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Abstract 

As far as marketing is concerned, brands have received much attention and become a key 

player in modern society. In fact, they are everywhere and they have penetrated all spheres of 

our life including economic, social, cultural, sporting, even religious aspects of our life.  

In spite of their pervasiveness and widespread use, brands have been also the subject of 

growing criticism (Klein, 1999). Brands are intangible assets that produce added benefits for 

the business. This issue pertains to the domain of strategic brand management whose focal 

concern is how to create value with proper brand management. Branding is crucial in B2B 

marketing and has attracted much attention. Business sectors have to differentiate themselves 

from the competitors, not only on the basis of their product but also on the basis of aspects 

such as management competencies, technologies, services and infrastructure. 

Industrial product marketers, whether large or small, should formulate their branding 

strategies effectively so that they can compete with the global competitors. The purpose of 

the current paper is to briefly discuss branding process. Moreover, it also examines the issues 

involved in the branding of B2B organizations. Finally, the paper concludes by introducing 

the strategies for business branding in the contemporary global environment. Paper is based 

on secondary information sources, ranging from print to electronic media. 
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1. Background 

What is a Brand? 

Brand equity, brand management, brand awareness, brand positioning, brand culture, brand 

strategy, brand functions and brand environment are all conjugated of one single noun: brand. 

The word “brand” finds its origin in ancient times where livestock, criminals or slaves got 

permanently marked with a branding iron to identify ownership. 

(http://oxforddictionaries.com).  

According to Ries and Ries (2000) a brand is a special word in the mind of consumers: a 

noun, with the power to influence purchasing behavior. 

In the same order of identifying and possession, the American Marketing Association (AMA) 

defined a brand as: “A name, term, sign, symbol, or design, or a combination of them, 

intended to identify the goods or services of one seller or group of sellers and to differentiate 

them from those of competitors” (AMA, www.marketingpower.com). 

Keller (2008) adopts a wider perspective, making a distinction between the brand definition 

as set by AMA and the industry’s conceptulaization of branding. Keller (2008) adds tangible 

and intangible brand elements, rational and emotional brand elements, and symbolic brand 

elements which differentiate and identify a brand. As a result, it can be argued that Keller’s 

definition is taken from a more holistic point of view: “A brand is, therefore, more than a 

product, because it can have dimensions that differentiate it in some way from other products 

designed to satisfy the same needs” (Keller, 2008). Van Gelder (2003) recognizes the 

managerial interdependencies and argues that “a brand is the translation of the business 

strategy into a consumer experience that brings about specific behavior”. 

For Kapferer (2008), the brand is a source of influence; a system of interconnected mental 

associations (brand image) and relationships. According to Kapferer (2008), a brand as such, 

exists when it has the power to influence the market acquired by its source of cumulative 

brand experience. The dynamics of branding and the bi-directional contingencies between the 

brand and the market makes the brand a living system which is built around three anchor 

points: (1) product and service, (2) name and symbols, (3) concept. 

Kotler and Pfoertsh (2006) adopted a holistic paradigm and further argued that a brand is a 

promise to the consumer to whom the brand has formed a set of perceptions about a product, 

service or business. Consequently, the brand holds a distinctively influential position in 

customer’s mind where the brand represents a short-cut of attributes, benefits, beliefs and 

values based on past experiences, associations and future expectations. Finally, it is the brand 

that differentiates, reduces complexity, and simplifies the decision-making process. 

What is branding?  

The area of branding has emerged to a top priority for management in the last 20 years. 

In fact, brands are one of the most valuable intangible assets within a firm (Keller & Lehman, 

2006). 

http://oxforddictionaries.com/
http://www.marketingpower.com/
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The brand name encompasses the years of advertising, good will, quality evaluation, product 

experience and other beneficial attributes the market associates with the product. 

Branding can be traced back to product marketing, where the role of branding and brand 

management has been primarily to create differentiation and preference for a product or 

service in the mind of the customer (Knox & Bicherton, 2003). 

