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Abstract	
	

Through	our	 smartphones,	 the	 access	 to	 information	 is	 higher	 than	ever	 before.	 Social	media	has	
revolutionized	the	communication	landscape	in	how	we	share	information	and	communicate	to	each	
other.	Social	media	has	significantly	impacted	marketing	communication,	therefore	organizations	in	
B2B	are	exploring	and	trying	to	identify	ways	in	how	to	make	a	profitable	use	of	social	media.	Despite	
this	interest,	there	seems	to	be	insufficient	understanding	of	how	to	properly	manage	social	media	in	
the	 B2B	 context.	 Furthermore,	 branding	 and	 brand	 equity	 through	 social	 media	 communication	
creates	opportunities	such	as	deeper	customer	relationship,	collaboration	and	reduce	the	information	
necessary	for	a	purchase	decision.	Currently	there	is	a	gap	in	the	theoretical	understanding	of	how	
brand	equity	can	be	enhanced	through	social	media.		

The	purpose	of	this	research	is	to	explore	and	describe	how	brand	equity	can	be	enhanced	through	
social	media	marketing	within	B2B	for	SME.	This	research	aims	to	understand	how	small	and	medium-
sized	enterprises	can	utilize	social	media	in	the	best	way	possible.	The	research	adopted	a	qualitative	
exploratory	descriptive	approach.	The	collection	of	data	was	conducted	through	six	semi-structured	
interview.	The	sample	selection	for	the	qualitative	interviews	were	conducted	on	project	managers	
and	purchase	managers.	

The	result	of	this	research	gave	new	insights	to	the	customer-based	brand	equity	model	in	the	B2B	
context	and	how	customer-based	brand	equity	can	be	applied	in	social	media	marketing.	This	resulted	
in	a	brand	equity	model	for	B2B	social	media	marketing,	where	the	steps	have	a	dependency	to	each	
other.	Thus,	enhancing	brand	equity	 in	social	media	demands	an	 identification	of	 the	social	media	
benefits,	 establishing	 a	 marketing	 plan,	 how	 to	 reach	 your	 target	 audience,	 utilize	 experience	 of	
others,	communicating	about	technical	innovation	and	change	through	the	supply	chain.	

	

Keywords:	Social	media,	Brand	equity,	customer-based	brand	equity,	Small	and	medium-sized	
enterprises	(SME)	 	



	

Sammanfattning	
	

Genom	användandet	av	smartphones	är	tillgången	till	information	högre	än	någonsin	tidigare.	Sociala	
medier	har	revolutionerat	kommunikationslandskapet	i	hur	vi	delar	 information	och	kommunicerar	
med	varandra.	Sociala	medier	har	påverkat	marknadsföringskommunikationen	vilket	har	resulterat	till	
att	företag	utforskar	olika	sätt	för	hur	sociala	medier	kan	nyttjas	på	ett	fördelaktigt	sätt.	Trots	detta,	
föreligger	 en	 otillräcklig	 kunskap	 om	 hur	 sociala	 medier	 kan	 användas	 inom	 B2B.	 Vidare	 skapar	
branding	och	brand	equity	via	sociala	medier	möjligheter	för	en	djupare	kundrelation,	samarbete	samt	
att	 en	 minskad	 informationsinsamling	 inför	 ett	 köpbeslut.	 För	 närvarande	 visar	 forskningen	 en	
kunskapslucka	vad	gäller	hur	brand	equity	kan	utvecklas	genom	sociala	medier.		

Syftet	med	studien	var	att	utforska	hur	brand	equity	kan	utvecklas	genom	marknadsföring	av	sociala	
medier	 inom	B2B	för	SME.	Studien	syftar	till	att	ge	en	ökad	förståelse	för	hur	små	och	medelstora	
företag	 kan	 utnyttja	 sociala	medier	 på	 bästa	möjliga	 sätt.	 Studien	 antog	 en	 kvalitativ	 utforskande	
beskrivande	 ansats.	 Data	 samlades	 in	 genom	 sex	 semi-strukturerande	 intervjuer.	 De	 kvalitativa	
intervjuerna	har	i	huvudsak	genomförts	med	projektledare	och	inköpschefer.	

Resultatet	av	denna	forskning	gav	nya	insikter	till	den	kundbaserade	brand	equity	modellen	inom	B2B	
och	hur	den	kundbaserade	brand	equity	modellen	kan	tillämpas	i	ett	sociala	medier	perspektiv.	Detta	
resulterade	i	en	brand	equity	modell	för	B2B	inom	marknadsföring	för	sociala	media,	där	stegen	är	
beroende	 av	 varandra.	 Däremot,	 en	 utveckling	 av	 brand	 equity	 inom	 sociala	 medier	 kräver	 en	
identifikation	av	fördelarna	med	sociala	medier,	ett	upprättande	av	en	marknadsplan,	en	plan	för	att	
nå	 sin	 målgrupp,	 ett	 användande	 av	 andras	 erfarenheter	 samt	 en	 kommunikation	 om	 teknisk	
innovation	och	förändring	inom	försörjningskedjan.		
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Chapter 1 

Introduction 
 
In	this	chapter,	introduction	to	the	background	and	the	problem	discussion	of	the	research	project	is	
presented.	Lastly,	the	introduction	will	summaries	with	the	development	of	research	question	which	
the	research	project	will	aim	to	answer.		
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1.1 Background 

“Social	media	 isn’t	a	 fad,	 it’s	a	 fundamental	shift	 in	the	way	we	communicate”	(Qualman,	2010,	p.	
548).	Through	the	 inventions	of	smartphones	and	social	media,	the	access	of	 information	 is	higher	
than	ever	before	(Agnihotri,	Dingus,	Hu,	&	Krush,	2016).	The	social	media	revolution	has	reshaped	the	
communication	 perspective	 and	 significantly	 impacted	 marketing	 communications	 (Hutter,	
Dennhardt,	&	Fuller,	2013).	Agnihotri	et	al.	(2016)	state	that	customers	are	frequently	asked	to	“like”,	
“follow”	 through	 different	 Social	 Networking	 Sites	 (SNS).	 It	 contributes	 to	 that	 customers	 are	
becoming	more	 connected	 with	 organizations,	 more	 knowledgeable	 about	 products	 and	 creating	
strong	buyer-seller	relationships.	

Social	media	does	not	seek	to	replace	other	forms	of	communication	or	even	transactions,	instead	it	
seeks	 to	 complement	 them	 (Andzulis,	 Panagopoulos,	 &	 Rapp,	 2013).	 Although,	 social	 media	 is	
perceived	differently	 for	customers	and	companies.	However,	Rouse	(2016)	state	one	definition	of	
social	media,	as	below:	

“The	collective	online	communications	channels	dedicated	to	community-based	input,	interaction,	
content-sharing	and	collaboration.	In	cooperation	with	websites	and	applications	dedicated	to	

forums,	microblogging,	social	networking,	social	bookmarking,	social	curation	and	wikis	are	among	
the	different	types	of	social	media.”	-	Rouse	(2016)	

Kaplan	and	Haenlein	(2010)	explain	that,	the	concept	of	social	media	is	top	of	the	agenda	for	many	
organizations.	Decision	makers	 in	 organizations	 are	 exploring	 and	 trying	 to	 identify	ways	 in	which	
organizations	can	make	profitable	use	of	 social	media	applications.	Yet	despite	 this	 interest,	 there	
seems	 to	be	 insufficient	understanding	of	how	to	properly	manage	social	media	 in	 the	B2B	sector	
(Kaplan	&	Haenlein,	2010;	Jussila,	Kärkkäinen,	&	Heli,	2014).	

The	 importance	 and	 popularity	 of	 the	 social	media	 is	 growing	 in	 the	 B2B	 context.	 However,	 B2B	
organizations	 are	 trailing	 significantly	 in	 digital	 strength	 compare	 to	 B2C	 organizations	 (Harrison,	
Plotkin,	&	Stanley,	2017).	Furthermore,	according	to	Jussila	et	al.	(2014)	the	interest	and	adaptation	
of	social	media	in	B2B	has	also	been	slow	compared	to	B2C	organizations.	Although,	evidence	show	
that	new	opportunities	are	accessible	through	social	media	in	the	B2B	context.	With	its	features	to	
enhance	 communication,	 interaction,	 learning	 and	 collaboration,	 which	 can	 contribute	 significant	
benefits	to	an	organization	(Jussila	et	al.	2014).		

While	personal	face-to-face	selling	works	best	in	complex	and	long-lasting	B2B	buying	processes,	non-
personal	communications	channels,	such	as	advertising	and	digital	channels,	play	supportive	roles	by	
creating	synergies	in	achieving	sales	objectives	(Järvinen,	Tollinen,	Karjaluoto,	&	Jayawardhena,	2012).	
According	to	Järvinen	et	al.	(2012)	the	emerge	of	social	media	is	to	achieve	marketing	objectives	such	
as	enhancing	customer	relationships,	generate	viral	effects,	consumer	assistance	and	positive	word-
of-mouth	(WOM).	

Furthermore,	Hutter	et	al.	(2013)	state	that	social	media	supports	community	building	as	well	as	 it	
promotes	active	engagements	of	consumers.	Also,	Jussila	et	al.	(2014)	explain	that	utilization	of	social	
media	can	identify	new	business	opportunities	and	new	product	ideas	through	deep	relationships	and	
collaboration	between	organizations	and	other	parties.	Although,	is	it	important	to	keep	in	mind	that	
social	media	in	business-to-business	relationships	is	much	more	difficult,	than	B2C	context,	because	
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of	the	many	significant	differences	in	B2B	products,	markets	and	product	development	(Jussila	et	al.,	
2014).		

Opportunities	 such	 as	 enhance	 communication	 are	 possible	 through	 branding	 in	 social	 media.	
Schivinski	and	Dabrowski	(2016)	state	that	social	media	can	be	explained	as	a	variety	of	digital	sources	
of	 information	 that	 are	 created,	 consumed,	 initiated	 by	 online	 users	 as	 approach	 to	 educate	 one	
another	 about	 the	 brand,	 services,	 products,	 issues	 and	 personalities.	 In	 contrast,	 Bruhn,	
Schoenmueller,	and	Schäfer	(2012)	produced	a	measurement	model	and	concluded	that	identifying	
marketing	communications	contribute	to	an	enhancement	in	brand	equity.	Furthermore,	Schivinski	&	
Dabrowski	(2016)	state	that	firm-created	social	media	communication	is	expected	to	have	a	positive	
influence	on	brand	equity.	

Brand	 equity	 is	 referred	 to	 a	 value	 that	 an	 organization	 can	 generate	 from	 a	 product	 with	 a	
recognizable	name	compared	to	rivals	of	that	organization	(Investopedia,	2017).	In	literature,	there	
are	 two	major	authors	on	 the	 identification	about	brand	equity,	 they	are;	Keller	 (1993)	and	Aaker	
(1996).	Although	the	two	authors	have	two	different	definition	of	brand	equity.	Aaker	(1996)	identify	
brand	 equity	 as	 four	major	 sources	 of	 brand	 equity	 as	 brand	 loyalty,	 brand	 awareness,	 perceived	
quality,	brand	associations.	While	Keller	(1993),	identify	customer	based	brand	equity	as	two	major	
elements,	brand	image	and	brand	awareness.	

According	 to	 Kuhn,	 Alpert,	 and	 Pope	 (2008)	 powerful	 brand	 image	 and	 reputation	 enhance	
differentiation	and	contribute	to	a	positive	influence	on	buying	behaviour.	Schivinski	and	Dabrowski	
(2016)	 explain	 that	 precious	 research	 has	 recognized	 the	 positive	 effect	 that	 brand	 equity	 has	 on	
purchase	intention,	although,	some	argue	that	it	only	belongs	in	the	consumer	realm.	However,	Kuhn	
et	 al.	 (2008)	 argue	 that	 branding	 and	 the	 concept	 of	 brand	 equity	 are	 increasingly	 important	 in	
industrial	markets.	 Furthermore,	 Kuhn	 et	 al.	 (2008)	 state	 that	 it	 has	 been	 demonstrated	 that	 the	
perception	 of	 a	 brand	 in	 the	mind	 of	 a	 buyer	 can	 be	 the	 determining	 factor	 in	 deciding	 between	
industrial	purchase	alternatives.	
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1.2 Problem Discussion 

Today,	 social	 media	 is	 among	 the	 best	 opportunities	 available	 for	 a	 brand	 to	 connected	 with	
prospective	consumers	(Neti,	2011).	The	reason	behind	this	is	the	number	of	people	who	have	access	
to	the	internet,	which	is	more	than	three	billion	and	nearly	three	out	of	four	internet	users	visit	social	
media	sites	(Kemp,	2017).	With	the	excessive	number	of	social	media	users	worldwide,	it	is	essential	
for	 communication	managers	 to	 understand	 this	 online	behaviour	 (Schivinski	&	Dabrowski,	 2016).	
Therefore,	marketers	are	taking	note	of	the	social	media	opportunities	and	beginning	to	implement	
new	social	initiatives	at	a	higher	rate	than	before	(Neti,	2011).	However,	despite	the	huge	popularity	
that	social	media	platform	has,	it’s	still	a	recently	modern	phenomenon	and	it	is	in	the	creation	phase	
of	its	life	cycle.			

Jussila	et	al.	(2014)	explain	that	despite	the	importance	of	social	media	in	B2B	context	the	social	media	
research	is	limited,	and	focuses	largely	on	the	consumer	in	a	B2C	context.	Even	in	reality	social	media	
in	B2B	context,	is	trailing	compare	to	B2C	organizations	(Michaelidou,	Siamagka,	&	Christodoulides,	
2010;	Harrison,	Plotkin,	&	Stanley,	2017).	This	gap	is	therefore	of	importance,	to	successfully	manage	
and	understand	social	media	properly	in	the	B2B	sector.	This	is	critical,	because	B2B	organizations	and	
like	their	counterparts	(B2C)	are	in	a	digital	footrace.	They	face	shrinking	shelf	lives	for	products,	more	
acute	customer	demands	for	price	transparency,	and	better	experiences	(Harrison,	Plotkin,	&	Stanley,	
2017).	Furthermore,	small	and	medium-sized	enterprises	(SMEs)	struggles	with	adopting	technologies	
in	the	B2B	sector,	due	to	their	lack	of	skills,	resources	and	technical	knowledge	compare	with	larger	
firms	(Derham,	Cragg,	&	Sussie,	2011).		

Despite	the	new	revelation	of	social	media	in	business	and	the	lack	of	academic	research,	social	media	
have	already	been	demonstrated	to	open	many	new	opportunities	for	the	B2B	sector	(Jussila	et	al.,	
2014).	 Michaelidou	 et	 al.	 (2010)	 state	 that	 social	 media	 and	 specifically	 SNS	 can	 be	 used	 to	
communicate	with	their	customers	and	suppliers,	build	relationships	and	trust,	as	well	as	to	identify	
potential	partners	in	terms	of	B2B	selling.	Erdogmus	and	Cicek	(2012)	explain	that	businesses	can	use	
social	media	platform	to	promote	products	or	services,	provide	instant	support	or	create	an	online	
community	and	therefore	enables	consumers	to	share	information	with	their	peers	about	brands	and	
thereby	influence	other.	Furthermore,	these	conversations	provide	organizations	a	cost-effective	way	
for	digital	users	to	talk	about	brands,	which	will	increase	brand	equity	(Schivinski	&	Dabrowski,	2016).		

Erdogmus	and	Cicek	 (2012)	 further	emphasize	 that	 social	media	plays	an	 important	 role	on	brand	
equity	due	to	consumers	share	information	on	different	platforms.	Additionally,	brand	equity	is	a	key	
element	in	any	organizations,	because	brand	equity	as	stated	by	Chand	(2016)	is	the	value	and	power	
that	determines	a	brand	worth.	According	to	Schivinski	and	Dabrowski	(2016),	brand	equity	is	a	key	
marketing	asset	that	can	create	closer	relationship	between	firms	and	nurtures	a	long-term	buying	
behaviour.	

According	 to	Ashley	and	Tuten	 (2015)	marketers	 receive	 little	guidance	on	how	different	message	
strategies	on	social	media	will	affect	processing,	engagement	and	ultimately,	brand	outcomes	such	as	
brand	equity.	The	aim	of	this	research	is	to	explore	how	organizations	can	enhance	brand	equity	with	
social	media	marketing	and	therefore	properly	understand	how	different	market	strategies	in	social	
media	should	be	conducted	for	their	brand.	Furthermore,	the	research	will	establish	a	fundamental	
understanding	of	how	 to	manage	 social	media	marketing	 in	B2B	organizations.	This	 study	will	 use	
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models	 in	 the	brand	equity	B2B	context	 in	order	to	 figure	out	how	they	are	connected	with	social	
media	marketing.	

This	 research	will	 emphasize	on	 SMEs	within	 the	B2B	 context.	Mainly	because	 they	 represent	 the	
majority	of	industrial	businesses	and	are	the	significant	driver	of	economic	growth	(Michaelidou	et	al.,	
2010).	Second,	SMEs	in	general	have	slow	pace	in	adopting	a	social	media	marketing	because	of	the	
lack	of	resources	and	expertise.	Thirdly,	there	are	low	barriers	to	the	use	of	social	media	technologies,	
therefore	SMEs	can	make	use	of	social	media	in	the	same	ways	larger	organizations	can,	without	the	
necessity	of	extensive	resources	(Derham,	Cragg,	&	Sussie,	2011).	Furthermore,	this	research	will	focus	
to	understand	the	industry	which	the	case	study	in	going	to	conduct	in,	which	is	the	construction	and	
installation	industry.		

Therefore,	the	research	objective	is	stated	as	follows:	

The	purpose	of	this	research	is	to	explore	and	describe	how	SME	can	enhance	
brand	equity	in	Social	Media	Marketing	within	the	Business-to-Business	context.	

	

1.3 Research Question 

To	understand	how	SMEs	can	use	social	media	to	enhance	brand	equity,	this	research	will	explore	the	
relationship	between	brand	equity	and	social	media	marketing.	While	the	fundamental	purpose	of	
this	 research	 is	 explained	 in	 the	 research	 objective,	 this	 purpose	 needs	 to	 be	 decomposed	 into	
research	questions	to	narrow	the	research.	By	doing	this,	the	research	would	have	a	greater	possibility	
of	accomplishing	the	scope	of	the	research	purpose.	The	research	question	is	therefore	as	following:	

	

	

Research	Question		

What	factors	for	SME	in	B2B	are	of	importance	when	considering	brand	equity	in	Social	media	
marketing?	 	
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Chapter 2 

Literature Review 
 
In	 this	 chapter,	 the	 literature	 review	will	be	presented	as	well	 as	 the	 fundamental	 theories	of	 the	
research.	 It	 includes	 the	 theoretical	 explanation	of	 each	major	 area	 and	 the	 relationship	between	
social	media	marketing	for	B2B	SME	and	brand	equity.				
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2.1 Overview of Literature Review 

In	this	research,	the	literature	review	is	based	on	two	major	areas,	Social	media	marketing	and	Brand	
equity.	 The	 literature	 will	 later	 describe	 the	 relationship	 between	 these	 two	 areas,	 which	 will	 be	
described	in	brand	equity	with	social	media	marketing	and	its	underlying	chapters.	The	CBBE	model	is	
an	important	component	in	describing	how	brand	equity	can	affect	social	media	marketing	and	how	
to	use	the	vital	factors	in	the	model	for	success	in	marketing	communication.	This	theoretical	model	
is	conducted	based	on	the	research	purpose	and	question,	it	aims	to	provide	a	framework	for	how	the	
literature	review	is	executed	and	how	every	part	is	related	to	each	other.	This	relationship	is	explained	
visually	in	Figure	1	below.				

	
	

	

Figure	1:	Theoretical	model	
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2.2 Social Media Marketing in B2B 

Social	 media	 are	 online	 applications,	 platform	 and	 media	 which	 aim	 to	 facilitate	 interactions,	
collaborations	and	sharing	of	content	(Angella	&	Ko,	2012).	According	to	Angella	and	Ko	(2012)	social	
media	takes	a	variety	of	different	forms	such	as,	weblogs,	social	blogs,	microblogging,	wikis,	podcasts,	
pictures,	video,	rating	and	social	bookmarking.	Social	media	platforms	are	becomingly	being	popular	
because	 individuals	 desire	 to	 be	 social	 and	 share	 their	 experiences	 with	 other	 people	 (Houtari,	
Ulkumiemi,	Saraniemi,	&	Mäläskä,	2015).	Thus,	according	to	Houtari	 (2015),	social	media	tools	are	
starting	 to	 be	 an	 interesting	 component	 of	 B2B	 marketing	 because	 of	 the	 roles	 of	 personal	
relationships	and	interactions	in	these	markets.		

