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Stakeholder-based Brand Equity (SBBE)
A qualitative study of its development through firm-stakeholder 
interactions in emerging markets

This thesis challenges the prevailing firm-consumer/custo-
mer-centric and dyadic perspective that prevails within the 
brand equity literature, which is based on a linear, straight-
forward stimulus-response approach to the creation of 
brand value. Leaning on the literature on interorganisational 
relationships, stakeholder theory, market emergence/market 
driving, and firm internationalisation, which stresses the 
interdependency of diverse external stakeholders and the 
firm, this study develops a broader, multi-stakeholder per-
spective. For this purpose, the concept of stakeholder-based 
brand equity (SBBE) is introduced. This describes the value of 
the brand as evaluated by stakeholders, which is co-created 
through the interactions between the firm and its multiple 
stakeholders.

This thesis encompasses a qualitative study of three Swedish companies within the 
emerging markets of Brazil, Russia, India and China and employs a narrative approach to 
investigate corporate relationships with social, political, and business stakeholders, and the 
influence of these multiple firm-stakeholder interactions on the brand. There is particular 
emphasis on stakeholder and corporate activities and their influence on the development 
of SBBE.

The core finding of this study is a framework that conceptualises SBBE and outlines 
the dynamics of its development process and the influence of stakeholder and corporate 
collaboration on the brand’s context. Unlike existing brand equity frameworks, it outlines a 
dynamic and circular process and stresses the development of SBBE as collectively created 
through multiple firm-stakeholder collaborations and mutual value creation. 

Through this SBBE framework, this study contributes to theory and practice by 1) ope-
rationalising this novel concept through a typology of dimensions and sub-dimensions; 2) 
outlining specific corporate activities whereby managers can influence SBBE development; 
3) showing how stakeholders can positively influence SBBE development through their 
collaborative response; and 4) providing new insights which might lead to long-term value 
creation through the changing of the brand’s context via stakeholder collaboration.





 

  



Organisation 

LUND UNIVERSITY 
Document name 

PhD Dissertation 
School of Economics and Management Date of issue 

21 September 2021 
Author: Janina Magdalena Schaumann Sponsoring organisation 

Title and subtitle 

Stakeholder-based Brand Equity (SBBE): A qualitative study of its development through firm-stakeholder 
interactions in emerging markets 
Abstract 

This thesis challenges the prevailing firm-consumer/customer-centric and dyadic perspective that 
prevails within the brand equity literature, which is based on a linear, straightforward stimulus-
response approach to the creation of brand value. Leaning on the literature on interorganisational 
relationships, stakeholder theory, market emergence/market driving, and firm internationalisation, 
which stresses the interdependency of diverse external stakeholders and the firm, this study develops 
a broader, multi-stakeholder perspective. For this purpose, the concept of stakeholder-based brand 
equity (SBBE) is introduced. This describes the value of the brand as evaluated by stakeholders, 
which is co-created through the interactions between the firm and its multiple stakeholders. 

This thesis encompasses a qualitative study of three Swedish companies within the emerging markets 
of Brazil, Russia, India and China and employs a narrative approach to investigate corporate 
relationships with social, political, and business stakeholders, and the influence of these multiple firm-
stakeholder interactions on the brand. There is particular emphasis on stakeholder and corporate 
activities and their influence on the development of SBBE. 

The core finding of this study is a framework that conceptualises SBBE and outlines the dynamics of 
its development process and the influence of stakeholder and corporate collaboration on the brand’s 
context. Unlike existing brand equity frameworks, it outlines a dynamic and circular process and 
stresses the development of SBBE as collectively created through multiple firm-stakeholder 
collaborations and mutual value creation.  

Through this SBBE framework, this study contributes to theory and practice by 1) operationalising 
this novel concept through a typology of dimensions and sub-dimensions; 2) outlining specific 
corporate activities whereby managers can influence SBBE development; 3) showing how 
stakeholders can positively influence SBBE development through their collaborative response; and 
4) providing new insights which might lead to long-term value creation through the changing of the 
brand’s context via stakeholder collaboration. 

Key words 

brand equity, stakeholder relationships, collaboration, value co-creation, emerging markets, narrative 
analysis 

Classification system and/or index terms (if any) 

Supplementary bibliographical information Language English 

ISSN and key title ISBN 

ISBN 978-91-7895-945-7 (pdf) 
ISBN 978-91-7895-946-4 (print) 

Recipient’s notes Number of pages 287 Price 

 Security classification 

 
I, the undersigned, being the copyright owner of the abstract of the above-mentioned dissertation, hereby grant 
to all reference sources permission to publish and disseminate the abstract of the above-mentioned 
dissertation. 
 
Signature    Date 2021-08-04   



 

 
 

 

 

  



 

 

 

  

 

 



  





 
  



  



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  



 





















 

 



 



  









 



 









T
a
b

le
 1

: 
D

im
e

n
s

io
n

s
 o

f 
b

ra
n

d
 e

q
u

it
y
 i

n
 a

 B
2
C

 a
n

d
 B

2
B

 c
o

n
te

x
t4

 

A
U

T
H

O
R

(S
) 

D
IM

E
N

S
IO

N
S

 
D

E
F

IN
IT

IO
N

 
C

O
N

T
E

X
T

 

Aa
ke

r (
19

96
, 1

99
1)

 
Br

an
d 

aw
ar

en
es

s 
Th

e 
st

re
ng

th
 o

f a
 b

ra
nd

’s
 p

re
se

nc
e 

in
 c

on
su

m
er

s’
 m

in
ds

 (a
 b

ra
nd

 to
 b

e 
co

ns
id

er
ed

), 
in

cl
ud

in
g 

re
co

gn
iti

on
 (f

am
ilia

rit
y/

lik
in

g 
ga

in
ed

 fr
om

 p
as

t e
xp

os
ur

e,
 s

ig
na

lli
ng

 
su

bs
ta

nc
e/

co
m

m
itm

en
t) 

an
d 

re
ca

ll 
(th

e 
br

an
d 

co
m

es
 to

 m
in

d 
w

he
n 

th
e 

pr
od

uc
t c

la
ss

 
is

 m
en

tio
ne

d)
 –

 a
w

ar
en

es
s 

is
 th

e 
an

ch
or

 to
 w

hi
ch

 a
ss

oc
ia

tio
ns

 c
an

 b
e 

at
ta

ch
ed

 

B2
C

 