For Strizhakova and Price (2008), Sirvastava and Gregory (2010) and Kapferer (2008) 

branding strategies are developed by organization , for the product , in order to position and 

identify the brand with positive product benefits to attract potential customers , create brand 

awareness and to increase profitability . 

Knox and Bickerton (2003) continue, “The development of product branding over the past 30 

years is characterized by layers of added value built around the core functionality of the 

product or service to create and maintain distinction in a particular market.” 

B2B branding has emerged as a top management priority in the last decade due to the 

growing realization that brands are one of the most valuable intangible assets that firms have. 

In B2B branding, firms are differentiated on the basis of their sincerity and commitment in 

providing quality services and their ability to create emotional branding with the customer. 

Over the past decade, a considerable amount of research has shown that brand names can 

help customers recall important product Information. For example, the association from a 

brand name to a product category helps a person recognize potential usage situations. This 

conceptualization of a brand name as a recall prompt has been used to hypothesize how 

people create consideration sets, evaluate alternatives, and make decisions about the 

appropriateness of brand extension (e.g. Keller, 1998). 

B2B branding can function as more than associative cues for information retrieval. Branding 

can also serve as predictive cues a bout performance. The predictive value of brand names is 

one of the primary reasons the brand extension strategy is so persuasive. Using a successful 

family brand name to identify a new product enhances customer expectations about the 

performance of the new product, which in turn leads to increased trial and/or reduced 

promotional costs (Smith & Park, 1992; Sullivan, 1992). 

2. Introduction 

2.1 B2B Marketing 

B2B marketing consists of all activities involved in the marketing of products and services to 

organizations which may be commercial, profit or nonprofit institutions, government 

agencies or resellers that use products or services in the production of consumer or industrial 

goods and services, and to facilitate the operations of the enterprise. 

2.2 B2B Branding  

Branding means much more than just giving a brand name and signaling to the outside world 

that such a product or service has been stamped with the mark and imprint of an organization. 

It requires a corporate long-term involvement, a high level of resources and skills. Brands are 
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a direct consequence of the strategy of market segmentation and product differentiation. As 

companies seek to better fulfill the expectations of specific customers, they concentrate on 

providing the latter, consistently and repeatedly, with the ideal combination of attributes-both 

tangible and intangible, functional and hedonistic, visible and invisible – under viable 

economic conditions for their business. Companies want to stamp their mark on different 

sectors and set their imprint on their products. It is no wonder that the word “brand” also 

refers to the act of burning a mark into the flesh of an animal as a means to claim ownership 

of it. 

The first task in brand analysis is to define precisely all that the brand injects into the product 

(or service) and how the brand transforms it: 

 What attributes materialize? 

 What advantages are created? 

 What benefits emerge? 

 What ideals does it represent? 

To develop trust, confidence and loyalty in its products, every business has to develop and 

maintain a distinct identity, image or reputation. Only then is it able to distinguish itself and 

its products from those of its competitors. It must also, at the same time, provide a 

mechanism for linking the provider of a product to the valuable business assets of trust and 

good will. Business achieve this mostly through branding. 

Branding plays a pivotal role in the marketing strategy of differentiating products from those 

of rivals and in developing longer – term positive – and often emotional – relationships with 

customers by communicating an assiduously nurtured image or reputation. Every business 

must woo customers to move them quickly from brand awareness, via brand recognition, to 

brand insistence, a point at which the customer refuses to accept alternatives and is willing to 

pay an even higher premium for the desired branded product. 

3. Branding Process in B2B Marketing 

Brand procedures and branding principles are a necessity to establish an effective brand 

campaign. 

Kotler and Pfoertsh (2006) argue that successful branding relies on the utmost importance of 

five branding principles, namely: 

Consistency: This is one of the most important branding principles for any organization. To 

become consistent, organizations should leverage this with a holistic approach, far beyond the 

product or brand. It affects each and every single contact point between the organization and 

its stakeholders 

Clarity: Clarity makes the brand more tangible and understandable. Clarity is based on the 

vision, mission, core values and core competencies of the organization. These should be easy 

to communicate and understand in such a way, that it enables stakeholders to position the 
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brand relevance in their mind. 