Considering	the	different	business-related	areas	that	functions	in	an	organization,	Kärkkäinen,	Jussila,	
and	Väisänen	 (2010)	 research	 show	how	 social	media	 is	 used	 in	 these	different	 functions	 for	B2C	
companies,	which	is	presented	in	Figure	2	below:		

	

Figure	2:	Social	media	use	in	different	business	functions	
Source:	(Kärkkäinen,	Jussila,	&	Väisänen,	2010)	

	“Social	media	is	a	smart	way	to	build	brands,	social	media	platforms	are	known	to	be	one	of	the	most	
powerful	and	fast	means	of	branding”	(Neti,	2011).	Social	media	can	allow	companies	to	differentiate	
themselves	with	 a	 unique	 identity	which,	 according	 to	Michaelidou	 et	 al.	 (2010),	 is	 crucial	 in	 B2B	
branding.	While	the	importance	of	social	media	marketing	for	B2B	markets	has	been	accepted,	the	
impact	of	social	media	marketing	may	not	yet	been	realized	(Wang,	Pauleen,	&	Zhang,	2015).	Wang	
et	al.	(2015)	explain	that	92%	of	marketers	agree	with	the	importance	of	social	media	marketing	in	
their	business,	however,	only	6%	of	buyers	claim	that	social	media	marketing	affect	their	B2B	buying	
processes	and	10%	claim	that	social	media	marketing	helps	them	establish	a	company’s	credibility.	
However	according	to	Derham	et	al.	(2011),	social	media	marketing	has	low	barriers	for	utilization,	
and	SMEs	can	make	use	of	social	media	in	the	same	ways	that	large	corporates	can,	without	the	need	
for	 extensive	 resources.	 Therefore,	 according	 to	 Wang	 et	 al.	 (2015)	 can	 SMEs	 use	 social	 media	
communication	to	enhance	business	performance	such	as	marketing,	innovation	and	collaboration.	It	
is	important	to	understand	that	social	media	is	more	about	interacting	with	potential	customer	than	
selling	 (Neti,	 2011).	Although	business	 can	promote	products	 and	 services,	 social	media	has	more	
emphasis	on	providing	instant	support,	or	create	an	online	community	of	brand	enthusiasts	through	
all	forms	of	social	media	(Erdogmus	&	Cicek,	2012).	
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Social	media	communication	has	been	recognized	as	phenomena	with	extensive	demographic	appeal	
(Schivinski	&	Dabrowski,	2016).	Although,	it’s	not	a	mass	advertising	strategy,	instead,	it	is	a	tool	that	
can	identify	peer	groups	and	advertise	to	that	particular	group	(Neti,	2011).	Additionally,	social	media	
enables	 consumers	 to	 share	 information	 with	 their	 peers	 about	 the	 product	 and	 service	 brands	
(Erdogmus	 &	 Cicek,	 2012).	 This	 benefits	 people	 who	 is	 seeking	 a	 detailed	 description	 of	 the	
product/service	which	 in	return	could	contribute	to	 initiated	purchase	decision	(Neti,	2011).	When	
information	 is	 shared	 through	 social	 media,	 it	 is	 important	 that	 the	 message	 is	 provided	 with	
conveniently	placed	links	so	that	the	prospect	can	make	a	purchase	or	look	for	additional	information	
with	least	effort	(Neti,	2011).		

Conversations	 between	 peers	 provide	 companies	 another	 cost	 effective	 way	 to	 increase	 brand	
awareness,	boost	brand	recognition	and	recall,	and	increase	brand	loyalty	(Erdogmus	&	Cicek,	2012).	
Once	 the	 customer	 in	 B2B	 sector	 are	 comfortable	 with	 active	 interaction,	 the	 tools	 to	 offer	
opportunities	to	improve	customer	engagement,	customer	service	and	lead	generation	should	also	be	
included	 (Järvinen	 et	 al.,	 2012).	 Only	 then	 can	 social	media	 be	 used	 to	 increase	 customer	 loyalty	
through	customer	support	 services,	networking,	 community	building	and	hence	 improve	customer	
retention	(Järvinen	et	al.,	2012;	Erdogmus	&	Cicek,	2012).	

Houtari	et	al.	 (2015)	explain	 that	content	creation	has	not	been	a	 relevant	 topic	 in	B2B	marketing	
perspective,	because	companies	experience	a	loss	of	control	when	marketing	via	social	media	when	
audience	participates	in	content	creation.	However,	user-generated	content	involves	the	willingness	
of	customers	to	engage	in	activities	related	to	co-creation,	community	and	self-concept	(Houtari	et	
al.,	 2015).	 According	 to	 Schivinski	 &	 Dabrowski	 (2016)	 user-generated	 content	 (UGC)	 is	 a	 rapidly	
growing	vehicle	for	brand	conversations	and	consumer	insights.	Additionally,	according	to	Houtari	et	
al.	(2015),	user-generated	content	creation	has	been	connected	to	brand	equity	because	firm-created	
social	media	communication	 impacts	 functional	brand	 images.	Since	consumers	 typically	 judge	the	
information	provided	by	other	 individuals	 to	be	trustworthy	and	credible,	 therefore	can	UGC	have	
great	effect	on	a	consumers’	overall	perception	of	brands	(Schivinski	&	Dabrowski,	2016).	

Agnihotri	et	al.	(2016)	explain	that	in	marketing	research	it	is	argued	that	salespeople	should	be	aware	
of	 the	emerging	technology	tools	 that	can	enable	exchange	process	 to	become	more	efficient	and	
effective.	Therefore,	salesforce	should	use	any	technology	that	enhances	information	communication.	
Although,	according	to	Jussila	et	al.	(2014)	industrial	products	are	usually	purchased	by	professional	
purchasing	personnel	who	consider	many	different	criteria	when	making	buying	decisions.	They	tend	
to	acquire	plenty	of	information	about	the	industrial	products	before	a	purchase,	and	they	normally	
evaluate	 the	 different	 alternatives	 objectively.	However,	 according	 to	Agnihotri	 et	 al.	 (2016)	 sales	
force	 has	 the	 opportunity	 to	 use	 social	 media	 as	 a	 tool	 to	 build	 networks	 and	 communicate	
information	 about	 the	 brand.	 By	 extending	 sales	 interactions	 in	 a	 way	 that	 welcomes	 two-way	
communication,	 non-selling	 activities	 and	 relationship	 components	 such	 as	 prospecting	 and	 after-
sales	 follow-ups,	 which	 are	 encouraged	 through	 the	 use	 of	 social	 media	 (Agnihotri	 et	 al.,	 2016).	
Although,	 it	 is	 important	 to	 understand	 that	 B2B	 purchase	 needs	 more	 than	 just	 social	 media	
interactions,	it	mostly	needs	a	face-to-face	communication	before	making	a	purchase	decision	(Wang	
et	al.,	2015).	
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2.3 Brand Equity  

“Powerful	brands	 create	meaningful	 images	 in	 the	minds	of	 customers.	A	 strong	brand	 image	and	
reputation	enhances	differentiation	and	has	a	positive	 influence	on	buying	behaviour”	 (Kuhn	et	al.,	
2008).	The	citation	above	explain	the	importance	of	branding	in	the	mind	of	a	customer	in	purchasing	
decision.	 In	 addition,	 brand	 equity	 is	 rooted	 in	 the	 products	 branding	 and	 the	 development	 of	
marketing	(Juntunen,	Juntunen,	&	Juga,	2010).	The	general	definition	of	brand	equity	agreed	by	most	
researchers	is	defined	by	Biedenbach	&	Marell	(2010)	as:	

“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	the	firm’s	customers”	-	

(Biedenbach	&	Marell,	2010,	p.	448)		

Keller	 (1993)	and	Aaker	 (1996)	are	 the	 two	most	 significant	authors	 in	 the	 research	of	developing	
definition	 and	measuring	 scales	 for	 brand	 equity	 (Biedenbach	&	Marell,	 2010;	 Kim	&	Hyun,	 2009;	
Juntunen	et	al.,	2010).	However,	 they	have	two	different	definitions	of	brand	equity.	Aaker	 (1996)	
identify	 brand	 equity	 as	 four	 major	 sources	 of	 brand	 equity	 as	 brand	 loyalty,	 brand	 awareness,	
perceived	 quality,	 brand	 associations.	 Furthermore,	 Aaker	 (1996)	 consider	 brand	 equity	 as	 an	
aggregate	of	assets	and	liabilities.	Aaker’s	four	dimensions	are	visualized	in	Figure	3	below:	

	

Figure	3:	Aaker’s	elements	of	Brand	Equity	
Source:	(Chand,	2016)	

However,	 other	 scholars	 argue	 that	 brand	 equity	 consists	 of	 the	 four	 sources	 above,	 but	 also	
proprietary	 assets	 (Severi	 &	 Ling,	 2012).	 Keller	 (1993)	 definition	 however,	 is	 that	 brand	 equity	 is	
divided	 into	 brand	 awareness	 and	 brand	 image.	 Keller	 (1993)	 explains	 that	 there	 are	 two	 general	
motivations	for	studying	brand	equity,	one	is	a	financially	based	motivation	to	estimate	the	value	a	
brand	for	accounting	purposes.	Second	reason	for	studying	brand	equity	arises	from	a	strategy-based	
motivation	to	improve	marketing	productivity,	this	is	called	customer	perspective,	where	brand	equity	
is	appraised	according	to	the	consumer’s	reaction	to	a	brand	name	(Severi	&	Ling,	2012;	Keller,	1993).		

Although,	Keller	and	Aaker	definition	of	brand	equity	are	the	most	common	in	describing	brand	equity	
there	are	other	major	 contributors	 to	 the	 concept.	Mahajan	et	 al.	 (1994)	explain	brand	equity	 as,	
customer	based	brand	equity	can	be	evaluated	by	the	level	of	customers	understanding,	and	Farquhar	
(1989)	 describe	brand	equity	 can	be	 changed	 via	 the	 changes	 in	 consumers’	 thoughts	 as	 they	 are	
buying	a	particular	product.		
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This	study	will	discuss	more	in-depth	the	dimensions	of	brand	equity	and	its	theories	of	brand	equity	
according	to	the	authors:	Aaker	(1996)	and	Keller	(1993),	which	are	the	most	contributed	authors	to	
brand	equity	and	the	most	citied.	Therefore,	this	study	will	choose	to	discuss	these	dimensions	further.	
Thus,	 the	 dimensions	 of	 brand	 equity	 that	will	 be	 further	 discussed	 consist	 of	 brand	 associations,	
brand	awareness,	perceived	quality,	brand	loyalty	and	brand	image.		

2.3.1 Brand Awareness 

According	to	Severi	and	Ling	(2012)	brand	awareness	is	an	essential	element	and	a	key	component	in	
brand	equity,	and	it	is	a	common	factor	for	customer	when	selecting	between	brands.	Aaker	(1996)	
explains	 brand	 awareness	 as	 the	 persistence	 of	 a	 brand	 that	 is	 planted	 in	 the	 customer	memory.	
Therefore,	awareness	of	a	brand	can	affect	customers’	perception	and	attitudes	towards	the	brand.	
By	creating	ongoing	associations,	familiarity	with	related	offerings	and	buying	experiences	can	brands	
increase	their	brand	awareness	(Severi	&	Ling,	2012).	Keller	(1993)	further	describes	brand	awareness	
as	 an	 influencer	 to	 customer	 decision	 making	 in	 buying	 goods	 through	 creating	 strong	 brand	
association.		

2.3.2 Brand Association 

According	to	Aaker	(1996)	brand	associations	involves	image	dimensions	that	are	unique	to	a	product	
class	 or	 to	 a	 brand,	 and	 that	 it	 enhances	 the	most	 significant	 of	 a	 particular	 brand.	 Keller	 (1993)	
describes	 brand	 associations	 as	 an	 entity	 that	 create	 association	 with	 attributes,	 attitudes	 and	
benefits.	 Brand	 association	 also	 acts	 as	 an	 information	 collection	 tool,	 for	 brand	 to	 differentiated	
themselves	from	other	brands	(Severi	&	Ling,	2012).		

2.3.3 Brand Loyalty 

Aaker	 (1996)	defines	brand	 loyalty	as	 the	customer	representation	toward	the	brand	that	 leads	to	
constant	purchasing	of	the	brand	over	time.	Furthermore,	brand	loyalty	can	be	conceptualized	as	the	
last	 dimension	 of	 customer	 brand	 resonance,	 which	 is	 the	 customers’	 relationship	 and	 level	 of	
identification	with	a	brand	(Erdogmus	&	Cicek,	2012).	Severi	and	Ling	(2012)	argue	that	brand	loyalty	
is	an	essential	element	because	brand	loyalty	can	generate	profit,	which	comes	to	use	when	evaluating	
a	brands	 value.	Behavioural	 approach	 is	 an	 important	element	 in	brand	 loyalty,	 it	 is	 believed	 that	
constant	purchasing	of	one	brand	over	time	is	a	contributor	of	brand	loyalty	(Severi	&	Ling,	2012).	
Furthermore,	brand	loyalty	has	also	the	power	to	impact	the	customer	decision	to	decline	of	shifting	
to	competitors’	brands.		

2.3.4 Brand Image 

Keller	 (1993)	 defines	 brand	 image	 as	 a	 brand	 that	 is	 brought	 to	 the	 customer’s	 mind	 by	 brand	
associations.	Additionally,	brand	image	can	be	also	defined	as	consumer’s	thoughts	and	feelings	about	
the	brand	(Severi	&	Ling,	2012).	Aaker	(1996)	describes	brand	image	that	can	be	a	set	of	associations	
which	is	significant	to	the	customer.	According	to	Severi	and	Ling	(2012),	brand	image	can	be	related	
to	the	uniqueness	of	a	specific	product	classification	and	strong	brand	image	creates	differentiation	
to	other	brands.	Furthermore,	 it	 is	stated	by	researcher	that	consumer’s	perception	of	quality	and	
value	are	significantly	affected	by	brand	image	(Severi	&	Ling,	2012).		

2.3.5 Perceived Quality 

According	to	Aaker	(1996),	perceived	quality	is	an	association	that	is	central	in	brand	equity	and	has	
been	shown	to	be	associated	with	price	premiums,	brand	usage,	price	elasticities	and	stock	return.	
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Perceived	quality	can	be	defined	as	the	overall	perception	customer	have	of	the	innovation	and	quality	
of	a	product	or	service	in	comparing	with	other	brand	offering	(Severi	&	Ling,	2012).	However,	it	 is	
important	to	note	that	quality	of	product	is	not	the	same	as	perceived	quality,	perceived	quality	is	the	
buyer’s	personal	opinion	about	the	product.		

2.4 Brand Equity in B2B 	

Kuhn	et	 al.	 (2008)	 explain	 that	 every	 brand	 retains	 a	 certain	 amount	of	 brand	equity.	 There	 is	 an	
agreement	between	marketers	 that	brand	equity	 should	be	defined	 in	 terms	of	marketing	effects	
uniquely	 attributable	 to	 a	 brand,	 and	 that	 different	 marketing	 outcomes	 results	 will	 occur	 if	 the	
product	or	service	is	or	isn’t	identified	by	a	brand	(Keller,	2009).	It	is	also	important	for	marketers	to	
understand	the	drivers	of	brand	equity	 in	different	markets.	Leek	&	Christodoulides	(2011)	explain	
that	brand	equity	in	B2B	context	have	five	sources,	all	the	four	attributes	of	Aaker	(1996)	and	other	
proprietary	assets	such	as	patents	and	trademarks.	Therefore,	Aaker	(1996)	first	four	sources	of	brand	
equity	correspond	to	customer-based	brand	equity	while	patents	and	trademarks	reflect	firm-based	
brand	equity.	

According	 to	 Leek	 &	 Christodoulides	 (2011)	 has	 branding	 previously	 been	 viewed	 by	 business	
marketers	as	an	irrelevant	factor	for	business	markets.	Identified	mostly	for	its	emotional	value	and	
believed	to	have	very	little	impact	in	the	organizational	decision	making	process	and	only	belongs	in	
the	 consumer	 realm	 (Leek	 &	 Christodoulides,	 2011;	 Kuhn	 et	 al.,	 2008).	 However,	 Leek	 &	
Christodoulides	 (2011)	 explain	 that	 despite	 business	 marketers	 have	 a	 different	 perspective	 on	
branding	in	B2C	and	B2B,	they	both	needs	to	induce	trust	and	develop	both	cognitive	and	affective	
ties	 with	 stakeholder.	 Kuhn	 et	 al.	 (2008)	 further	 explain	 that	 there	 is	 an	 increase	 of	 branding	 in	
generally	and	brand	equity	in	industrial	markets,	and	the	increase	has	occurred	because	what	brands	
means	to	a	buyer	can	be	the	determining	factor	in	deciding	between	industrial	purchase	alternatives.	
Thus,	stated	by	Leek	&	Christodoulides	(2011),	business-to-business	organizations	are	willing	to	pay	a	
premium	 price	 for	 their	 favourite	 brand	 which	 is	 a	 consequence	 of	 high	 brand	 equity.	 Another	
important	characteristic	of	brand	equity	is	buyer’s	willingness	to	recommend	a	brand	to	others	and	
willingness	to	extend	the	brand’s	goodwill	to	other	product	lines	(Biedenbach	&	Marell,	2010	&	Leek	
&	Christodoulides,	2011).		

2.4.1 Aaker’s Brand Equity Model 

Aaker	 (1996)	 identifies	 five	 brand	 equity	 components	 in	 his	 brand	 equity	model,	 these	 are	 brand	
loyalty,	brand	awareness,	perceived	quality,	brand	associations	and	also	other	proprietary	assets.	This	
model	is	used	to	understand	the	concept	of	brand	equity	and	gain	further	insights	into	the	relationship	
between	the	different	brand	equity	components	and	future	performance	of	brands	(Aaker	D.	,	2009).	
This	model	indicates	that	brand	equity	will	increase	only	when	the	underlying	components	are	also	
increased.	Furthermore,	these	dimensions	of	brand	equity	have	an	associative	relationship	to	each	
other	(Pappu,	Quester,	&	Cooksey,	2005).		

According	to	Pappu	et	al.	(2005),	the	customer’s	perception	of	brand	quality	will	be	associated	with	
their	brand	loyalty.	The	more	brand	loyalty	a	customer	has	towards	the	brand,	the	more	likely	is	the	
customer	 to	 perceive	 the	 brand	 as	 superior	 quality	 and	 vice	 versa.	 Additionally,	more	 favourable	
associations	customer	has	towards	a	brand	will	contributes	to	increase	brand	loyalty	and	perception	
of	quality.	When	customers	have	strong	associations	and	perceived	quality	for	a	brand	it	is	likely	that	
the	brand	awareness	is	also	high	and	vice	versa.	(Pappu,	Quester,	&	Cooksey,	2005)	
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According	to	Biedenbach	(2010)	there	have	been	some	of	studies	conducted	of	Aaker’s	brand	equity	
model	in	the	B2B	setting,	which	indicate	there	is	a	relationship	between	the	specific	dimensions	of	
brand	equity.	 In	B2B	context,	brand	awareness	has	a	positive	effect	on	customer	memory	to	 form	
strong	 and	 unique	 brand	 associations.	 Additionally,	 it	 is	 important	 in	 the	 differentiating	 between	
purchasing	alternatives,	but	also	for	developing	a	strong	and	positive	brand	image.		

Aaker’s	brand	equity	model	is	presented	below	in	Figure	4:	

	
Figure	4:	Aaker	brand	equity	model	

Source:	(Tutorialspoint,	2017)	

	

2.4.2 Customer Based Brand Equity 

To	 understand	 the	 role	 of	 different	 types	 of	marketing	 communications	 for	 brand	 building,	 Keller	
(2009)	designed	a	model	for	brand	equity,	which	he	called	the	customer-based	brand	equity	(CBBE)	
model.	 CBBE	 is	 often	 divided	 into	 two	 categories;	 consumer	 behaviour	 and	 consumer	 perception.	
CBBE	can	be	understood	as	a	concept	that	predicts	that	consumers	will	react	more	favourably	to	a	
branded	product	than	to	an	unbranded	product	in	the	same	category	(Schivinski	&	Dabrowski,	2016).	

