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ABSTRACT

Young and Rubicam's (Y&R) BrandAsset Valuator® (BAV). commonly used to assess brand equity in
consumer markets, wasapplied ro assess the brand health of an industrial B2B supplier. Customers were
asked questions aboutperceived esteem, relevance, knowledgeand differentiation of the company to find its
strengths and weaknesses. The results were then plotted to reveal the overall customer perception of the
company and also its competitors.Through this plot. thestrategicdirection howto improve the brand equity
of the companybecame clear. Evidence suggests that the BAV canbe used in industrial markets to assess the
brand equity of the firm.

© 20 10 Elsevier Inc. All rights reserved.

1. Introduction

The concept of brand equity, or the sustainable added value of a
brand name,has been the focus of marketing since the early 1990s (e.g,
Aaker. 1996a: Keller. 1993). Some of the major interdependent factors
that contribute to brand equity in consumer markets are brand
awareness, brand association. perceived quality, and brand loyalty.
What every marketer is vel)' interested in is loyalty. Measuring the
equity ofa brand and determining its valueare a must for predicting the
loyaltyof one's present customers and also acquiring new ones. While
most of the brand equity literature pertains to consumer markets, it is
clear there is great relevanceofthe conceptof brand equity to industrial
markets (e.g., R~llyn l n &, MiII -r, 20(7). as both types of marketing
organizations are concerned about acquiring new customers and
keeping current ones highlysatisfied.

The B2B and buyer behaviour literature highlights the value of
tangibleand intangiblebrand assets increating brand equity. Bothtypes
of assets affect the customer's perception in regards to product
performance, distribution, sell/ices and company image. What differ­
entiates companies in both markets goesfarbeyond the easilymeasured
tangible dimensions of objective product quality and price (Frederick.
2()O'1; Michell. 200 I; Mudambi. 1997). The intangible concepts of
relationship quality and relationship value are well articulated and
integrated to the B2B literature (e.g, Walter, Ritter & Gemunden. 2001:
Willter et al., 2003; Ulaga & Eggerr. 2(05). Capturing the value of these
intangible assets and using that information in a concrete manner to
improve the standing and perception of the company isa primal)' goal in
industrial brand management.
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Theconceptofbranding B2B companies is not new (Mudambi. Doyle
& Wong. 1997: Mudarnbi 2002). but priorstudies have not measured the
brand equityofthe companyas a whole.especially focusing on intangible
assets. It is the purpose of this study to broadlymeasure the tangible and
intangibleassets that make up the brand equity ofan industrialcompany
inorder to bediagnostic and predictive about how customersperceivethe
value of the firm. TIle tool that is chosen for this task is the Young and
Rubicam (Y&R) model which valuates brand equity for thousands of
consumer brands around the world. mainly in the consulting domain
(Value Based Manag mC II I. 2005).Whilebrandvaluationhas been clearly
established for consumer products through the Y&R BrandAsset
Valuator® (Aaker. 1996b), a comprehensive approach to industrial
brand valuation. including specific dimensions relevant to industrial
brands. has not been established using this methodology.

Adapting the V&R Bra ncl A.~set Valuator (IlAV) (1994) to measure
industrial brand assets can help identify what makes the company
distinct; identify the dimensions of the brand/company that help to
differentiate it from competitors: and can help the marketing and
branding efforts to identify strengths and improve weaknesses within
the company. Using this brand diagnostic tool frequently can help
monitor the progress of the branding efforts and manage the brand
strategy accordingly. Identifying and managing a brand's tangible and
intangible assets can help to increase company profitability. customer
retention. and also affect brand perception in the community.

TIlis paper presents an initial exploratory study wllich examines tile
application of tile Young and Rubicam BrandAsset Valuator® to an
industrial campany in a B2B environmenr, in order to measure the
company's brand assets and generate a brand management slTotegy to
increase tile slTength of rustomer relations/lips. The manuscript outlines
branding in the B2B literature, and then briefly reviews the concepts of
tangible and intangible assets to B2B and how they may be measured.
The Y&R BAV. as a measure of brand equity, and its relevant dimensions
are discussed. The application to the B2B domain is then carried out
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