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Service branding differs from product branding in that it is largely composed of intangible
elements like employees’ attitude, culture and values. In the B2B market the service
brand’s role is highlighted due to its role as a risk reducer and thus it has a key role in
building trust amongst B2B customers. The service brand has also a crucial role in creating
a competitive advantage through differentiation and it is recognised as an important part of

a company’s success.

This thesis is centred around the brand of the case company, Egencia Finland Oy. It fo-
cuses on B2B customers and other key stakeholder groups for the case company. The
thesis aims to understand how the stakeholders view Egencia Finland Oy as a service
brand and which factors make a good service brand. The main objective is to define the
best way to execute a good service brand development plan and to find out what kind of
process serves the service brand development plan best. The thesis forms a basis for the

service brand development plan for the case company.

An applied research process was used in the thesis study and the data was collected using
guantitative methods. Systematic survey studies using pre-structured forms were con-
ducted during 2018 to Egencia customers and other key stakeholders. Benchmark data
was gained through market research and the research study was supplemented by discus-
sions with the case company. The research findings suggest that there is a correlation be-
tween the level of awareness, market share and brand position. The organisational culture,
role of management, values and vision also play a central part of the service branding and

have a significant impact on the company image.
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1. Introduction

The service economy has become the most dominant part of the developed countries
economies and it keeps growing further. The majority of future jobs will most likely be in
the service sector. From an economic perspective, services are hugely important and a
source of significant economic growth and employment (Kotler & Keller 2012, 377,
Skaalsvik; Olsen 2014, 1209.) in Finland. In 2017 the service industry contributed to half
of Finland’s economic growth. This growth applies to the total service industry but also
specifically, the airline industry, business services, consultancy services, IT and technical
services. In short, the private service sector is becoming more and more important for the
Finnish economy. In 2016 the private service sector employed 941 000 people and is
expected to further increase in 2017. (Kempas 2017.) Today’s and tomorrow’s companies
need to be innovative, agile, able to change and renew quickly due to internationalization
and global competition. (Kotler & Keller 2012, 377; Skaalsvik; Olsen 2014, 1209.)

The level of available information has increased exponentially and it has become a neces-
sity to have specialists who know how to use it. Service Management will be more and
more important in all the business sectors. (Norman 2014.) Further on, services are no
longer restricted to service companies but are also provided by product companies that
have become solution companies or hybrid product-service companies and are adding
service elements around their products. In addition, there are also hidden services and
thus, the service management is considered as being a competitive advantage for any
company. (Grénroos, 2007, 1-2.)

The shift towards a service dominated society is also contributed by the increase in
people’s income which means that the services are used more than ever before. Further
on, companies are also realising that it is more efficient to outsource some of the function-
alities to specialist service providers rather than doing everything in-house. This frees up
company resources to concentrate on their core business. Companies also recognise the
benefits of training and consultancy in order to improve their business performance. (Lin-
ton, 2017.) One of these outsourced services is travel management. In a highly competi-

tive service industry, like travel management, it is crucial to stand out from other brands.



1.1. Key stakeholders

There are many stakeholders and stakeholder groups that have an influence in and are
influenced by, the actions of Egencia Finland Oy. Some stakeholders are key to the suc-
cess and future growth of the company and thus are classed as key stakeholders. These
key stakeholders are considered to have the highest impact on brand development plan in

terms of failure or success. The stakeholder groups considered by the researcher to be

key are:
o Customers
o Potential customers (companies where employees travel on business)
o Business partners (suppliers, travel network like FBTA)
o Employees

These stakeholders play an important part in the branding process to support Egencia’s
strategy for 2017 — 2020 which is strongly focused on increasing the market share and
sales acceleration. There are number of ongoing projects, on a global level, to align the
company better for growth. To support the global strategy this study focuses on Egencia
Finland’s brand image and brand awareness so that a better understanding of the com-

pany’s brand equity is formed.

1.3. Brand Egencia

Egencia belongs to Expedia Inc. and is part of its brand portfolio. As the 4™ largest travel
management company (TMC) in the world, Egencia invests in marketing and branding.
The Egencia logo has a picture of a bird on it and it is used in all the communications
which makes the logo recognizable. Egencia’s brand promises to lead the transformation
of business travel by empowering customers around the world to drive compliance and
cost savings to their bottom line, while meeting the needs of the modern business traveler.
Egencia aims to be approachable and conversational in its tone and the brand expresses
in its narrative that it lives and breathe business travel. Brand personality attributes are in-
novative, fresh, forward thinking, trusted, savvy, engaging, approachable and respectful.
(Egencia brand guidelines 2013).

Most travel booking is now centralized online and Egencia has brought the leisure travel
user experience into business travel. Being part of the world’s biggest travel company pro-
vides Egencia a unique position in terms of resources and data such as trends and user

experience that can be gained from the other Expedia brands.



1.4. Definitions of terms

Brand has numerous definitions and it is widely used in different contexts and perspec-
tives. In this work the focus is on service branding which means that the brand is looked at
from a service perspective throughout the dissertation. The service brand consists largely
of intangible elements such as values, emotions, experiences and culture. The definition
best suited to describe service branding and the definition chosen to apply to this thesis, is
Berry’s service brand definition which captures, in the researcher’s opinion, the essence
of service branding: “A strong service brand is essentially a promise of future satisfaction.
It is a blend of what the company says the brand is, what others say, and how the com-
pany performs the service — all from the customer’s point of few.” (Berry 2002, 13.) Berry’s

service-branding model will be reviewed later in chapter 2.2.1.

The brand development planning and its processes form a key part of this thesis and

is seen as continuous process where the service brand is evaluated, measured, tracked
and developed in order to stay relevant. Brand development and brand building share
similar elements in their processes, the biggest difference being that the brand building is
something that happens every day in an employee - customer encounters, whereas brand
developing requires historic perspective and strategic analyzing.

1.5. Objectives for research and research questions

During the 6 years of employment with Egencia Finland the researcher encountered situa-
tions where the lack of brand awareness was visible. Implementation of a new global cli-
ents was often challenging at a local level as they quite often were unaware of the Egen-
cia brand. Thus, the cooperation required a lot of work to establish trust and ensuring that
the client was comfortable to consolidate all their local business to Egencia Finland. It was
also visible that Egencia Finland had less regular cooperation with the partners than some
of the competition. The level of brand awareness and image may have also played a part
in recruiting; the number of applications for Sales Manager positions with industry

knowledge were quite limited even during the economic downturn.

After launching a new global strategy, Egencia set up new ambitious targets for growth
and it became clear that Egencia Finland could not continue approaching business in the
same way as it had been doing for the past 6 years. This was supported by the fact that
the only significant growth during 2015 — 2017 came from global sales. Local sales were
very minimal although the market had the potential and the company had a very competi-

tive technical solution in place.



The lack of brand awareness, and consequently local business, was the main driving
force behind the decision to delve deeper into the branding and its effects. Therefore, the
purpose of this thesis was to analyse the current brand image and brand perception
amongst the stakeholders in order to find a good process to develop the brand, both inter-
nally and externally. The objective was to understand how the brand image and brand
awareness can affect the company’s brand equity, growth and stakeholder engagement
as well as to establish the current situation so that a development plan could be put in
place to achieve the growth targets by 2020. The secondary object was to understand the
service brand as a concept and how the service brand can create a competitive ad-

vantage through brand recognition and differentiation.

