleborg Engineered Fabrics arranges innovation meetings with the customers where they 
are trying to come up with new products and strengthen the relationships. 
 
According to Duffy (2003), loyalty creates further loyalty and Aaker (1991) argues that a 
large satisfied customer base attracts new customers. Aller Media has loyal customers but in 
order to create more loyalty they work with a concept called plus concept, which means that 
the most loyal customers get more advantages than other customers, this corresponds with 
Duffy (2003). Aller Media agrees with Gournaris (2004) that the external brand loyalty can 
contribute to increased sales and a general sustainability. The prices at Gustavsberg 
Rörsystem are not initially the cheapest but they still have loyal customers and Hakala et al. 
(2012) explain this as loyalty and that these customers bring equity to the brand. All the 
companies believe that external brand loyalty is of importance; therefore no distinction can be 
made.  

5.2.2	  Brand	  Awareness	  
Melin (1999) and Hakala et al. (2012) argue that the creation of brand awareness is one of the 
most important tasks for the brand owner. All the companies except Pågen and Aller Media 
are working with brand awareness in different ways. Pågen does not work with brand 
awareness because the awareness in Sweden is already high, so they do not need to work with 
improving it. Aller Media, as a brand, do not work much with brand awareness because most 
people know that the company exists, however it is very important to create a correct 
awareness. A brand has no equity or value if customers are not aware of the brand (Shimp, 
2010, ref. in Hakala et al., 2012). The creation of brand awareness at Trelleborg Engineered 
Fabrics is connected with the brand, the company’s values and the way the company is 
working. HMS creates awareness through trade shows, social media, its website and e-mails 
and its goal is to generate as many leads as possible. In order to increase the brand awareness, 
Gustavsberg Rörsystem uses advertising, trade shows, personal meetings and education. 
Vagabond has a high brand awareness in Sweden and the Nordic countries and in order to 
increase the brand awareness in other European countries they are using presentations where 
they present the brand. Then they educate the staff and lastly, they focus on the 
communication in the stores. All of these approaches are different ways for the companies to 
provide experience about the brand (Keller et al. 2008). Aaker (1996) argues that focus should 
not only be on the brand name, instead focus should be on brand name and visual images. 
Aaker (1991) argues that there must be a connection between the brand and the product 
category in order to create brand awareness. Due to the fact that the companies create brand 
awareness using market communication and education about the brand the connection to the 
product category is created. 
 
The goal with the awareness for all the companies is to be top-of-mind, which implies that 
when customers are asked to name a brand in a certain product category they say the 
company’s name (Melin, 1999). Vagabond argues that to be top-of-mind is of great 
importance because most people are thinking about shoes very rarely, so when they do people 
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should think about Vagabond. HMS argues that if a problem occurs at a client company, 
HMS should pop-up as the solution to the problem. Gustavsberg Rörsystem believes that it is 
important that when the customers think about sewer systems their brand MA-system should 
pop-up in the customers’ minds. Table 5 and table 6 show a clear pattern. The business-to-
consumer companies prioritise brand awareness higher than the business-to-business 
companies. 

5.2.3	  Perceived	  Quality	  
How the customers perceive the quality affects the brand for all the companies. The studied 
business-to-business companies argue that if the company deliver bad quality it will bring 
negative consequences to the brand. Therefore, the quality is of great importance. Perceived 
quality is a perception by the customers that mean that the company cannot objectively 
determine it. The perceived quality is an overall and intangible feeling about the brand (Aaker, 
1991). Pågen, HMS and Vagabond argue that it is important that they fulfil the expectations 
that customers have. In order to improve the perceived quality Gustavsberg Rörsystem is 
working with competence, Pågen is frequently working with complaints and ensures to meet 
these complaints as good as possible and Vagabond always watch over the feedback that they 
get. According to Keller et al. (2008), it is difficult for companies to achieve a satisfactory 
level of perceived quality because customers’ expectations of the quality of products have 
increased. 
 