Continuity: Stakeholders (people) trust the brand that it will deliver whatever it promised 

based on past experience, they know what to expect. Hence, continuity is an important 

principle to develop brand equity and trust on the long term. 

Visibility: 

Brand visibility is all about increasing brand exposure and developing brand awareness. 

Authenticity: Brand authenticity is the undisputed origin of behaviorism of all organizational 

members with the objective of creating the feeling for the customer to own, use or direct a 

unique valuable product or service. 

Brand building requires a long term vision and planning, supported by top management and 

executed thoroughly across all managerial processes. 

To embed brand consistency and brand clarity in the strategy process Kotler and Pfoertsch 

(2006) argue to follow a five-step brand building process: (1) brand planning, and (2) brand 

analysis, (3) brand strategy, (4) brand building, and (5) brand audit. 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Sequence of the brand building processes 

Source: Kotler and Pfoertsh, 2006. 
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To develop the brand and brand leadership and gain sustainable market share, organizations 

need to manage the brand carefully in the appropriate direction.  

For this reason Kapferer (2008) stated that the brand must be: (1) embodied in products, 

services and places; (2) put into practice by people at contact points; (3) activated by needs 

and behaviors; (4) communicated; (5) distributed. 

The principles of strong brands are captured in the brand report card of Keller (2000). After 

Keller identified ten characteristics that the world’s strongest brands share, he constructed a 

systematic and uniform manner of valuing brand performance. Although it is developed as 

audit tool, the characteristics can be seen as a set of branding principles which should be in 

place. The brand report card is helpful to monitor the brand performance and brand 

comparison (Keller, 2000). 

The ten characteristics are stated in the imperative mood and need to be rated between 1- 

(extremely poor) and 10- (extremely good), the original characteristics are 1-on-1 copied 

(Keller, 2000): 

1) “The brand excels at delivering the benefits customers truly desire. 

2) The brand stays relevant. 

3) The pricing strategy is based on customer’s perceptions of value. 

4) The brand is properly positioned. 

5) The brand is consistent. 

6) The brand portfolio and hierarchy make sense. 

7) The brand makes use of and coordinates a full repertoire of marketing activities to build 

equity. 

8) The brand’s managers understand what the brand means to costumers. 

9) The brand is given proper support, and that is sustained over the long run. 

10) The company monitors sources of brand equity.” 

As Keller admits it is tremendously difficult to maximize all ten characteristics, still it is of 

vital importance to balance all ten. Due to the synergistic effect, excelling at one 

characteristic makes it less difficult to excel as well on others (Keller, 2000). 

4. Brand Functions 

Kapferer (2008) mentions that before the 1980’s there was a different approach towards 

brands. “Companies wished to buy a producer of chocolate or pasta: after 1980, they wanted 

to buy Kitkat or Buitoni. This distinction is very important; in the first case firms wish to buy 

production capacity and in the second they want to buy a place in the mind of the customer” 

(Kapferer, 2008). In other words, the shift in focus towards brands began when it was 

understood that they were something more than mere identifiers. 
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4.1 Brand Functions from Customer Perspective  

Brands, according to Kapferer (2008) serve eight functions: Identification, Practicality, 

Guarantee, Optimisation, Characterization, Continuity, Hedonistic, Ethical. 

The first two are mechanical and concern the essence of the brand: “to function as a 

recognized symbol in order to facilitate choice and to gain time”; the next three are for 

reducing the perceived risk; and the final three concern the pleasure side of a brand. He 

argues that brands perform an economic function in the mind of the consumer, “the value of 

the brand comes from its ability to gain an exclusive, positive and prominent meaning in the 

minds of a large number of consumers.” Therefore branding and brand buiding should focus 

on developing brand value. 

 

 

 

 

 

 

 

 

 

Figure 2. The functions of the brand for the customer 

Source: Kapferer, 2008. 
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Figure 3. The role of brands from company perspective 

Source: Kotler and Pfoertsh, 2006. 
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6. Co-Branding 

Co-branding is fundamentally a response to the need for continual growth. However, whereas 

yesterday companies would have sought at any price to acquire the new competences that 

were missing and restricting their ability to innovate, today they seek to find a partner with 

which to co-create. This is the era of alliances, partnerships and the networked economy, 

where each party retains its specialization and its key competence, and utilities those of 

others to the fullest extent. 