This topic combines varied content and audience, also allowing the researcher to use her
expertise in business travel while developing new skills. The researcher’s Master Thesis
project offered a good opportunity to try and solve a problem with a real challenge and
start the development work. This study will give recommendations and guidelines that
could help the company increase its brand awareness and develop its brand identity in
Finland, so that in return it would have a positive impact on organic sales, growth and
brand equity.

Based on the objectives, the main research question of this study is:
“How should Egencia Finland Oy develop its brand?”
The research question can be divided into four sub-questions:

RQ1: What is service brand and what are the unique characteristics of it?

RQ2: How is the Egencia brand perceived externally and internally?

RQ3: How is Egencia positioned currently towards the competition?

RQ4: How is a service brand built and how is a good brand development plan created?
RQ5: How should RQ1 — RQ4 be taken into account in the Egencia brand development?

Analysis
phase

Final report

Knowledge

base - We are we

now?

Development
plan

Figure 1. Research process.



2. Literature review

In this chapter, the key areas of the research are discussed in more detail. This includes
service branding as a concept, differences between the service brand and a product
brand, areas that have an impact on brand perception and the service brand development
process. The literature is summarised at the end of the chapter discussing how it contrib-
utes to this research.

2.1. Brand

Brand is the core of this thesis so it will be discussed before service brand building, brand
equity and brand development planning. After reviewing the various brand definitions, a

defined brand definition, for this particular work, is then introduced. This section of the re-
view also considers how the product brand and service brand differ. Corporate market en-
vironment is introduced due to B2B perspective and as the corporate branding strategy is

most common in the service sector, an overview follows.

2.1.1. Defining brand

There are a vast number of different interpretations of a brand found in literature which are
based on different perspectives. Some of the definitions are more product centric than
others. For example, AMA definition leans heavily towards product branding by saying
that brand is; “a name, term, design, symbol, or any other feature that identifies one
seller’'s goods or service as distinct from those of other sellers.” (AMA 2017.) De Char-
natony & Segal-Horn argue that it is not the definition of the brand which distinguishes
product branding from services branding, but the execution strategy. (De Chernatony &
Segal-Horn 2001, 1098.) However, based on the literature it can be said that generally
the above definition is not fully applicable for service brands as it bypasses important ser-
vice brand qualities like the service process, employees, customers, stakeholders, values

and emotions.

In services, customers and the staff delivering the service usually participate in the actual
service process and therefore both parties also participate in creating the brand. For this
reason, a strong brand view during the process is created in customer’s mind. (Grénroos
2007, 330.) In addition, emotions play an important part in service brand development as
the functional components of the service brand become more understandable when the
emotional side of the brand is developed first. (De Chernatony & Dall’Olmo Riley 1999,

186; Berry 2000, 134.) Furthermore, values also have an essential part in service brand



creation. De Chernatony and Dall’Olmo consider brands as value systems (de Chernatony
& Dall’'Olmo 1998, 437- 438.) which are the basis of branding. De Chernatony and Segal-
Horn (2003, 1100) add to the definition by stating that “brand is a cluster of functional and
emotional values which promise a particular experience”. (De Charnatony & Segal- Horn
2001, 1100.) In 2009 De Chernatony adds that “after the customer’s perceived risk is re-
duced and the identity-image gap is narrowed the brand will bring customer value.” (De
Chernatony 2009, 105.) De Charnatony and Dall’Olmo also define that the brand can act
as “the link between the set of functional and emotional values created by the company
and the way these are perceived by consumers applies to both physical goods and ser-
vices.” (De Charnatony & Dall’Olmo 1999, 189.) Including the values within the brand defi-
nition, especially when talking about service branding, makes sense because service
branding consists largely of intangible elements. In service branding not only the brand
values play a part but also company values have a key role through the corporate brand-
ing strategy.

It is clear that the brand is much more than just its visual aspects which is clearly demon-
strated in the picture of an iceberg. It shows that considering brand as a logo or name is
just the tip of the iceberg and to build a successful brand, it is important to understand the
brand’s values, organisational culture and other underlying factors contributing to the
brand. (De Chernatony 2010, 15.)

WHAT YOU ———t
cansee Communications
Name Logo
\_M_AAMAMMM
WHAT YOU
Core competencies CAN'T SEE

Positioning strategy
Culture

Personality strategy
Values

Figure 2. The brand iceberg (De Chernatony 2010, 15).

To summarise the literature, it can be said that there is not one single correct way to de-

fine the brand. With the service brand perspective which is applied to this thesis, it is clear



that taking into consideration the nature of the services, factors such as values, emotions,

employees and culture seem to be central to it.

2.1.2. Characteristics of the service brand

As mentioned in the previous chapter, the brand, whether it is product or service based,
consists of functional and emotional values. The difference between the product brand
and the service brand is the intangible nature of service brands which makes them more
difficult to control. Another specific service brand element is their perishable nature. Unlike
products which can stored, it means that the challenges service brands face is the greater
difficultly to synchronize the supply and demand. Neither is there any exchange of owner-
ship between the service and the customer. (De Chenatony & Dall’Olmo 1999, 183; Vin-
cent 2012.)

The service brand also differs from the product brand by how it achieves heterogeneity.
As the service brand is largely built by the front office staff, consistency might be difficult
to achieve unlike in product brands where the consistency can be achieved with suitable
process and necessary equipment. (De Chernatony & Dall’Olmo 1999, 182 -183.) Further-
more, as De Chernatony & Segal-Horn state the concept of brands as a promise is partic-
ularly applicable for service branding due to their nature of intangibility and heterogeneity.
(De Charnatony & Segal-Horn 2001, 1098.) It is the intangible nature of services, that
draws the biggest difference to product branding, as the service brand largely consists of
service experience and image which in turn have an impact on each other. (Mé&kinen,
Kahri & Kahri 2010,63). Therefore, as Kotler & Keller note, in services the challenge is to
“tangibilize the intangible”. (Kotler & Keller 2012, 380.)

Brodie in turn, brings another perspective into service branding by saying that the service
brand can also be understood in a much broader context. This is due to the research fo-
cus that has been put on brand roles over the recent years, creating value added pro-
cesses contributing to customer experience. From this perspective, the brand’s role is
much broader than traditionally thought and thus the brand has a contact surface with a
broad audience such as customers, employees, company and other stakeholders. This
branding perspective is referred to as the service brand but does not always mean only
branding of services but also a display of service acting as a subordinate to the branding
of goods or services. (Brodie 2009, 107.) Kotler & Keller also note that service is also an
element in the manufacturing sector where employees are providing services such as ac-

counting, legal advice and IT help. (Kotler & Keller, 378.)



Further on Ballantyne & Aitken challenge the whole concept of product brand and service
brand, outlining that customers in fact want to buy services even if a physical product is
involved. From the service dominant (S-D) perspective, customers judge goods based on
their ability to service and bring value-in-use. In this theory, the service experience in-
cludes interaction with the service provider as well as usage of the actual product thus be-
coming service dominant and making the exchange more than just transaction bound. In
the S-D perspective products become service appliances rather than just products. (Bal-
lantyne & Aitken 2007, 363 - 364.) Ballantyne & Aitken believe that the customer experi-
ence is formed by the brand acting as a tangible reminder mark to help the customer to
identify the company’s promise. These values or any other additional values are then pro-
jected back to the brand by the customers and other stakeholders. (Ballantyne & Aitken
2007, 364.)

To support the S-D theory, service branding has become more and more important in to-
day’s competitive landscape and as the mere product or innovation is easy to copy it is
even more important to have good service around it. In addition, to become successful,
the brand needs to demonstrate how the brand is going to bring a solution to something or
how it is going to benefit the customer in some way. The importance of the brand is high-
lighted in highly competitive markets such as business travel; products and services are
not that different but the brand is. (Ahto, Makinen, Kahri & Kahri 2016, 31-32.)