Keller	(1993)	proposes	six	dimensions	of	brand	equity	arranged	in	four	hierarchical	levels	in	the	CBBE.	
Keller	(1993)	claims	that	his	CBBE	model	can	be	applied	in	a	B2B	context,	however	Kuhn	et	al.	(2008)	
have	research	on	an	more	detailed	model	application	on	Keller	(1993)	customer-based	brand	equity	
in	a	B2B	context.	Which	will	be	presented	in	Figure	3	below:	
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Figure	5:	Customer	based	brand	equity	(CBBE)	model	for	B2B	organizations	
Source:	adopted	from	Keller	(1993),	Kuhn	et	al.	(2008)	

Kuhn	et	al.	(2008)	states	that	each	step	in	the	branding	ladder	is	dependent	on	successfully	achieving	
the	previous,	from	bottom	to	top.	These	steps	in	turn	consist	of	six	brand	building	blocks	–	salience	of	
the	 manufacturer’s	 brand,	 performance,	 reputation,	 judgments,	 Sales	 force	 relationship	 and	
partnership	solutions.	The	aim	of	the	pyramid	is	to	reach	partnership	solutions,	where	a	completely	
harmonious	relationship	exists	between	businesses	and	the	brand.		

Keller	(2009)	define	the	first	block	as	salience	of	the	manufacturer’s	brand,	which	is	to	ensure	the	
correct	brand	identity	in	building	a	strong	brand.	According	to	Kuhn	et	al.	(2008)	in	the	B2B	context	
brands	possess	images,	associations	and	perception	of	value,	but	initial	awareness	and	association	are	
often	 achieved	 by	 direct	 contact	 with	 company	 salespeople.	 Kim	 &	 Hyun	 (2009)	 suggest	 that	 a	
company	image	is	influenced	by	the	process	of	product,	price,	distribution	channel,	advertising,	after-
sales	 service	 concerning	 environment	 and	 employee	 attitude.	 Kuhn	 et	 al.	 (2008)	 discuss	 the	 vital	
impact	distribution	networks	have	on	branding	in	industrial	markets,	making	the	role	of	distributors	
particularly	important	in	building	brand	equity.		

Organizations	in	general	have	a	buying	centre	that	consists	of	numbers	of	people	which	impact	the	
purchase	decision	and	makes	the	process	more	complexed.	Since	members	of	the	buying	centre	have	
different	 needs,	 views	 of	 the	 purchase	 situation	 and	 buying	 criteria.	 Awareness	 of	 the	 brand	 can	
therefore	 reduce	 the	 collected	 information	 necessary	 for	 a	 purchase	 decision	 in	 buying	 centre’s	
(Homburg,	 2010).	 According	 to	 the	 study	 that	 Kuhn	et	 al.	 (2008)	 performed,	 they	 saw	 that	 in	 the	
technological	industry	the	awareness	of	the	manufacturers	brand	names	was	shown	to	be	stronger	
than	 awareness	 of	 the	 product	 brand	 themselves	 and	 that	 majority	 of	 respondents	 list	 more	
associations	when	 asked	 about	 the	manufacturers	 than	when	 asked	 about	 the	 individual	 product	
brand.		

Keller	(2009)	explains	the	second	step,	establishing	brand	meaning	by	linking	tangible	and	intangible	
brand	associations.	Brand	meaning	is	categorized	in	either	functional	or	abstract	associations.	Kuhn	
et	al.	(2008)	suggest	that	the	second	step,	which	includes	block	performance	and	reputation	in	the	
CBBE	model,	are	the	components	that	create	brand	value.	In	industrial	context,	it	evolves	about	the	
company	support	services	(between	the	service	provider	and	customer)	and	the	company	reputation	
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in	B2B	context.	Kuhn	et	al.	(2008)	states	that	there	are	some	attributes	 in	brand	association	in	the	
industrial	purchasing	process	that	should	be	included	such	as	technical	capability,	delivery	reliability	
and	responsiveness.	It	appears	that	quality,	reliability,	performance	and	service	are	primary	factors	
for	building	brand	 loyalty	 in	 industrial	 context.	 Kim	&	Hyun	 (2009)	 show	 that	 company	 reputation	
affects	purchase	 intention	directly	 as	well	 as	 indirectly	 through	 the	perceived	quality	offering	 in	 a	
business	insurance	market.		

Keller	(2009)	explains	the	third	step,	brand	response,	represent	opinions	and	evaluation	of	the	brand	
based	on	a	combination	of	associations	identified	in	brand	meaning.	Kuhn	et	al.	(2008)	explains	that	
in	a	B2B	context	brand	response	is	divided	into	two	blocks,	judgements	and	sales	force	relationship.	
These	judgments	include	overall:	

Ø Quality		
Ø Credibility	
Ø Consideration	
Ø Superiority		

According	to	Kuhn	et	al.	(2008)	industrial	brand	management	have	more	customer	emphasis	on	risk-
reduction	 than	 on	 expressive	 benefits.	 Furthermore,	 organizations	 that	 increases	 their	 brand	
awareness	 will	 reduce	 the	 perceived	 risk	 for	 customer,	 hence	 organizations	 should	 know	 that	
customer	that	know	the	brand	is	more	likely	to	purchase	than	people	without	judgements	(Homburg,	
2010).	Before	forming	a	judgment	of	a	product,	people	generally	wanted	some	form	of	demonstration	
or	exposure	(Kuhn	et	al.	2008).	Biedenbach	&	Marell	(2010)	also	state	that	product	trial	is	a	powerful	
tool	for	the	formation	of	brand	beliefs	and	attitudes,	and	that	brand	beliefs	is	converted	from	direct	
experience	which	are	stronger	than	those	generated	by	indirect	experience	such	as	advertising.	Kuhn	
et	al.	(2008)	further	explain	that	people	take	into	consideration	the	experiences	of	others	in	forming	
their	 brand	 judgment.	 Experience	 of	 other	 people	 have	 therefore	 effect	 on	 the	 buying-process,	
because	buyers	prefer	to	buy	a	brand	that	is	associated	with	high	awareness	levels	(Homburg,	2010).	

According	to	Kuhn	et	al.	(2008)	study,	credibility	was	one	element	identified	as	being	a	key	factor	in	
the	B2B	context.	Kim	&	Hyun	(2009)	explain	that	good	corporate	image	is	likely	to	give	trustworthiness	
and	credibility	 to	 industrial	buyer,	which	 in	 turn	 leads	 to	an	 increase	 in	 the	perceived	quality	of	 a	
brand.	According	to	Kuhn	et	al.	(2008)	study,	respondents	identify	credibility	in	technology	industry	
primarily	with	manufacturer	and	spoke	about	their	relationship	with	company	representatives.			

According	to	Kuhn	et	al.	(2008),	the	sales	force	is	a	major	brand-building	tool	for	B2B	marketers.	A	
buyer’s	purchase	choice	depends	not	only	on	their	assessment	of	the	product’s	functional	benefits,	
but	also	on	their	evaluation	of	the	company’s	sales	people.	Kim	&	Hyun	(2009)	explains	that	 initial	
awareness	 and	 association	 of	 a	 brand	 are	 often	 achieved	 by	 direct	 contacts	 with	 salespersons	 in	
business	markets.	This	is	further	stated	in	the	study	collected	by	Kuhn	et	al.	(2008)	when	asked	about	
their	 relationship	 with	 the	 brand,	 respondents	 spoke	 about	 their	 relationship	 with	 company	
salespeople	foremost.	However,	they	continue	to	state	the	importance	of	having	the	ability	to	contact	
company	 representatives	 in	 each	 business	 area,	 followed	 by	 after-sales	 service	 and	 staff	 honesty	
(Kuhn	et	al.,	2008).	

The	final	step	in	the	pyramid	is	where	brand	response	is	converted	to	create	an	intense,	active	loyalty	
relationship	between	customers	and	the	brand	(Kuhn	et	al.,	2008).	This	is	called	Partnership	solutions	
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by	Kuhn	et	al.	 (2008),	and	originally	 it	 is	described	as	having	four	key	elements	according	to	Keller	
(2009):		

Ø Behavioural	loyalty		
Ø Attitudinal	attachment		
Ø Sense	of	community			
Ø Active	engagement	

According	to	Kuhn	et	al.	(2008)	there	is	a	lack	of	research	that	supports	the	existence	of	attitudinal	
attachment	 and	 a	 sense	 of	 community	 in	 industrial	markets,	 although	 there	 is	 evidence	 of	 active	
engagement.	According	to	Kuhn	et	al.	(2008)	study	explains	that	behavioural	loyalty	appeared	to	be	
more	consequential	of	the	contract	period	than	anything	else,	with	respondents	stating	after	contract	
period	ended	they	would	review	all	products	to	determine	which	would	best	meet	their	needs	at	the	
right	price.	Kuhn	et	al.	(2008)	states	that	customer	loyalty	generating	factors	have	also	been	found	to	
be	 of	 importance	 to	 the	 success	 of	 industrial	 brands.	Unlike	 B2C	markets,	 the	 gain	 or	 loss	 of	 few	
customers	can	significantly	 impact	an	 industrial	manufacturer’s	bottom	loyalty.	Kim	&	Hyun	(2009)	
also	explains	that	activities	such	as	order	processing,	coverage	and	delivery	can	affect	how	a	customer	
perceive	quality	and	brand	loyalty.	If	there	is	a	strong	brand	loyalty	to	the	brand,	the	willingness	to	
communicate	about	the	brand	and	make	brand	referrals	is	common	(Kuhn	et	al.,	2008).	Therefore,	
the	experience	of	the	other	users	plays	a	critical	role	during	the	decision-making	process,	but	however	
not	post-purchase.	According	to	Kuhn	et	al.	(2008)	customer	generally	don’t	want	to	invest	more	time,	
energy	or	other	resources	to	get	to	know	the	brand	better	beyond	those	expended	during	purchase	
and	consumption.	

2.5 Brand Equity with Social Media Marketing  

Andzulis	 et	 al.	 (2013)	 state	 that	 companies	must	 view	current	 social	media	application	as	 a	 living,	
dynamic	process.	Social	media	marketing	is	a	strategy	that	will	require	substantial	commitment	and	
continuous	monitoring	over	a	longer	period	to	have	visible	results	(Neti,	2011).	In	fact,	parallels	to	the	
adoption	of	the	 internet	by	companies	 just	over	a	decade	ago	can	easily	be	drawn	(Andzulis	et	al.,	
2013).	However,	social	media’s	role	and	implementation	at	each	step	of	the	sales	process	must	always	
be	determined	with	a	keen	eye	and	ear	on	the	customer.	

From	a	customer-based	brand	equity	perspective,	marketing	communications	activities	contribute	to	
brand	 equity	 and	 drive	 sales	 in	many	ways:	 by	 creating	 awareness	 of	 the	 brand,	 linking	 the	 right	
associations	to	the	brand	image	on	the	consumer	memory,	eliciting	positive	brand	judgements	and/or	
facilitating	a	stronger	consumer-brand	connection	(Keller,	2009).	According	to	Ashley	&	Tuten	(2015)	
state	that	marketers	categorize	social	media	as	a	branding	communication	channel	first	and	foremost.	
Therefore,	social	media	activities	can	increase	brand	awareness,	customer	engagement,	loyalty	and	
good	 brand	 image	 which	 not	 only	 attracts	 more	 attention,	 interests,	 and	 contact	 from	 potential	
consumers,	but	also	increases	consumer	satisfaction	and	positive	word	of	mouth	(Kim	&	Hyun,	2009;	
Ashley	&	Tuten,	2015).	

Social	media	sites	containing	user	generated	comments	and	review	that	can	affect	the	creation	of	the	
brand,	providing	companies	with	greater	effectiveness	in	communication	process	for	their	goods	and	
services	(Callarisa,	Garcia,	Cardiff,	&	Roskchina,	2012).	To	help	build	or	create	brand	identity,	meaning,	
responses	and	relationship,	marketers	can	differ	their	communication	strategies	in	their	attempt	to	
find	what	motivates	audience	 to	engage	with	 the	brand	 (Swani,	Brown,	&	Milne,	2013).	However,	
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marketers	must	select	appropriate	communication	strategies	on	social	media	to	stimulate	audiences	
to	 engage	 with	 their	 brand	 messages.	 Furthermore,	 Keller	 (2009)	 points	 out	 that	 marketing	
communications	 activities	 must	 be	 integrated	 to	 deliver	 a	 consistent	 message	 and	 achieve	 the	
strategic	 positioning.	 Also,	 Callarisa	 et	 al.	 (2012)	 understate	 that	 in	 order	 to	 fully	 understand	 the	
potential	social	media	marketing	 is	 to	 firstly	capitalize	on	the	benefits	 it	can	generate;	secondly,	 it	
depends	on	the	willingness	and	ability	to	respond	efficiently	and	effectively	to	criticisms	published	by	
reviewers.		

2.5.1 B2B Brand Equity with Social Media Marketing Communication 

Before	a	firm	can	enter	the	social	media	arena,	it	must	determine	the	appropriate	goals	associated	
with	social	media	implementation	(Andzulis	et	al.,	2013).	According	to	Neti	(2011)	companies	should	
not	just	jump	on	to	the	bandwagon	because	everyone	else	is	doing	it.	The	market	needs	to	be	analysed	
to	understand	whether	their	brand	would	benefit	from	social	media	marketing.	However,	companies	
must	also	identify	and	understand	the	value	proposition	for	the	customer,	not	just	the	firm	(Andzulis	
et	al.,	2013).	This	goes	in	line	with	what	Kuhn	et	al.	(2008)	said	about	the	first	block	(salience	of	the	
manufacturer’s	brand)	in	the	CBBE	model.	First	step	in	building	a	strong	brand	for	organizations	is	to	
ensure	the	correct	brand	identity.	Hence,	organizations	need	to	analyse	and	identify	the	target	market	
which	reflect	in	their	own	market	strategies	and	objectives.		

After	 receiving	 the	 information	 about	 what	 customers	 want,	 marketers	 need	 to	 analyse	 that	
information	 so	 that	 organizations	 can	begin	 the	 initial	 selection	of	which	 types	 of	 social	media	 to	
pursue	and	put	to	priority	(Andzulis	et	al.,	2013).	Kaplan	&	Haenlein	(2010)	addresses	the	importance	
of	 choosing	 your	 audience,	 it	 depends	 on	 the	 target	 group	 that	 the	 organizations	want	 to	 reach.	
However,	 if	 time	 is	not	enough	 to	participate	 in	all	 social	media	platforms,	organizations	needs	 to	
choose	a	certain	platform	because	“being	active”	is	one	key	requirement	of	success.		Also,	Andzulis	et	
al.	(2013)	explain	that	organizations	need	to	ask	yourself	as	organizations	questions	like;	are	customer	
simply	 looking	for	a	forum	to	better	understand	product	or	service?	Do	they	want	to	 interact	with	
experienced	customers	 to	allay	 their	own	 fears	before	making	a	 capital	 investment?	 	Or,	 are	 they	
perhaps	looking	for	loyalty	rewards	for	choosing	to	keep	business	with	one	company	over	another?	
These	are	just	a	few	examples	of	types	of	questions	a	company	must	face	in	the	approach	use	of	social	
media.		

The	second	step	in	the	CBBE	is	performance	and	reputation	of	the	company,	in	fact	reputation	in	B2B	
is	consider	a	major	factor	(Kuhn	et	al.,	2008).	Social	media	can	affect	the	reputation	by	people	sharing	
options	and	content	creation	 information	from	the	company.	For	 instance,	WOM	(word-of-mouth)	
serves	 as	one	 source	of	 information	 for	 consumers	 in	 the	purchase-decision	making	process,	 as	 it	
provides	 information	on	product	performance	and	 the	 social	and	psychological	 consequences	of	a	
potential	 purchase	 decision	 through	 interactions	 with	 other	 experienced	 customer	 (Hutter	 et	 al.,	
2013).	Although	industrial	products	have	more	emphasis	on	the	physical	performance	and	personal	
selling	than	in	B2C,	where	psychological	attributes	and	advertising	are	critical	for	success	(Jussila	et	
al.,	2014).		However,	since	consumers	are	familiar	with	the	source	of	WOM,	the	received	information	
is	reliable,	credible	and	trustworthy.	WOM	is	therefore	a	source	of	information	that	is	more	effective	
in	influencing	consumer’s	decision-making	than	other	marketing	communication	channels.	(Kuhn	et	
al.		2008).		

According	to	Houtari	et	al.	(2015)	a	top-down	blog	for	instance	can	enhance	corporate	credibility	and	
trust	by	sharing	well-considered	opinions	about	a	company	and	give	outsiders	new	insight	about	the	
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corporate	culture.	Also,	that	the	authenticity	is	more	important	than	the	number	of	bloggers	which	is	
necessary	 for	 success.	 Rapp	 et	 al.	 (2013)	 explain	 the	 power	 of	 social	 influence	 in	 the	 buyer-seller	
relationship,	where	 brand	 reputation	 is	measured	 using	 relational	 elements,	 such	 as	whether	 the	
brand	appears	trustworthy,	reputable	and	honest	in	the	claims	it	makes.	For	retailers	and	consumers,	
brand	reputation	is	a	sought-after	resource	that	can	that	can	enhance	the	likelihood	of	social	media	
usage	across	communication	platforms.		

With	 the	 wide	 range	 of	 communication	 options	 and	 constant	 availability,	 social	 media	 offers	
possibilities	to	enhance	overall	information	communication	with	customer	for	salespeople	(Agnihotri	
et	al.,	2016).	Andzulis	et	al.	(2013)	continue	with	the	importance	that	sales	and	marketing	functions	
synchronize	with	 their	 strategic	and	 tactical	activities	 to	create,	deliver	and	communicate	superior	
customer	 value.	 Social	 media	 must	 be	 managed	 as	 a	 joint	 communication	 between	 sales	 and	
marketing.	In	this	regard,	social	media	can	operate	as	a	technology	that	the	sales	force	can	use	to	build	
networks	and	better	communicate	information	(Agnihotri	et	al.,	2016).	Andzulis	et	al.	(2013)	also	state	
that	social	media	cannot	be	managed	by	one	part	of	the	business	without	input,	or	impact,	on	other	
elements	 of	 the	 firm.	 Social	 media	 needs	 this	 divisional	 and	 functional	 collaboration	 to	 meet	
customers	 demand	 of	 satisfaction,	 attention,	 service	 and	 problem	 resolution.	 If	 they	 get	 it,	 the	
customer	will	become	advocate	and	share	their	positive	experiences,	the	implication	of	social	media	
is	 therefore	 connected	 to	 organizations	 reputation.	 However,	 the	 information	 needs	 to	 be	
communicated	 accurately	 and	 clearly,	 the	 customer	will	 not	 be	 satisfied	 even	 if	 the	 knowledge	 is	
correct	(Agnihotri	et	al.	2016).		

According	to	Andzulis	et	al.	(2013)	the	goal	is	to	include	members	of	every	functional	unit	in	the	firm	
from	the	beginning,	to	be	sure	to	communicate	what	is	being	develop	throughout	the	organization	as	
the	efforts	progress.	When	employees	understand	that	their	positions	are	not	at	risk,	that	social	media	
is	the	strategy	that	can	bind	the	organization	going	forward	they	will	understand	and	appreciate	the	
flexibility	and	benefits	that	social	media	bring	to	the	firm.	They	cannot	be	pushed	to	that	conclusion	
however,	they	must	be	provided	with	the	information	needed	to	feel	like	a	valued	part	of	the	process	
so	 that	 they	 can	 come	 to	 accept	 and	 respect	 it	 in	 their	 own	 terms.	 According	 to	 Houtari	 (2015)	
employees	 can	 engage	 actively	 in	 content	 creation	 for	 their	 company	 by	 participating	 in	 online	
conversations,	however,	employee	participation	can	provide	indirect	influence	from	the	perspective	
of	marketers.		