Br
an

d 
as

so
ci

at
io

n 
Th

e 
se

t o
f a

ss
oc

ia
tio

ns
 u

nd
er

ly
in

g 
th

e 
va

lu
e 

of
 th

e 
br

an
d 

an
d 

dr
iv

en
 b

y 
th

e 
br

an
d 

id
en

tit
y 

– 
its

 m
ea

ni
ng

 to
 p

eo
pl

e 

Pe
rc

ei
ve

d 
qu

al
ity

 
Th

e 
m

ai
n 

re
as

on
 w

hy
 c

on
su

m
er

s 
ar

e 
bu

yi
ng

, b
ut

 q
ua

lit
y 

cl
ai

m
s 

ne
ed

 to
 h

av
e 

su
bs

ta
nc

e.
 If

 a
ch

ie
ve

d,
 it

 is
 th

e 
m

ai
n 

br
an

d 
as

so
ci

at
io

n 
th

at
 d

riv
es

 fi
na

nc
ia

l 
pe

rfo
rm

an
ce

, m
aj

or
 s

tra
te

gi
c 

th
ru

st
 a

nd
 d

riv
es

 a
sp

ec
ts

 o
f b

ra
nd

 p
er

ce
pt

io
n 

 

Br
an

d 
lo

ya
lty

 
Th

e 
pu

rc
ha

se
 p

at
te

rn
 (r

ep
ur

ch
as

e,
 fr

eq
ue

nc
y 

et
c.

) o
f c

on
su

m
er

 p
ur

ch
as

es
, b

as
ed

 o
n 

us
er

 e
xp

er
ie

nc
e 

– 
le

ad
in

g 
to

 lo
w

er
 m

ar
ke

tin
g 

co
st

s,
 tr

ad
e 

le
ve

ra
ge

, a
ttr

ac
tin

g 
ne

w
 

co
ns

um
er

s 
an

d 
m

or
e 

tim
e 

to
 re

sp
on

d 
to

 c
om

pe
tit

iv
e 

th
re

at
s 

O
th

er
 p

ro
pr

ie
ta

ry
 b

ra
nd

 
as

se
ts

 
Pa

te
nt

s,
 tr

ad
em

ar
ks

 a
nd

 c
ha

nn
el

 re
la

tio
ns

hi
ps

 th
at

 in
hi

bi
t o

r p
re

ve
nt

 c
om

pe
tit

or
s 

fro
m

 
er

od
in

g 
th

e 
co

ns
um

er
 b

as
e 

an
d 

lo
ya

lty
 

Ke
lle

r (
19

93
, 2

00
3)

  
Br

an
d 

kn
ow

le
dg

e 
A 

br
an

d 
no

de
 in

 m
em

or
y 

to
 w

hi
ch

 d
iff

er
en

t b
ra

nd
 a

ss
oc

ia
tio

ns
 a

re
 li

nk
ed

 a
nd

 in
cl

ud
es

: 
B2

C
 

1.
 B

ra
nd

 a
w

ar
en

es
s 

Br
an

d 
re

ca
ll:

 th
e 

co
ns

um
er

 c
or

re
ct

ly
 g

en
er

at
es

 th
e 

br
an

d 
fro

m
 m

em
or

y,
 e

.g
., 

re
tri

ev
es

 
br

an
d 

w
he

n 
gi

ve
n 

pr
od

uc
t c

at
eg

or
y 

or
 n

ee
ds

 fu
lfi

lle
d 

by
 p

ro
du

ct
 c

at
eg

or
y 

Br
an

d 
re

co
gn

iti
on

: c
on

su
m

er
 c

or
re

ct
ly

 d
is

tin
gu

is
he

s 
th

e 
br

an
d 

as
 h

av
in

g 
en

co
un

te
re

d 
it 

be
fo

re
 (s

tre
ng

th
 o

f t
he

 n
od

e)
 

2.
 B

ra
nd

 im
ag

e 
 

Pe
rc

ep
tio

ns
 a

bo
ut

 th
e 

br
an

d 
as

 re
fle

ct
ed

 in
 th

e 
se

t o
f a

ss
oc

ia
tio

ns
 th

at
 c

on
su

m
er

s 
ho

ld
 in

 m
em

or
y 

ab
ou

t a
nd

 li
nk

 to
 th

e 
br

an
d,

 e
.g

., 
fa

vo
ur

ab
ilit

y,
 s

tre
ng

th
, a

nd
 

un
iq

ue
ne

ss
 o

f a
ss

oc
ia

tio
ns

. A
ss

oc
ia

tio
ns

 (f
un

ct
io

na
l, 

ex
pe

rie
nc

e,
 o

r s
ym

bo
lic

) =
 

m
ea

ni
ng

 o
f t

he
 b

ra
nd

 to
 c

on
su

m
er

s 

 



G
re

at
er

 lo
ya

lty
 a

nd
 

le
ss

 v
ul

ne
ra

bi
lit

y 
C

on
su

m
er

s’
 re

pe
at

ed
 b

ra
nd

 p
ur

ch
as

e 
ba

se
d 

on
 b

ra
nd

 p
re

fe
re

nc
e 

an
d 

le
ss

 
vu

ln
er

ab
ilit

y 
to

 m
ar

ke
tin

g 
cr

is
es

 d
ue

 to
 th

e 
hi

gh
 c

re
di

bi
lit

y 
of

 p
la

nn
ed

 re
m

ed
ie

s 
an

d 
co

m
pe

tit
iv

e 
m

ar
ke

tin
g 

ac
tio

n 
 

Pr
ic

e 
pr

em
iu

m
s 

La
rg

er
 m

ar
gi

ns
 d

ue
 to

 in
el

as
tic

 re
sp

on
se

 to
 p

ric
e 

in
cr

ea
se

. 

Tr
ad

e 
co

op
er

at
io

n 
an

d 
su

pp
or

t 
M

id
dl

em
en

/re
ta

ile
rs

 a
re

 m
or

e 
re

ce
pt

iv
e 

to
 c

on
su

m
er

 w
is

he
s 

an
d 

ac
tiv

el
y 

pr
om

ot
e/

se
ll 

th
e 

br
an

d;
 m

or
e 

re
sp

on
si

ve
 to

 s
to

ck
, r

eo
rd

er
 a

nd
 d

is
pl

ay
 th

e 
br

an
d 

– 
no

 n
ee

d 
fo

r 
m

an
uf

ac
tu

re
r m

ar
ke

tin
g 

‘p
us

h’
 

C
om

m
un

ic
at

io
n 

ef
fe

ct
iv

en
es

s 
C

on
su

m
er

s 
ar

e 
m

or
e 

lik
el

y 
to

 n
ot

ic
e 

ad
ve

rti
se

m
en

ts
, e

as
ily

 le
ar

n 
ab

ou
t t

he
 b

ra
nd

, 
fo

rm
 fa

vo
ur

ab
le

 o
pi

ni
on

s 
an

d 
re

ta
in

 a
nd

 a
ct

 o
n 

th
es

e 
be

lie
fs

 o
ve

r t
im

e 

Br
an

d 
ex

te
ns

io
ns

 
C

on
su

m
er

s’
 li

ke
lih

oo
d 

of
 a

cc
ep

tin
g 

ne
w

 p
ro

du
ct

s 
an

d 
ex

te
ns

io
ns

 (l
in

e 
or

 c
at

eg
or

y)
, 

w
hi

ch
 a

ls
o 

cr
ea

te
s 

fa
vo

ur
ab

ilit
y,

 u
ni

qu
en

es
s,

 c
re

di
bi

lit
y 

(e
xp

er
tis

e,
 tr

us
tw

or
th

in
es

s,
 

lik
ab

ilit
y)

. 
 