Hatch and Shulz (2003) introduced a corporate brand framework that is suitable with S-D
thinking and with the service brand generally as it is the corporate brand rather than prod-
uct brand that the services are associated with. It consists of three main elements which
are; strategic vision which is the brand’s idea, organisational culture which consist of com-
pany’s values, beliefs and norms and corporate image which is the views of the outside
world and stakeholders about the company. All these three elements play a part in service
branding. (Hatch & Schultz 2001, 1047 — 1048.)

VIS SN

CULTURE

Figure 3. Foundation of corporate branding. (Hatch & Schultz 2001, 1047).



In accordance with the above model De Chernatony & Segal-Horn agree that unlike in
product branding, the corporate culture and company image play a significant role as it
acts as an influencer to staff behavior and motivation. (De Chernatony & Segal-Horn
2003, 1100.) To be successful, a company’s unique culture should not only show in the
service brand but also in the employees’ dalily life as an attitude and behavior when they

have brand confluences with the client. (De Chernatony & Segal-Horn 2002, 1107.)

However, the above model by Hatch & Shultz is missing customers and employees and
Brodie argues that by adapting the former models by Calonius (1986), Bitner (1995),
Gronroos (1996, 2006) a broader theoretical framework of service brand can be defined.
This framework takes into consideration customers’, organisations’ and employees’ im-
pact and perspective on the service brand. In this model all key participants communicate
and contribute together towards the service brand. Communication between the organisa-
tion and customers is seen as external marketing whereas interactions between employ-
ees and customers are seen as interactive marketing. Internal marketing is created be-
tween employees and the organization by the company enabling employees to deliver the
promised service through processes and resources. (Brodie 2009, 109.)

EX | AL
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Figure 4. Types of marketing and their influence on the perceptions of the service brand.
(Brodie 2009, 109.)

Finally, it can be concluded that the core of the service brand is the customer service
which builds the brand equity and through day to day operations brings the brand’s vision
to brand reality. (Berry 2000, 135.) The customer facing staff not only receive valuable in-
formation about the clients every day, they also have a bigger impact on brand percep-
tions than any communication or marketing campaign can ever have. If the customer ser-
vice experience fails to live up to the brand promise it will hinder the brand credibility. (De
Chernatony & Segal-Horn 2003, 1100; Vincent 2012, 26.) De Chernatony & Segal-Horn



summarize this as a self-reinforcing process where employee satisfaction equals high
customer service which in terms equals increased sales and through that creates brand
equity.

Employee
motivation

Increased sales

High service quality

High customer
faction

Figure 5. The process of successful services management. De Chernatony & Segal-Horn
2001, 1097.)

As De Chernatony quotes “Your people are as much of your product in the consumer’s
mind as any other attribute of that service” (De Chernatony & Mosley 2010, 182) Thus, it
can be concluded that the role of the staff is emphasized in the service brand.

2.1.3. Corporate brand

The most used branding strategy in service branding is corporate branding which means
that the company is the main brand. As the company acts as a brand it is crucial that the
whole organization is aligned and participates in the brand building. Internal communica-
tion and staff training is also critical to ensure that employees know what the brand stands
for and thus, deliver the service which is consistent according to brand promise. (Ahto,
Méakinen, Kahri & Kahri 2016, 132.) A consistent and uniformed corporate culture also
contributes towards motivating employees to enact brand values so that the customer ex-
perience is consistent. (De Chernatony & Riley 2010, 181; Temporal 2010, 247, 249.) It is
also important that the company’s brand is communicated in a way which tells customers
what they are about, which could be otherwise difficult for the customer to identify. Cus-
tomers might not even want to know about the specific services provided by the company.
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Often the customers associate with the corporate brand itself not with the separate ser-
vices that the company provides. If the brand image is positive it will reduce customers’
perceived risk and increases willingness to buy. (De Chernatony & Dall’Olmo Riley 1999,
181 - 184.)

As all the products or services are under the company name it means that the brand has a
wide array of touch points both externally and internally. Internal touch points are employ-
ees, shareholders and partners. External touch points are parties like investors, the mar-
ket place and regulators. This means that all these audiences will base their expectations
on the perception they have of the corporate brand. (Gregory 2004, 4-5; Vincent 2012,
21.) Gregory also defines that “your corporate brand is the sum of everything your com-
pany says and does” (Gregory 2005, 5.) meaning that in corporate branding strategy the
positive and negative events will always reflect the whole company. In other branding
strategies, where the company is not connected to a brand and thus cannot be associated
with it, this is not the case. The necessity of controlling the corporate brand in order to
achieve corporate clarity is therefore highlighted and crucial in order to be successful.
(Gregory 2005, 5.)

2.1.4. B2B market from a brand perspective

Travel Management companies have two types of customers; corporate travelers and de-
cision makers who ultimately are the ones who make the high level buying decision. Cor-
porate travelers are then the users who need to be kept satisfied and loyal to the contract.
Thus, in this section a role and impact of the B2B market from branding perspective is re-

viewed.

The biggest differences between B2C market and B2B market is the higher volumes per
customer, long term customer-supplier relationships, higher price pressure and lesser
number of clients. The purchasing process is also more complicated and time consuming
which correlates with the cost of the purchase; the costlier the purchase the longer is the
buying process unless a brand is involved which can shorten the purchase time signifi-
cantly. In addition, globalisation increases the importance of branding due to supply of
similar products and services, complexity and increasing number of mergers and acquisi-
tions which enable businesses to enter new markets easily. Furthermore, the key factor of
the B2B market is the role of perceived risk. The buyers will not only consider the price but
also the trustworthiness and reliability of the service which will affect the end user. The

role of the brand is highlighted as a risk reducer in B2B market where it is classified as the
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most important brand function. Brands reduce the perceived risk by providing credibility,
trust, predictability and continuity. (Kotler & Pfoertsch 2006, 20-60; Kapferer 2012, 81 -
86.)

As with the service branding also in B2B market the corporate brand has a key role.
Again, bearing in mind the brand’s role as a risk reducer, the corporate brand creates trust
of continuity and most of all the corporate reputation has clout. The reputation consists of
awareness, image, innovation, commercial dynamism and ethics and plays a part in deci-
sion making. The recognition and company image are key contributors in decision making
process and decides whether the brand will end up on a buyers’ consideration set. Brand
and the corporate reputation can, in the best situation, add an intangible dimension that
will increase the brand’s attractiveness and brand loyalty. In addition, in a highly complex
environment, the brand can be the only true differentiator. (Kepferer 2012, 81-86.)

2.2. How to build a service brand?

Brand building plays a central part in this thesis in order to create an understanding on the
components of a good service brand and thus, it forms a basis of this section of the re-
view. As the brand identity and band image also play a significant role in the service brand
building they are then reviewed in more detail in separate section (2.2.5.) followed by a re-
view of brand building models suited to service brand building. Brand building requires a
strategic decision, long-term vision and planning, supported by top management with a
360-degree view of the brand and executed thoroughly across all managerial processes.
(Mé&kinen Kahri, Kahri & Ahto 2016, 50 -51; De Cernatony, Drury & Segal-Horn 2003, 7;
Kotler & Pfoertsch, 2006,158-160.) To align with the long-term vision, brand consistency,
brand clarity and brand leadership, the brand building should follow a five-step brand
building process: (1) brand planning, (2) brand analysis, (3) brand strategy, (4) brand
building, and (5) brand audit (Kotler & Pfoertsch 2006,158-160.).

