
Brand Building Process for Industrial Products 

Chapter 2 Literature Review 

This chapter sums up past literature that covers the topic from what a brand is 

and the functions of a brand, to the industrial market, industrial market management, 

and the current situation of Taiwanese manufacturers. 

 

2.1 What is a brand? 

Many literature has defined what a brand is, the American Marketing Association 

defines brand as: a name, term, sign, symbol, or design, or a combination of them, 

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

differentiate them from those of competitors.” 

Similarly, Aaker (1991) states: A brand is a distinguishing name and/or symbol 

(such as logo, trademark, or package design) intended to identify the goods or 

services of either one seller or a group of sellers, and to differentiate those goods or 

service from those competitors. A brand thus signals to the customer the source of the 

product, and protects both the customer and the producer from competitors who 

would attempt to provide products that appear to be identical. 

Abrahams and Granof (2002) suggests that “Brand is the promise of quality and 

consistency which provides the foundation for the relationship between an individual 

and a specific product, service or company. The fulfillment of this promise creases 

value, drives customer to buy more products, influences the financial community to 

recommend further investments and helps companies attract and retains the most 

talented employees” 

These definitions listed above show that a brand has a tangible and intangible 

concept. It is a symbol or a sign that is identifiable to the customers, and it 

differentiates the product or service from other similar products. A successful brand 

even adds value to the product.  Today’s businesses often face fierce competition, 



Brand Building Process for Industrial Products 

and a brand may be something to make their product differ from others so that it 

stands out in the crowd. 

 

2.2 Functions of brand 

Kotler (2003) argues that brand gives the business the following advantages: 

1) The brand name makes it easier for the seller to process orders and track down 

problems 

2) The seller’s brand name and trademark provide legal protection of unique 

product features 

3) Branding gives the seller the opportunity to attract a loyal and profitable set of 

customers. Brand loyalty gives sellers some protection from competition. 

4) Branding helps the seller segment markets. 

5) Strong brands help build the corporate image, making it easier to launch new 

brands and gain acceptance by distributors and consumers. 

 

Aside from the brand advantages that Kotler listed above, other literature, listed 

below, suggests that brand equity would have an effect, whether positive or negative, 

on the product.  Keller (1997) defines brand equity as a differential or specific 

reaction of the customer towards the marketing of a brand as compared to the 

marketing of a generic product. The source of this reaction is acquired brand 

knowledge. Comparably, Aaker (1996) defines Brand Equity as a set of asset (and 

liabilities) linked to a brand’s name and symbol that adds to (or subtracts from) the 

value provided by a product or services to a firm and/or that firm’s customers. 

Brand equity provides value to both the consumer and to the firm, which will 

then produce a positive effect for the product on the market. Along with the 

advantages claimed by Kotler, a brand, if properly managed, will help the firm in 
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many ways. 

 

2.3 Industrial/Business Market 

Prospectus for the institute for the study of business markets, College of 

Business Administration, the Pennsylvania State University defines business market 

as market for products and services, local to international, bought by businesses, 

government bodies, and institutions (such as hospitals) for incorporation (for example, 

ingredient materials or components), for consumption (for example, process materials, 

office supplies, consulting services), for use (for example, installations or equipment), 

or for resale…The only markets not of direct interest are those dealing with products 

or services which are principally directed at personal use or consumption such as 

packaged grocery products, home appliances, or consumer banking.” 

Hutt and Speh (2001) argue “What distinguishes business marketing from 

consumer-goods marketing is the intended use of products as well as the intended 

consumer. Sometimes the products are identical, but a fundamentally different 

marketing approach is needed to reach the organizational buyer.” 

Overall speaking, the industrial or business markets are a market that sells 

products or services for non-personal use or consumption. The major consumers for 

this market are government, businesses and institutions. 

 

2.4 Differences between consumer and business marketing 

According to Eckles (1990), the industrial market is different from the consumer 

market in the following ways: 

1. Types of customers and their level of expertise in purchasing. Business 

organizations employ professional buyers and managers. 

2. Size of the order, which may range from a few items of insignificant value to 
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 many items of high value. 

3. Technological depth of products and services may involve much detailed 

engineering data and product specifications. 