When trying to grow, the brand can reach the limits of its own identity and its specificity: it 

therefore has need of an ally to fill the gaps where it is not competent or legitimate.  

Co-branding is necessary to increase the chances of success for a brand’s extension beyond 

its original market. It is also necessary when the brand’s image makes it difficult to 

communicate with a particular target. Co-branding makes it possible to develop a product line 

that is often sold in a separate distribution channel and to move up a level. Co-branding is a 

response to the fragmentation of the market and the emergence of communities. Co-branding 

sometimes aims to provide a buzz around the brand among opinion leaders, to create an 

image.  

Finally, Co-branding is the visible – confidence-inspiring – sign of a brand union. 

7. Brand Building Strategy 

The brand strategy plan specifies the direction and scope of the brand over the long term to 

maintain and build sustainable competitive advantage over the competition (Arnold, 1992). 

Van Gelder (2003) argues that brand strategy starts with an accurate understanding of the 

business strategy to ensure strategic consistency. Corporate strategy and brand strategy 

should be aligned in order to create stakeholder value (Van Gelder, 2003). Brand strategy is 

based on the brand core, brand values and brand associations using building blocks as brand 

mission, brand architect, brand positioning, brand value proposition, brand promise and brand 

personality (Kotler & Pfoertsch, 2006). 

Brand strategy itself, is the process whereby a company identifies which brand elements are 

necessary to create the appropriate and feasible brand proposition to the target group (Kotler 

& Pfoertsh, 2006). As a consequence, brand strategy should involve a holistic approach 

throughout the organization and embraces employee’s roles as being ambassadors of the 

brand. Within the strategy process brand elements, brand architecture, brand identity and 

brand positioning fulfill an important function.  

Aaker (2000) has created a brand leadership model where the brand manager fulfills a 

strategic and visionary role. Brand strategy needs to be consistent with the business strategy, 

corporate vision and culture (Aaker, 2000). To build and become a strong brand, Aaker 

(2000) distinguishes four tasks, which organizations should achieve: 

1) Organizational structure and processes to build an effective and efficient brand 

organization. 

2) Brand architecture to guide and develop a strategic brand direction. 



 International Journal of Industrial Marketing 
ISSN 2162-3066 

2018, Vol. 3, No. 1 

 10 

3) Brand identity and brand position to differentiate the brand(s) within the appropriate 

markets. 

4) Brand building programs to plan, create, develop, implement, execute and monitor 

effective brand building programs. 

An effective brand building strategy will help firms increase reputation, relevance and 

visibility. 

Top brand building strategies: 

1) Content marketing 

2) Develop visible experts 

3) Cultivate prestigious teaming partners 

4) Seek high profile clients and case stories  

5) Dominate the social media space, appropriately 

a. Content marketing 

 Think educational rather than promotional  

 Potential clients will develop trust over time  

 Share valuable content to build your brand 

 Highlights expertise  

b. Develop visible experts 

 Few experts become visible 

 The strength of an expert’s personal brand will transfer to the firm via “halo effect”  

 Give “technical professionals” a platform to sell  

c. Cultivate prestigious partners 

 Partner with prominent organizations 

 Partnering is not the same a sponsoring  

 Conduct a research project or start an educational program 

 Leverage relationships to build online traction  

d. Seek high profile clients and case stories  

 Develop and invest in a consistent strategy  

 Produce and share results 

 Focus on capturing benefits, not services 
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e. Dominate the social media space  

 Many firms are using social media, but inappropriately  

 No different than networking. Who should you connect with? 

 It is still possible to become a major online voice within your target group. 

What is the best brand building strategy? 

 Combining several top strategies 

 No strategy is effective unless it’s implemented 

 No implementation is successful unless reviewed and adjusted. 

How strong is your brand? 

Reputation × Visibility=Brand Strength 

The better and more focused the reputation and the greater the visibility within the target 

client group, the more valuable the brand. 