QOrganisational
Framework

Brand

Planning

Controlling
Monitoring External

Internal

Marketing Plan

Implementation Architecture
Target Market

Figure 6. Brand building process (Kotler & Pfoertsch 2006, 160).
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One of the key elements within service brand building is an organisational involvement
with the brand building. (De Chernatony, Drury & Segal-Horn 2003, 6; Kotler & Pfoertsch,
2006,158-160.) This seems to be key especially with the service brands where the suc-
cessful brand building requires organisational commitment, otherwise a gap will material-
ise between the brand and organisation and thus an unmanaged image will materialise.
(Mékinen, Kahri & Kahri 2010, 50 — 51.) Each department should have a specific role in
brand building as the below table by Makinen, Kahri & Kahri shows:

o L Communicating the target image and
Defining the direction of the company

. strategy within the company. Branding
and the goal image

strategy.

Defining the direction of marketing and | Allocating marketing investment, manag-

making sure marketing is efficient ing brand portfolio

Customer representation in the company | Building a target image and buying inter-

and target image communication est through a marketing process.

Sales to customers with the best poten-

ale 0 Maximising commercial potential . )
tial margin.
P ase, Prod 0 ance . » Acting according to target image chosen
Function specific strategy carry out
omer se e by company

Acting according to target image chosen
A a Acting as brand ambassadors by the company at work and outside

work

Figure 7. (Makinen, Kahri & Kahri 2010, 50 — 51).

The emphasis on these roles vary depending on the type of business. However, it can be
said that generally with the service brands the role of customer service is highlighted.
(Mékinen, Kahri & Kahri 2010, 50 -51.) This is supported further by the literature where
the significance and centrality of the employees is a common denominator in the service
brand building. De Chernatony, Drury & Segal-Horn state that with successful service
brands HRM function has a vital role and that recruiting, training and motivating the em-
ployees is key because the essence of the service is in the interaction between the cus-
tomers and employees. (De Chernatony, Drury & Segal-Horn 2003, 6; Vincent 2012, 194.)

Furthermore, the employees build the service brand both internally and externally be-

cause it is the actual service experience that the customer gets which has the most power
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and so it can be said that all the other elements contributing to a service brand are in a
supportive role. (Berry 2000, 136.) Thus, internalizing the brand is important and requires
an ongoing process of selling the brand to employees, visualising it, making sure the
brand’s essence is understood and most of all involving employees in the process so that
they can then in turn verbalize, visualise and sell the brand to customers. (Berry 2000,
135.) In addition, service brand building is not solely an internal activity because the staff
opinion about the employer can spread to clients and other stakeholders. From an exter-
nal view as Gronroos and Temporal both state, the brand is always built in the mind of a
customer through service encounters and interaction with different brand contacts like in-
formation, communications, service processes and ongoing relationships between two
parties. Therefore, instead of talking about brand building in his opinion we should be talk-

ing about creating brand relationships. (Grénroos 2007, 290; Temporal 2010, 243.)

There are a number of different branding and brand building models by different authors.
Several models were explored for this thesis and the ones chosen for this study were cho-
sen for their customer centric perspective and moreover to suit service branding. It is
clear, based on the literature, that the service brand building differs from product centric
brand building. According to Berry, the service branding differs from product branding only
to a degree by the great importance of service performance. (Berry 2002, 130.) The im-
portant part of service performance is agreed by many but it is also argued that additional
differences exist. De Chernatony, Drury & Segal-Horn for example state that the service
branding can’t be confined in a rigid process defined by steps as its nature is fluid, emer-
gent and loose and that a good service brand building model should have a balanced in-
ternal (employees and processes) and external (customers and competitors) focus as op-
posed to product brand building models that have external focus. (De Chernatony, Drury
& Segal-Horn 2003, 2 - 6.) The service brand building models will be reviewed in more
detail in chapters 2.2.2. and 2.2.3.

2.2.1. Ingredients of a strong service brand

As discussed in section 2.2. the employees are at the center of the brand building so it is
clear that their role is also an important element of a strong brand. Thus, it can be said
that to build a strong service brand everything starts with the employees. Employees are
the maker or the breaker of the service brands and they have a significant effect on ser-
vice brand image and equity. Shared values are key factors within service branding and to
be successful the values need to be embedded into the brand and company culture so

that they influence staff behavior and attitude in a positive way. Management is also an
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important part of a strong service brand and thus, it is the management that should rein-
force the values with genuine conviction so that it leads to internal loyalty, staff commit-
ment, brand understanding and consistency across stakeholders. Management’s respon-
sibility is also to create a culture where management commitment precedes staff commit-
ment (De Chernatony & Segal-Horn 2001, 1114-1115; Temporal 2010, 211; Vincent 2012,
51; Vincent 2012, 193; Mosley 2014, 1, 234.) because as stated before, the company cul-

ture plays an important role.

Further on, leaders should reinforce a unique and supportive culture that attracts employ-
ees to believe in the company’s brand, provide positive brand contacts and a service pro-
cess that contributes to achieving intended brand identity. Moreover, if the employees un-
derstand the brand, strategic goals and also share the values, they are able to build the
brand the way the company aims to. After all, employees are building the brand by inter-
acting with the customers, stakeholders and even in their free time, so it is crucial that it
happens in a way that strengthens the brand. Customer and the company values need to
complement each other’s so that the intended brand can emerge. (Gronroos 2007, 291;
Mékinen, Kahri & Kabhri, 74-75; Mosley 2014, 233.)

The principles of strong brands can be viewed through Keller’s brand report card which
details the characteristics that the strong brand should have. Brand performance and
brand comparison can be valued in a systematic and uniformed manner and the charac-
teristics, although being part of an audit tool can be viewed as branding principles that
every strong brand should have in place. The ten characteristics are stated as phrases
and need to be scored from 1- (extremely poor) to 10- (extremely good). The same pro-
cess can be done to major competitors in a way that it helps the company to identify the
areas that need development and give more insight of the brand overall. (Keller 2008, 674
— 675; Keller 2000.)

1. The brand produces the benefits that customers want.
2. Brand maintains its relevancy.

3. The pricing matches the perceived value of the brand.
4. Brand has an ideal position.

5. Brand is coherent in everything it does.

6. Brand portfolio and hierarchy are a good match.

7. The brand invests and coordinates all the available marketing resources to build brand

equity.
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8. Customers understand the brand meaning.

9. The brand is developed and maintained in the long-term with suitable support behind
it.

10. Brand equity and its sources are monitored.

Companies should aim to balance all the characteristics even though it might not always
be possible as Keller admits. Therefore, the company should evaluate and monitor all the
characteristics regularly and if there is a change, such as new competitor in a market
place, the impact on the characters should be evaluated first before making any changes.
All ten characteristics have a positive impact on each other; being exceptionally good in
one aspect makes it easier to be good in another. (Keller 2000). Berry’s service branding
model is based on customer perspective and crystallizes it saying that “brand is a blend of
what the company says the brand is, what others say, and how the company performs the
service”. It consists of six elements which show the relationships with the main compo-
nents of a service brand both with primary impact and secondary impact. This model
takes into consideration how the customer experience has a direct impact on brand eg-

uity.

Company's

presented brand Brand awareness
presented branc

External brand Brand equity

communications

ce with

- Brand meaning
company

Figure 9. A service-branding model. (Berry 2002, 130.)