4. Time Horizon of an order’s completion may range from a few weeks to many 

months, or even years. 

5. Different lengths of channels may be shorter than consumer channels, but in 

some agribusiness products may be even longer. 

6. Flexibility of pricing may exist in business market since prices can be 

customized in a bid situation, or the sales representative may offer either a larger 

trade-in-allowance or a quantity discount, which can affect the final price. 

7. They type of produce in the business market can range from a small item, such 

as an industrial washer, to a very large item, such as a monstrous building, a 

hydroelectric generating plant, giant commercial aircraft, an oil well drilling rig, 

or a supercomputer. 

8. Participant sophistication in business marketing is high at almost all levels 

because of the participant’s professional training and/or experience. 

 

Dwyer and Tanner (2002) argue that business marketing is unique in the 

following ways: 

1) Buyer-seller relationships vary more 

2) Distribution channels are shorter 

3) Greater emphasis on personal selling 

4) Greater web integration 

5) Unique promotional strategies 

 

Mudambi (2002) compiles the table below to compare the characteristics of 
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consumer and industrial markets. 

Table 2-1 Consumer and industrial market characteristics 

Consumer Markets Industrial Markets 
Emphasis on the tangible product and 
intangibles in the purchase decision 

Emphasis on tangible product and 
augmented services in the purchase 
decision 

Standardized products Customized products and services 
Impersonal relationships between buyer 
and selling company 

Personal relationships between buyers 
and salesperson 

Relatively unsophisticated products Highly complex products 
Buyers growing in sophistication Sophisticated buyers 
Reliance on mass market advertising Reliance on personal selling 
 
          Source: Mudambi (2002), pp. 527 

Business marketing and consumer marketing are different in many ways. 

Compared to consumer marketing, business marketing is often more personal, with 

more interaction between the seller and buyer. It takes a long time, sometimes years, 

to develop a steady relationship. The distributing channel is often shorter than that of 

consumer marketing, and this channel uses different ways to promote than consumer 

marketing does. 

 

2.5 Building Industrial Brands 

Aaker (1996) suggests “brand building involves strategic and tactical imperatives 

that create significant organizational challenges.  As depicted in Figure 2-1: “a brand 

identity is required to guide the development and coordination of the tactical 

programs.” The brand building organization should ensure that someone is in charge 

of this and that an identity is created. A clear and rich identity will guide the brand and 

help distinguish on-target, supportive communications from the inconsistent and 

non-supportive. 
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Figure 2-1 Managing the Brand 

           Source: Aaker (1996), pp. 340 

Coordination across the organization units means creating a common, 

coordinated brand strategy mechanism within all businesses of the firm. 

The firm also needs to create mechanisms to coordinate across media options 

including event sponsorships, clubs and usage programs, direct response marketing, 

public relations, publicity, promotions, event stores, packaging, and design. If the 

brand is being presented in several markets, it is also important to coordinate the 

strategy and tactics across different markets. 

Moreover, Aaker (1984) suggests “A strategic decision involves the creation, 

change, or retention of a strategy…A strategic decision is usually costly in terms of 

resources and time required to reverse or change.” Aaker shows the areas that a 

business should examine before making any strategic decisions in Figure 2-2. 

Brand-Building 
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EXTERNAL ANALYSIS 
-Customer analysis: 
Segments, motivations, unmet needs 
-Competitive analysis 
Identity, strategic groups, performance, 

objectives, strategies, culture, cost 
structure, strengths, weaknesses. 

-Industry analysis 
Size, Projected growth, industry 

structure, entry barriers, cost 
structure, distribution system, trend, 
key success factors. 