Neti	 (2011)	argues	 that	 social	media	platforms	should	be	used	as	a	 tool	 that	creates	a	personality	
behind	 their	brand	and	creates	 relationships	 that	otherwise	may	never	gain.	This	 creates	not	only	
repeat-buyers,	 but	 customer	 loyalty.	 According	 to	 Andzulis	 et	 al.	 (2013),	 personal	 and	 business	
relationships	are	built	on	trust,	and	social	media	offers	a	forum	for	customers	to	be	heard	on.	This	
goes	in	line	with	the	last	step	in	the	CBBE,	partnership	solutions,	where	brand	response	is	converted	
to	create	a	loyal	relationship	(Kuhn	et	al.,	2008).	Neti	(2011)	also	states	that	everything	that	happens	
on	social	media	channels	is	fool	proof,	companies	cannot	fake	authenticity	in	an	attempt	to	get	more	
people	involved.	Opinions	are	therefore	taken	seriously	on	social	media	and	the	more	authoritative	
the	companies	get,	the	more	seriously	they	are	taken.	Since	opinions	that	are	communicated	between	
members	of	a	consumer	community	can	be	regarded	as	a	form	of	electronic	word	of	mouth,	they	may	
therefore	have	an	impact	on	consumer’s	attitudes	and	behaviours	(McCarthy,	Rowley,	Ashworth,	&	
Pioch,	2014).	Andzulis	et	al.	(2013)	state	that	successful	companies	of	social	media	utilization	reward	
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their	 loyal	 customer	 with	 discounts	 or	 other	 benefits	 for	 formally	 becoming	 fans,	 providing	
information	to	the	company	or	even	for	simply	“checking	in”	when	they	visit.		

2.5.2 B2B Brand Equity with Social Media Marketing Communication for SME 

Derham	et	al.	(2011)	suggest	that	SMEs	are	not	a	homogeneous	group,	but	rather	that	they	alter	in	
many	ways.	SME-owner-managers	differ	from	each	other	 for	example	 in	their	age	and	educational	
level,	their	degree	in	entrepreneurship,	their	business	goals	and	attitude	to	social	media.	Additionally,	
many	of	 the	decision	makers	 in	SMEs	may	not	be	governed	by	 typical	business	objectives	 such	as	
profit,	growth	and	competitive	advantage	but	more	by	social	and	family	motives,	such	as	maintaining	
personal	identity	or	family	connections.		

Although,	according	to	Hirvonen	&	Laukkanen	(2016)	explain	that	the	unimportant	role	of	branding	in	
B2B	firms	is	because	of	their	uncertainty	about	the	positive	effects	of	branding	on	their	financial	gains.	
This	is	especially	true	for	SMEs	for	the	use	of	social	media.	However,	Michaelidou	et	al.	(2010)	explain	
that	 in	social	network	theory	for	B2B	firms,	social	networks	are	 important	 for	the	survival	of	small	
firms	and	critical	in	competing	with	larger	business.	Additionally,	according	to	Derham	et	al.	(2011)	
web	2.0	and	social	media	provide	SMEs	with	an	opportunity	to	overcome	difficulties	such	as	lack	of	
skills,	resources	and	technical	knowledge	compare	with	larger	firms.	Furthermore,	social	media	has	
the	advantage	for	SMEs	to	stand	out	of	their	competition,	and	the	opportunity	for	“gifted	amateurs”	
to	compete	with	larger	organizations.	According	to	Jussila	(2014)	are	social	media	platforms	such	as	
LinkedIn	 or	 Facebook-like	 a	 natural	 choice	 for	 SME	 companies	 in	 the	 beginning	 of	 social	 media	
adoption.	For	their	relative	ease	of	use,	perceived	advantages	and	compatibility	to	current	user	needs	
and	systems	which	are	major	factors	in	organizational	adoption	of	innovations.	

According	to	Durkin,	McGowan,	&	McKeown	(2013)	has	the	advent	of	social	media	shifted	in	many	
ways	to	the	generation	and	maintenance	of	trust	and	commitment,	it	has	become	more	impersonal	
and	more	remotely	facilitated.	This	has	presented	SME	companies	with	a	new	set	of	opportunities	but	
also	 challenges	 such	as	how	 to	 invest	 in	 the	development	of	personal	 relationship	and	how	 these	
relationships	can	be	found,	fostered	and	maintained.	Another	challenge	that	SME	companies	must	
overcome	 is	 the	adoption	of	 social	media,	 from	the	 study	conducted	by	Durkin	et	al.	 (2013)	 small	
companies	could	perceive	social	media	more	as	a	threat	than	opportunity.	
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2.6 Frame of Reference  

To	 visualize	 the	 relationship	 between	 the	 research	 question	 of	 the	 study	 and	 the	 relevant	 theory	
presented	in	the	literature	review,	a	frame	of	reference	has	been	created.	The	purpose	of	the	frame	
of	reference	is	to	provide	a	selection	of	literature	and	show	how	they	are	connected	to	the	research	
question.	The	relevant	peer-review	articles	used	in	the	literature	review	have	been	revolving	around	
two	major	areas,	brand	equity	and	social	media.	The	literature	has	also	presented	some	theoretical	
models	 that	 can	 be	 used	 for	 practice.	 Furthermore,	 the	 literature	 has	 discussed	 the	 relationship	
between	 the	 two	 areas	 in	 consideration	 to	 the	 business-to-business	 context	 and	 also	 for	 SME	
organizations.	 The	 frame	 of	 reference	 will	 constitute	 a	 base	 in	 collecting	 and	 analysing	 the	 data	
connected	to	the	relevant	variable	of	the	research	question.		

	

Research	Question			

What	factors	for	SME	companies	in	B2B	are	of	importance	when	considering	brand	equity	in	
Social	media?	

	

2.6.1 The Selection of Theoretical Basis 

The	literature	review	covers	all	the	theoretical	aspects	relevant	to	the	research.	However,	to	answer	
the	 research	 question	 only	 the	 most	 suited	 theories	 will	 be	 selected.	 Therefore,	 this	 conceptual	
framework	is	based	on	the	literature	that	is	central	to	the	research	question	and	will	create	a	guide	
for	further	data	collection.	Based	on	the	research	question	the	frame	of	reference	will	capture	two	
major	areas,	brand	equity	in	B2B	and	social	media	marketing	in	B2B.		

The	 research	 purpose	 is	 to	 explore	 and	 describe	 how	 to	 enhance	 brand	 equity	with	 social	media	
marketing	for	B2B	companies.	In	the	brand	equity	in	B2B,	the	differences	and	opportunities	of	brand	
equity	in	the	B2B	context	is	described	and	compared	to	the	B2C.	Kuhn	et	al.	(2008)	is	a	considerable	
contributor	 to	brand	equity	 in	 the	B2B	 context,	 the	base	of	 the	 research	 is	 to	discuss	 the	general	
increase	of	the	concept	of	brand	equity	in	B2B.	Leek	&	Christodoulides	(2011)	research	is	a	support	to	
Kuhn,	 in	order	to	 identify	the	opportunities	for	brand	equity	 in	B2B.	Aaker’s	brand	equity	model	 is	
introduced	to	understand	the	relationship	between	Aaker’s	brand	equity	dimensions,	however,	in	B2B	
brand	equity	the	research	we	will	focus	on	is	Keller’s	customer-based	brand	equity.	Furthermore,	Kuhn	
et	al.	(2008)	introduces	a	more	detailed	model	of	Keller	(1993)	customer-based	brand	equity,	which	
will	be	applied	 in	 the	data	collection	and	adopted	 in	 the	social	media	perspective.	The	steps	 from	
identity	to	relationship	in	Kuhn	et	al.	(2008)	CBBE	model	will	be	investigated	and	measured	further	in	
this	research.	

For	 the	 social	media	 aspect	 in	 B2B	 brand	 equity,	 this	 research	will	 try	 to	 combine	 the	 two	major	
research	areas	and	explore	and	describe	how	they	are	connected.	The	 intention	 is	 to	explore	how	
Kuhn	et	al.	(2008)	CBBE	model	for	B2B	companies	is	connected	to	social	media	marketing.	Andzulis	et	
al.	 (2013)	 contributes	 to	 social	 media	 implications	 to	 brand	 equity	 and	 Agnihotri	 et	 al.	 (2016)	
contributes	to	social	media	implications	to	B2B	sales.	While,	Derham	et	al.	(2011)	explains	how	SME	
organization	can	utilize	social	media	in	an	effective	approach.	This	chapter	try	to	identify	aspects	from	
previously	chapters	and	put	them	into	a	social	media	perspective	in	order	to	identify	factors	relevant	
to	the	research	question.			

The	framework	for	this	research	is	summarized	in	Table	1	below.		
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Table	1:	Conceptualization	and	measurement	of	the	frame	of	reference	

Concept	 Concept	
definition	

Measurement	 Reference	

Brand	equity	in	B2B	 Brand	equity	in	
B2B	

-The	importance	of	brands	
in	B2B	

Kuhn	et	al.	(2008),	
Leek	&	
Christodoulides	(2011)	

Brand	equity	in	B2B	
compare	to	B2C	

Brand	equity	in	
consumer	and	
business	markets	

-Perception	of	B2B	
branding	vs	B2C	Branding	

Kuhn	et	al.	(2008),	
Leek	&	Christodoulides	
(2011)	

Brand	awareness		 Silence	to	the	
manufacturer		

-Brand	awareness	on	
purchase	decision	

Kuhn	et	al.	(2008)	
Keller	(1993)	

Brand	association	 Reputation	 -Description	of	brand	
association	on	purchase	
decision	
-Perception	of	brand	
association	factors,	
functional	or	abstract	

Kuhn	et	al.	(2008)	
Keller	(1993)	

Brand	performance	 Performance	 -Perception	about	a	brand	
performance	
-Preferences	of	factor	in	
brand	performance	

Kuhn	et	al.	(2008)	
Keller	(1993)	

Perception	of	quality	 Judgements	 -Perception	of	exposer	 Kuhn	et	al.	(2008)	
Keller	(1993)	

Sales	force		 Sales	force	
relationship	

-Description	of	sales	force	
on	purchase	decision	
-Perception	of	the	first	
contact	
-Sales	force	contribution	on	
brand	
awareness/association	
-The	perception	with	rest	of	
the	company	employees	

Kuhn	et	al.	(2008)	
Keller	(1993)	

Brand	loyalty	 Partnership	
solutions	

-Description	of	brand	
loyalty	on	purchase	
decision	
-The	perception	of	brand	
loyalty	after	contract	period	
has	expired	
-Perception	on	recommend	
brands	

Kuhn	et	al.	(2008)	
Keller	(1993)	

Social	Media		 Social	media	use	 -Description	of	social	media	
on	purchase	decision	
-B2B	perception	of	social	
media	

Agnihotri	et	al.	(2016)	
Neti	et	al.	(2011)	

B2B	brand	equity	
social	media		

Marketing	within	
social	media	

-Description	of	brand	
awareness	in	social	media	
effect	on	sales	
-Perception	of	brand	loyalty	
in	social	media	

Andzulis	et	al.	(2013)	
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-Understanding	the	
trustworthiness	of	social	
media	information		

Sales	 force	 utilization	
of	social	media	

Sales	force	use	of	
information	
technology	

-Perception	of	sales	force	
on	social	media	network	
-Description	of	sales	force	
utilization	on	social	media	
-Understand	trustworthy	
social	media	

Agnihotri	et	al.	(2016)	

Content	sharing	 User-generated	
content	creation	

-Perception	of	usefulness	of	
content	sharing	by	public	in	
B2B	

Houtari	et	al.	(2015)	
	

Brand	 loyalty	 in	 social	
media	

Customer	loyalty	
on	social	media	

-Perception	of	social	media	
relationship	

Neti	et	al.	(2011)	

Social	media	for	SME	 Social	media	in	a	
SME	perspective	

	-Understanding	of	
competitors	on	social	
media	
-Perception	of	Social	media	
revenues		

Derham	et	al.	(2011)	
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Chapter 3 
 
Methodology & Research Approach 
 
In	 this	 chapter,	 the	 research	methodology	 and	 research	 design	 are	 presented	 given	 the	 research	
purpose	and	question.	Additionally,	the	appropriate	methodology	should	be	selected	in	concern	to	
research	 approach,	 research	 purpose,	 research	 strategy,	 data	 collection,	 literature	 approach,	
observations,	interview,	archival	data,	sample	selection,	data	analysis,	reliability	&validity.			
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3.1 Overview of Methodology 

The	overview	of	the	methodology	is	explained	in	the	table	2	below.	The	remaining	part	of	the	
methodology	chapter	have	been	to	describe	the	purpose	behind	each	selected	method	approach.	

Table	2:	An	overview	of	Methodology	

Methodology		 Selected	Methodology	
Research	Approach	 Deductive	&	Qualitative	

Research	Purpose	 Exploratory	Descriptive	

Research	Strategy		 Case	Study	
Data	Collection	 Semi-Structured	Interviews	
Sample	Selection	 Non-probability,	six	interview	cases	
Data	Analysis	 Pattern	matching		
	

3.2 Research Approach 

According	to	Saunders,	Lewis	and	Thornhill	(2007)	depending	on	the	research	purpose	there	is	two	
main	research	approaches;	deductive	or	inductive.		

Deductive	 approach	 is	 when	 the	 researcher	 has	 developed	 theories	 and	 hypothesis	 to	 design	 a	
research	strategy	to	test	 these	hypotheses.	Deductive	 is	 the	superior	research	approach	 in	natural	
sciences,	 where	 laws	 present	 the	 foundation	 of	 explanation.	 Inductive	 approach,	 is	 when	 the	
researcher	would	collect	data	and	develop	 theory	as	a	 result	of	data	analysis.	 (Saunders,	 Lewis,	&	
Thornhill,	2007)	In	inductive	research,	the	researcher	first	observes	the	problem	with	an	open	mind,	
identifies	 pattern	 from	 the	 observations,	 sets	 up	 tentative	 hypothesis,	 and	 finally	 correlates	
hypothesis	to	existing	theory	or	develop	new	set	of	theory	(Runeson,	Höst,	Rainer,	&	Regnell,	2012).	

The	aim	of	this	research	is	to	answer	the	research	problem	and	purpose	with	a	deductive	research	
approach.	Deductive	research	because	this	study	aims	to	make	use	of	existing	theories	in	B2B	brand	
equity	and	social	media	marketing	in	supporting	the	research	purpose.	A	visualized	deductive	research	
approach	is	explained	in	Figure	7	below,	which	is	adapted	from	Runeson	et	al.	(2012).	

	

Figure	6:	Deductive	Approach	
Source:	Adapted	from	Runeson	et	al.	(2012)	

The	research	purpose	is	to	explain	how	SME	organizations	can	enhance	brand	equity	in	social	media	
marketing	within	B2B.	Therefore,	have	this	study	formulated	the	theories	from	the	two	main	research	
areas	 to	 answer	 the	 research	 question.	 Furthermore,	 the	 conceptual	 theoretical	 framework	 was	
conducted	with	the	purpose	of	finding	and	exploring	the	understanding	of	the	subject.		

According	to	Saunders	(2007)	the	research	study	can	be	divided	into	two	categorize;	Qualitative	and	
Quantitative.		
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Qualitative	data	is	referred	to	all	non-numeric	data	or	data	that	have	not	been	quantified.	It	can	be	
everything	from	a	short	list	of	responses,	open-ended	questions	in	an	online	questionnaire	to	more	
complex	data	such	as	transcripts	of	in-depth	interviews	or	entire	policy	documents.	According	to	David	
&	Sutton	(2011)	quantitative	however,	has	more	emphasize	on	the	quantification	of	the	collection	of	
data.	This	data	will	be	of	numerical	based,	where	the	collection	of	data	is	very	standardized.	Data	form	
a	quantitative	perspective	can	range	from	simple	counts	to	more	complex	data	such	as	test	scores,	
and	the	distribution	of	the	collection	usually	comes	from	mail	or	web	based	questionnaires.		

In	our	research	study,	the	aim	was	to	gain	in-depth	knowledge	about	the	research	problem.	The	data	
collection	has	therefore	been	conducted	through	interviews	and	have	been	expressed	in	words	for	
further	analysis.	Interviews	have	been	an	important	information	data	source	throughout	the	research	
project	to	explore	the	fundamental	problem.	The	research	choice	of	using	interviews	as	the	collection	
of	data	contributes	that	the	research	approach	is	best	suited	for	a	qualitative	data	collection.		

3.3 Research Purpose 

According	to	Saunders	(2007)	there	are	three	different	classifications	that	research	purpose	can	take	
Exploratory,	Descriptive	and	Explanatory.	A	study	can	be	depended	on	one	of	these	classification,	or	
a	combination	of	them.	

Exploratory	studies	are	trying	to	find	out	what	is	going	on	in	a	situation	in	the	absence	of	previous	
remark	 (David	 &	 Sutton,	 2011).	 It	 is	 particularly	 useful	 when	 the	 researcher	 wish	 to	 clarify	 the	
understanding	of	a	problem,	such	as	if	the	researcher	is	unsure	of	the	precise	nature	of	the	problem	
(Saunders,	 Lewis,	 &	 Thornhill,	 2007).	 There	 are	 three	 principal	 ways	 of	 conducting	 exploratory	
research;	 a	 search	of	 the	 literature,	 interviewing	 “experts”	 in	 the	 subject,	 conducting	 focus	 group	
interviews.	 The	 advantage	 for	 exploratory	 research	 is	 that	 it	 is	 flexible	 and	 adaptable	 to	 change.	
Furthermore,	when	conducting	 this	 type	of	 research	 the	 researcher	must	be	willing	 to	change	 the	
direction	as	a	result	of	new	data	that	appear	and	new	insights	that	occur	to	you.	

For	Descriptive	 studies	 the	 aim	 is	 to	 portray	 an	 accurate	 profile	 of	 persons,	 situations	 or	 events	
(Saunders,	Lewis,	&	Thornhill,	2007).	Descriptive	research	is	often	used	as	a	forerunner	to	a	piece	of	
exploratory	 research	or	 a	piece	of	 explanatory	 research.	 Therefore,	 it	 is	 necessary	 to	have	a	 clear	
description	of	the	phenomena	on	which	the	researcher	wish	to	collect	data	prior	to	the	collection	of	
the	data.		

Explanatory	 studies	 are	 best	 suited	 when	 the	 researcher	 want	 to	 establish	 causal	 relationship	
between	variables	(Saunders,	Lewis,	&	Thornhill,	2007).	The	emphasis	to	this	approach	is	on	study	a	
problem	or	a	situation	in	order	to	explain	the	relationship	between	variables.		

Based	on	the	nature	of	the	research	area,	this	study	can	be	described	as	Exploratory	Descriptive.	The	
research	problem	which	we	aim	to	examine	and	explore	is	the	B2B	brand	equity	within	social	media	
marketing.	The	problem	area	 is	quite	unknown	 to	previous	 research,	brand	equity	 in	 social	media	
marketing	in	B2B	has	not	been	written	about	and	is	lacking	in	research.	Therefore,	contribution	to	an	
exploratory	approach.	However,	it	is	also	a	descriptive	in	that	sense	it	aims	to	portray	how	persons	
describe	actual	situations.		

3.4 Research Strategy 

According	 to	Saunders	 (2007)	 the	research	strategy	that	will	be	chosen	 is	guided	by	your	 research	
questions	and	objective.	There	is	no	research	strategy	that	is	superior	then	the	other.	Some	of	these	
strategies	are;	case	study,	experiment,	survey,	action	research,	archival	research	and	ethnography.	It	
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should	 be	 emphasised	 that	 no	 strategy	 is	mutually	 exclusive,	 it	 is	 possible	 to	 use	more	 than	 one	
strategy	or	to	combined	two	of	them	in	order	to	collect	the	required	data.		

The	selected	research	strategy	for	collection	of	data	for	this	study	is	Case	Study,	which	will	be	clarified	
further.	When	considering	the	research	question,	the	question	is	to	test	with	“how”	the	phenomena	
is	understood.	Therefore,	our	research	strategy	and	research	question	is	best	suited	for	a	case	study	
strategy.		

A	Case	Study	can	be	defined	as	“a	strategy	for	doing	research	which	involves	an	empirical	investigation	
of	 a	 particular	 contemporary	 phenomenon	 within	 its	 real-life	 context	 using	 multiple	 sources	 of	
evidence”	(Saunders,	Lewis,	&	Thornhill,	2007,	s.	139).	Saunders	(2007)	also	explains	the	emphasis	on	
the	context	within	a	case	study,	the	barriers	between	the	context	and	the	phenomenon	being	within	
being	studied	are	not	clearly	obvious.	A	Case	Study	is	the	reverse	strategy	of	experimental,	where	the	
research	is	within	a	highly-controlled	context.	Furthermore,	it	differs	from	the	survey	strategy,	where	
the	ability	to	explore	and	understand	this	context	is	limited	by	the	number	of	variables	the	data	can	
be	collected.			