The presented brand is a way to customer to recognize and recall the brand and it contrib-
utes directly to brand awareness. It is also a controlled aspect of the brand which will
communicate its identity and purpose through advertising, service facilities and appear-
ance of the service providers. External communications are an uncontrolled aspect of the
brand that refer to communications customers have with the company for example
through word-of-mouth communication or publicity. External communication is not usually

as effective as the company’s controlled communication as that is focused to strengthen
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the brand. Brand meaning is about the customer’s primary perceptions of the brand and is
closely related to brand awareness. The main difference between these two is that brand
meaning can only be created after the customer has experienced the brand and thus, the
communication and presented brand is most powerful only on new clients who don’t have
any other evidence of the brand. A presented brand can’t save bad service as the reality
always wins. Finally, both brand awareness and brand meaning contribute to brand eq-
uity. The biggest difference to product branding is the centrality of the service perfor-
mance’s role in branding. According to Berry, successful service brands use four ap-
proaches which are brand internalization, emotional connection, being different and taking
ownership of the company’s fate. (Berry 2002, 130 — 131; Temporal 2010, 247.).

Lastly, to ensure the growth and sustainability, a regular tracking and measurement of the
brand performance and brand equity is needed. Regular tracking and measurement also
ensures that adjustments are made if necessary. There are two types of information
sources for the tracking and measurement; brand audit which is for in-depth information
gathering and brand tracking which is suitable for sort-term decision making. Customer
behavior, customer perceptions, customer strengths and weaknesses can be measured
by qualitative and quantitative tracking studies. Tracking studies should be issue specific
and based on the challenges the brand is facing. Measuring the awareness and image is
needed if the tracking applies to a specific product or service. The measuring includes
recognition and recall, first on a more general basis then moving on to a more detailed
view. Questions aim to understand which brand usually comes to mind in a certain situa-
tion, then measuring brand recall based on category cues, moving on to a test of recogni-

tion.

When measuring the characteristics of the brand or the brand identity the same logic ap-
plies. As the brand always has a number of associations attached to it, associations
should be measured. Because the corporate image is dominant in service branding it
should be tracked simultaneously or separately. Factors to include in the tracking are
credibility and associations on a suitable level for the responder’s likely experience with
the company. Associations such as “How well is Company x managed”, “how easy it is to

do business with Company x”, “how concerned is Company x with its customers”, “how
approachable is Company x”, “how accessible is Company x”, “how much do you like do-
ing business with Company x?” can be used. Tracking is usually done for regular custom-

ers but it is also useful to track nonusers. Tracking loyal users against users who are loyal
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to other brands, heavy users against light users, other stakeholders and especially im-
portant in the case of service brands, employees, gains more insight of their view about
the brand. The frequency of tracking is usually based on frequency of purchase. Brand
equity reports and charters can provide useful guidance to the business and stakeholders
thus, the tracking study and audit results should be collected accordingly. (Keller 2008,
325 -332)

As a conclusion, for the strong service brand to occur the role of the employees is key,
thus it is very important that in service branding the focus is put on organisational values
and culture. Staff training is important and the company should make sure that the staff
know the company strategy, understand what the brand is about and share the company
values. Also, for the service brand to be strong and successful it should aim for internal
and external consistency not only with customers but across all the stakeholders. Focused
positioning is important without forgetting the well working systems to support the brand.
Contributing service brand factors should not be looked at in isolation but seen as a con-
tinuous process where, when coordinated, they will create greater consistency and more
coherently integrated service brands. Finally, regular brand performance and brand equity
tracking and measuring should be in place to make sure that the brand continues to per-
form and bring growth.

2.2.2. Brand image and brand identity

As stated before the brand image is an important part of the service brand and a key con-
cept for building strong brands as it crystallizes what the stakeholders think of the brand.
Keller, Apéria & Georgson define the brand image as “how people think about a brand ab-
stractly, rather than what they think it actually does.” (Keller, Apéria & Georgson 2012,
72.) Gronroos states similarly; “Brand image is the image of the goods, or service, which
is formed in the customer’s mind” (Grénroos 2007, 286). Barrow & Mosley note “Brand im-
age is also a way to anchor and differentiate the brand in the mind of a consumer” (Bar-
row & Mosley 2010. 62). Therefore, the image should be closely bound to the company’s
mission, values, vision and business strategy and should envisage things that the com-
pany wants to be known for. It should also clearly tell the customers what is important for
the company and why it differentiates from others and thus, create competitive advantage.
(Mékinen, Kahri, Kahri & Ahto 2016, 144 — 148.)

As opposed to brand image, which largely consists of customer perceptions, brand iden-

tity is strategically formed by the company or organization and acts as a strategy guide
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representing what the brand wants to be about, alongside short-term measures such as
sales and profits. (Aaker & Joachimsthaler 2002, 13; Aaker 2002, 68; Kapferer 2012,
151.) Based on the literature it can be said that there are two main views to brand identity;
either it is seen as a set of brand elements — such as brand name, symbol, slogan, and
packaging — or as a more complex concept with different perspectives. (Grénroos 2000,
330 — 331; Aaker 2002, 78 — 93; Keller 2008, 140 -178; Aaker 2002, 71 — 200; Aaker &
Joachimsthaler 2000, 33 — 93; Kapferer 2012, 149 -177). One of the best-known brand
identity theory is probably Aaker’s brand identity model which is graphically displayed in
the Appendix 1. The identity model sums up Aaker’s understanding of brand equity and

creates consistency in brand building.

According to Aaker in the beginning of the brand identity development, value proposition,
position and a strategic brand analysis is often sought. This analysis should be focused
around three different groups, the customer, the competitor and a self-analysis. A cus-
tomer analysis should look at market trends, customer motivations, segments and also
customer needs. The competitive analysis should look at the competitors’ brand image,
position and their strengths and weaknesses. Lastly, the self-analysis, should look at ex-
isting brand image, company heritage, strengths, weaknesses, links to other brands and
the brand vision. The strategic brand analysis for all of the groups can be undertaken by
using three different sets of data. First, the existing data can be used, then new research
should be executed to fill in the gaps and finally brand identity, value proposition and
brand/customer relationship should be used. (Aaker 2002, 189 — 201.)

Aaker defines 12 categories of brand image elements and 4 different perspectives that
should be considered for brand identity development. The four perspectives are product,
organization, person and symbol. However, no brand has to have touch points with all the
categories although all of them should be considered. In addition, the brand identity struc-
ture consists of core identity, an extended identity and a brand essence. To adequately
describe the brand’s aspiration, the brand identity often has six to twelve dimensions as-
sociated with it. The core identity dimensions should be derived from strategy and organi-
zational values and it should also bring focus and resonate with the customers. A differen-
tiating factor should also be part of the core identity as it is important that the customers
perceive the brand by its core identity because it is relatively stable and stays the same
even though the products or markets might change. (Aaker & Joachimsthaler 2002, 43;
Aaker 2002, 78 — 85 & 115 - 150.)
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Further on, the brand identity can be heightened by having an extended identity which
helps to convey what the brand stands for. The strongest brand identities provide func-
tional and emotional benefits according to Aaker and they can also supply self-expressive
benefits which should be stated in the value proposition. The value proposition should, as
it is entitled, provide a value proposition to the customer, strengthen the brand to cus-
tomer relationships and favorably drive the buying decision. Brand to customer relation-
ships can also be based on other brand identities and instead of driving the buying deci-

sion will endorse the decision, providing credibility. (Aaker 2002, 85-103.)