Li
ce

ns
in

g 
 

M
or

e 
lic

en
si

ng
 o

pp
or

tu
ni

tie
s:

 in
cr

ea
si

ng
 p

ro
fit

, e
xp

os
ur

e 
(fa

vo
ur

ab
ili

ty
, u

ni
qu

en
es

s)
 

an
d 

le
ga

l p
ro

te
ct

io
n 

Bl
ac

ks
to

n 
(1

99
2)

 
Br

an
d 

re
la

tio
ns

hi
p 

 
In

te
ra

ct
iv

e 
pr

oc
es

s 
in

vo
lv

in
g 

th
e 

br
an

d 
an

d 
co

ns
um

er
 a

nd
 in

cl
ud

es
: 

B2
C

 

1.
 T

ru
st

: i
nt

im
ac

y 
 

D
is

tin
ct

 fr
om

 c
re

di
bl

e 
or

 re
lia

bl
e,

 a
s 

it 
ha

s 
to

 b
e 

ea
rn

ed
 b

y 
sh

ow
in

g 
in

tim
ac

y 
th

ro
ug

h 
th

e 
br

an
d'

s 
at

tit
ud

e,
 e

.g
., 

ab
ili

ty
 to

 c
re

at
e 

a 
pe

rs
on

al
 li

nk
 w

ith
 c

on
su

m
er

 a
nd

 
ac

kn
ow

le
dg

in
g 

in
di

vi
du

al
 n

ee
ds

 

2.
 S

at
is

fa
ct

io
n:

 
cu

st
om

er
-c

en
tre

d 
an

d 
pr

oa
ct

iv
e 

Su
pp

or
tiv

en
es

s 
be

in
g 

co
ns

um
er

-c
en

tre
d 

ra
th

er
 th

an
 s

el
f-c

en
tre

d;
 c

on
su

m
er

 is
 

ac
kn

ow
le

dg
ed

, l
is

te
ne

d 
to

 a
nd

 re
ce

iv
es

 a
n 

ap
pr

op
ria

te
 re

sp
on

se
  

Bu
rm

an
n 

et
 a

l. 
(2

00
9)

 
Br

an
d 

be
ne

fit
 c

la
rit

y 
C

oh
er

en
cy

 a
nd

 in
te

gr
at

io
n 

of
 im

ag
e 

w
ith

 b
ra

nd
 a

ss
oc

ia
tio

ns
 

B2
C

 

Pe
rc

ei
ve

d 
br

an
d 

qu
al

ity
 

Le
ve

l o
f b

ra
nd

 p
er

fo
rm

an
ce

 c
ap

ab
ilit

ie
s 

in
 th

e 
bu

ye
r’s

 m
in

d,
 b

as
ed

 o
n 

fu
nc

tio
na

l a
nd

 
sy

m
bo

lic
 b

ra
nd

 b
en

ef
it 

as
so

ci
at

io
ns

 

Br
an

d 
be

ne
fit

 
un

iq
ue

ne
ss

 
Ex

te
nt

 to
 w

hi
ch

 b
ra

nd
 is

 p
er

ce
iv

ed
 to

 b
e 

di
ffe

re
nt

 fr
om

 c
om

pe
tit

or
s 

in
 it

s 
ab

ilit
y 

to
 

re
fle

ct
 a

nd
 s

up
po

rt 
bu

ye
r’s

 s
el

f-c
on

ce
pt

io
n/

ow
n 

un
iq

ue
ne

ss
. 

Br
an

d 
lo

ya
lty

: b
ra

nd
 

sy
m

pa
th

y 
& 

br
an

d 
tru

st
 

Lo
ng

-te
rm

 b
ra

nd
 p

re
fe

re
nc

e,
 b

as
ed

 o
n 

br
an

d 
sy

m
pa

th
y 

(le
ve

l o
f p

os
iti

ve
 b

ra
nd

 
pe

rc
ep

tio
ns

 b
as

ed
 o

n 
cl

os
e 

fit
 b

et
w

ee
n 

bu
ye

r b
ra

nd
 im

ag
e 

pe
rc

ep
tio

ns
 a

nd
 

co
m

pa
ny

’s
 c

om
m

un
ic

at
ed

 b
ra

nd
 id

en
tit

y)
 a

nd
 b

ra
nd

 tr
us

t (
w

illi
ng

ne
ss

 o
f a

 b
uy

er
 to

 
re

ly
 o

n 
th

e 
ab

ilit
y 

of
 a

 b
ra

nd
 to

 fu
lfi

l t
he

 p
ro

m
is

ed
 fu

nc
tio

ns
 a

nd
 a

ttr
ib

ut
es

) 

N
et

em
ey

er
 e

t a
l. 

(2
00

4)
 

Pe
rc

ei
ve

d 
qu

al
ity

 
C

on
su

m
er

’s
 ju

dg
em

en
t o

f e
xc

el
le

nc
e,

 e
st

ee
m

, a
nd

 s
up

er
io

rit
y 

of
 th

e 
br

an
d 

re
la

tiv
e 

to
 

al
te

rn
at

iv
es

 
B2

C
 



Pe
rc

ei
ve

d 
va

lu
e 

fo
r t

he
 

co
st

 
As

se
ss

m
en

t o
f t

he
 u

til
ity

 o
f t

he
 b

ra
nd

 b
as

ed
 o

n 
w

ha
t i

s 
re

ce
iv

ed
 (e

.g
., 

qu
al

ity
, 

sa
tis

fa
ct

io
n)

 a
nd

 w
ha

t i
s 

gi
ve

n 
up

 (e
.g

., 
pr

ic
e 

an
d 

no
n-

m
on

et
ar

y 
co

st
s)

 re
la

tiv
e 

to
 

al
te

rn
at

iv
es

 

