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A Study on Industrial Brand Equity Affecting the Relational
Performance between Industrial Buyers and Suppliers
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Abstract

The recent development of industrial marketing explains the near absence of research on brand
equity in business-to-business markets. With recent change, industrial companies have shifted
from a production focus to a customer focus. Industrial brand concept is rapidly developing.

The basic purpose of this study is to investigate industrial brand equity affecting the result of
business relationship between industrial buyers and suppliers. This research presenfed a
comprehensive constructive model consisting of components of industrial brand equity, and then
propose the research model base on prior researches and studies about relationships among
components of industrial brand equity. Data were gathered from respondents who work in
industrial buying center. For this study, Data were analyzed by SPSS 11.0 and AMOS 5.0.

The rtesults of this research analysis were as fallow. Industrial brand loyalty was positively
related with perceived value, perceived quality, brand awareness, relationship satisfaction,
switching cost, relationship commitment. Also, Industrial corporate performance and purchasing

value was positively related with brand loyalty and relationship commitment.

Key words: B-to-B relationships, industrial brand, brand loyalty, relationship performance
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1. Introduction and
Theoretical Background

Industrial or business-to-business markets are
often in the form of long-term business
relationships. Many reasons exist why buyers
enter into such relationships. While discrete
transactions are governed by formal mech-
anisms such as wrtten contracts, informal
mechanisms (eg, product brand) play an
important role in relationships (Bendixen 2004).

The late development of industrial marketing
explains the near absence of research on brand
equity in business to business markets, With
the recent changes, industrial companies have
shifted from a production-focused to a
customer-focused. The concept of industrial
brand is becoming very important in the
research area of business marketing. The basic
purpose of this study is to investigate the
industrial brand equity affecting the result of
business relationship between Industrial buyers
and suppliers, This research presented a
comprehensive constructive model consisting of
cornponents of industrial brand equity, and
then proposed the research model based on
prior researches and studies about relationships
among components of industrial brand equity.
Based on the previous researches and
conceptual development of this research, total
nine different research hypotheses were

developed and a comprehensive model of

66 SH=OHEIXMY moa H1s 20074 48

industrial brand wes proposed. Research hypo-

theses are as follows:

Hla: Industrial brand awareness is positively
related with industrial brand loyalty.

H1b: Perceived value is positively related
with industrial brand loyalty.

Hlc: Perceived service quality is positively
related with industrial brand loyalty.

H2a® Brand switching cost is positively
related with industrial brand loyalty.

HZb: Relational satisfaction is positively
related with industrial brand loyalty,

HZc: Brand community is positively related
with industrial brand loyalty.

H3: Industrial brand loyalty is positively
related with relational commitment,
H4a: Relational commitment is positively

related with relational performance.
H4b: Relational commitment is positively
related with purchasing value.

II. Research Methodology

The data used to test the research hypotheses
were obtained by a stratified random sample,
Data were gathered by a random-sample
survey of organizafional buyers of industrial
products (for example electronics, chemicals,
equipment). The questions were mainly ans-

werable by seven-point likert scales. Of the



230 questionnaires dispatched, The gross return
of questionnaires was n =230, 18 of which
were either insufficiently completed. The final
data used to test were 212 questionnaires. The
response covered all geographical data and
included a broad range of industries, sizes of
firms, and respondent job titles, and no sources
of non-response bias could be detected.