Brand identity implementation is the final part of the brand identity planning model accord-
ing to Aaker. This consists of three phases; positioning, execution and tracking. For the
brand to be positioned, the brand identity and value proposition need to be communicated
to target customers so that company’s competitive advantages become visible. The brand
identity also needs to be communicated within the organisation and to partners. Execution
and therefore a brand building program will be achieved by a range of marketing activities
such as advertising, public relations, direct or indirect marketing, flagship stores etc. but it
is important that these excel in excellence and execution. The third phase is the tracking
as it is important to know and be able to measure the effects through quantitative and
qualitative measurement. (Aaker 2002, 176 — 189.)

Another way to look at brand identity is through communication which is the idea of Kap-
ferer’s brand identity prism. The brand identity prism has two main parts and six aspects:
what the company sends to customer and what the customer receives which depends on
internal and external factors. The bridging factors bringing internal and external factors to-
gether are relationship and culture. The aspects are divided into social aspects (physique,
relationship and reflection) which create an external manifestation and into core aspects
(personality, culture and self-image). All the aspects are interrelated and reflect each
other. Further on, according to Kapferer the brand identity building should start with the
physical aspects as it is the physique that creates a backbone of the brand identity. After
establishing the physique, the brand personality is defined to make it possible to engage
and be identifiable by the customers. The third aspect is the culture, which according to
Kapferer is the most important part of the brand identity as it acts as the key differentiator

between two similar brands.

Brand relationship in turn, is especially important with service brands due to holistic nature

of the customer, brand and the business transaction. The fifth element of customer reflec-
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tion is the way the customers see the brand’s key users or buyers. They are important be-
cause the customers can use the brand to reinforce and build their own identity and thus,
the brand creates value. The last aspect of the brand identity prism is the self-image
which is the way customers are seeing themselves or want to see themselves as. (Kap-
ferer 2012, 158 — 163.)

Picture of Recipient

Physwality

Relationship ] Culture

Externalisation
Internalisation

Reflection Self-lmage

Picture of sender

Figure 10. Brand identity prism. (Kapfrerer 2012, 158).

The difference between brand identity and brand image can be simplified with the below
picture. In simple terms, the brand identity is how the company would like their brand to be
perceived as and it is always on the sender’s side. The brand image is the reality of how
the customers actually perceive the brand and it is always on the receiver’s side. (Kap-
ferer 2012, 151; Cobb 2014.) The ideal situation is somewhere in between these two

views:

Brand Image

How customers
actually

perceive your brand

Brand Identity
Way you would
like your brand
to be perceived

Y

Brand Delivered
Where ideal brand
is being delivered

Figure 11. Brand building vs brand image. (Cobb 2014.)

It can be concluded from the literature that the brand image is about intangible aspects of
the brand rather than tangibles and that (Keller, Apéria & Georgson 2012, 72.) the brand
image is not something that can be solely created by the company itself and given out to

the customer. The company merely builds frames for the development in the customers
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mind by offering a suitable service, product or service process and the communication
that supports it. If the company manages to do this successfully the desired brand image
has been achieved. To be successful the image can’t conflict with the company’s values,
strategy and targets. (Makeld, Kahri & Kahri 2010. 34) Thus, the company’s real perfor-
mance and the communicated image need to live up to it because if they don’t, as stated
before, reality always wins. Moreover, if the possible problem with the image is caused by
problems with service, the only way to improve image is to improve the service process.
(Gronroos 2007, 296.)

2.2.3. Service brand building models

Not many service brand building specific models exists and a reason for that could be due
to corporate branding strategy, which is most common with service brands. In corporate
branding the new services are generally integrated into the existing corporate identity ra-
ther than rebuilding a new one. (De Chernatony, Drury & Segal-Horn 2003, 5.) According
to De Chernatony et al. the traditional brand building models are not ideal to service
branding and instead, due to importance of the employees as part of the service branding,
the service branding models should be based on a bottom up model where the staff is in-
tegrated into the branding process. (De Chernatony & Segal-Horn 2003, 1100.)

Customers Customers

Frontline Employees

Middle Management

Top
Management

Figure 13. Inverted management pyramid (Spector & Reeves 2017, 19).
One of the few existing service brand building models is by De Chernatony which is based

on staff commitment and the ability to deliver a well-defined brand essence which is ena-

bled by company culture and a well-defined brand vision. This model also captures both
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an external and internal balance which is one of the key elements of service branding. (De
Chernatony, Durry & Segal-Horn 2003, 4-5.)

Brand vision

Organisational
culture

Brand objectives

Audit bransphere Brand evaluation

Brand essence

Internal
implementation

Brand resourcing

Figure 14. The process of building and sustaining brands (De Chernatony, Drury & Segal-
Horn 2003, 4; De Chernatony 2010, 99 — 104.)

There are 8 elements in this model and it starts with defining where the company wants to
be in the future. After that the model moves on to assess the company culture which
needs to be looked at carefully as the culture can either help or hinder the brand develop-
ment. Assessment should include artefacts, values, assumptions and sub cultures to
make sure they won'’t affect the brand building. Suitable and realistic objectives should
then be set so that the staff delivering the brand will know what the brand is wishing to
achieve and what they are to aim for. To reach the set targets and align all the actions, a
possible catalyst should be considered such as sales incentive or bonus for good cus-
tomer service. If any barriers are encountered in the visioning phase, auditing a brand-
sphere will help to identify where the greatest challenges are. The brandsphere has five
different forces to take into consideration which are corporation, distributors, customers,
competitors, corporation and macroenvironment. Auditing might lead to revisioning of the
values and set goals. This stage also helps to identify how to improve success and the
aim of the process is to create ideas and a clearer picture of what the brand essence
might be and how to summarise the brand. The brand essence stage should use a ladder-
ing process that can be expressed in a brand pyramid (Figure 15) in order to define, con-

ceptualise and communicate the brand essence. Brand essence is the core of the brand
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and communicates its uniqueness and enables delivery of the brand promise. Brand es-
sence can be expressed visually as a brand pyramid and from the pyramid verbally as a

statement which summarises the distinctive core promise.

Personality
traits

Values

Emotional Rewards

BEREIS

Attributes

Figure 15. The elements of brand essence using the brand pyramid. (De Chernatony
2010, 259)

The result of the process should give guidance towards the ideal brand positioning and
the personality that best portrays the brand vision. In the implementation stage it is im-
portant to consider an outcome which takes into consideration both functional and emo-
tional values as well as the best process to deliver the brand promise. Organisation’s core
competences need to be defined which should also include from the employee aspect,
factors such as values, relationships between employees and stakeholders and the level
of empowerment. The brand resourcing stage brings a more detailed view into how to im-
plement the brand essence. Things to consider at this stage are the name of the brand,
quality and relationship creation with the stakeholders. Finally, the brand performance
need to be monitored on regular basis against key criteria. The results of auditing will act
as a guide about future actions thus the model is evolving and can also be used to moni-
tor existing brands. The assessment against each aspects of the model should be done
on a yearly basis so that the brand relevancy of an existing brand can be ensured. (De
Chernatony 2010, 99 — 104, 213 — 215, 257 - 259.)

Another brand building model was developed by De Chernatony, Drury & Segal-Horn. It is
presented as a cogwheel and it was developed specifically for service branding which de-
rives from existing models but is solely focusing on service brand building and thus has
fine tuning and emphasis from the service brand perspective. The model is not linear be-

cause the steps are not in chronological order and the idea of it is that the companies can
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pick and choose different steps from it. (De Chernatony, Drury & Segal-Horn 2003, 10; De
Chernatony & McDonald).

Operationalisation Market
Structure testing
organisational .
resources Identify external
opportunities

Stages in
building a
Position and successful

Identify internal

differentiate service brand capabilities
of brand L

Ensure Consider
internal feasibility of
commitment Define the brand brand
and develop brand
concept

Figure 17. The development process of a successful services brand (De Chernatony,
Drury & Segal-Horn 2003, 9).