U
ni

qu
en

es
s 

Th
e 

de
gr

ee
 to

 w
hi

ch
 th

e 
co

ns
um

er
 p

er
ce

iv
es

 th
e 

br
an

d 
to

 b
e 

di
st

in
ct

/d
iff

er
en

t f
ro

m
 

al
te

rn
at

iv
es

 
W

illi
ng

ne
ss

 to
 p

ay
 

pr
em

iu
m

 
Th

e 
am

ou
nt

 a
 c

on
su

m
er

 is
 w

illi
ng

 to
 p

ay
 fo

r t
he

 b
ra

nd
 o

ve
r c

om
pa

ra
bl

e/
le

ss
er

 b
ra

nd
s 

of
 th

e 
sa

m
e 

pa
ck

ag
e 

si
ze

/q
ua

nt
ity

 (o
ne

 o
f t

he
 s

tro
ng

es
t i

nd
ic

at
or

s 
of

 b
ra

nd
 lo

ya
lty

 a
nd

 
as

su
m

ed
 to

 b
e 

th
e 

m
os

t r
ea

so
na

bl
e 

st
an

d-
al

on
e 

di
m

en
si

on
 o

f b
ra

nd
 e

qu
ity

) 

Yo
o 

an
d 

D
on

th
u 

(2
00

1)
 –

 
le

an
in

g 
on

 A
ak

er
 (1

99
1)

 a
nd

 
Ke

lle
r (

19
93

), 
am

on
g 

ot
he

rs
 

Br
an

d 
as

so
ci

at
io

ns
 

An
yt

hi
ng

 li
nk

ed
 in

 m
em

or
y 

to
 th

e 
br

an
d,

 w
hi

ch
 w

ill 
be

 s
tro

ng
er

 w
ith

 in
cr

ea
si

ng
 n

um
be

r 
of

 e
xp

er
ie

nc
es

 a
nd

 e
xp

os
ur

es
 

B2
C

 

Br
an

d 
aw

ar
en

es
s 

Br
an

d 
re

co
gn

iti
on

 a
nd

 re
ca

ll:
 th

e 
co

ns
um

er
 re

co
gn

is
es

 a
nd

 re
ca

lls
 th

at
 th

e 
br

an
d 

be
lo

ng
s 

to
 a

 c
er

ta
in

 p
ro

du
ct

 c
at

eg
or

y 

Br
an

d 
lo

ya
lty

 
Th

e 
co

ns
um

er
’s

 te
nd

en
cy

 to
 b

e 
lo

ya
l t

o 
a 

br
an

d,
 d

em
on

st
ra

te
d 

by
 m

ak
in

g 
th

e 
br

an
d 

th
e 

pr
im

ar
y 

ch
oi

ce
 fo

r p
ur

ch
as

e 

Pe
rc

ei
ve

d 
qu

al
ity

 
C

on
su

m
er

’s
 s

ub
je

ct
iv

e 
ju

dg
em

en
t o

f o
ve

ra
ll 

ex
ce

lle
nc

e 
an

d 
su

pe
rio

rit
y 

Ve
lo

ut
so

u,
 C

hr
is

to
do

ul
id

es
, 

an
d 

de
 C

he
rn

at
on

y 
(2

01
3)

 
U

nd
er

st
an

di
ng

 o
f b

ra
nd

 
ch

ar
ac

te
ris

tic
s 

aw
ar

en
es

s,
 a

ss
oc

ia
tio

ns
, s

tro
ng

/d
is

tin
ct

 p
er

so
na

lit
y 

(h
um

an
 p

er
so

na
lit

y 
tra

its
 

as
so

ci
at

ed
 w

ith
 th

e 
br

an
d)

, h
er

ita
ge

 (t
ra

ck
 re

co
rd

, l
on

ge
vi

ty
, c

or
e 

va
lu

es
, u

se
 o

f 
sy

m
bo

ls
 a

nd
 h

is
to

ry
) 

B2
C

 

Ev
al

ua
tio

n 
of

 th
e 

br
an

d 
Br

an
d 

re
pu

ta
tio

n,
 b

ra
nd

 le
ad

er
sh

ip
 (p

er
ce

pt
io

ns
 o

f a
 b

ra
nd

 b
ei

ng
 a

 le
ad

er
 in

 it
s 

ca
te

go
ry

), 
pe

rc
ei

ve
d 

qu
al

ity
, u

ni
qu

en
es

s/
di

ffe
re

nt
ia

tio
n 

an
d 

re
le

va
nc

e 
(a

pp
re

ci
at

io
n 

in
 

te
rm

s 
of

 m
ar

ke
tin

g 
m

ix
) 

Af
fe

ct
iv

e 
re

sp
on

se
 

to
w

ar
ds

 th
e 

br
an

d 
C

on
su

m
er

 b
ra

nd
 re

la
tio

ns
hi

p 
(a

tta
ch

m
en

t a
nd

 e
m

ot
io

na
l c

on
ne

ct
io

n)
, b

ra
nd

 
id

en
tif

ic
at

io
n 

(th
e 

de
gr

ee
 to

 w
hi

ch
 th

e 
co

ns
um

er
 d

ef
in

es
 h

im
/h

er
se

lf 
by

 th
e 

sa
m

e 
at

tri
bu

te
s 

th
at

 h
e/

sh
e 

be
lie

ve
s 

de
fin

es
 th

e 
br

an
d)

, t
ru

st
w

or
th

in
es

s 

Be
ha

vi
ou

r t
ow

ar
ds

 th
e 

br
an

d 
Lo

ya
lty

, p
ur

ch
as

e 
co

ns
id

er
at

io
n,

 c
on

su
m

er
’s

 w
illi

ng
ne

ss
 to

 p
ay

 a
 p

ric
e 

pr
em

iu
m

, t
o 

sa
cr

ifi
ce

 (f
in

an
ci

al
ly

), 
W

or
d-

of
-M

ou
th

, r
ec

om
m

en
d,

 u
sa

ge
, a

cc
ep

ta
nc

e 
of

 e
xt

en
si

on
s 

La
ss

ar
, M

itt
al

, a
nd

 S
ha

rm
a 

(1
99

5)
 

Pe
rfo

rm
an

ce
 

C
on

su
m

er
’s

 p
er

ce
pt

io
n 

of
 a

 b
ra

nd
’s

 fa
ul

t-f
re

e 
an

d 
lo

ng
-la

st
in

g 
op

er
at

io
n 

an
d 

fla
w

le
ss

ne
ss

 in
 th

e 
pr

od
uc

t’s
 p

hy
si

ca
l c

on
st

ru
ct

io
n 

B2
C

 

So
ci

al
 im

ag
e 

C
on

su
m

er
’s

 p
er

ce
pt

io
n 

of
 th

e 
es

te
em

 in
 w

hi
ch

 th
e 

co
ns

um
er

’s
 s

oc
ia

l g
ro

up
 h

ol
ds

 th
e 

br
an

d,
 in

cl
ud

in
g 

th
e 

at
tri

bu
tio

ns
 a

 c
on

su
m

er
 m

ak
es

 a
nd

 a
 c

on
su

m
er

 th
in

ks
 th

at
 o

th
er

s 
m

ak
e 

to
 th

e 
ty

pi
ca

l u
se

r o
f t

he
 b

ra
nd

 