-Environmental analysis 
Technological, governmental, economic, 

cultural, demographic, scenarios, 
information need areas 

 
 
 
 
Opportunities, threats, and strategic 

questions 
 
 

SELF-ANALYSIS 
-Performance analysis 
Return on assets, market share, product 

value and performance, relative cost, 
new product activity, manager 
development, and performance, 
employee attitude and performance, 
product portfolio analysis 

-Determinants of strategic options 
Past and current strategy, strategic 

problems, organizational capabilities 
and constraints, flexibility, strengths, 
weaknesses 

 
 
 
 
 
 
Strategic strengths, weaknesses, 
problems, constraints, and questions 
 

 
STRATEGY IDENTIFICATION AND SELECTION 
-Specify the mission 
-Identify strategic alternatives 
-Investment strategies by product market 
Withdraw, milk, hold, or enter/grow 
-Strategies to gain sustainable competitive advantage 
Functional areas strategies 
Assets and skills 
-Select strategy 
Consider strategic questions 
Evaluate strategic alternatives 
-Implementation-the operating plan 
-Review of Strategies 

Figure 2-2 Overview of Strategic Market Management 

           Source: Aaker (1984), pg.23 
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On the other hand, Hague and Jackson (1994) claims that marketing and 

promotion activities and service can be crucial elements in brand building. 

They list the types of promotion for industrial brand building: 

-Product and Product packaging 

-Promotional literature 

-Company signs and livery 

-Direct mail 

-Media advertising 

-Public relations 

-Personal contact 

-Exhibitions 

 

Important elements of service include: 

-Sales 

-Quality Assurance 

-Packaging and shipping 

-Delivery 

-After-sales support 

-Financial aspects 

 

Mudambi, S. et al. (1997) argue brand value to the customer is made of four 

performance components: product, distribution (ordering and delivery), services, 

support services and company. As depicted in Figure 2-3., each component contains 

tangible and intangible aspects. Tangible aspects are the ones that could are 

“physically present or can be seen, experienced, or measured in some way”, while 

intangible aspects are the ones that are “understood using cognitive processes, and 
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also often contain an emotional dimension.” They believe both of the tangible and 

intangible aspects work together to provide meaningful value to the customer. 

 

Figure 2-3 Performance Components of the pinwheel of brand value to the 
customer 

          Source: Mudambi, S. et al. (1997), pp 439 

McQuiston (2004) describes that “on the industrial side, a brand represents a 

multidimensional promise of value that includes more factors than simply the 

performance of the physical product.” Three other key factors are: logistics, customer 

support and corporate image and policy. 
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Figure 2-4 Components of the RAEX LASER steel brand 

Source: McQuiston (2004), pp. 351.  

When a company decides to build a brand, it must ensure it has a solid brand 

identity and need to coordinate throughout the businesses within the company, the 

media and across multiple markets. Marketing mix and services also play a major role 

in brand building. Moreover, in the business market, a product is often bought for 

installation into the final product. Thus, the customer values quality and after-sales 

service. Accordingly, a business market supplier must be able to bring a total 

customer solution to the customer. They need to have a comprehensive support 

system to back up all areas from technical, logistic, and distribution to corporate 

image. 

 

2.6 Current Taiwanese Industrial Market 
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Dwyer and Tanner (2002) defined an Original Equipment Manufacturer (OEM) 

as “a company that purchases a product or service to be included in its own final 

product.” Many Taiwanese companies work as OEM suppliers and their products do 

not bear their brand name. The OEM model was once very popular among Taiwanese 

businesses, but as the profit margin for OEM has continued to drop, many businesses 

have come to realize that they need to find another business model. Many businesses 

have therefore pushed the OEM business one step forward and introduced the ODM 

(original design manufacturer) model in which they design and manufacture the 

product for their client. Some became tired of working for others and decided to build 

their own brands. 

However, the road to a brand is quite a rocky journey, since the OEM business 

and a brand are very different matters. The table below compares the differences 

between businesses engaged in OEM and businesses with their own brand. 

 

Table 2-2 Differences between businesses engaged in OEM and businesses with 
its own brands 

 Business engaged in OEM Business with its own 
brand 

Organization Since most companies 
start manufacturing the 
product once they receive 
an order from the client, 
there will only be a few 
sales people, and market 
research is seldom 
conducted. Most 
employers were to serve 
the OEM client. 

The company needs to 
have a strong 
market-developing ability, 
and a strong marketing 
team. If they wish to 
successfully build a brand, 
they need to have a 
dedicated brand team. 

Human Resources Mainly focuses on 
production and R&D, 
especially in production. 

Needs to value 
international human 
resource management. 