Previous Studies 

Wendy C. Wong (2009), in research on “B2B and B2C Marketing: organizing to maximize 

brand value” says that “when a brand operates in both a B2B and B2C market, companies 

often create marketing departments under leadership to address each market separately. These 

marketing silos often miss out on opportunities for synergies that would drive value for the 

organization. IMC (integrated marketing communications) could be the solution by the 

providing a new organizational model for synergistic brand management ,media relations and 

campaign messaging _thus optimizing all market opportunities across business models.”  

Tommi Mahlamaki et al. (2014) in their research on “Branding as an opportunity of SMEs’ 

internationalization strategy in B2B market” say that “Branding theory has its origins in the 

consumer product markets. The brand is presented as market signal targeted mostly to the end 

consumers and enabling them to save time by guaranteeing a certain level of 

quality ,simplifying their choices ,and answering to specific needs. The modularity can be 

helpful for a SME not only creating economies of scale and economies of scope but also in 

brand creation .”They argue that brand creation is important for internationalizing SME in the 

B2B market and that modularity can be used in brand creation.  

Mariana Gomes et al. (2016) did research on “Determinants of brand relevance in a B2B 

service purchasing context” concluded that attributes related with brands matter even in B2B 

rational decision _ making process. However, brands are not important to all organizational 

buyers or in all situations .Different purchase situations and decision _maker characteristics 

proved to have an impact on brand relevance, namely, brand reputation ,prior purchases and 

brand awareness. Only firm size was not confirmed as a determinant of brand relevance in the 

B2B purchasing process.  
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Peter J. LaPlaca (2013) in his paper on “Research priorities for B2B marketing researchers” 

say that “The field of B2B marketing is rapidly growing as a research focus and academic 

researchers have ample opportunity to conduct research with a high likelihood of publication 

if they focus on research topics of importance and interest and they follow accepted research 

methodologies.” They classified research needs into “selling and sales management, global 

marketing, branding, B2B use of social media, innovation, sustainability, business networks, 

B2B services, Marketing organizations, distribution and channel management, B2B 

marketing theory.  

Philip Kotler (2006) in his article on “B2B brand management” has some suggestion for 

those who are interested. He believes that “underestimating the power of brands in B2B 

should be stopped .Branding should be the thread running through the subject of marketing. 

A consistent impression should be made and a strategic brand architecture should be built. 

The most common brand strategy in B2B is a corporate brand in combination with a few 

product brands. It is essential for every brand to implement a comprehensive and adequate 

measurement system to gauge and guide brand success. Social branding is a great way for 

B2B companies to receive high marks for social responsibility. Building brand through word 

_of _mouth is a common approach in the industrial world. Online Branding is a crucial part 

of B2B brand building. It is crucial to effectively communicate the values of your brands to 

your own people; making sure that employees understand these values and thereby leading 

them to become the best ambassadors of your company and its products.” 

8. Conclusion 

Nowadays, a brand reflects the quality and credibility of a firm’s products or services and is 

characterized as a perception of the customer towards the organization. As a result, given the 

significance of brands, more companies are focusing on creating strategy to create value and 

differentiation in today’s competitive environment. As previously pointed out, the brand and 

what it presents is the most important asset for many companies. From this perspective, 

possessing strong and memorable brand brings about more benefits, since powerful brands 

deliver value to both the customer and the organization. Thus, it can be concluded that strong 

brands not only benefit the firm and the product but they also offer benefit to the customer. 

The reason lies in the fact that a strong brand is usually associated to quality and trust, and, as 

a result, a customer will feel more confident in buying the product. 

In sum, a brand is more than just a word or symbol used to identify products and companies; 

it stands for the immediate image, emotions, or message people experience when they think 

of a company or product. A brand represents all the tangible and intangible qualities and 

aspects of a product or service. A strong brand represents a collection of feelings and 

perception about quality, image, lifestyle, and status. Strong brands create a perception in the 

mind of the customer that there is no other superior or equal to the product or service on the 

market. Strong brands promise to deliver value upon which customers and prospective 

purchasers can rely to be consistent over long periods of time. 
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