Va
lu

e 
th

e 
pe

rc
ei

ve
d 

br
an

d 
ut

ilit
y 

re
la

tiv
e 

to
 it

s 
co

st
s,

 a
ss

es
se

d 
by

 th
e 

co
ns

um
er

 a
nd

 b
as

ed
 

on
 s

im
ul

ta
ne

ou
s 

co
ns

id
er

at
io

ns
 o

f w
ha

t i
s 

re
ce

iv
ed

 a
nd

 w
ha

t i
s 

gi
ve

n 
up

 to
 re

ce
iv

e 
it 



Tr
us

tw
or

th
in

es
s 

Th
e 

co
nf

id
en

ce
 a

 c
on

su
m

er
 p

la
ce

s 
in

 th
e 

fir
m

 a
nd

 th
e 

fir
m

’s
 c

om
m

un
ic

at
io

ns
, a

nd
 

w
he

th
er

 th
e 

fir
m

’s
 a

ct
io

ns
 w

ou
ld

 b
e 

in
 th

e 
co

ns
um

er
’s

 in
te

re
st

 

At
ta

ch
m

en
t 

Th
e 

st
re

ng
th

 o
f a

 c
on

su
m

er
’s

 p
os

iti
ve

 fe
el

in
gs

 to
w

ar
d 

th
e 

br
an

d,
 b

as
ed

 o
n 

br
an

d 
id

en
tif

ic
at

io
n 

C
ho

 &
 H

w
an

g 
(2

02
0)

  
C

og
ni

tiv
e 

as
so

ci
at

io
n 

Pe
rs

on
al

 s
to

rie
s 

an
d 

in
te

ra
ct

io
ns

 w
ith

 a
 b

ra
nd

. 
B2

C
 

Se
ns

or
y 

as
so

ci
at

io
n 

Vi
su

al
, o

lfa
ct

or
y,

 a
ud

ito
ry

 a
nd

 ta
ct

ile
 s

en
sa

tio
ns

 re
la

te
d 

to
 th

e 
st

or
e 

an
d 

pr
od

uc
t. 

Af
fe

ct
iv

e 
as

so
ci

at
io

n 
C

on
su

m
er

’s
 c

om
m

itm
en

t t
o 

th
e 

br
an

d 
an

d 
en

jo
ym

en
t f

ro
m

 in
te

ra
ct

in
g 

w
ith

 th
e 

br
an

d.
 

Br
an

d 
lo

ve
 

Th
e 

em
ot

io
na

l c
on

ne
ct

io
n 

be
tw

ee
n 

a 
co

ns
um

er
 a

nd
 a

 b
ra

nd
, m

od
er

at
ed

 th
ro

ug
h 

pe
rc

ei
ve

d 
br

an
d 

or
ig

in
 a

nd
 id

en
tit

y 
ex

pr
es

si
ve

ne
ss

. M
od

er
at

in
g 

ef
fe

ct
s 

of
 p

er
ce

iv
ed

 
br

an
d 

or
ig

in
 (i

m
po

rte
d 

vs
 d

om
es

tic
) a

nd
 id

en
tit

y 
ex

pr
es

si
ve

ne
ss

 (c
og

ni
tiv

e,
 s

en
so

ry
, 

or
 a

ffe
ct

iv
e 

cu
es

 th
at

 c
on

tri
bu

te
 to

 th
e 

in
te

nd
ed

 p
re

se
nt

at
io

n 
of

 th
e 

se
lf)

.  
Br

an
d 

lo
ya

lty
 

Be
ha

vi
ou

ra
l l

oy
al

ty
 s

uc
h 

as
 a

 c
on

su
m

er
’s

 w
illi

ng
ne

ss
 to

 p
ur

ch
as

e 
an

d 
re

pu
rc

ha
se

 th
e 

sa
m

e 
br

an
d.

 

W
O

M
 

Sp
re

ad
in

g 
of

 p
os

iti
ve

 b
ra

nd
 re

co
m

m
en

da
tio

ns
, e

le
va

tin
g 

th
e 

br
an

d’
s 

pe
rc

ei
ve

d 
qu

al
ity

. 
Va

n 
R

ie
l, 

de
 M

or
ta

ng
es

, a
nd

 
St

re
uk

en
s 

(2
00

5)
 

Pr
od

uc
t  

Sa
tis

fa
ct

io
n 

w
ith

 th
e 

pr
od

uc
t, 

ba
se

d 
on

 q
ua

lit
y 

an
d 

pe
rfo

rm
an

ce
, i

nc
lu

di
ng

 a
ny

 
va

ria
bl

e 
in

vo
lv

ed
 in

 th
e 

pu
rc

ha
se

 a
nd

 u
se

 o
f t

he
 p

ro
du

ct
 

B2
B 

Se
rv

ic
e 

H
ig

h 
qu

al
ita

tiv
e 

su
pp

or
t s

er
vi

ce
s 

as
 p

ar
t o

f p
ro

du
ct

 s
al

e 

Va
lu

e 
Bu

ye
r’s

 p
er

ce
pt

io
n 

of
 p

ric
e 

fo
r q

ua
lit

y 

D
is

tri
bu

tio
n 

Th
e 

cu
st

om
er

’s
 e

va
lu

at
io

n 
of

 th
e 

su
pp

lie
r’s

 d
is

tri
bu

tio
n 

pe
rfo

rm
an

ce
 (o

rd
er

in
g,

 
av

ai
la

bi
lit

y,
 d

el
iv

er
y)

 

In
fo

rm
at

io
n 

Th
e 

qu
al

ity
 o

f t
he

 in
fo

rm
at

io
n 

th
at

 is
 m

ad
e 

av
ai

la
bl

e 
to

 th
e 

bu
ye

r 

Pe
rs

on
ne

l 
Th

e 
bu

ye
r’s

 e
va

lu
at

io
n 

of
 th

e 
st

af
f’s

 s
ki

lls
, a

tti
tu

de
s,

 b
eh

av
io

ur
s,

 m
od

e 
of

 
co

m
m

un
ic

at
io

n.
 