Financial Risk Less complicated. Clients 
are normally major 
international businesses, 
so risk is lower. Many 
companies are doing 
business in US dollars, so 

Overall risks are higher, 
and there is more pressure 
financially. Especially 
when building a global 
brand, financial personnel 
need to watch for 
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exchange rate risk is 
lower. 

exchange-rate fluctuations

Production Quantity is more 
important. Values quality 
and cost. 

Emphasis on consumer 
needs; sometimes they 
customize products for 
customers. The positions 
of the brand will often be 
taken into consideration 
when manufacturing. 
Some businesses even 
outsourced production. 

Inventory Depends on the contract 
with client. Has less 
inventory pressure 
generally. 

Depends on the sales of 
individual product. Faces 
more inventory pressure 
and changes, especially 
when it has more selling 
channels and products. 

Profit Focus on short-term 
profits. Profits are often 
lower. 

Take short- and long-term 
profit into consideration. 
Profit depends on 
competition and how 
strong the brand is. 
Generally has higher 
profit than OEM 
suppliers. 

Managerial & 
Administration Cost 

More are spending on 
sales and social costs. 
Promotion cost in terms of 
total revenue is often 
lower. 

Marketing fees such as 
advertising, 
promotion…etc. often 
occupy certain portion of 
total revenue. 

Marketing Ability Simpler. Mostly visiting 
clients and participate in 
trade shows. 

Includes a lot of areas. 
Needs to have a strong 
marketing capability to 
success. It needs to have 
strong marketing research 
ability, and controls on 
market, consumer, 
competitors and changes 
in the industry. 

Product Often manufacture 
according to customer’s 
orders. Emphasis on 
production cost, and gives 
less thought to product 
value. 

Also emphasis on 
non-product attributes 
such as brand personality, 
user’s associations etc… 

Product life-cycle Limited, especially for 
electronic products. 

If the brand is properly 
managed, products usually 
enjoy a long product life 
cycle 

Price setting Depends on the market Will also take more 
factors into consideration, 
such as brand image, 
company goal, market 
needs, and cost. It’s 
generally more 
complicated. 

Promotion Less clients, so its strategy Most promotional 
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is often less complicated strategies need to be taken 
into consideration. 
Communication plays a 
major part. 

Channel There’s no need for 
channel management. 
Only needs to take care of 
inventory. 

Channel as well as 
logistics are important 
factors to determine 
whether the brand has 
success or not. 

Source: Bureau of International Trade (2002), pp.21-24 

As Table 2-2 describes, an OEM business and a brand are totally different things. 

If a former OEM manufacturer wants to establish its own brand, it needs to start to 

take care of things it didn’t need to bother with before, such as marketing, promotion 

and channel management. Conflict may arise if the transition is not properly planned 

and executed. 

Li (1989) suggests that businesses should possess the following characteristics 

before they start to create their own brands: 

1) Superior production equipment, management system, healthy financials and a 

strong support ability 

2) R&D ability 

3) Independent sales and customer service network 

4) High design and production quality 

5) Good corporate (brand) image 

6) High quality employees 

7) Ability to set high prices 

 

Liu(1989) recommends businesses should proceed with the following jobs when 

building brands: 

1) The company’s financial, design, R&D, production, management, sales and 

marketing should be in a robust state 

2) Should have a comprehensive employee training system 
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3) Should build product quality image, with a comprehensive plan, from product 

designing, developing, purchasing, production, and packaging, to delivery. No 

brand can exist without quality 

4) Employee “price differentiation” system: products of different brands should 

be priced differently 

5) Should first try to sell domestically, then gradually export to other countries 

That is, try to build reputation within, then expand internationally 

6) Learn from competitors, and study the weaknesses of competing brands 

7) Build own distribution and sales system 

 

Brand-building is a tedious and huge task. It is different from Taiwanese 

businesses’ most familiar OEM model. And when the business’s OEM client find out 

their supplier has turned into a competitor, there is a possibility that they will 

terminate the orders. Therefore, financial losses could be large during startup. 

Moreover, Taiwanese businesses are lacking the experience and resources to 

build brands. Therefore, if a business wishes to undertake a brand project, it must 

have a well-devised plan, allocate its resources wisely, and have backup plans when it 

loses its OEM orders. 

 


