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Abstract 

     The main purpose of this doctoral dissertation is to investigate factors affecting B2B brand 

building by applying the brand equity perspective in the professional services context. Three peer-

reviewed and published articles and one book chapter examine different aspects related to the 

enhancement of brand equity and brand building in the B2B context. 

     The first paper entitled “Brand equity in the business-to-business context: Examining the 

structural composition” (Biedenbach 2012) investigates the structural composition of brand equity 

and the interrelationships between the dimensions of brand equity in the B2B context. By specifying 

the multidimensional model, which can be utilized for measuring and managing B2B brand equity, 

the paper provides initial knowledge on how the companies can build a strong B2B brand across 

four dimensions of brand equity. The second paper entitled “B2B brand equity: Investigating the 

impact of contextual factors” (Biedenbach 2010) examines the impact of contextual factors in the 

organizational decision making process on the formation of B2B brand equity. The book chapter 

expands knowledge on B2B brand building by portraying how such characteristics of customers as 

relative size of their company and its industry sector can affect B2B brand building. The third paper 

entitled “The impact of customer experience on brand equity in a business-to-business services 

setting” (Biedenbach and Marell 2010) investigates the impact of customer experience on brand 

equity in the professional services setting. The study clarifies how customer experience can be 

utilized for building a strong B2B brand. The fourth paper entitled “Brand equity in the professional 

service context: Analyzing the impact of employee role behavior and customer-employee rapport” 

(Biedenbach, Bengtsson, and Wincent 2011) examines whether factors related to customers’ 

perception of employees’ role behavior in terms of customer perceived role ambiguity, role overload, 

and customer-employee rapport influence the development of brand equity in the professional 

service context. The paper advances knowledge on B2B brand building by considering the potential 

role of the company employees and consequences that their behavior can lead to in this process. 

     To conclude, the doctoral dissertation demonstrates that the brand equity perspective can serve 

as a valuable foundation for theoretically understanding and practically managing B2B brand 

building.  
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