Th
om

ps
on

, K
no

x,
 a

nd
 

M
ic

he
ll 

(1
99

7)
 

Fi
tn

es
s 

fo
r p

ur
po

se
 

In
cl

ud
in

g 
te

ch
ni

ca
l c

ap
ab

ilit
y,

 q
ua

lit
y,

 a
dh

er
en

ce
 to

 s
pe

ci
fic

at
io

n,
 d

ur
ab

ilit
y,

 a
nd

 
re

lia
bi

lit
y 

B2
B 

R
ep

ut
at

io
n 

D
el

iv
er

y 
re

lia
bi

lit
y,

 ‘r
es

po
ns

iv
en

es
s’

 to
 c

us
to

m
er

 n
ee

ds
, f

in
an

ci
al

 s
ta

nd
in

g,
 

in
no

va
tiv

en
es

s,
 a

nd
 s

iz
e 

 

Bu
ye

r c
on

fid
en

ce
 

C
us

to
m

er
’s

 tr
us

t, 
lo

ya
lty

 a
nd

 c
om

m
itm

en
t, 

ba
se

d 
on

 re
pu

ta
tio

n 

Pr
ic

e 
pr

em
iu

m
 

Bu
ye

r’s
 w

illi
ng

ne
ss

 to
 p

ay
 p

re
m

iu
m

 p
ric

es
 fo

r t
he

 b
ra

nd
ed

 p
ro

du
ct

/s
er

vi
ce

s 
w

he
n 

re
ce

iv
in

g 
in

fo
rm

at
io

n 
ab

ou
t t

he
 v

al
ue

 o
f a

ttr
ib

ut
es

 s
ur

ro
un

di
ng

 th
e 

pr
od

uc
t/s

er
vi

ce
 



R
el

at
io

ns
hi

p 
fit

 
M

an
ag

er
ia

l p
ro

fe
ss

io
na

lis
m

, l
ea

de
rs

hi
p,

 tr
us

t, 
pe

rs
on

al
 c

om
pa

tib
ilit

y,
 c

ul
tu

ra
l f

it 
an

d 
bu

ye
r’s

 a
ss

oc
ia

tio
n 

w
ith

 th
e 

su
pp

lie
r 

Ku
hn

, A
lp

er
t, 

an
d 

Po
pe

 
(2

00
8)

 
Pe

rfo
rm

an
ce

 
At

tri
bu

te
s 

an
d 

be
ne

fit
s 

of
 th

e 
br

an
d 

(e
.g

., 
ea

se
 o

f u
se

 a
nd

 im
pl

em
en

ta
tio

n,
 fl

ex
ib

ilit
y,

 
au

gm
en

te
d 

se
rv

ic
es

, p
ro

ve
n 

te
ch

no
lo

gy
, w

el
l-e

st
ab

lis
he

d,
 re

pu
ta

bl
e,

 q
ua

lit
y)

 
B2

B 

Sa
lie

nc
e 

of
 b

ra
nd

 
C

on
su

m
er

’s
 id

en
tif

ic
at

io
n 

of
 th

e 
br

an
d 

w
ith

 a
 c

er
ta

in
 p

ro
du

ct
 c

at
eg

or
y 

an
d 

sa
tis

fa
ct

io
n 

w
ith

 th
e 

br
an

d 

C
re

di
bi

lit
y 

Ex
pe

rti
se

 (e
.g

., 
co

m
pe

te
nt

, i
nn

ov
at

iv
e,

 m
ar

ke
t l

ea
de

r) 
an

d 
tru

st
w

or
th

in
es

s 
(e

.g
., 

de
pe

nd
ab

le
, k

ee
pi

ng
 c

us
to

m
er

s’
 in

te
re

st
s 

in
 m

in
d)

 
U

se
r p

ro
fil

es
 

M
en

ta
l i

m
ag

e 
of

 id
ea

lis
ed

 u
se

r m
ay

 le
ad

 to
 v

ie
w

in
g 

th
e 

br
an

d 
as

 ‘m
ar

ke
t l

ea
de

r’ 

Pu
rc

ha
se

 a
nd

 u
sa

ge
 

si
tu

at
io

n 
As

so
ci

at
io

n 
of

 ty
pi

ca
l p

ur
ch

as
e 

an
d 

us
ag

e 
si

tu
at

io
n 

(e
.g

., 
ty

pe
 o

f c
ha

nn
el

, e
as

e 
of

 
pu

rc
ha

se
/u

se
) 

Be
nd

ix
en

, B
uk

as
a 

an
d 

Ab
ra

tt 
(2

00
4)

 
Br

an
d 

‘h
al

o 
ef

fe
ct

’ 
G

iv
e 

co
ns

id
er

at
io

n 
to

 a
no

th
er

 p
ro

du
ct

 w
ith

 th
e 

sa
m

e 
br

an
d 

na
m

e 
B2

B 
Pe

rc
ei

ve
d 

qu
al

ity
 

C
on

su
m

er
’s

 p
er

ce
pt

io
n 

of
 th

e 
pe

rfo
rm

an
ce

 a
nd

 re
lia

bi
lit

y 
of

 th
e 

pr
od

uc
t/s

er
vi

ce
 w

ith
 

th
e 

br
an

d 
na

m
e 

W
illi

ng
ne

ss
 to

 p
ay

 
pr

ic
e 

pr
em

iu
m

 
Th

e 
pr

ic
e 

pr
em

iu
m

 a
 c

on
su

m
er

 is
 w

illi
ng

 to
 p

ay
 a

s 
de

fin
ed

 w
ith

 re
sp

ec
t t

o 
a 

se
t o

f 
co

m
pe

tit
or

s’
 p

ric
in

g 
fo

r s
im

ila
r p

ro
du

ct
s 

R
ec

om
m

en
da

tio
n 

Bu
ye

rs
’ w

illi
ng

ne
ss

 to
 re

co
m

m
en

d 
th

e 
br

an
d 

to
 p

ee
rs

 

G
ha

nt
ou

s 
an

d 
Ja

ol
is

 (2
01

3)
 –

 
le

an
in

g 
on

to
 K

el
le

r (
19

93
) 

Br
an

d 
aw

ar
en

es
s 

Br
an

d 
re

co
gn

iti
on

 a
nd

 re
ca

ll 
ac

t a
s 

a 
he

ur
is

tic
 to

 s
im

pl
ify

 c
ho

ic
e,

 ri
sk

 re
du

ct
io

n,
 s

ee
n 

as
 p

ar
t o

f b
ra

nd
ed

 n
et

w
or

k 
– 

a 
w

illi
ng

ne
ss

 to
 re

m
ai

n 
in

 th
e 

ne
tw

or
k 

B2
B 

(fr
an

-
ch

is
e)

 

Fu
nc

tio
na

l b
en

ef
its

 
Fr

an
ch

is
ee

’s
 p

er
ce

pt
io

n 
of

 c
oh

er
en

ce
 o

f c
on

ce
pt

, a
dv

er
tis

in
g 

ca
m

pa
ig

ns
, q

ua
lit

y 
an

d 
in

no
va

tio
n,

 s
ta

bl
e 

m
ar

ke
t s

ha
re

 a
nd

 im
ag

e,
 fr

on
t-l

in
e 

em
pl

oy
ee

 tr
ai

ni
ng

 

Sy
m

bo
lic

 b
en

ef
its

 
Th

e 
br

an
d 

as
 a

 s
el

f-e
xp

re
ss

iv
e 

to
ll 

(m
at

ch
es

 o
w

n 
se

lf-
im

ag
e)