According	to	Saunders	(2007)	there	are	four	different	case	study	strategies	based	upon	two	various	
dimensions:	

Ø Single	case	v.	Multiple	case	
Ø Holistic	case	v.	Embedded	case		

A	single	case	 referred	to	Saunders	(2007)	 is	generally	used	where	 it	represents	a	critical	case	or,	a	
unique	or	extreme	case.	A	single	case	may	be	preferred	when	it	provides	the	study	with	an	opportunity	
to	 analyse	 and	 observe	 a	 phenomenon	 that	 few	 have	 considered	 before.	Multiple	 cases	 can	 be	
incorporated	as	a	case	study,	that	is	clearly	when	there	is	more	than	one	case.	The	emphasis	for	using	
multiple	cases	is	the	need	to	establish	whether	the	findings	of	the	first	case	study	and	the	need	to	
generalise	from	these	findings.	(Saunders,	Lewis,	&	Thornhill,	2007)	

Saunders	(2007)	explains	the	second	dimension,	holistic	v.	embedded,	refers	to	the	unit	of	analysis.	If	
the	researcher	has	chosen	an	organization	where	the	researcher	has	been	an	employee	or	is	currently	
employed	there,	and	is	concerned	with	the	organization	as	a	whole,	it	is	a	Holistic	Case	study.	Contrary,	
if	the	researcher	is	considering	the	organization	and	examines	the	organizations	sub-units	within	and	
analyse	them,	then	it	is	an	embedded	case	study.	(Saunders,	Lewis,	&	Thornhill,	2007)	

For	this	research	study,	a	multiple	case	study	has	been	selected	because	it	provides	the	research	with	
an	opportunity	to	observe	and	analyse	a	phenomenon	that	is	unknown.	Furthermore,	a	multiple	case	
is	often	conducted	when	the	research	want	to	investigate	if	the	first	case	findings	occur	in	other	cases.	
This	research	has	conducted	 interviews	on	Symbrios	customer	and	their	perspective	on	B2B	brand	
equity	in	social	media	marketing	in	a	general	perspective	and	not	on	their	perspective	on	Symbrio.	
Furthermore,	 each	 respondent	 interviewed	were	 selected	 from	 different	 companies.	 Therefore,	 a	
multiple	case	study	is	the	appropriate	approach.			

3.5 Company Background & Pilot Study 

In	the	following	section,	the	description	of	the	company	Symbrio	AB	which	the	research	project	has	
executed	on	will	be	presented.	Furthermore,	the	pilot	study	of	the	research	will	be	presented.	The	pilot	
study	has	been	conducted	to	gain	further	understanding	of	challenges	and	difficulties	regarding	the	
literary	concept	of	B2B	social	media	marketing.	The	pilot	study	has	been	conducted	on	one	person	that	
has	a	 relationship	with	Symbrio	and	 is	also	a	customer	 to	 the	organization.	 In	consideration	of	 the	
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objective,	to	gain	knowledge	of	the	challenges	and	difficulties,	the	methodology	of	the	pilot	study	was	
done	through	an	interview.		

3.5.1 Company Background 

Symbrio	AB	is	an	organization	that	was	founded	in	2000	in	Stockholm,	Sweden.	By	then	it	went	under	
another	name	called	“freesourcing”.	However,	due	to	complications	about	the	name	and	replacement	
in	 the	 organizations	 “freesourcing”,	 the	 company	 changed	 name	 to	 Symbrio	 in	 2009.	 Symbrio’s	
headquarters	is	in	Stockholm	where	the	majority	of	the	32	total	employees	is	stationed.	That	means	
that	 Symbrio	 is	 an	 organization	 with	 between	 1-50	 employee,	 also	 known	 as	 SME.	 In	 2015,	 the	
organization	had	a	total	annual	revenue	on	36	million	SEK	(Allabolag,	2016).	

3.5.2 Product 

Symbrio	delivers	a	Microsoft-based	platform	for	companies	to	handle	their	purchasing	and	 invoice	
process,	a	typical	procure-to-pay	system.	Symbrio’s	system	that	they	deliver	to	customer,	purchasing	
and	invoice	process,	is	described	in	Figure	X	below:	

	
Figure	7:	Purchasing	and	invoice	process	

Symbrio’s	system	is	special	in	the	sense	that	it	can	match	business	documents,	thus	customer	can	see	
the	best	price	for	the	right	contract	terms.	A	large	majority	of	Symbrio’s	customer	are	operating	within	
the	market	of	construction,	installation	and	electrical	business.	These	customers	require	huge	amount	
of	transaction	volumes	for	the	great	amount	of	projects	they	have.	This	 leads	to	customers	having	
some	difficulties	 in	time	and	resource	scheduling,	which	cause	customers	to	make	small	purchases	
and	results	in	huge	amount	of	purchase	order	volumes.	Therefore,	customer	that	operates	in	large	
amount	of	projects	can	use	Symbrio’s	system	with	reduce	these	deviations	that	occur.		

3.5.3 Customers 

Today,	the	company	customer	base	consists	of	over	110	customers	spread	throughout	four	Nordic	
countries,	where	the	majority	of	customers	are	based	in	Sweden.	Symbrio’s	customer	network	have	
had	a	snowball	effect,	after	the	event	of	some	recruiting	customers	in	one	specific	industry	it	became	
easier	to	attract	more	customer	in	the	same	industry.	Due	to	this,	Symbrio	have	built	their	competitive	
advantage	in	these	markets.		

3.5.4 Pilot Study Methodology 

To	investigate	the	problem	area,	which	is	to	understand	the	challenges	and	difficulties	in	B2B	Social	
Media	Marketing,	 a	qualitative	 interview	has	been	conducted	on	a	 respondent	 in	 the	market	 that	
symbrio	operates	in.	The	person	selected	for	the	interview	is	a	purchasing	manager	for	a	company	
that	has	a	relationship	to	Symbrio	and	is	also	a	customer,	the	person	is	also	well	known	about	Symbrio	
and	have	entail	about	the	product	and	the	brand	in	whole.	Observations	has	also	been	part	of	the	
pilot	study	to	understand	more	about	the	case	environment.		

Customers	place	an	
order	from	their	

preselected	suppliers

Order	
confirmation	

on	the	
selected	
products

Delivery	note	
describing	
the	rout	of	
shipping	

Electronic	
invoice	of	the	
total	cost
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3.5.5 Pilot Observation 

According	to	Saunders	(2007),	participant	observation	is	where	the	researcher	commit	to	participate	
in	 the	 lives	 and	 activities	 of	 subjects	 and	 thus	 becomes	 a	 part	 of	 their	 group,	 organization	 or	
community.	 In	this	pilot	study,	observation	have	been	part	of	 the	understanding	of	 the	case	study	
environment.	 The	extent	of	 the	observations	has	been	 conducted	 from	 regular	meetings	with	 the	
organizations	employees,	weekly	meetings	regarding	the	case	environment.		

3.5.6 Pilot Study Interview 

The	majority	of	Symbrio	customer	network	are	in	a	industry	where	technology	adapts	slowly.	In	this	
case,	 the	 respondent	 who	 got	 interviewed	 had	 some	 experience	 with	 social	 media	 and	 little	
experience	 with	 Symbrio’s	 social	 media,	 therefore	 B2B	 social	 media	 marketing.	 Although,	 the	
interview	gave	some	vital	understanding	of	the	situation	and	challenges	going	forward.		

When	asked	how	the	purchasing	manager	used	social	media,	this	was	his	answer:	

“I	used	to	look	and	sometimes	share	content,	but	most	of	the	time	when	I	put	up	some	content	its	for	
personal	reason.	When	I	use	social	media	for	business	reasons	its	generally	not	a	lot,	however,	when	
our	company	put	out	some	context	most	of	the	employees	help	the	company	to	“like”	in	different	
social	media	platforms	in	order	to	help	the	company	social	media	sites	to	have	a	better	chance	on	

reaching	people	outside	the	company.”	

When	asked	what	Symbrio	should	do	in	their	social	media	to	reach	more	to	people	he	said:		

“Symbrio’s	product	is	very	complex	and	general	it	is	a	long-term	investment,	and	I	believe	that	if	a	
customer	who	are	interested	in	becoming	a	customer	should	want	to	expect	that	Symbrio’s	social	

media	express	trust	and	loyalty.”	

3.5.7 Pilot Study Analysis 

The	 intention	 with	 this	 pilot	 study	 was	 to	 provide	 information	 to	 a	 better	 understanding	 of	 the	
challenges	and	difficulties	about	B2B	social	media	marketing.	However,	the	information	before	the	
study	was	limited	and	the	people	who	were	possible	to	interview	uses	social	media	in	a	small	amount.	
This	 is	general	problem	in	the	industry	where	the	research	is	conducted	in,	which	have	be	a	major	
difficulty	going	forward.	Although,	the	person	interviewed	sounded	positive	to	the	use	of	social	media	
in	B2B	marketing.		

The	respondent	interviewed	has	some	opinions	about	the	topic	and	gave	some	interesting	knowledge	
to	the	research.	The	purchasing	manager	wanted	the	product	and	perceived	brand	opinion	to	reflect	
on	the	social	media.	If	a	company	vision	is	to	create	long-term	investment	with	customer,	they	need	
to	reflect	trust	and	loyalty.	This	is	important	for	companies	in	the	B2B	context,	where	the	products	
are	typically	complexed	and	the	purchasing	process	in	this	context	is	longer	than	in	B2C.		

The	findings	in	this	pilot	study	have	impact	the	research	going	forward.	The	information	gathered	in	
the	 interview	 correlate	 with	 the	 initial	 observation	 of	 the	market	 situation	 provided	 by	 Symbrio.	
Additionally,	the	pilot	study	gave	some	crucial	information	about	the	perspective	of	B2B	social	media	
marketing	in	this	case	environment.	

3.6 Data Collection Method 

Saunders	 (2007)	 explains	 that	 there	 are	 two	 types	 of	 generating	 data	 by	 participant	 observation,	
Primary	and	Secondary	data.	Primary	observation	is	when	the	research	would	note	what	happened	
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or	what	was	said	by	the	respondent	at	the	time.	Secondary	observation	is	statements	by	observers	of	
what	happened	or	was	said.	

3.6.1 Questionnaire development  

When	conducting	the	research	questionnaire	guide	for	the	qualitative	collection,	the	mind-set	of	this	
process	was	to	 identify	the	frame	of	references	of	this	research	to	establish	the	critical	theoretical	
areas	that	needs	to	be	answered.	Additionally,	after	the	critical	theoretical	areas	and	measurements	
have	been	established,	the	development	and	designing	of	the	questionnaire	guide	was	conducted.	
The	design	of	the	questions	was	established	from	identifying	and	adopting	from	the	articles	of	the	
frame	 of	 reference.	 Thereafter,	 determining	 the	 types	 of	 questions,	 length	 of	 the	 questionnaire,	
structure,	preliminary	questions	etc.	 Finally,	 testing	 the	questionnaire	on	an	external	 individual	 to	
make	the	last	changes.	

3.6.2 Interviews 

The	research	 is	conducting	a	case	study	as	mention	 in	research	approach,	therefore	the	main	data	
collection	method	for	this	research	has	been	interviews.	Saunders	(2007)	explains	that	there	are	three	
types	of	interview:	structured	interview,	semi-structured	interview	and	in-depth	interview.	According	
to	 David	 &	 Sutton	 (2011)	 structured	 interview	 is	 where	 the	 structure	 of	 the	 questionnaire	 and	
procedure	is	identical	from	interview	to	interview.	The	structured	interview	is	built	on	high	levels	of	
reliability	and	standardization.	However,	 in	 semi-structured	 interviews,	 the	 researcher	may	have	a	
structure	 of	 questions	 or	 topics	 to	 cover,	 but	 the	 researcher	 has	 a	 higher	 influence	 to	 steer	 the	
interview.	Finally,	unstructured	interview	is	where	the	researcher	is	emphasising	each	interview	in-
depth,	the	research	is	trying	to	have	a	more	indirect	role	and	strive	to	let	the	respondent	tell	his	or	
her	story	and	have	a	higher	determination	of	the	flow	of	the	interview.		

Based	on	 the	 research	purpose	and	questions	 for	 this	 study,	which	 is	 to	explore	and	describe	B2B	
brand	 equity	 in	 social	 media	 a	 problem	 exploratory	 descriptive	 interview	 has	 been	 conducted.	
Therefore,	exploring	and	describing	the	problem	area	and	to	gain	the	knowledge	needed	to	form	an	
in-depth	analysis	of	the	topic.	To	gain	the	sufficient	understanding	and	knowledge	about	these	factors,	
semi-structured	 interviews	have	been	conducted.	However,	since	the	research	have	conduct	semi-
structured	interviews,	the	interview	guide	has	aim	to	guide	the	interviewer	and	therefore	the	process	
of	the	interview	guide	is	not	strict.	In	table	3	below	is	an	overview	of	the	conducted	interviews	for	this	
research,	which	was	executed	through	telephone.	

Table	3:	An	overview	of	conducted	interviews	

Respondent		 Title	 Length	 Type	
Interoc	 Project	Manager	 51	min	 A	

APQ	 Partner,	Purchasing	Manager	 45	min	 B	

Mälarör	 Project	Manager,	Purchasing		 48	min	 C	
ONE	 Strategic	Purchasing	Manager	 53	min	 D	
Midrock	 ERP	Manager	 62	min	 E	
Veidkke	 Purchasing	Manager	 63	min	 F	
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3.7 Literature Collection  

To	build	a	theoretical	frame	of	reference	the	search	for	literature	has	been	conducted	manly	via	Luleå	
University	of	technology.	The	reason	research	has	been	conducted	on	the	university	is	to	reach	data	
bases	 such	 as	 google	 scholar,	 which	 is	 the	 data	 base	 that	 has	 been	mainly	 used	 throughout	 this	
research.	Finding	the	relevant	articles	to	this	research	has	been	difficult	in	that	since	that	there	is	a	
research	 gap	 between	 two	 research	 topics.	 Therefore,	 google	 scholar	 has	 been	 of	 great	 benefit	
regarding	find	the	relevant	articles	 for	 the	research.	Where	the	research	area	had	enough	of	well-
known	articles,	the	focus	has	been	on	the	quality	of	the	article	and	how	much	the	article	have	been	
cited.	However,	where	 the	 research	 area	 of	 articles	 has	 been	 lacking	 the	 focus	 have	 been	on	 the	
relevance	of	the	article	to	the	research.	Below	are	the	major	research	areas	presented	and	its	keyword	
of	each	area.		

Table	4:	Database	keywords	

Theory																																															Area																																																				Keyword	

Social	media	
marketing	

Social	media		 Social	media,	social	media	marketing,	social	
media	networking,	social	media	engagement,	
social	media	brand	

Social	media	in	B2B	 Social	media	B2B,	social	media	branding	B2B,	
social	media	sales	process	

Social	media	for	SMEs	 Social	media	SME,	Social	media	small	medium	
enterprises	

Brand	equity	 Brand	equity		 Brand	equity,	brand	awareness,	brand	
association,	brand	quality,	brand	loyalty	

Brand	equity	in	B2B	 Brand	equity	in	B2B,	brand	equity	in	Business-
to-Business,	branding	in	B2B	markets	

Aakers	brand	equity	model	 Aaker’s	brand	equity	model,	Aaker’s	brand	
equity	model	in	B2B	

CBBE	model	 Customer	based	brand	equity,	CBBE	B2B,	
CBBE	model	in	B2B	

Brand	Equity	with	
Social	Media	
Marketing	

Brand	Equity	with	Social	
Media	Marketing	

Brand	equity	social	media	marketing,	Brand	
equity	marketing	mix,	Social	media	branding	

B2B	Brand	Equity	with	
Social	Media	Marketing	

B2B	brand	equity	social	media	marketing,	
Social	media	effects	on	seller	&	retailer	and	
consumer	

B2B	Brand	Equity	with	
Social	Media	Marketing	for	
SMEs	

Brand	equity	B2B	social	media	SME,	Social	
media	for	SME	

	

3.8 Sample Selection 

The	sample	selection	of	this	research	has	been	select	according	to	the	appropriate	data	collection.	
Having	 decided	 that	 the	 research	will	 conduct	 interviews	 as	 the	main	 data	 source	 to	 answer	 the	
research	questions,	the	research	have	thereby	chosen	the	proper	sample	selection.	Furthermore,	due	
to	the	lack	of	time	and	resource	for	this	research	project,	the	selection	of	sample	is	even	more	critical.		

According	to	Saunders	(2007)	the	sampling	techniques	can	be	divided	into	two	categorize,	probability	
samples	 and	non-probability	 samples.	 Usually	 in	 survey’s	 or	 experimental	 research	 strategies	 the	
probability	 sampling	 is	much	more	 common,	 where	 the	 sampling	 gather	 data	 arise	 from	 random	
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samples	of	a	known	population.	Non-probability	samples	however,	 is	 the	probability	of	 the	gather	
data	when	the	total	population	is	not	known	and	require	the	research	to	make	statistical	inferences	
about	the	characteristics	of	the	population.	Therefore,	non-probability	samples	are	more	frequently	
used	when	adopting	a	case	study	strategy.	This	research	project	has	adopted	a	qualitative	study,	as	a	
result	non-probability	sample	has	been	used.	(Saunders,	Lewis,	&	Thornhill,	2007)	

According	 to	 Saunders	 (2007)	 the	 sampling	 frame	 for	 any	 probability	 sample	 is	 important.	 The	
sampling	frame	is	the	complete	list	of	the	cases	from	which	your	sample	will	be	drawn	in	consideration	
to	your	research	question	and	objective.	Therefore,	the	list	of	criteria	for	this	research	has	conducted	
through	the	research	question.	The	following	criteria	will	be	used:	

I. The	organization	is	characterized	as	a	small-medium	enterprise	
II. The	respondent	selected	is	in	the	organizations	buyer	centre	or	has	deep	knowledge	

about	purchase	
III. The	respondent	is	willing	to	participate	in	the	study	

According	to	the	research	question	and	the	list	of	criteria,	Symbrio	AB	has	suggested	six	respondents	
from	different	 organizations.	However,	 due	 to	 the	 lack	 of	 small-medium	enterprises,	 some	of	 the	
selected	 respondents	 are	 employees	 in	 larger	 enterprises.	 Although,	 some	 are	 employees	 to	 the	
subsidiary	to	the	larger	organization.	Therefore,	this	type	of	subsidiary	can	be	considering	as	a	small-
medium	enterprise.		

3.9 Data Analysis 

David	&	Sutton	(2011)	explain	that	there	is	number	of	procedures	to	analyse	qualitative	data	such	as	
framework	 analysis,	 discourse	 analysis,	 narrative	 analysis,	 content	 analysis	 and	 grounded	 theory.	
Additionally,	 Saunders	 (2007)	 suggests	 that	 in	 practise	 several	 analytical	 procedures	 combine	
inductive	and	deductive	analysis	approaches	for	qualitative	data.		

When	selecting	the	right	data	analysis	method	for	this	research	which	 is	the	single	case	study,	the	
researcher	should	take	in	consideration	to	the	research	purpose	(Saunders,	Lewis,	&	Thornhill,	2007).	
However	according	 to	Runeson	et	al.	 (2012),	 there	are	a	 few	things	 that	 is	general	 for	all	 types	of	
analysis	 techniques	 in	 qualitative	 approach.	 The	 idea	 is	 to	 identify	 generalizations	 in	 terms	 of	
relationships,	 patterns,	 sequences	 etc.	 This	 is	 done	 through	 analysing	 the	 data	 by	 commenting,	
categorizing,	coding	and	summarizing.	

Runeson	et	al.	(2012)	further	explains	that	there	are	several	techniques	that	can	be	used	for	analysing	
qualitative	data,	pattern	matching,	explanation	building,	time-series	analysis,	logic	models	and	cross-
case	synthesis.	In	this	research,	the	pattern	approach	is	dominating,	this	means	that	the	research	will	
use	pattern	matching	for	the	data	analysis.		