According to Bendixen et al. (2003), the quality in business-to-business markets is the most 
valuable aspect in the brand equity concept. Furthermore, Biedenbach (2011) argues that 
perceived quality together with external brand loyalty are the two most important factors for 
business-to-business companies. The studied business-to-business companies agree with 
Bendixen et al. (2003) and Biedenbach (2011) that the quality is the most valuable aspect, 
although the business-to-business companies believe that external brand loyalty is crucial in 
order for the customers to perceive the quality as good. All the companies believe that 
perceived quality is of importance; therefore no distinction can be seen. 

5.2.4	  Brand	  Associations	  
Every company is working to create associations of the brand in different ways. Trelleborg 
Engineered Fabrics wants to be associated with the emotional associations such as symbols 
and characters. Symbols and characters are two factors that provide meaning for the 
customers (Aaker, 1991; Keller et al., 2008).  HMS wants to be associated with quality and 
knowledge and, according to Melin (1999), the quality needs to meet the expectations of the 
customers.  Gustavsberg Rörsystem associates themselves through their three messages, i.e. 
no noise, environmentally friendly and fire resistance, as well as with image associations that 
are related to the messages. These messages are used a lot in their communication in order to 
strengthen the brand, which corresponds with Aaker (1991) and the images provide meaning 
for the customers (Aaker, 1991; Keller et al., 2008). 
 
Aller Media does not work much with brand associations but they see the event Elle-galan in 
Stockholm as an association for the brand. Furthermore, Pågen associates the brand through 
its slogan “bakes with love” and lastly, Vagabond associates the brand with the latest trends 
and the latest season. These are different factors that the companies are using in order to 
provide meaning to the customers (Aaker, 1991; Keller et al., 2008). Table 5 and table 6 show 
a clear pattern. The business-to-consumer companies prioritise brand associations higher than 
the business-to-business companies. 
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5.2.5	  Other	  Proprietary	  Brand	  Assets	  
The majority of the companies, except Trelleborg Engineered fabrics, are using protection of 
the brands in terms of registered trademarks, and this match with what Aaker argues (1991). 
Protection of brands is used in order to prevent competitors from destroying the loyalty and 
the customer base (Aaker, 1991). The reason Trelleborg Engineered Fabrics is not working 
with protection of the brand is because it is not necessary for the brand.  
 

5.2.6	  The	  value	  brand	  equity	  creates	  
The following tables (tables 7 & 8) show the values brand equity creates.  
 

Company Values brand equity creates 

Trelleborg Engineered Fabrics Increased sales, profitability, understanding 
about the brand. 

HMS Industrial Networks AB Quality. 

Gustavsberg Rörsystem AB Quality, sustainability. 
Table	  7: The values brand equity creates for the business-to-business companies 

Company Values brand equity creates	  

Aller Media AB Profitability, sales. 

Pågen AB Awareness, clarity about what the brand 
stands for. 

Vagabond International AB Awareness, independency. 
Table	  8: The values brand equity creates for the business-to-consumer companies  

The values that the companies want the brand equity to create differ among the companies. 
Trelleborg Engineered Fabrics and Aller Media agree with Murphy (1992), Håkansson (1994) 
and Baack et al. (2013) and argue that the values of the brand equity concept should be 
financial. The majority of the business-to-business argue that the brand equity should create 
awareness. Additionally, Vagabond wants to create and independency and Pågen wants the 
brand equity to create clarity about what the brand stands for. The majority of the business-to-
business companies want the brand equity to convey an importance of the quality. In addition 
to quality Gustavsberg Rörsystem also wants the brand equity to create sustainability. 
However, the values awareness and quality do not correspond with Murphy (1992), 
Håkansson (1994) and Baack et al. (2013).  Patterns can be found for both business-to-
business companies and business-to-consumer companies. The majority of the business-to-
business companies argue that brand equity should create values that enable the brands to 
convey quality to the customers. The majority of the business-to-consumer companies argue 
that brand equity should create values that enable the brands to convey awareness to the 
customers. 
 