, s
ou

rc
e 

of
 in

sp
ira

tio
n 

an
d 

as
pi

ra
tio

ns
, s

tro
ng

 b
ra

nd
 p

er
so

na
lit

y,
 c

or
e 

va
lu

es
, b

ra
nd

 le
ad

er
sh

ip
 

Ex
pe

rie
nt

ia
l b

en
ef

its
 

Ap
pe

ar
an

ce
 o

f t
an

gi
bl

e 
pr

od
uc

t (
e.

g.
, p

ac
ka

gi
ng

, t
as

te
) a

nd
 s

en
so

ry
 e

xp
er

ie
nc

e 
(e

.g
., 

am
bi

en
t c

on
di

tio
ns

) 

Ec
on

om
ic

 b
en

ef
its

 
Fr

an
ch

is
ee

’s
 p

os
si

bi
lit

y 
to

 o
bt

ai
n 

fu
nc

tio
na

l b
en

ef
its

 a
t a

 lo
w

er
 p

ric
e 

an
d 

w
ith

 b
et

te
r 

co
nd

iti
on

s 
th

an
 a

s 
a 

si
ng

le
 e

nt
re

pr
en

eu
r 

R
el

at
io

na
l b

en
ef

its
 

Fr
an

ch
is

ee
’s

 fe
el

in
g 

of
 tr

us
t, 

co
m

m
un

ity
 a

nd
 b

el
on

gi
ng

  

M
ic

he
ll,

 K
in

g 
an

d 
R

ea
st

 
(2

00
1)

 
Ta

ng
ib

le
 fe

at
ur

es
 

Pe
rc

ei
ve

d 
qu

al
ity

, r
ec

og
ni

sa
bl

e 
im

ag
e,

 m
ar

ke
t l

ea
de

rs
hi

p,
 d

iff
er

en
tia

te
d 

po
si

tio
n 

B2
B 

In
ta

ng
ib

le
 q

ua
lit

ie
s 

R
ep

ut
at

io
n 

an
d 

cr
ed

ib
ilit

y 



H
ut

to
n 

(1
99

7)
 

Pr
ic

e 
pr

em
iu

m
 

Bu
ye

r’s
 w

illi
ng

ne
ss

 to
 p

ay
 a

 p
ric

e 
pr

em
iu

m
 fo

r t
he

ir 
fa

vo
ur

ite
 b

ra
nd

, b
as

ed
 o

n 
br

an
d’

s 
re

pu
ta

tio
n 

B2
B 

R
ec

om
m

en
d 

Bu
ye

r’s
 li

ke
lin

es
s 

to
 re

co
m

m
en

d 
th

e 
br

an
d 

to
 p

ee
rs

, b
as

ed
 o

n 
pe

rc
ei

ve
d 

re
lia

bi
lit

y 
of

 
th

e 
br

an
d 

Br
an

d 
‘h

al
o 

ef
fe

ct
’ 

Br
an

d 
ev

al
ua

tio
ns

 a
re

 tr
an

sf
er

re
d 

fro
m

 o
ne

 c
at

eg
or

y 
to

 a
no

th
er

 e
ve

n 
th

ou
gh

 th
e 

tw
o 

ca
te

go
rie

s 
m

ig
ht

 b
e 

ve
ry

 d
is

si
m

ila
r 

Tr
an

 a
nd

 C
ox

 (2
00

9)
 

Br
an

d 
as

so
ci

at
io

ns
 

Br
an

d 
sa

tis
fa

ct
io

n 
(d

em
an

d 
th

e 
br

an
d 

si
nc

e 
it 

is
 o

f v
al

ue
 to

 th
em

) 
B2

B 
(re

ta
il)

 
Br

an
d 

tru
st

 
Be

ne
vo

le
nc

e 
an

d 
ho

ne
st

y:
 c

us
to

m
er

’s
 p

er
ce

pt
io

n 
th

at
 th

e 
su

pp
lie

r w
ill 

at
te

nd
 to

 
in

di
vi

du
al

 n
ee

ds
, o

ffe
r s

up
po

rt 
th

ro
ug

h 
ch

an
ge

/c
ris

is
; t

he
 s

up
pl

ie
r c

on
si

de
rs

 th
e 

cu
st

om
er

’s
 w

el
fa

re
 d

ur
in

g 
de

ci
si

on
 m

ak
in

g,
 k

ee
ps

 p
ro

m
is

es
, i

s 
si

nc
er

e;
 tr

us
t i

n 
th

e 
su

pp
lie

r b
ei

ng
 tr

ut
hf

ul
 

Br
an

d 
lo

ya
lty

 
Th

e 
cu

st
om

er
 in

te
nd

s 
to

 m
ai

nt
ai

n 
th

e 
re

la
tio

ns
hi

p 
in

 th
e 

fu
tu

re
; t

hi
s 

de
se

rv
es

 o
ur

 e
ffo

rt 
an

d 
th

e 
cu

st
om

er
 w

ou
ld

 d
o 

al
m

os
t a

ny
th

in
g 

to
 m

ai
nt

ai
n 

it 
Br

an
d 

pe
rfo

rm
an

ce
 

Th
e 

cu
st

om
er

 re
ce

iv
es

 h
ig

he
r m

ar
gi

ns
, g

en
er

at
es

 la
rg

e 
sa

le
s 

vo
lu

m
e,

 h
as

 th
e 

hi
gh

es
t 

sa
le

s 
po

te
nt

ia
l a

nd
 h

as
 a

 h
ig

he
r m

ar
ke

t s
ha

re
 fo

r t
he

 b
ra

nd
 th

an
 o

th
er

 c
om

pa
ra

bl
e 

br
an

ds
 

Su
pp

or
t 

M
an

uf
ac

tu
re

r o
ffe

rs
 a

dv
er

tis
in

g 
su

pp
or

t, 
sa

le
s 

pr
om

ot
io

n,
 u

se
fu

l m
er

ch
an

di
se

 s
up

po
rt 





fi



 



 



















 



Table 2: Dyadic- vs. multi-stakeholder perspective on brand equity 

Dyadic stakeholder perspective Multi-stakeholder perspective 

isolation  
• business environment 
• individual, discrete relationships 

integration 
• business, socio-political environments 
• totality of simultaneous relationships 

transaction 
• tension/incongruities  
• value creation for firm and 

consumer/customer 

collaboration 
• interdependencies/synergies  
• value creation for all involved 

stakeholders 
outcome orientation  

• static and linear process 
• mostly internal value creation 
• influence within individual relationship 

process orientation 
• dynamic and interactive process 
• internal and external value creation 
• influence beyond individual 

relationships 
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Tabel 3: Interviews conducted between January 2011 and October 201212 