The validity of the measurement scales was
also confirmed by evaluations provided by the
participating company respondents and an
independent advisory panel; samples provided
throughout the

exploratory phases of the study. Construct

recommendations primary,
validity may be threatened when factors in a
proposed relationship are not linearly related
along the whole continuum of the independent
factor. Scatter plot analysis of preliminary data
prior to the primary study indicated that

confounding constructs and the levels of
constructs are unlikely to compromise the
validity of the study. The internal consistency
method (using Cronbach coefficient alpha and
SMC-Squared Muitiple Correlation) was used
to examine the reliability of the scales.
Inspection of the inter-constructs correlation
matrix and Amos 5.0's confirmatory factor
analysis for all the items revealed no problems
with convergent and discriminant validity.
Prior to testing the research hypothesis, a
confirmatory factor model was tested to assess
the measurement and refine the measures.
Confirmatory factor analysis was carried out to
determine the construct validity of the
measures, Items meant to measure the same
construct were clustered together, suggesting
that they measured the same conceptual space.
The

relationship  between industrial brand

(Table 1) Correlation table of the research constructs

Factor Mean | sd. Inter-construct Correlations
1 2 3 4 5 6 7 8 9 10

1. awareness 342 1 63 | 1.00
2. perceived value 339 | 85 23 1 1.00
3. service quality 345 | 65 32 25 1 1.00
4. switching cost 337 | 68 351 41 ] 36| 100
5. satisfaction 368 | .80 33 .30 A 21 1 100
6. community 351 | 95 40 25 38| 37| 29100
7. loyalty 344 73 b2 | 63 59| 68 57| 33100
8. commitment 358 | 78 S6 | B8 53 50| 54| 59| 62| 1.00
9. performance 339 1 71 421 431 39| 281 29| 33| 36| 681100
10. purchasing value | 381 | .77 26| 28| 23| 207 24| 29| 34| 51| 471100
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values and relationship performance was then
tested using structural equation modeling and a
chi-square difference test. The brand value
constructs commenced with each other indicators

and were stayed significant and reduced as

shown in the <Table 1). The following tale °

shows the correlation table of the research

constructs.

. Results

The proposed research model and research
hypotheses were tested by using structural
equation model and the following table and
figure show the results of the hypotheses
testing and model estimation.

The proposed research model and research
hypotheses were tested by using the data

collected from the industrial markets. The
resulting goodness-of~fit statistics were a RMR
of 003, GFI and AGFI greater than 0.90, and
a chi-square with 270.00 (p=000). The indi-
cators of each construct were very good mea-
sures of variables and had high convergent
validity as evidenced by the reliability, with a
more than 050, Some items were deleted,
leaving those that reflected the cognitive
dimension of importance rather than the original
dimension. The indicators were very good
measures and had convergent wvalidity as
evidenced by the reliability of 090. These
results for all constructs indicate the measure-
ment fits the sample data well and is adequate
(Anderson and Gerbing, 1988).
Managerial Implications of the results of the

for use

study were discussed and the limitations of the
research were also =xplained,

The results of this research were as fallow.

(Table 2> Estimation results of the hypotheses testing*

Causal Path estimate SE. CR.(t-value) D

awareness | = |brand loyalty 0.33 083 3.70 000
perceive value| = |brand loyalty 0.29 116 2.49 K18
service quality | = |brand loyalty 0.35 137 2.56 010
switching cost| = !brand loyalty 0.59 250 2.36 013
satisfaction| = |brand loyalty 0.26 033 291 .003
community | = |brand loyalty 0.03 089 0.91 225
brand loyalty | = |commitment 0.91 049 18.42 000
commitment | = |performance 0.63 034 18.36 .000
commitment | = | purchasing value 0.83 046 18.03 000

* All coefficients are statistically significant at p=0.05 (except brand community)
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Industrial brand loyalty was positively related role in a B-to-B relationship. The results

with perceived value, perceived quality, brand discussed here represent a first step towards a

awareness, relationship satisfaction, switching better understanding of the industrial brand

cost, and relationship commitment. Also, cor- construct in customer-supplier relationships. A

porate relational performance and purchasing two-sided research method would be useful in

value were positively related with brand assessing the impact of brand and other critical

loyalty and relationship commitment. variables in the business-to-business market
One of the important results of the empirical relationships.

tests is that our focal construct plays a critical

{Figure 1) Results of the analysis of the research model
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