The cogwheel model consists of 9 different elements which are:

Identify external opportunities by extensive research (competitors, supply and
demand, cost-benefit analysis, political and economic environment, current seg-
mentation within the sector and available resources) using both quantitative and
qualitative methods.

Identify internal capabilities by identifying the company’s key competences facil-
itated by benchmarking.

Define the brand by developing a brand concept either involving defined terms of
values and consumer beliefs or using more creative judgement, visual representa-
tions, language and symbolic representations. Identifying brand essence using few
words might help with the task.

Consider feasibility of brand taking into consideration the company’s financial
resources and practical considerations such as the company’s existing track rec-
ord, scale and timing.

Ensure internal commitment so that genuine belief into the brand can be estab-
lished and the brand will be communicated to customers more effectively. Closely
linked to company culture. A strong inclusive culture creates the most likely inter-
nal commitment.

Positioning and differentiation will help the service brand to gain a competitive
advantage and appear unique to the customer.
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e Structure organizational resources which in the service brand’s case most of
time is employees, thus the focus should be in recruiting right people (skills, per-
sonality, abilities) and effective training.

o Market testing will require a pilot phase so that the brand can be perfected. With
the service brand’s nature being public, the pilot will need to be out in the open.

e Operationalization of communications and delivery often merge in a service con-
text which means that a message needs to be unified, consistent and strong
across all media and employees.

(De Chernatony & McDonald 217 — 219.)

2.2.4. Keller's CBBE model and brand building

Finally, the Customer based brand equity (CBBE) acts as a roadmap and a guide for
brand building, helping companies to assess the brand building process. The CBBE
model establishes a number of steps for building a strong brand which are: 1) Establish
the proper brand identity 2) Create the appropriate brand meaning 3) Elicit positive brand
responses 4) Forge strong brand relationships with customers. Each step needs to be
completed successfully in order to continue to the next level because they each contribute
to one and another. The brand meaning cannot be established if there is no identity, there
can be no responses without the right meaning and it is impossible to establish relation-
ships without evoking proper responses. (Keller, Apéria & Georgson 2012, 103; Keller
2008.) Keller also defines a set of questions and corresponding brand steps to help with
the brand building. These invariably refer to questions that customers are bound to ask,

directly or indirectly, when encountering brands:

Who are you? (brand identity)

What are you? (brand meaning)

What about you? What do | think or feel about you? (brand responses)

What about you and me? What kind of association and how much connection
would I like to have with you? (brand relationships)

(Keller, Apéria & Georgson 2012, 65.)
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Figure 18. CBBE brand equity Pyramid (Keller 2008, 60 — 61).

The CBBE has steps that correspond with the brand building blocks and their sub-dimen-
sions. (Keller, Apéria & Georgson 2012, 54.) The idea of the pyramid is that without reach-
ing the top, no significant brand equity is created. Building the brand from the left side of
the pyramid represent a rational route whereas the right-hand side of the pyramid repre-
sents emotional route. According to Keller, generally for the brand to be strong both

sides are needed. The foundation for successful brand development is established by its
six brand building blocks — brand salience, brand performance, brand imagery, brand
judgements, brand feelings and brand resonance. (Keller, Apéria 6 Georgson 2012, 103;
Keller 2008, 60-61.)

Brand awareness is measured by brand salience which is needed in order to gain the right
brand identity. Questions like how often, how easily and to what extent can be used to
measure brand awareness by brand salience. Brand awareness in turn tells how well cus-
tomers can recall and recognize the brand. By building the brand awareness it is easier
for the customers to identify the service category where the brand operates in, what ser-
vices it provides and what needs it will satisfy. Further on, the depth of the awareness is
measured by identifying how easily the brand comes to mind and the breadth of the brand
awareness in turn, is measured by identifying when and in what range the brand comes to
mind when purchasing or using the brand. Brand awareness is used as a meter to meas-

ure the easiness and likeliness of the brand coming to customers mind. The breadth and
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the depth of brand awareness are equally important as the brand needs to be in the front
of the mind in the right situation and at the right time. (Keller 2008, 61; Keller, Apéria &
Georgson 2012, 66-67.)

In the CBBE model the product or service is the core of the brand equity and delivering a
product or service that satisfies customers’ needs is a requirement for successful market-
ing. Thus, the brand performance measures how well the product or service meets cus-
tomers functional, aesthetic and economic needs and how well it rates in an objective
guality assurance. The brand performance is often based on features and benefits. Keller

lists five important types:

Additional and primary features

Product characteristics such as durability
Service quality such as efficiency and empathy
Appearance

Price

Customers can rate the primary features based on the performance (low, medium, high).
Some of the features can be customised whereas others are fundamental for the product
or service. In addition, customers rate the performance through reliability (consistency of
performance), durability (expected economic life of a product), serviceability (ease of re-
pair), service effectiveness (service requirement satisfaction), service efficiency (speed
and responsiveness of customer service) and service empathy (how interested the service

provider is in customer). (Keller 2008, 64-65.)

Customers can also have associations apart from functional abilities such as size, shape,
materials and colour and therefore performance might be affected by sensory aspects like
how a product looks, feels, sounds and smells. Another important association that the
customer might have is one of price. Customers will rate the brand based on its pricing
policy for which they will form an opinion whether the product or brand is relatively expen-
sive compared to other brands in the same market. They might also organise the brands
in terms of pricing. (Keller 2008, 64 — 65.)

Brand imagery is the second element of the brand meaning and is measured by custom-
ers thinking about the brand on an abstract level. Customers form their opinion of the
brand through experiences or indirectly through some other source of information like
marketing and word of mouth. Imagery is an intangible element of the brand which is

based on customers experiences or some other information like word of mouth. Keller lists

28



four main intangibles related to brand: “User profiles, purchase and usage situations, per-
sonality and values, history, heritage and experiences.” (Keller 2008, 65 — 67.)

Brand imagery is closely related to brand personality which can be formed through adver-
tising. (Keller 2008, 65 — 67.) Brand personality is an important part of branding which De
Chernatony defines as “set of human personality traits that are both applicable to and rel-
evant for brands” (De Chernatony 2010, 47). Thus, it can be said that it is important for the
brand to have a personality as it helps to identify with the brands and create a relationship
with them. Some brands can even be defined by their owner or a well-known person to
make identifying with the brand easier. Turkish Airlines for example uses Kevin Costner in
their advertising, Norwegian uses pictures of famous Nordic people on their aircrafts and
Virgin is known for its personality as enterprising, daring and fun — qualities which are
linked to Richard Branson. (Barrow & Moseley 2010, 61; Vincent 2012, 60.)

In short, the brand personality allows the customers to associate the brand with personal-
ity characteristics that enables the use of descriptive functions and more contextual
information. (Keller et al. 2012, 73.) Keller, Apéria & Georgson define that brand person-
ality has five dimensions; sincerity, excitement, competence, sophistication and rugged-
ness. (Keller et al. 2012, 73.)

Brand personality

- R -

Down to earth | Daring Reliable Upper Class Outdoorsy
Family-oriented Trending Hardwarking Glamorous Glamorous
small Town Exciting Secure Good looking Good looking
Homest Spirited Intelligent Charming Tough
Sincere Cool Technical Feminine Rugged
Real Young Corporate Smooth
Whalesarme Irmaginative Successiul
Original Unigue Leader
Cheerful Up-to-date Confident
Sentimental Independent
Friendly Contemparar

Figure 19. Aaker’s brand personality measures in the USA as quoted by Keller. (Keller,
Apéria & Georgson 2012, 468.)