 
 
 
	   	  



	  

	   48	  

6.	  Conclusions 
––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––– 
In this chapter are the conclusions presented. The research questions are answered based on 
the theory, empirical data and the analysis. Managerial implications are also presented as 
well as recommendations for further research. 
––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––– 

6.1	  Conclusions	  of	  the	  Study	  
The aim of this study was to investigate how the process of building strong brands looks like 
in business-to-business companies and business-to-consumer companies and which 
differences and similarities there are between business-to-business companies and business-
to-consumer companies in this process. The aim was also to find out how the brand equity can 
differ between business-to-business companies and business-to-consumer companies.  
 
How can the brand building process differ between business-to-business companies and 
business-to-consumer companies? 
 
With the brand building process by Melin (1999) as a basis we have studied both business-to-
business companies and business-to-consumer companies.  
 
According to previous research there is a difference between business-to-business companies 
and business-to-consumer companies in marketing orientation and branding (Ohnemus, 2009). 
The findings of this study show that no clear distinction can be made between business-to-
business companies and business-to-consumer companies in the brand building process. 
Every company had their own brand building process and it does not matter if it is a business-
to-business company or a business-to-consumer company. However, we were able to identify 
some similarities between the business-to-business companies and the business-to-consumer 
companies and differences between business-to-business companies or business-to-consumer 
companies. Due to the fact that we have not seen any major similarities or differences we 
assume that there are additional factors that affect the brand building process in the companies. 
 
One reason why the brand building process differs between the companies is the size of the 
companies. Trelleborg Engineered Fabrics is a big company with 381 employees while 
Gustavsberg Rörsystem is a small company with only 27 employees. The brand building 
process at Trelleborg Engineered Fabrics was structured and they had documented and 
defined every stage. Gustavsberg Rörsystem, on the other hand, had a clear brand building 
process but the process only existed in the head of the marketing manager and was not 
documented. 
 
Another reason why the brand building differs among all the companies is the industry they 
act in. The companies act in completely different industries and we believe that this factor can 
affect the brand building process. We believe that different industries can evaluate the stages 
differently and that different components are more or less important in different industries. 
 
This study shows that a third factor, which can explain the differences in the brand building 
process, is the degree of internationalisation. The majority of the companies are international 
while Gustavsberg Rörsystem and Aller Media only act on the Scandinavian market. We 
believe that this can be a reason for why the brand building process differs among the 
companies. 



	  

	   49	  

 
According to this study, the majority of the companies were working implicitly with both core 
values and product attributes, although these attributes are not generally included as explicit 
parts of the companies’ brand building processes. We believe that the companies see these 
two factors as obvious in order to build a strong brand, due to the fact that they all are 
companies that produce and sell products. Thus, the brand cannot exists without product 
attributes and core values. 
 
The study also shows that internal brand loyalty is important for all companies but there are 
only three companies that include internal brand loyalty as a stage in their brand building 
process. We think that many companies see this as obvious because that if the employees are 
loyal it will affect the whole company and not just the brand building. This can be a reason 
why they do not include the internal brand loyalty in their brand building process. 
 
In the market communication there was a differences in their use of trade shows. All of the 
business-to-business companies used trade shows as an important part of their personal selling. 
The business-to-consumer companies did not use trade shows except Vagabond, but 
Vagabond did not use it for personal selling, they only used it in order to get input that the 
advertising agencies could use when they create the advertisements. We consider that the 
trade shows and the personal selling help the business-to-business companies to create 
stronger relationships to the customers. This is due to the fact that the business-to-business 
companies do not have as many customers as the business-to-consumer companies (Kotler & 
Armstrong, 2008). 
 
In summary, we have come up with the conclusion that all companies have their own brand 
building process and it does not matter if it is a business-to-business company or a business-
to-consumer company. Furthermore, the brand building process by Melin (1999) can be used 
as a basis for both business-to-business companies and business-to-consumer companies in 
order to build a strong brand. We have found some similarities between the model by Melin 
(1999) and the companies, which are shown in table 3 and table 4. Lastly, this study shows 
that it is not important exactly how the brand building process looks like and which stages 
that are included, the key is that companies work with brand building in some way. However, 
further studies are required in order to confirm the results. 
 
How can brand equity differ between business-to-business companies and business-to-
consumer companies? 
 