 Sweden Brazil Russia India China 
Tetra Pak 4 corporate 6 corporate 7 corporate 9 corporate 5 corporate 
  1 customer  1 customer 1 customer 
Thule 5 corporate 1 corporate 2 corporate Not present 4 corporate 
  3 retailers 2 distributors  4 retailers 
   1 retailer   
Axis 5 corporate 3 corporate 3 corporate 4 corporate 6 corporate 
Communications  1 customer 2 distibutors 2 customers 1 distributor 
  2 distributors 1 SI 1 distributor 2 ADPs 
    1 ADP 2 SIs 
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http://www.investopedia.com/terms/r/rawmaterials.asp
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Company and 
country  

Corporate or 
stakeholder 

Number of 
interviewees 

Responsibility 

Tetra Pak 

Sweden 

Corporate 2 Marketing, Product Management 

Corporate 1 Product Group Management 

Corporate 1 Brand Management 

Corporate 1 Customer Visit Management 
Tetra Pak 

Brazil 

Corporate 1 Communications 

Corporate 1 Communications 

Corporate 1 Portfolio Management 

Corporate 1 Business Intelligence 

Corporate 1 Marketing 

Corporate 1 Business Strategy 

Customer (Brazil Foods) 2 Marketing, Sales 
Tetra Pak  

Russia 

Corporate 1 Retail Category Management 

Corporate 1 Category Management 

Corporate 1 Communications 

Corporate 1 Sales 

Corporate 1 Category Management 

Corporate 1 Marketing 

Corporate 1 Account Management 
Tetra Pak 

India 

Corporate 1 Communications and PR 

Corporate 1 Account Management 

Corporate 1 Category Management 

Corporate 1 Category Management 

Corporate 2 Marketing, Category Management 

Corporate 1 Retail Management 

Corporate 1 Human Resources 

Corporate 1 Account Management 

Corporate 1 Account Management 

Customer (Dabur) 2 Marketing 
Tetra Pak Corporate 1 Communications 

Corporate 2 Category Management 



China Corporate 1 Recycling  

Corporate 1 Category Management 

Corporate 2 Product Portfolio Management 

Customer (Want-Want) 3 Product Management, Marketing, 
Account Management 

Thule  

Sweden 

Corporate 1 Marketing and Brand Management 

Corporate 1 Sales  

Corporate 1 Business Unit Management 

Corporate 2 Human Resources, General 
Management  

Corporate 1 Supply Chain 
Thule 

Brazil 

Corporate 3 General Management, Sales, 
Marketing 

Retailer (Thule Shop) 1 General Management 

Retailer (DK136)) 1 General Management 

Retailer (Sunny Bikes) 2 General Management 
Thule 

Russia 

Corporate 1 Sales 

Corporate 1 Marketing 

Distributor (Asgard) 2 General Management 

Distributor  1 General Management 

Retailer (CarGo Travel) 1 General Management 
Thule 

China 

Corporate 1 Site Management 

Corporate 2 Customer Service and Account 
Management 

Corporate 1 Sales 

Corporate 1 Sales 

Retailer (Giant) 1 General Management  

Retailer (Trek) 1 Store Management 

Retailer (Automotive) 1 Store Management 

Retailer (Automotive) 1 Store Management 
Axis 
Communications 

Sweden 

Corporate 2 Brand Management 

Corporate 1 Sales  

Corporate 1 Research and Development 

Corporate 1 Business Development 

Corporate 1 Investor Relations 
Axis 
Communications 

Brazil 

Corporate 1 Regional Management 

Corporate 1 Marketing 

Corporate 1 Account Management 

Customer (TIM) 2 Security Coordination  

Distributor (Anixter) 1 General Management  

Distributor (Network1) 1 General Management  

Corporate 1 General Management  



Axis 
Communications 

Russia 

Corporate 1 Sales  

Corporate 1 Marketing  

Distributor (Softronic) 2 Business Development, Product 
Management 

Distributor (ARMO) 2 Marketing 

SI (C-Systems) 2 Project Management  
Axis 
Communications 

India 

Corporate 1 General Management  

Corporate 1 Sales  

Corporate 1 Distribution Management 

Corporate 1 Marketing 

Customer (Brigade) 1 Project Management 

Customer (Coffee Day) 1 General Management 

Distributor (Anixter) 1 General Management 

ADP (MindTree) 2 General Management, Technical 
Director 

Axis 
Communications 

China 

Corporate 1 General Management  

Corporate 1 Sales  

Corporate 1 Marketing 

Corporate 1 Account Management 

Corporate 1 Channel Management 

Corporate 1 Controlling 

Distributor (Vilton) 1 General Management 

ADP (CS Vision) 1 General Management 

ADP (Aimetis) 1 Business Development 

SI (ICD Security) 1 Sales  

SI (Kaichang) 3 Account Management, Marketing, 
Project Management 
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Stakeholder-based Brand Equity (SBBE)
A qualitative study of its development through firm-stakeholder 
interactions in emerging markets

This thesis challenges the prevailing firm-consumer/custo-
mer-centric and dyadic perspective that prevails within the 
brand equity literature, which is based on a linear, straight-
forward stimulus-response approach to the creation of 
brand value. Leaning on the literature on interorganisational 
relationships, stakeholder theory, market emergence/market 
driving, and firm internationalisation, which stresses the 
interdependency of diverse external stakeholders and the 
firm, this study develops a broader, multi-stakeholder per-
spective. For this purpose, the concept of stakeholder-based 
brand equity (SBBE) is introduced. This describes the value of 
the brand as evaluated by stakeholders, which is co-created 
through the interactions between the firm and its multiple 
stakeholders.

This thesis encompasses a qualitative study of three Swedish companies within the 
emerging markets of Brazil, Russia, India and China and employs a narrative approach to 
investigate corporate relationships with social, political, and business stakeholders, and the 
influence of these multiple firm-stakeholder interactions on the brand. There is particular 
emphasis on stakeholder and corporate activities and their influence on the development 
of SBBE.

The core finding of this study is a framework that conceptualises SBBE and outlines 
the dynamics of its development process and the influence of stakeholder and corporate 
collaboration on the brand’s context. Unlike existing brand equity frameworks, it outlines a 
dynamic and circular process and stresses the development of SBBE as collectively created 
through multiple firm-stakeholder collaborations and mutual value creation. 

Through this SBBE framework, this study contributes to theory and practice by 1) ope-
rationalising this novel concept through a typology of dimensions and sub-dimensions; 2) 
outlining specific corporate activities whereby managers can influence SBBE development; 
3) showing how stakeholders can positively influence SBBE development through their 
collaborative response; and 4) providing new insights which might lead to long-term value 
creation through the changing of the brand’s context via stakeholder collaboration.
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