3.10 Quality Standards 

The	last	aspect	to	consider	related	to	research	methodology	is	the	credibility	of	the	research	finding.	
When	 conducting	 research,	 it	 can	 be	 difficult	 to	 know	 the	 answers	 to	 the	 research.	 However,	 by	
increasing	the	quality	of	a	well-planned	research	it	contributes	to	reducing	the	possibility	of	getting	
the	wrong	answers.	According	to	Saunders	(2007)	there	are	two	particular	emphases	on	reducing	the	
possibility	 of	 getting	 the	 wrong	 answer,	 which	 are	 reliability	 and	 validity.	 (Saunders,	 Lewis,	 &	
Thornhill,	2007)	
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3.10.1 Reliability  

According	to	Saunders	(2007),	reliability	refers	to	the	degree	to	which	the	data	collection	techniques	
or	 analysis	 procedures	will	 yield	 consistent	 findings	 upon	 three	 categorizes.	Which	 are;	 could	 the	
measurements	 yield	 same	 results	 in	 other	 occasions,	 would	 other	 researcher	 come	 to	 similar	
observations	and	is	there	transparency	in	how	it	is	interpreted	from	the	raw	data.	If	the	answer	is	yes	
to	all	the	categorize,	then	the	reliability	is	considered	as	high	and	vice	versa.	Furthermore,	Saunders	
(2007)	explains	that	there	are	four	threats	to	reliability.	They	are,	subject	or	participant	error,	subject	
or	participant	bias,	observer	error	and	observer	bias.		

To	ensure	high	reliability	in	this	research	project,	the	sample	selected	for	the	data	collection	were	six	
respondents	 at	 different	 organizations.	 All	 these	 respondents	 had	 deep	 knowledge	 about	 the	
purchasing	process	and	how	brands	effect	 their	purchasing	decision.	The	 respondents	which	were	
interviewed	had	further	been	informed	about	the	research	purpose	and	area	to	establish	the	basis	for	
the	interview.	Thus,	clarifying	any	concerns	about	the	following	questions,	confirming	that	their	names	
is	going	to	be	anonymous	in	the	research	and	the	estimated	time	of	the	interview.	The	conducting	
interviews	were	set	at	a	time	where	the	respondent	felt	like	he/she	had	the	most	comfortable	to	do	
the	 interview.	 To	 make	 sure	 that	 no	 research	 bias	 or	 error	 occur,	 the	 questionnaire	 has	 been	
constructed	for	the	respondents	to	talk	freely	about	the	subject	and	not	their	perspective	of	Symbrio.	
Furthermore,	the	respondents	have	 informed	beforehand	that	they	could	express	 freely	about	the	
questions	and	that	no	answers	are	considered	wrong.	Although,	in	order	to	minimize	personal	bias,	
the	 structure	 of	 the	 predetermined	 questions	 was	 constructed	 to	 minimize	 the	 influence	 on	 the	
respondent’s	answers.		

3.10.2 Validity 

Validity	 on	 the	 other	 hand,	 according	 to	 Saunders	 (2007),	 is	 concerned	 with	 if	 the	 data	 findings	
appears	to	be	correct	for	the	right	situation	that	is	was	supposed	to.	For	example,	if	the	relationship	
between	two	variables	is	a	causal	relationship.	

To	establish	validity	for	this	research,	the	researcher	has	clarified	that	the	interview	is	anonymous	and	
therefore	confirming	that	the	results	of	the	research	cannot	have	an	opposite	effect	on	themselves.	
Furthermore,	 the	 internal	 validity	 is	 confirmed	 through	 reviewing	 the	 interview	guide,	 in	 order	 to	
establish	the	correct	purpose	of	this	research	in	reflection	to	the	frame	of	reference	and	the	literature	
review.	The	interview	guide	has	been	compared	with	similar	articles	studies	in	the	field	to	verify	that	
the	questions	correlates	with	the	research	purpose	area	so	that	the	questions	are	perceived	correctly.	
External	validity	is	concerned	with	having	a	research	design	that	can	be	equally	applicable	to	other	
research	settings,	such	as	other	organizations	(Saunders,	Lewis,	&	Thornhill,	2007).	In	this	research,	
the	case	study	was	conducted	on	one	customer	from	six	different	company.	However,	the	interviewed	
respondents	 are	 in	 markets	 such	 as	 installation	 and	 construction	 industries.	 Therefore,	 will	 this	
research	try	to	explain	what	 is	going	on	in	this	particular	setting.	However,	the	respondents	 in	this	
research	had	some	difficulties	to	answer	questions	about	social	media	marketing	in	B2B,	this	was	due	
to	 their	 lack	 of	 understanding	 and	 knowledge	 about	 social	 media.	 Another	 factor	 to	 this	 lack	 of	
understanding	can	be	the	age	of	the	respondents,	were	half	of	the	respondents	where	above	50	years	
old.	Although,	this	research	aims	to	understand	this	industry	some	questions	were	too	complexed	for	
the	respondents	to	answer.	 	
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Chapter 4	

Data Presentation & Analysis 
In	 this	 chapter,	 the	 results	 and	 analysis	 of	 data	 will	 be	 presented.	 The	 data	 presented	 has	 been	
collected	through	six	interview	on	Symbrio	AB	customers.	The	research	question	in	this	study	will	be	
answered	through	the	qualitative	findings	presented	in	this	chapter.		
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Data	 presentation	 and	 analysis	 will	 be	 presented	 and	 categorized	 from	 the	 selected	 frame	 of	
reference.	 The	 qualitative	 data	 has	 been	 answered	 with	 the	 support	 of	 the	 relevant	 literature	
conducted	through	frame	of	references,	with	the	intention	to	answer	the	research	question,	which	is	
stated	below:	

	
Research	Question			

What	factors	for	SME	companies	in	B2B	are	of	importance	when	considering	brand	equity	in	
Social	media?	

	

4.1 Brand Equity in B2B vs Brand equity in B2C 

Kuhn	 et	 al.	 (2008)	 explain	 that	 there	 is	 an	 increase	 of	 branding	 in	 generally	 and	 brand	 equity	 in	
industrial	markets,	and	the	increase	has	occurred	because	what	brands	means	to	a	buyer	can	be	the	
determining	 factor	 in	 deciding	between	 industrial	 purchase	 alternatives.	 This	 description	of	 brand	
equity	in	B2B	has	been	confirmed	by	the	interviewers,	majority	of	the	respondents	claim	that	branding	
influences	industrial	markets.	While	the	respondents	have	some	different	views	on	exactly	what	factor	
is	critical	to	the	importance	of	branding,	they	all	agree	on	that	branding	have	an	effect	in	industrial	
markets.	However,	everyone	claims	that	branding	in	B2B	have	a	lower	priority	than	in	B2C.		

As	explained	by	an	interviewer,	in	order	for	a	small	company	to	increase	in	scale	the	company	have	to	
work	with	branding	to	increase	the	brand	awareness.	By	increasing	brand	awareness,	it	leads	to	more	
customer	references	which	leads	to	an	increased	establishment	on	the	market.		

4.2 Brand Awareness 

According	to	the	most	interviewers,	B2B	brand	awareness	affect	the	respondents	in	their	purchase	
decision.	Even	with	the	most	rational	mind-set,	branding	and	brand	awareness	of	a	company	have	a	
significant	effect	on	the	purchase	decision.	However,	according	to	the	respondents,	brand	awareness	
does	not	determine	the	complete	purchase	decision,	brand	awareness	is	just	one	factor	of	many.	The	
phenomenon	 of	 brand	 awareness	 and	 its	 importance	 is	 further	 explained	 in	 this	 quote	 from	
interviewee	E	below:	

“If	there	is	any	supplier	that	you	have	never	heard	of,	you	may	wonder	why?	Is	it	because	the	
company	is	new	or	has	the	company	renamed	itself.	This	leads	to	an	information	gap	to	the	
company,	a	company	you	may	not	know	anything	about	it.	That’s	why	brand	awareness	is	

important.”	

Therefore,	if	they	don’t	recognize	a	brand	its	either	two	things,	the	company	is	new	to	the	market	or	
the	company	have	changed	its	name.		

Kuhn	et	al.	(2008)	discuss	that	buying	centre	consists	of	numbers	of	people	which	impact	the	purchase	
decision,	therefore	can	brand	awareness	reduce	the	collected	information	necessary	for	a	purchase	
decision.	According	to	the	respondents,	brand	awareness	allows	companies	to	make	a	name	in	the	
market	 and	 therefore	 have	 reduce	 information	 collection	 for	 purchase	 decision.	 However,	 if	 a	
company	 is	 interested	 in	a	specific	product,	 the	natural	 thing	going	forward	 is	 to	contact	 the	sales	
people	of	that	company	and	gather	more	information	about	it.		
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According	to	respondents,	creating	brand	awareness	in	B2B	market	is	relatively	easier	than	the	B2C	
markets,	 because	 the	 target	 audience	 in	 B2C	 markets	 is	 higher	 in	 number	 than	 B2B.	 When	 the	
company	have	established	brand	awareness	 for	a	market	 in	a	 specific	geographical	area,	 then	 the	
strategy	 is	 to	expand	geographically	or	 to	 the	 target	audience	where	 the	company	want	 to	create	
brand	awareness.		

4.3 Brand association & Brand Performance 

According	 to	 Keller	 (2009),	 brand	meaning	 is	 established	 by	 linking	 tangible	 and	 intangible	 brand	
associations.	Brand	meaning	 is	categorized	 in	either	 functional	or	abstract	associations.	During	the	
interviews,	the	respondents	explained	that	abstract	associations	 is	not	an	evaluation	that	effect	to	
much	in	the	purchase	decision	for	B2B	companies,	unless	the	supplier/customer	works	in	a	way	that	
compromises	 their	 own	 policies.	 Furthermore,	 interviewers	 explain	 the	 lack	 of	 interest	 regarding	
recognizing	and	collection	of	information	about	the	abstract	associations.	Although,	if	the	company’s	
core	values	do	not	match	how	the	sales	representative	present	the	product	to	the	buyer	centre	in	a	
way	that	do	not	live	up	their	own	values,	it	could	backfire.		

The	core	association	that	the	respondents	all	agree	on	is	the	functional	associations,	where	the	price,	
product,	 service	 and	 delivery	 reliability	 are	 the	most	 important	 factors	 in	 brand	 associations.	 The	
respondents	agree	that	regarding	the	price	of	a	product,	the	emphasis	is	on	the	total	cost	or	the	total	
value	of	 that	purchase,	 rather	 than	the	 initial	price	of	a	product.	This	can	be	drawn	to	Kuhn	et	al.	
(2008)	explanation	of	the	most	valuable	attributes	in	brand	association	in	the	industrial	markets.	Kuhn	
et	al.	(2008)	recognized	that	the	company	support	services,	delivery	reliability	and	quality	where	more	
important	in	industrial	market,	which	supports	the	description	from	the	interviews.	According	to	the	
interviewers,	the	performance	of	functional	associations	contributes	to	the	reputation	for	industrial	
companies.		

4.4 Perception of Quality 

Biedenbach	&	Marell	(2010)	explains	that	product	trial	is	a	powerful	tool	for	the	formation	of	brand	
beliefs	and	attitudes,	and	that	brand	beliefs	is	converted	from	direct	experience	which	are	stronger	
than	 those	 generated	 by	 indirect	 experience	 such	 as	 advertising.	 During	 the	 interview,	 the	
respondents	all	agree	on	that	before	making	a	purchase	decision	of	all	kinds,	but	foremost	in	complex	
purchase	decision,	product	trial	 is	essential.	Therefore,	this	concur	with	the	 literature	that	product	
trail	is	stronger	than	indirect	experience	such	as	advertising.	The	respondents	need	to	make	a	total	
evaluation	of	the	product	 in	order	to	go	forward	 in	the	purchasing	process.	They	need	to	evaluate	
concerns	about	product	training,	information	gathered	from	supplier,	contact	other	customer	using	
the	product	or	personal	meeting	with	sales	representative.	

According	to	Kuhn	et	al.	(2008),	people	take	into	consideration	the	experiences	of	others	in	forming	
their	brand	judgment.	Experience	of	other	people	have	effect	on	the	buying-process,	because	buyers	
prefer	 to	 buy	 a	 brand	 that	 is	 associated	 with	 high	 awareness	 levels.	 During	 the	 interviews,	 the	
respondents	explained	that	to	purchase	an	untested	brand	or	untested	product	it	could	be	fatal	for	
any	company.	Therefore,	contacting	or	gather	information	from	others	who	experience	the	brand	or	
product	is	crucial	before	a	purchase	decision.			
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4.5 Sales Force 

Kuhn	et	al.	(2008)	state	that	the	initial	relationship	individuals	have	with	a	brand	is	related	with	their	
relationship	with	company	salespeople.	According	to	the	interviewers,	the	respondents	all	agree	to	
that	the	salespeople	have	significant	influence	in	their	purchase	decision.	The	sales	people	have	an	
influence	on	its	customer	from	the	initial	contact	to	long-term	relationship.	The	interviewers	have	all	
strong	 opinions	 about	 the	 salespeople	 and	 how	 they	 should	 act.	 The	 general	 perspective	 is	 that	
salespeople	 should	 create	 trust	 amongst	 the	 people	 interested	 in	 purchase,	 be	 informative	 and	
knowledgeable	about	the	brand.	If	the	salespeople	cannot	answer	a	question	immediately	it	does	not	
change	any	perception	of	the	company,	however,	if	the	salespeople	do	not	respond	quickly	enough	
the	interest	of	a	purchase	decreases.	

Kim	&	Hyun	(2009)	explains	that	initial	awareness	and	association	of	a	brand	are	often	achieved	by	
direct	contacts	with	salespersons	in	business	markets.	According	to	the	interviews,	the	perspective	of	
the	initial	brand	awareness	is	often	achieved	by	the	salesperson.	All	the	interviewer	agrees	that	the	
initial	contact	with	a	company’s	salespeople	is	important	in	a	purchase	decision,	it	can	make	the	whole	
purchase	process	to	end	if	the	salesperson	do	not	meet	the	expectations	of	the	customer.	However,	
if	the	product	is	favourable	to	the	company,	the	purchase	process	can	continue	by	contacting	another	
salesperson.	The	interviewers	also	explain	that	the	initial	contact	with	a	salesperson	depend	on	how	
the	first	contact	arise,	 if	 the	purchaser	contacted	the	salesperson	the	conversation	 is	more	mutual	
than	if	the	salesperson	contact	the	purchaser.		

Furthermore,	the	salesperson	needs	to	be	transparent	to	the	company’s	values.	The	company	have	
chosen	this	individual	to	represent	them	in	this	purchase,	therefore	this	individual	need	to	present	
the	company’s	culture.	If	not,	the	marketing	perspective	and	the	company’s	values	will	collide	with	
the	actual	perspective	of	the	company	and	therefore	lose	the	trust	for	the	company.				

According	to	the	literature,	Kuhn	et	al.	(2008)	explain	the	importance	of	having	the	ability	to	contact	
company	 representatives	 in	 each	 business	 area	 before	 a	 purchase	 decision.	 According	 to	 the	
interviewers,	 this	 is	 dependent	 on	 the	 scale	 of	 the	 product	 or	 service.	When	 considering	 a	 large	
complexed	purchase,	it	is	crucial	to	identify	and	have	a	face-to-face	meeting	with	individuals	related	
to	their	business	areas	in	the	company.	The	respondents	explained	that	the	individuals	that	they	are	
going	to	work	with	are	equally	important	to	come	in	contact	with,	if	there	is	a	negative	feeling	about	
the	relationship	it	could	affect	the	purchase	decision.	 If	this	should	occur,	companies	can	pair	with	
someone	else,	the	most	important	factor	is	that	the	supplier	delivers	what	they	have	committed	on.		

4.6 Brand Loyalty 

Kuhn	et	al.	(2008)	explains	that	behavioural	loyalty	appeared	to	be	more	consequential	of	the	contract	
period	than	anything	else	and	after	contract	period	ended	the	purchaser	would	review	all	products	to	
determine	which	would	best	meet	their	needs	at	the	right	price.	During	the	interview,	the	respondents	
described	behavioural	loyalty	as	a	problem	in	industrial	market.	Consequently,	to	create	a	valuable	
business	 trade	with	a	company	 it	 requires	 to	have	strong	 relationships	 to	cooperate.	According	 to	
respondents,	loyalty	can	be	split	up	into	two	categories,	one	is	the	relationship	loyalty	and	the	other	
is	value	loyalty.	A	good	relationship	does	not	affect	a	purchase	decision	after	the	contract	period	has	
ended.	 However,	 as	 explained	 by	 respondents,	 if	 the	 supplier	 has	 created	 value	 which	 results	 in	
increased	revenues,	it	could	influence	future	purchase	decision.	

The	 respondents	 explain	 that	 in	 the	 procurement	 stage	 relationship	 loyalty	 should	 not	 be	 a	
determined	factor	to	the	purchase	decision.	Therefore,	if	some	individuals	have	a	relationship,	they	
should	be	excluded	from	the	procurement	stage.	The	respondents	agree	that	the	optimal	process,	
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after	 the	contract	period	has	ended,	 is	 to	 review	all	possible	solutions	going	 forward.	Occasionally	
companies	can	have	policies	about	the	purchase	process,	which	could	include	a	minimum	number	of	
different	possibilities	to	considered	before	making	a	decision.	

Kuhn	 et	 al.	 (2008)	 discuss	 that	 if	 strong	 brand	 loyalty	 appears	 to	 a	 brand,	 the	 willingness	 to	
communicate	about	the	brand	and	make	brand	referrals	is	common.	According	to	the	interviewers,	
the	recommendation	of	a	brand	is	consequential	to	the	person	that	the	individual	is	referring	to.	Most	
commonly,	if	the	individual	has	strong	brand	loyalty	to	the	brand	and	is	a	person	that	usually	makes	
recommendations	to	others,	then	the	willingness	to	communicate	about	the	brand	is	high.	However,	
the	interviewers	also	address	the	concern	with	recommending	brands	to	their	competing	companies.	
If	a	recommendation	could	 jeopardize	their	own	company	to	potential	 risks,	 then	the	respondents	
would	be	careful	with	any	referrals.			

4.7 Social Media  

According	to	Neti	(2011),	social	media	is	more	about	interacting	with	potential	customers	than	selling.	
Although	businesses	can	promote	products	and	services,	social	media	has	more	emphasis	on	creating	
an	online	community	of	brand	enthusiast	through	all	forms	of	social	media	(Erdogmus	&	Cicek,	2012).	
During	the	interviews,	the	general	perspective	according	to	the	respondents	were	that	social	media	is	
not	used	to	its	fullest	potential	in	the	B2B	context.	Due	to	the	large	usability	in	the	private	sector	the	
respondents	 had	 a	 positive	 perspective	 to	 social	 media.	 However,	 in	 B2B	 purchase	 decisions	 the	
interviewers	had	difficulty	to	see	if	social	media	had	any	impact.	The	respondents	saw	social	media	as	
a	 technical	 tool	 for	 collecting	 information	 to	 purchase	 decision,	 it	 could	 enhance	 or	 confirm	 the	
perception	they	had	about	the	company.	Furthermore,	social	media	has	the	opportunity	to	increase	
the	perception	of	the	brand,	to	see	what	types	of	public	affairs	the	company	is	working	on,	to	view	
the	internal	perspective	of	a	company.		

The	interviewers	explained	that	social	media	is	also	a	platform	to	interact	with	potential	employees,	
platforms	like	Linkedin	is	known	in	the	B2B	industry	for	been	a	social	media	to	seek	after	employees	
in	a	broader	way.	

According	to	the	respondents,	social	media	can	increase	the	branding	of	a	company.	However,	the	
argument	that	social	media	usage	increases	branding	is	no	more	than	that	companies	today	should	
existing	on	social	media.	The	explanation	is	that,	to	be	a	modern	company	they	must	have	a	social	
media	page	and	if	the	page	is	professionally	done	the	more	influence	it	has	in	a	purchase	decision.	
The	 respondents	 do	 encourage	 that	 the	 usage	 of	 social	 media	 should	 increase	 and	 use	 the	
opportunities	 that	 comes	 with	 it,	 however	 most	 of	 the	 B2B	 companies	 aren’t	 there	 yet.	 The	
respondents	argue	that	this	is	a	generation	issue,	people	in	this	industry	who	are	project	leaders	and	
purchase	decision	makers	are	older	than	the	average	worker.	These	are	people	who	have	been	in	the	
industry	before	telephones	were	used	in	their	daily	work.	However,	the	people	who	are	around	40-50	
have	another	perspective	on	social	media	and	its	usefulness	in	their	daily	work.		