Our next research question was to find out how brand equity differs between business-to-
business companies and business-to-consumer companies. We could find differences between 
business-to-business companies and business-to-consumer companies, which are shown in 
table 5 and table 6. The business-to-business companies were concerned with having strong 
external brand loyalty and perceived quality. A reason why external brand loyalty is important 
is because business-to-business companies have fewer but bigger customers compared to 
business-to-consumer companies that have a lot of small customers (Kotler & Armstrong, 
2008). The reason why the perceived quality is important for the business-to-business 
companies is, according to us, because they have fewer customers. We consider that if they 
deliver bad quality they will lose customers, and because of the small amount of customer 
business-to-business companies have such a loss would be devastating.  
 
Furthermore, the business-to-consumer companies prefer a combination of all the factors in 
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the brand equity concept. The reason why all the factors are of equal importance is because 
business-to-consumer companies have much more competitors and customers; therefore, they 
must work with all factors in order to distinguish themselves. 
 
This study showed that brand equity creates value for the companies, which are shown in 
table 7 and table 8. The values of the brand equity were not only financial as Håkansson 
(1994), Murphy (1992) and Baack et al. (2013) mentioned. The majority of the business-to-
business companies argue that brand equity should create values that enable the brands to 
convey quality to the customers. We consider that quality is of greater importance if the 
company has few customers, which is the case of the business-to-business companies and 
they cannot afford to lose them. The majority of the business-to-consumer companies argue 
that brand equity should create values that enable the brands to convey awareness to the 
customers. The reason why awareness is more important for the business-to-consumer 
companies is because of the high competition business-to-consumer companies experience.  

6.2	  Managerial	  Implications 
This study can contribute with an increased understanding for branding and brand building. 
Previous research has shown that branding is only applicable on consumer products and that 
there is a difference between business-to-business and business-to-consumer companies 
(Ohnemus, 2009). This study can help companies to understand that there are no significant 
differences between business-to-business companies and business-to-consumer companies in 
their brand building process. Even if the companies’ target customers are completely different, 
they can use a brand building process that are similar. This study will convey the 
understanding that it is not important exactly how the brand building process looks like and 
which stages that are included, the key is that companies work with brand building in some 
way. 
 
Business-to-business companies can use this study to understand that brand building can be 
used in order to create a stronger relation to existing customers, which lead to a stronger 
loyalty. Tools that can be used in order to strengthen the relationships and create new 
relations are trade shows and personal selling and we think that both business-to-business 
companies and business-to-consumer companies can benefit from using these tools. 

6.3	  Further	  Research	  
During the work with this study several thoughts about further research have arisen. Some 
examples are presented below.   
 

• This study focuses solely on the differences between the two categories business-to-
business companies and business-to-consumer companies. A suggestion on further 
research is, therefore, to study how the brand building process differs between 
companies within the same industry or between companies in different industries. 
 

• Another suggestion is to study newly established companies’ ways to a strong brand. 
This requires more time because this process can proceed during several years. 
 

• This study only focuses on how Swedish companies build their brands. Therefore, it 
could be interesting to study how companies in different countries build their brands 
and how this process differs between different countries. 
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Appendix	  1.	  Intervjuguide	  
 

• Får vi spela in intervjun? 
• Berätta lite om dig själv?  
• Vilken position har du i företaget?  
• Hur länge har du jobbat på företaget? 
• Vilken bransch agerar företaget i? 

 
 
Varumärkesuppbyggnad 
 

o Vad vill ni få ut av ett starkt varumärke? 
 

o Vad är er strategi när det kommer till att bygga ett starkt varumärke? 
 

o Hur ser den varumärkesuppbyggande processen ut i företaget? 
 

o Om ni skulle dela upp den varumärkesuppbyggande processen i steg vilka skulle det 
då vara?  

 
o Är produktattribut viktigt för varumärkesuppbyggnaden? Hur/På vilket sätt? 

 
o Är varumärkesidentiteten viktig för uppbyggnaden av ett starkt varumärke? Hur/På 

vilket sätt? 
 

o Påverkar företagets kärnvärden varumärkesuppbyggnadet? Hur/På vilket sätt? 
 

o Är positionering viktigt för den varumärkesuppbyggande processen? 
 

o Hur arbetar ni med marknadskommunikation kopplat till varumärkesuppbyggande? 
Finns det kommunikationskanaler som är viktigare än andra? 

 
o Är den interna varumärkeslojaliteten viktig för att kunna bygga upp ett starkt 

varumärke? Hur arbetar ni med detta? 

 
Brand Equity      

Brand Awareness  
      

o Arbetar ni med att öka varumärkeskännedomen hos era kunder? Hur arbetar ni med 
detta?  

 
o Vilka positiva effekter för varumärket kan ökad märkeskännedom medföra? 

      
o Hur viktigt är det att varumärket är top-of-mind i branschen? Strävar ni för att vara 

top-of-mind? Vilka positiva resultat kan det bidra med till varumärket?  
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Brand Associations  
      

o Arbetar ni med att skapa varumärkesassociationer hos era kunder? Hur arbetar ni 
med detta?  

      
o Hur påverkar kunders positiva/negativa märkesassociationer varumärket?  

       
Perceived Quality  
  

o Påverkar kundernas upplevelse av produktkvaliteten varumärket? Hur? 
 

o Arbetar ni för att förbättra hur kunderna upplever kvaliteten? Hur? 
      
Brand Loyalty 
      

o På vilket sätt upplever ni att kunderna visar att de är lojala mot varumärket? 
 

o Arbetar ni med att öka varumärkeslojaliteten hos era kunder? Hur?  
 

o Vilka positiva effekter upplever du att era återkommande kunder bidrar med för 
varumärket?  

 
Other Proprietary Brand Assets 
 

o Arbetar ni med att skydda (ex. patents, trademarks) varumärket? Hur? 
 
Till sist 
 

o Bidrar märkeskännedom, märkesassociationer, upplevd kvalitet, märkeslojalitet och 
skydd av varumärket till att stärka varumärket?  

 
o Är några av dessa viktigare än de andra?  
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Appendix	  2.	  Interview	  Guide	  
 

• Are we allowed to record the interview? 
• Tell us a bit about yourself? 
• What is your position at the company? 
• For how long have you been working in the company? 
• In what industry does the company operate? 

 
 
Brand Building 
 

o What du you want to achieve with a strong brand? 
 

o What is your strategy when building a strong brand? 
 

o How does the brand building process look like at the company? 
 

o If you could divide the brand building process into steps, what steps would it be? 
 

o Is product attribute important for the brand building process? How/In what way? 
 

o Is brand identity important for the building of a strong brand? How/In what way? 
 

o Does the company’s core values have any impact on the brand building? How/In what 
way? 

 
o Is the positioning important for the brand building process? 

 
o How does the company work with market communication linked to brand building? 

Are there any market communication channels that are more important than others? 
 

o Is the internal brand loyalty important in order to build a strong brand? How does the 
company work with this? 

 

Brand Equity      

Brand Awareness  
      

o Does the company work in order to increase the brand awareness among your 
customers? How does the company work with this?  

 
o What positive outcomes can increased brand awareness bring? 

      
o Is it important that the brand is top-of-mind in the industry? Does the company strive 

to achieve this position? What positive outcomes can it contribute to?  
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Brand Associations  
      

o Does the company work to create brand associations among the customers? How does 
the company work with this? 

      
o How does the customers’ positive/negative brand associations affect the brand? 

       
Perceived Quality  
  

o Does the customers’ experience of the product quality affect the brand? How? 
 

o Does the company work to improve how the customers experience the quality? How?  
      
Brand Loyalty 
      

o In what way does the company experience that the customers show loyalty towards the 
brand? 

 
o Does the company work to increase the brand loyalty among the customers? How? 

 
o What positive outcomes does the company experience that the returning customers 

bring to the brand? 
 
Other Proprietary Brand Assets 
 

o Does the company work to protect the brand? How? 
 
At last 
 

o Do brand awareness, brand associations, perceived quality, brand loyalty and 
protection of the brand contribute to strengthen the brand? 

 
o Are any of these more important than the others? 
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