4.8 B2B Brand Equity in Social Media  

According	to	the	interviewers,	B2B	marketing	on	social	media	had	almost	no	effect	on	their	purchase	
decision.	 Although,	 they	 argue	 that	 social	media	marketing	 had	 a	 stronger	 influence	 on	 their	B2C	
purchase	decision.	However,	if	they	were	interested	in	a	company	for	a	B2B	purchase	they	could	be	
influenced	by	the	company	social	media	page.	The	appealing	factor	according	to	the	respondents	is;	
how	 the	 company	 represent	 themselves,	 interesting	 content,	 an	 overall	 perspective	 of	 what	 the	
company	 values	 and	 products.	 Furthermore,	 the	 respondents	 explained	 that	 if	 the	 page	 got	 their	
attention,	it	could	result	in	a	call	to	the	company	salesperson.	
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The	respondents	explained	that	brand	awareness	through	social	media	can	be	a	positive	and	effective	
marketing	plan	to	create	awareness	in	markets	where	they	are	lacking.	Furthermore,	social	media	as	
a	 marketing	 channel	 is	 this	 future	 way	 of	 reaching	 and	 creating	 brand	 awareness.	 Although,	 the	
respondents	argue	that	social	media	haven’t	got	to	the	most	effective	stage	yet,	platforms	like	social	
media	for	marketing	purposes	still	needs	some	time	to	develop.			

Rapp	et	al.	(2013)	discuss	the	power	of	social	influence	in	the	buyer-seller	relationship,	where	brand	
reputation	 is	measured	using	 relational	elements,	 such	as	brand	trustworthiness.	The	respondents	
explain	that	in	order	to	create	trust	in	social	media,	the	information	that	companies	share	with	the	
public	 needs	 to	 be	 correct.	 	 However,	 they	 argue	 that	 they	 are	 source	 critical	 when	 it	 comes	 to	
information	shared	on	social	media.	 If	 the	company	exaggerate	about	 their	ability	 to	perform,	 the	
respondents	explain	that	they	will	precede	with	scepticism	to	the	information	and	company.	However,	
if	an	outsider	individual	writes	feedback	on	their	social	media	page,	that	information	will	have	stronger	
impact	on	the	company’s	trustworthiness	which	leads	to	a	stronger	effect	to	the	purchase	decision.					

Andzulis	et	al.	(2013)	discussed	that	organisations	needs	to	ask	questions	about	social	media	like,	are	
customer	looking	for	a	forum	to	better	understand	product	or	service.	According	to	the	interviewer,	
social	media	 have	 an	 opportunity	 to	 communicate	 from	 the	 company	 to	 their	 supplier/customer.	
Furthermore,	 there	 is	 demand	 for	 improved	 communication	 through	 the	 supply	 chain,	 to	
communicate	about	how	the	company	relate	to	their	suppliers	and	customer.		

4.9 Sales Force Utilization of Social Media & Content Sharing 

According	to	Agnihotri	et	al.	(2016)	sales	force	can	use	social	media	as	a	tool	to	build	networks	and	
communicate	 information	 about	 the	 brand.	 During	 the	 interviews,	 the	 respondents	 discussed	 the	
effect	salespeople	have	on	their	purchase	decision.	The	perspective	of	salespeople	using	social	media	
for	 building	 networks	 is,	 according	 to	 respondents,	 dependent	 on	 the	 way	 salespeople	 want	 to	
connect	via	social	media.	If	the	salesperson	is	just	interested	in	sales,	social	media	is	not	the	correct	
approach	to	communicate	on,	rather	a	face-to-face	meeting	is	needed.	However,	if	communication	is	
going	 to	 occur	 on	 social	 media,	 it	 is	 important	 that	 the	 social	 media	 platform	 chosen	 for	 this	
communication	is	a	strict	platform	for	business.	Furthermore,	due	to	the	enormous	selection	of	social	
media	platform	it	is	critical	to	determined	one	single	platform	to	communicate	on,	so	that	information	
is	not	overlooked.	

According	 to	Houtari	 et	 al.	 (2015),	 user-generated	 content	 creation	 has	 been	 connected	 to	 brand	
equity	because	firm-created	social	media	communication	impacts	functional	brand	images.	During	the	
interviews,	the	respondents	highlighted	the	positive	effect	of	content	sharing	through	social	media.	If	
content	 sharing	 could	 create	 brand	 awareness	 about	 the	 company	 the	 perspective	 was	 entirely	
positive.	Although,	 if	 there	was	 anything	negative	 shared	 through	 social	media	 it	would	obviously	
effect	 the	 company	 in	 a	negative	way.	However,	 the	 respondents	 explain	 that	 if	 negative	 content	
would	 occur,	 then	 the	 company	 require	 particular	 routines	 handling	 the	problem.	 Furthermore,	 if	
external	individuals	are	sharing	firm-created	content,	this	is	a	receipt	of	something	that	was	successful	
and	that	is	the	goal	for	any	marketers.		

4.10 Brand Loyalty in Social Media 

Neti	 (2011)	explain	that	social	media	platforms	should	be	used	as	a	tool	that	creates	a	personality	
behind	their	brand	and	creates	relationships	that	otherwise	may	never	gain.	During	the	interview	the	
respondents	 argued	 that	 social	 media	 can	 be	 applied	 in	 the	 B2B	 industry	 to	 help	 with	 their	
communication	 problems.	 Respondents	 discussed	 that	 there	 is	 a	 lack	 of	 communicating	 technical	
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innovation	and	change	through	the	supply	chain,	where	platforms	such	as	social	media	can	help	with	
this	knowledge	transfer	between	groups	of	people.	To	secure	the	development	of	knowledge	in	the	
company	which	results	in	better	products	to	the	customer	and	could	result	in	better	brand	loyalty	to	
the	company.	This	is	explained	by	interviewee	F	below:	

“In	today’s	B2B	environment,	there	is	a	lack	of	a	highly	functional	communication	channel	which	is	so	
important	for	any	type	of	industry.	There	is	a	lack	of	platforms	where	companies	can	communicate	
information	throughout	the	supply	chain.	We	need	to	communicate	about	technical	innovations	and	
change	to	our	suppliers,	however,	the	knowledge	is	not	reachable	for	them.	There	is	a	need	for	a	
communication	channel	to	transfer	knowledge	through	the	supply	chain	and	social	media	can	

definitely	be	a	platform	capable	of	that”	

4.11 Social Media for SME 

According	to	Neti	(2011),	companies	should	not	just	jump	on	the	bandwagon	because	everyone	else	
is	doing	it.	During	the	interview,	the	respondents	had	different	views	on	the	importance	of	adopting	
social	media	 in	 result	 of	 their	 competitors	 implementing	 social	media.	 Although,	 the	 respondents	
agree	 on	 the	 importance	 for	 their	 company	 to	 be	 on	 social	 media	 if	 their	 competitors	 have	
implemented	it.	However,	if	any	company	were	to	adopt	social	media	marketing,	it	had	to	result	in	an	
objective	to	adopt	social	media.	It	had	to	be	a	decision	based	on,	“what	can	social	media	bring	us”	
rather	than	just	to	adopt	it.	Furthermore,	in	adopting	social	media	marketing	a	company	needs	to	find	
and	create	their	own	way	of	business.		

Hirvonen	&	Laukkanen	(2016)	explains	that	the	unimportant	role	of	branding	in	B2B	firms	is	because	
of	 their	uncertainty	about	 the	positive	effects	of	branding	on	their	 financial	gains.	The	 interviewer	
perspective	of	social	media	financial	gains	was	low.	They	could	imagine	that	social	media	had	some	
long-term	effect,	due	to	its	branding	effects.	However,	if	the	financial	gains	of	social	media	marketing	
were	defined	and	revealed,	then	the	budget	for	social	media	would	increase	and	match	accordingly.	
Furthermore,	the	respondents	explained	that	the	B2B	industry	is	governed	by	financial	results,	so	in	
order	for	increased	social	media	usage,	companies	need	proof	that	social	media	effects	the	financial	
gains.		

The	respondents	discussed	also	the	future	of	social	media	and	the	approach	of	future	communication	
in	B2B.	The	digitalization	evolution	in	B2B	is	hard	to	underestimate	the	importance,	respondents	have	
no	doubt	that	the	digitalization	will	transform	the	industry.	Future	communication	will	be	less	about	
writing	and	chatting	with	customer	or	supplier	and	more	about	communicating	through	speech.	The	
problem	with	writing,	according	 to	 the	 interviewer,	 is	 that	writing	 can	be	complicated	and	messy,	
people	have	some	trouble	with	formulate	problems	they	need	answers	to.	However,	speech	is	less	
complicated	and	more	effective	approach	of	 communication.	Therefore,	using	 speech	applications	
and	social	media	for	answering	regularly	questions	and	translating	speech	to	text	is	something	that	
the	respondents	are	looking	towards	in	the	future.		
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Chapter 5 

Findings & Conclusion 
In	 this	 final	chapter,	 the	 findings	 from	this	 research	project	will	be	discussed	and	presented	based	
upon	the	analysis	 in	previous	chapter.	Furthermore,	will	 the	 implications	for	theory	presented	and	
discussed.	Finally,	the	chapter	will	also	include	limitations	and	recommendations	for	further	research.		 	
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5.1 Findings from Research Question 

This	research	project	has	aimed	to	explore	and	describe	the	important	factors	regarding	B2B	brand	
equity	 in	social	media	for	SME	companies.	To	explore	the	factors	concerning	this,	the	research	has	
developed	 improved	 factors	 to	 existing	models	 and	 developed	 own	models	 regarding	 B2B	 brand	
equity	in	social	media.	

Research	Question			

What	factors	for	SME	companies	in	B2B	are	of	importance	when	considering	brand	equity	in	
Social	media?	

5.1.1 B2B Brand Equity 

The	finding	of	this	study	proposes	that,	Kuhn	et	al.	(2008)	CBBE-model	is	highly	accurate	to	the	data	
collection.	Kuhn	et	al.	(2008)	discuss	the	importance	of	credibility,	well-established	manufacturers	and	
high-quality	 physical	 product.	 According	 to	 our	 interviewers,	 the	 aspects	 of	 CBBE-model	 in	 B2B	 is	
related	to	their	perspective	of	how	brand	equity	can	be	enhanced	in	their	markets.	Furthermore,	there	
are	some	factors	that	can	improve	the	CBBE-model	in	B2B.	Below	are	some	additional	aspects	to	each	
step.	

	

Figure	8:	Customer	based	brand	equity	(CBBE)	model	for	B2B	organizations	
Source:	adopted	from	Keller	(1993),	Kuhn	et	al.	(2008)	

Ø Establishing	identity	is	critical	for	any	company	who	are	new	to	the	market.	According	to	the	
respondents,	brand	awareness	allows	companies	to	make	a	name	in	the	market	and	therefore	
have	reduce	information	collection	for	purchase	decision.	For	companies	who	are	new	to	the	
market	or	wish	to	establish	themselves	in	a	new	geographical	area,	brand	identity	and	brand	
awareness	is	important	and	needs	some	consideration	going	forward.			

Ø For	B2B	companies,	brand	meaning	is	focused	on	the	functional	associations	of	the	company.	
Hence,	factors	such	as	price,	product,	service	and	delivery	reliability	are	the	most	important	
associations	factors	affecting	the	purchase	decision.	However,	the	initial	price	of	a	product	is	
not	in	consideration,	rather	the	total	cost	or	the	total	value	of	a	purchase.	Furthermore,	the	
performance	 of	 the	 functional	 associations	 contributes	 to	 the	 reputation	 for	 industrial	
companies.		

Ø Brand	response	is	where	the	marketing	perspective	collides	with	the	actual	perspective	of	the	
company.	Where	individuals	get	to	interact	with	the	company	products	or	salesperson.	This	
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step	is	critical,	because	if	the	two	first	step	in	the	CBBE	model	is	not	transparent	with	brand	
response,	 individuals	 could	 lose	 trust	 for	 the	 company.	 Furthermore,	 brand	 judgement	 is	
formed	based	on	two	factors,	product	trail	and	experiences	of	others.	Therefore,	contacting	
or	collecting	information	from	others	who	experience	the	brand	or	product	is	crucial	before	a	
purchase	decision.	The	first	 interaction	with	a	salesperson	 is	 important,	 the	collective	data	
argues	 that	 initial	 perspective	 of	 a	 brand	 is	 often	 achieved	 by	 the	 salesperson.	 If	 the	
salesperson	does	not	meet	the	expectations	of	the	customer	it	could	end	the	whole	purchase	
process.	However,	 if	 the	 product	 is	 favourable	 to	 the	 company,	 the	 purchase	 process	 can	
continue	 by	 contacting	 another	 salesperson.	 Furthermore,	 the	 initial	 contact	 with	 a	
salesperson	depends	on	how	the	first	contact	arise,	if	the	purchaser	contacted	the	salesperson	
the	conversation	 is	more	mutual	 than	 if	 the	salesperson	would	contact	 the	purchaser.	The	
salesperson	needs	to	be	transparent	to	the	company’s	values.	The	company	have	chosen	this	
individual	to	represent	them	in	this	purchase,	therefore	this	 individual	need	to	present	the	
company’s	culture.	 If	not,	 the	marketing	perspective	and	 the	company’s	values	will	 collide	
with	the	actual	perspective	of	the	company	and	therefore	lose	the	trust	for	the	company.	

Ø Finally,	relationship	or	brand	loyalty	can	be	split	into	two	categories,	relationship	loyalty	and	
value	loyalty.	The	respondents	explained	that	in	the	procurement	stage	relationship	loyalty	
should	not	be	a	determined	factor	to	the	purchase	decision.	Therefore,	 if	some	individuals	
have	 a	 relationship,	 they	 should	 be	 excluded	 from	 the	 procurement	 stage.	 However,	 as	
explained	 by	 respondents,	 if	 the	 supplier	 has	 created	 value	 which	 results	 in	 increased	
revenues,	 it	 could	 influence	 future	 purchase	 decision.	 Furthermore,	 recommendation	 of	 a	
brand	is	consequential	to	the	person	that	the	individual	is	referring	to.	If	the	individual	has	
strong	brand	 loyalty	 to	 the	brand	and	 is	a	person	 that	usually	makes	 recommendations	 to	
others,	 then	 the	 willingness	 to	 communicate	 about	 the	 brand	 is	 high.	 However,	 there	 is	
concern	 with	 recommending	 brands	 to	 their	 competing	 companies,	 because	 it	 could	
jeopardize	their	own	company	to	potential	risks.	

5.1.2 B2B Brand Equity with Social Media Marketing Communication 

The	second	part	of	the	research	question	aims	to	develop	an	independent	model	for	how	brand	equity	
can	 be	 enhanced	 through	 social	 media	 to	 B2B	 companies,	 foremost	 SME	 companies.	 This	
implementation	is	a	result	of	the	collection	of	data	of	the	interviews.	When	examining	the	findings	of	
brand	equity	in	social	media	marketing	compare	to	the	literature,	there	are	both	similarities	and	new	
discoveries.	According	to	Wang	et	al.	 (2015),	while	the	 importance	social	media	marketing	for	B2B	
markets	has	been	accepted,	the	impact	of	social	media	marketing	may	not	yet	have	been	realized.		

When	considering	the	collection	of	data	from	the	interviewer,	this	perspective	is	correct.	The	view	of	
social	media	has	been	accepted	as	an	important	marketing	channel,	however,	the	potential	of	social	
media	has	not	yet	been	realized	and	it’s	difficult	to	recognize	the	positive	effect	on	purchase	decision.	
Furthermore,	the	respondents	explained	that	social	media	is	underused	and	that	the	possibility	social	
media	have	in	B2C	market	can	have	the	same	impact	for	B2B	companies.	However,	the	respondents	
argue	that	today	social	media	have	limited	impact	on	their	purchase	decision,	yet	in	the	future	the	
impact	will	be	increased.	This	perspective	is	due	to	a	generation	issue,	where	the	respondents	explain	
that	project	leaders	and	purchase	decision	makers	in	this	industry	are	older	than	the	average	worker.	
These	are	people	who	was	in	the	industry	before	telephones	was	used	in	their	daily	work.	However,	
the	people	who	are	around	40-50	have	another	perspective	on	social	media	and	its	usefulness	in	their	
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daily	work.	This	is	critical,	because	when	the	generation	shift	is	commencing	the	branding	factors	for	
social	media	will	also	raise	to	the	top	of	agenda	for	many	marketers.		

Based	on	 the	 findings	 from	 the	 research	 study,	 the	 following	model	 should	 incorporate	 some	 few	
different	viewpoint	to	brand	equity	in	social	media.	The	proposed	brand	equity	measurement	model	
for	social	media	marketing	is	adopted	from	Keller	(1993)	and	Kuhn	et	al.	(2008)	CBBE-model,	with	the	
collaboration	with	the	interviewer.	The	model	is	visualized	below	in	Figure	9.			

	

Figure	9:	Brand	equity	model	in	social	media	marketing	for	B2B	organizations	

	

Ø The	first	step	in	implementing	social	media	marketing	is	why	should	an	implementation	take	
place.	 Identifying	 what	 social	 media	 can	 contribute	 to	 your	 company	 is	 absolute.	 When	
adopting	social	media	companies	needs	to	recognize	and	create	their	own	marketing	plan	on	
social	media.	 Companies	 should	 be	 concerned	 if	 other	 competing	 companies	 adopt	 social	
media,	however,	that	should	not	be	the	determining	factor.	 Identifying	how	your	company	
want	to	present	themselves	is	critical,	because	social	media	is	a	platform	to	where	individuals	
can	sense	the	personality	behind	the	brand,	which	makes	the	brand	more	vulnerable	to	others	
marketing	channels.	Furthermore,	brand	awareness	through	social	media	can	be	an	effective	
marketing	plan	to	attract	industrial	markets	where	the	company	is	lacking	awareness.		

Ø After	establishing	the	identify,	brand	meaning	and	associations	need	to	be	considered.	What	
can	we	do	 as	 a	 company	 to	 reach	 our	 target	 audience.	 According	 to	 the	 respondents	 the	
appealing	 factor	 on	 social	 media	 is;	 how	 the	 company	 represent	 themselves,	 interesting	
content,	 an	 overall	 perspective	 of	 the	 company	 values	 and	 products.	 If	 the	 firm	 have	
established	 an	 appropriate	 identity	 and	 association	 the	 content	 creation	 will	 be	 more	
appealing	 to	 the	 target	 audience,	 which	 leads	 to	 a	 possibility	 of	 higher	 levels	 of	 content	
sharing	from	individuals.	If	the	content	about	the	company	would	be	negative,	the	company	
requires	routines	handling	the	problem.	Furthermore,	the	respondents	explain	that	to	create	
trust	 in	 social	 media,	 the	 information	 that	 companies	 share	 with	 the	 public	 needs	 to	 be	
correct.	If	the	company	exaggerate	about	their	ability	to	perform,	individuals	will	precede	with	
scepticism	to	the	information	and	company.	However,	if	the	content	is	shared	and	appealing	
to	the	target	audience	it	could	result	in	a	call	to	the	company	salesperson.		

Ø Brand	response	has	two	blocks	for	the	social	media	perspective,	experience	of	other	and	sales	
force	utilization	of	social	media.	Due	to	individuals	forming	their	judgements	based	on	product	
trail	 and	 experiences	 of	 others,	 the	 social	media	 perspective	will	 focus	 on	 experiences	 of	
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others.	Social	media	 is	a	platform	where	other	users	and	non-users	can	write	 feedback	on	
their	 social	 media	 page,	 which	 have	 a	 strong	 impact	 of	 the	 company’s	 trustworthiness.	
According	to	the	respondents,	gathering	information	from	others	who	experience	the	brand	
or	 product	 is	 crucial	 before	 a	 purchase	 decision.	 Therefore,	 should	 companies	 be	 open-
minded	with	letting	others	write	feedback	on	their	social	media	page,	even	if	its	negative.	The	
sales	 force	 utilization	 of	 social	media,	 according	 to	 the	 respondents,	 depends	 on	 the	way	
salespeople	want	to	connect	via	social	media.	If	the	salesperson	want	to	discuss	complexed	
sales,	 social	 media	 is	 not	 the	 correct	 approach	 to	 communicate	 on,	 rather	 a	 face-to-face	
meeting	 is	 needed.	 However,	 salespeople	 can	 use	 social	media	 to	 communicate	 technical	
information	to	customer.	Although,	if	this	communication	should	occur,	is	it	important	that	
the	social	media	platform	chosen	for	this	is	a	strict	platform	for	business,	such	as	LinkedIn.	
Furthermore,	 due	 to	 the	 enormous	 selection	 of	 social	 media	 platform	 it	 is	 critical	 to	
determined	one	single	platform	to	communicate	on,	so	that	information	is	not	overlooked.	

Ø In	the	data	presentation	and	analysis	chapter,	it	was	discussed	that	value	loyalty	is	a	factor	
that	influences	the	purchase	decision.	According	to	the	respondents,	social	media	can	benefit	
B2B	 industries	 to	 help	 with	 their	 communication	 problems.	 There	 is	 a	 lack	 of	 accessing	
technical	innovations	and	change	through	the	supply	chain,	where	social	media	can	help	with	
this	knowledge	 transfer	between	groups	of	people.	To	secure	 that	knowledge	 through	 the	
supply	chain	is	accessible	to	everyone,	which	leads	to	better	products	to	customers,	which	in	
turn	can	leads	to	better	brand	loyalty	and	relationships.			

Furthermore,	the	respondents	argue	that	there	is	another	important	aspect	to	social	media	marketing,	
which	is	the	financial	gains.	Hirvonen	&	Laukkanen	(2016)	explain	that	branding	have	an	unimportant	
role	in	B2B	firms	because	of	their	uncertainty	about	the	positive	effects	of	branding	on	their	financial	
gains.	Especially	in	social	media	marketing	it	is	difficult	to	calculate	the	exact	financial	gains,	which	is	
crucial	for	industrial	companies.	The	respondents	explained	that	B2B	industry	is	governed	by	financial	
results,	so	in	order	for	increased	social	media	usage,	companies	need	proof	that	social	media	effects	
the	financial	gains.	

5.2 Implications for Theory 

The	aim	of	this	research	was	to	gain	deeper	understanding	of	how	B2B	brand	equity	can	be	enhanced	
through	social	media	marketing.	The	findings	from	this	research	may	not	be	generally	applied	to	all	
cases,	 there	 were	 some	 limitations	 to	 the	 reliability	 of	 this	 study.	 However,	 the	 research	 has	
contributed	to	a	new	theoretical	understanding	of	the	two	combining	areas,	brand	equity	and	social	
media	in	B2B.	This	study	contributes	to	the	previously	developed	scales,	CBBE	by	Kuhn	et	al.	(2008)	
which	were	applied	in	a	new	context.	Our	study	suggested	that	the	CBBE	by	Kuhn	et	al.	(2008)	is	still	
applicable	today,	the	perspective	of	each	steps	in	the	CBBE	is	similar	to	the	literature.	However,	when	
considering	 the	 findings	 in	 this	 research	 some	 additional	 factors	 and	 perspective	 were	 explored.	
Therefore,	contributing	some	additionally	understanding	to	the	CBBE	model	in	B2B.	

Furthermore,	this	study	contributes	to	the	understanding	of	the	two	research	areas,	brand	equity	and	
social	media	marketing	in	B2B.	This	study	has	constructed	a	model,	based	on	the	literature	and	the	
findings	in	this	research,	to	implementing	a	perspective	how	to	enhance	brand	equity	in	social	media	
marketing	for	B2B.	This	theoretical	model	of	brand	equity	in	social	media	marketing	in	visualized	in	
Figure	10	below.		
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This	 theoretical	model	 suggests	 few	 propositions	 that	 companies	 need	 to	 follow	 in	 order	 to	 fully	
understand	how	to	properly	manage	social	media	in	B2B.	The	respondents	expressed	that	the	first	
step	in	implementing	social	media	is	to	identify	why	an	implementation	should	take	place.	Therefore,	
identifying	the	social	media	benefits	and	establishing	a	marketing	plan	is	the	first	step	in	our	model,	
which	 must	 be	 determined	 appropriate	 to	 establish	 the	 best	 brand	 meaning.	 Brand	 meaning	 is	
concerning	with	what	the	company	is	doing	to	reach	the	target	audience.	If	the	firm	have	established	
an	appropriate	brand	identify	and	meaning,	the	practical	factors	will	be	more	appealing	to	the	target	
audience.	Brand	response	is	where	the	marketing	perspective	collides	with	the	actual	perspective	of	
the	company,	which	is	critical	because	of	the	two	first	step	is	not	transparent	with	brand	response	I	
could	 lose	trust	 in	 the	mind	of	 the	customer.	Brand	response	consist	of	utilizing	the	experience	of	
other	and	salespeople	can	utilize	 social	media	 to	communicate	about	 lesser	 information.	The	 final	
proposition	is	that	to	have	an	appropriate	brand	relationship	on	social	media	the	previous	steps	needs	
to	be	 fully	completed.	The	goal	 is	 to	create	value	 loyalty,	which	can	be	created	by	communicating	
about	technical	innovation	and	change	through	the	supply	chain.		

The	 findings	 from	 this	 research	 propose	 that	 CBBE	model	 in	 B2B	 have	 a	 relation	 to	 social	media	
marketing,	which	takes	the	theory	a	step	closer	in	understanding	the	theoretical	approach	of	how	to	
properly	manage	social	media	marketing	in	B2B.		

5.3 Implications for Practitioners 

This	 research	 study	 should	be	adopted	by	decision	makers	 in	organizations	 to	understand	how	 to	
properly	manage	social	media	marketing	in	the	B2B	sector	to	enhance	brand	equity.	The	conclusion	
in	this	research	suggest	that	the	four	steps	in	Figure	10	needs	to	be	considered	to	fully	enhance	brand	
equity	 in	 social	 media	marketing.	 Furthermore,	 these	 steps	 are	 dependent	 on	 each	 other,	 which	
means	that	in	order	to	establish	brand	relationship	the	previous	steps	need	to	be	fully	fulfilled.	This	
provides	 implications	 for	 practitioners	 and	 will	 be	 helpful	 for	 decision	 makers	 in	 organization	 to	
understand	the	most	important	factors	they	should	focus	on	to	increase	their	brand	equity	on	social	
media.	
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Figure	10:Theoretical	model	of	brand	equity	in	social	
media	marketing	in	B2B	
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5.3 Limitations 

This	research	project	has	aimed	for	exploring	and	describe	how	B2B	brand	equity	can	be	enhanced	
through	social	media.	After	the	research	data	analysis	had	been	conducted,	few	limitations	concerning	
the	research	study	also	arise.	The	sample	selection	of	this	research	could	have	been	larger	to	have	a	
higher	reliability	and	validity	of	the	research.	The	sample	selection	could	also	have	been	extended	to	
a	wider	business	areas	of	the	respondents,	however,	due	to	the	research	purpose	the	sample	selected	
were	appropriate.	Furthermore,	the	sample	selection	in	this	research	had	criteria	that	the	respondents	
has	to	be	in	the	organizations	buyer	centre	or	have	deep	knowledge	about	purchase.	Therefore,	the	
sample	selection	resulted	in	respondents	that	were	older	than	the	average	worker,	which	made	some	
questions	 in	 the	 interviews	 difficult	 for	 some	 respondents	 to	 answer.	 Because	 some	 of	 these	
respondents	had	such	limited	knowledge	about	social	media.		

Although,	due	to	the	limitations	constraining	this	research	such	as	time	and	resources	the	research	
purpose	 and	 question	 can	 be	 further	 explored.	 The	 research	 can	 be	 extended	 to	 other	 industries	
within	B2B	context.	This	research	and	findings	can	be	the	foundation	to	other	studies	within	the	area	
of	B2B	brand	equity	in	social	media	marketing.		

The	 questions	 asked	 in	 the	 qualitative	 interviews	 were	 mainly	 focused	 on	 large	 and	 complexed	
purchase	decision.	However,	the	qualitative	interview	got	a	wide	perspective	of	the	complexity	of	the	
purchase,	from	smaller	purchase	to	large	complexed	purchase	decision.		

This	research	study	has	been	conducted	on	purchasing	managers	and	project	managers	in	a	business	
area	were	the	majority	of	workers	are	males.	Of	the	total	6	interview	only	one	female	was	interviewed,	
this	was	due	to	the	large	ratio	of	males	in	this	industry.				

5.4 Further Research  

This	research	has	aimed	to	explore	and	describe	an	area	where	previous	research	has	been	limited.	
Especially	social	media	is	just	in	an	initial	phase	and	the	prediction	is	that	the	usage	will	only	increase	
in	the	future.	Therefore,	is	the	estimation	that	research	within	social	media	will	also	be	increase	in	the	
future.	This	research	has	been	focusing	on	the	Swedish	market	within	the	industry	construction	and	
installation.	Therefore,	can	future	research	aim	to	investigate	on	a	more	world	view	perspective	and	
in	different	industries.	This	research	project	has	been	limited	to	collect	data	from	small	perspective,	
therefore	research	within	the	same	field	with	greater	reach	would	benefit	further	research.		

The	sample	selection	of	this	research	was	mainly	purchase	manager	and	project	managers,	due	to	the	
criteria	 selected	 in	 this	 research.	 Therefore,	 for	 future	 research	 a	 qualitative	 study	 could	 aim	 to	
interview	respondents	from	a	marketing	perspective,	to	find	out	how	marketers	view	on	B2B	brand	
equity	for	social	media	marketing.	Furthermore,	an	interesting	aspect	would	be	to	figure	out	how	this	
research	 purpose	would	 have	 resulted	 if	 it	 had	 chosen	 a	 quantitative	 approach.	 The	 data	 from	 a	
quantitative	study	could	have	resulted	in	a	slightly	different	conclusion.		

An	insight	from	this	research	is	perception	of	social	media	in	the	future,	it	is	difficult	to	understand	
and	predict	how	social	media	is	going	to	affect	our	communication	in	the	future.	However,	the	way	
people	 communicate	 will	 always	 improve	 and	 will	 always	 find	 the	 best	 possible	 solutions	 to	
communicate	on.	Therefore,	a	prediction	is	that	to	communicate	efficient	and	accurate	to	one	and	
other,	the	future	communication	will	be	less	about	writing	and	more	about	speech	technologies.		
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Appendix 1. Interview Guide (Swedish) 
Respondenten	som	blev	intervjuade	hade	tillåtelse	att	få	prata	öppet	om	deras	egna	erfarenheter	på	
de	frågor	som	ställs	samt.	Respondenten	blev	informerad	att	samtalet	spelades	in	samt	att	han	eller	
hon	är	anonym	i	rapporten	och	efter	transkriberingen	så	kommer	inspelningen	tas	bort.	Är	det	några	
frågor	innan	vi	kör	igång?	

1.1 Respondentens bakgrund 

1. Hur	gammal	är	du?	
2. Vad	har	du	för	utbildning?	
3. Vad	är	din	roll	i	företaget?	
4. Hur	många	anställda	har	ni	i	företaget?	
5. Vilken	bransch	skulle	du	säga	att	ert	företag	arbetar	inom?	
6. Hur	är	organisationsstrukturen	i	erat	företag?	
7. Hur	kan	organisationsstrukturen	bli	kategoriseras?		
8. Hur	fattar	ni	inköpsbeslut	i	företaget?	
9. Hur	skulle	du	beskriv	eran	inköpsprocess?		
10. Hur	många	personer	är	involverade	i	ett	inköpsbeslut?	
11. Hur	gör	du	som	inköpare	när	ni	behöver	mer	information	om	leverantören	och	produkten?	

	

1.2 Brand Equity in B2B 

12. Enligt	dig,	hur	anser	du	marknadsföring	av	ett	varumärke	har	för	betydelse	i	B2B?		
13. Hur	viktigt	är	marknadsföring	inom	B2B	i	jämförelsevis	till	B2C,	anser	du?1		

	

1.2.1 Brand Awareness 

14. Hur	påverkas	ditt	inköpsbeslut	om	du	har	hört	talas	om	varumärket	1	men	inte	varumärke	
2?	
-Hur	påverkas	ditt	inköpsbeslut	om	du	har	varumärkeskännedom	om	produkten?	
-Hur	påverkas	ditt	inköpsbeslut	om	du	har	varumärkeskännedom	om	priset?	
-Hur	påverkas	ditt	inköpsbeslut	om	du	har	varumärkeskännedom	om	leverantörens	kunder?	
-Hur	påverkas	ditt	inköpsbeslut	om	du	har	varumärkeskännedom	service?	

1.2.2 Performance 

15. Hur	påverkas	ditt	inköpsbeslut	om	du	har	en	uppfattning	om	företagets	tekniska	kvalité?	
16. Hur	påverkas	ditt	inköpsbeslut	om	du	har	en	uppfattning	om	företagets	leveranssäkerhet?	

	

1.2.3 Brand Association 

17. Påverkas	ditt	inköpsbeslut	om	du	får	associationer	om	ett	företag/varumärke?	
-Hur	påverkas	du	av	associationer	som	företagets-produkt,	service	och	pris	ditt	inköp?	
-Hur	påverkas	du	av	associationer	som	företagets-personlighet,	värderingar,	historia	ditt	
inköp?	
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1.2.4 Judgements 

18. Hur	påverkas	ditt	inköpsbeslut	om	du	har	blivit	exponerad/visad	om	företagets	produkt?	
19. Hur	påverkas	ditt	inköpsbeslut	om	du	inte	har	blivit	exponerad/visad	om	företagets	

produkt?	
	

1.2.5 Sales Force 

20. Hur	påverkas	leverantörens	säljperson	ditt	inköpsbeslut?	
-Hur	viktigt	är	den	första	kontakt	med	säljpersonen?		
-Bidrar	kontakten	med	säljpersonen	till	initiala	uppfattningen	om	företaget?	

21. Hur	viktigt	är	det	att	få	kontakt	med	resterade	företags	anställda	före	ett	inköpsbeslut?	
	

1.2.6 Partnership solutions 

22. Hur	påverkas	ditt	inköpsbeslut	om	du	känner	lojalitet	mot	ett	företag/produkten?		
-Hur	påverkas	ditt	inköpsbeslut	om	du	har	haft	en	produkt	men	kontraktsperioden	har	gått	
ut	mot	det	företaget?	
-Om	du	har	en	stark	relation	till	ett	företag,	vad	får	dig	att	rekommendera	det	företag	till	
kollegor	i	branschen?		
	

1.3 Sociala Media 

1.3.1 Social Media usage 

23. Hur	påverkar	sociala	medier	ditt	inköpsbeslut?		
-Hur	är	ditt	perspektiv	på	användningen	av	sociala	medier?		

24. Enligt	dig,	uppfattar	du	sociala	medier	som	någonting	positivt	för	företaget	in	B2B?	Varför?	
	

1.3.2 B2B Brand Equity Social Media 

25. Hur	påverkas	ditt	inköpsbeslut	om	du	har	hört	talas	om	ett	varumärke	på	sociala	medier?	
26. När	du	samlar	information	inför	ett	potentiellt	inköp,	hur	kan	sociala	medier	förbättra	

företagets	trovärdighet	och	förtroende?	
	

1.3.3 Salesforce Utilization of Social Media  

27. Hur	tänker	du	att	säljpersoner	kan	använda	sociala	medier	för	att	bygga	nätverk	med	
kunder?		
-Hur	tänker	du	att	säljpersoner	kan	använda	sociala	medier	för	att	ge	ut	information?	(tex.	
kampanj,	rabatter,	teknisk	information)?	Om	ja,	hur	påverkas	de	dig?	

28. Vad	anser	du	är	pålitlig	information	på	sociala	medier?	
-Vilken	information	på	sociala	medier	är	värdefull	inför	ett	inköpsbeslut?	

 
1.3.4 Content Sharing 

29. 	Anser	du	att	det	är	värdefullt	att	allmänheten	använder	sociala	medier	för	att	dela	
information	om	företaget?		
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1.3.5 Brand Loyalty in Social Media 

30. Hur	ökas	lojaliteten	mot	ett	företag	via	sociala	medier?	
	

1.3.6 Social Media for SME 

31. Hur	viktigt	är	det	för	er	att	ni	ska	vara	på	sociala	nätverk	om	era	konkurrenter	är	där?	
32. Vad	anser	du	sociala	medier	har	för	effekter	på	intäkter	till	företaget?	
33. Om	ni	som	företag	fick	reda	på	om	mycket	sociala	medier	genererar	intäkter	till	företaget,	

hur	skulle	eran	användning	av	sociala	medier	sett	ut?	
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Appendix 2. Interview Guide (English) 
1.1 The Respondents Background 

34. How	old	are	you?	
35. What	is	your	education?	
36. What	is	your	role	within	the	organization?	
37. How	many	employees	do	your	organization	has?	
38. What	industry	would	you	say	your	organization	is	operating	in?	
39. How	is	your	organizational	structure?	
40. How	can	your	organizational	structure	be	categorized	as?		
41. How	are	you	making	purchase	decision	in	your	organization?	
42. How	would	you	describe	the	purchase	process	in	your	company?		
43. How	many	people	is	involved	in	a	purchase	decision?	
44. How	do	you	as	a	purchaser	when	you	need	more	information	about	a	supplier	or	a	product?	

	

1.2 Brand Equity in B2B 

45. According	to	you,	how	do	you	consider	the	importance	of	brand	marketing	in	B2B?		
46. According	to	you,	how	important	is	marketing	in	B2B	compare	to	B2C?		

	

1.2.1 Brand Awareness 

47. How	does	your	purchase	decision	affect	you	of	you	have	heard	about	brand	1	but	not	brand	
2?	
-How	does	it	affect	your	purchase	decision	if	you	have	brand	awareness	of	the	product?	
-How	does	it	affect	your	purchase	decision	if	you	have	brand	awareness	of	the	price?	
-How	does	it	affect	your	purchase	decision	if	you	have	brand	awareness	of	the	supplier	
customers?	
-How	does	it	affect	your	purchase	decision	if	you	have	brand	awareness	of	the	service?	
	

1.2.2 Performance 

48. How	does	it	affect	your	purchase	decision	if	you	have	brand	awareness	of	the	organizations	
technical	quality?	

49. How	does	it	affect	your	purchase	decision	if	you	have	brand	awareness	of	the	organizations	
delivery	security?	

	

1.2.4 Brand Association 

50. Does	associations	of	a	company/brand	affect	your	purchase	decision?		
-How	does	associations	like	company	brand,	service	and	price	affect	your	purchase	decision?	
-How	does	associations	like	company	personality,	values,	history	affect	your	purchase	
decision?	
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1.2.4 Judgements 

51. If	you	get	exposed/showed	by	the	company’s	product,	how	will	that	affect	your	purchase	
decision?		

52. If	you	don’t	get	exposed/showed	by	the	company’s	product,	how	will	that	affect	your	
purchase	decision?	
	

1.2.5 Sales Force 

53. How	does	a	sales	person	affect	your	purchase	decision?	
-How	important	is	the	first	contact	with	the	sales	person?	
-Does	the	contact	with	sales	people	contribute	to	the	initial	perception	of	the	company?	

54. How	important	is	there	to	get	in	contact	with	remaning	of	the	company	employees	before	a	
purchase	decision?	

	

1.2.7 Partnership solutions 

55. How	does	loyalty	towards	the	company/product	affect	your	purchase	decision?		
-How	would	it	affect	your	purchase	decision	if	you	have	had	an	product	but	the	contract	
period	has	expired?	
-If	you	have	a	strong	relationship	to	a	company,	what	makes	you	recommend	that	brand	to	
other	colleges	in	the	industry?		

1.3 Social Media 

1.3.1 Social Media usage 

56. How	does	social	media	affect	your	purchase	decision?		
-How	is	your	perception	of	the	usage	of	social	media?		

57. According	to	you,	do	you	consider	social	media	as	something	positive	for	companies	in	B2B?	
Why?	

	

1.3.2 B2B Brand Equity Social Media 

58. How	does	your	purchase	decision	get	affected	if	you	have	heard	about	a	brand	on	social	
media?	

59. When	you	collect	information	into	a	purchase	decision,	how	can	social	media	improve	a	
company’s	trustworthiness	and	credibility?	

	

1.3.3 Salesforce Utilization of Social Media  

60. How	do	you	think	sales	people	can	use	social	media	to	build	networks	with	customers?		
-How	do	you	think	sales	people	can	use	social	media	to	communicate	information?	(ex	
campaigns,	discounts,	technical	information)?	If	yes,	how	will	that	affect	you?	

61. What	do	you	consider	reliable	information	on	social	media?	
-Which	information	on	social	media	is	valuable	for	a	purchase	decision?	
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1.3.4 Content Sharing 

62. Do	you	consider	content	sharing	about	company	information	as	something	valuable?		
	

1.3.5 Brand Loyalty in Social Media 

63. How	does	loyalty	towards	a	company	increases	on	social	media?	
	

1.3.6 Social Media for SME 

64. How	important	is	there	for	your	company	to	be	on	social	media	if	your	competitors	are	
there?	

65. What	do	consider	the	revenue	impact	social	media	has	on	the	company?	
66. If	you	would	find	out	how	much	social	media	impacts	on	the	company’s	revenues,	how	

would	your	social	media	usage	look	like?	
	