Further on, the most simple and direct way to measure brand personality is to make open-
ended questions of a brand like “if the brand was a person; What would it be like? What
would it do? Where would it live? What would it wear? Who would it talk to if it went to a

party and what would it talk about?” (Keller, Apéria & Georgson 2012, 465.) However,
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brand imagery and brand personality are not always unified which is the case when per-
formance-related functions are significant to customer decisions like in food products. The
discrepancies might also happen without intent like when the company aims the personal-
ity to be something and the actual imagery is perceived differently. User imagery and
brand personality are more likely to link if the brand personality is an important part of the
buying decision, for example when buying cars and cosmetics. Customers tend to buy
products and a service brand which is closely related to their own persona. (Keller 2008,
65— 67.)

Brand judgments are opinions and evaluations of the brand that customers make based
on different associations related to brand performance and imagery. Customers judge
whether the company is good at doing what it is doing and whether it is likeable and inter-
ested in its customers. According to Keller brand quality (perceived quality), brand credi-
bility (how credible is the company behind the brand), brand consideration (brand rele-
vancy) and brand superiority (degree of superiority over other brands) are the most im-
portant judgements.

Customers emotional reactions and responses to the brand are brand feelings. The feel-
ings can be varied from strong to mild and from positive to negative and might also touch
the social side of the customer. In addition, brand feelings can have an impact on the cus-
tomer behaviour if the associations with the brand are favourable. Keller lists six types of
brand feelings which are warmth, fun, excitement, security, social approval and self-re-
spect. Feelings can be divided into two categories; either they are private and durable
(warmth, fun, excitement) and increase the level of intensity or private and enduring (se-
curity, social approval, self-respect) and they increase the level of gravity. (Keller 2008, 68
-71)

Brand resonance is placed on top of the pyramid and thus, is the final step of the CBBE
model. Brand resonance tells how in depth and how well the customer recognises the
brand and what kind of relationship he has with it. Brand resonance can be measured with
attributes like repeat purchase rate and the level of activity in seeking information about
the brand, events, and other loyal customers. Brand resonance can be divided into four
categories: 1) behavioural loyalty (how often customers purchase and how much) 2) attitu-
dinal attachment (deep attitudinal attachment which makes the client more loyal and not
likely to switch brand easily) 3) sense of community (kinship towards other users which
creates positive brand attitudes and intentions) 4) active engagement (requires strong atti-

tudinal attachment or social identity and is the strongest dimension of brand loyalty).
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2.3. What is brand equity?

Without brand equity the brand can’t be successful and it is therefore one of the key com-
ponents of the brand. There exists a plethora of brand equity definitions for different pur-
poses and not one common viewpoint seems to exist. (Keller et al. 2012, 42.) There are
two ways to look at the brand equity; customer perspective which focuses on customer
and a financial perspective which focuses on the financial value of the brand. (Kapferer
2012, 5-15.) The customer based view is defined by Strandvik & Heinonen as “the dif-
ferential effect of brand knowledge on consumer response to the marketing brand.”
(Strandvik & Heinonen 2013, 503) Grénroos on the other hand agrees that the brand
brings the company value but it is actually the value that the company brings to the cus-
tomer that matters most because that is the basis in creating value back to company.
(Gronroos 2007, 290.)

The financial view of the brand is defined by De Chernatony & McDonald as representing
various factors which increase the brand value on the company’s balance sheet. (De
Chernatony & McDonald2005, 237.) Thus, the brand equity can be associated with the fu-
ture incomes provided by customers through generating the product or service. Previously
developed brand assets enable the brand to exploit its strengths and generate value in the
future of the brand. It can be said that the brand equity connects the past to the future.
Thus, Kapferer identifies three levels of brand equity that have conditional consequences
which are displayed in Figure 20. (Kapferer 2012, 13 — 15.)

Brand assets -> Brand Strength -> Brand value (financial equity)
Past Present Future
Brand awareness Market share
Brand reputation Market leadership
Brand personality Market penetration Net discounted cashflow attributable to
) the brand after paying the cost of capi-
Brand deep values Share of requirements )
tal invested to produce and run the
Brand imagery Growth rate business and cost of marketing
Brand preferences Loyalty rate
Patents and rights Price premium

Figure 20. From awareness to financial value (Kapferer 2012, 14.)
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Brand equity value can be captured in below customer statements:

Decreased threshold to try a new product or service

Faster sales process

Increased purchase probability of a service or product

Larger purchasing volume

A more probable opportunity to charge price premium

Price increase not likely to endanger the customer relationship

N o bk~ wdhPE

. Less interest in competitors’ offering
(Kotler & Pfoertsch, 2006,69.)

Further on, positive brand equity is an advantage that is created by the brand through
brand recognition and brand awareness. It is easier for the customers to trust strong
brands, especially when it comes to invisible services. A strong brand also helps custom-
ers to visualize more easily what they are buying. (Berry 2000, 136.) A company with a
strong service brand needs to have a valuable market offer in addition to differing from the
competing brand. It needs to communicate clearly what the company is about. According
to Berry, a way for a service company to strengthen its brand equity is through focusing
on underserved market needs and to perform better than its competitors at the same time

providing value for the customers. (Berry 2000, 132.)

As a conclusion, no matter what perspective or definition is in question there seems to be
a common agreement that the brand equity offers a significant market advantage and

value which is due to the brand. (Keller, Apéria & Georgson 2012, 42.)

2.3.1. Aaker’s brand equity model complemented with other theories

This section of the review introduces Aaker’s brand equity model as a basis comple-
mented by other authors to bring more holistic and service based view into equation.
Aaker & Joachimsthaler define the brand equity as “the brands assets or liabilities linked
to a brand’s name and symbol that add or subtract from or to a product or service.” (Aaker
& Joachimsthaler 2000, 17.) Aaker’s brand equity model which is graphically displayed in
the Appendix 2. has four main dimensions which are: Brand Awareness, Perceived Qual-
ity, Brand associations and Brand loyalty. These deliver a positive or negative value to
stakeholders and the company. All the dimensions can be seen as brand assets bringing
value to the brand. (Aaker & Joachimsthaler 2000, 17.) Brand Awareness is an important
dimension of brand equity and it has an influence on perceptions. Brand awareness is a

key element of this thesis so it will be discussed further in the chapter 4.3.2.
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Perceived Quality which is the third element of brand equity means, according to Keller,
Apéria & Georgson “customers’ perceptions of the overall quality or superiority of a prod-
uct or service relative to another and with respect to its intended purpose.” (Keller, Apéria
& Georgson 2012, 208.) A purchasing decision and brand loyalty can be directly influ-
enced by perceived quality. Thus, a high perception of quality can help as a positioning
criterion and make it acceptable to pay a premium price for the product or service and
therefore increase profitability. (Aaker 1991, 85 — 100; Aaker & Joachimsthaler 2000, 17;
De Chernatony & McDonald 2005, 445; Chekitan 2012, 83 - 84.) The perceived quality
can be measured by ROI, stock return and against relative competitors determined by
customers. Measures such as are average, above average, below average, consistent
quality and inconsistent quality can be used. In addition, perceived quality can also be
measured by attaching value to it; Do you think Finnair represents good value for money?
Why did you book through Trivago rather than through some other channel? Perceived
quality is proved to increase profitability. (Aaker & Joachimsthaler 2000, 17; De Cher-
natony & McDonald 2005, 445.) It is more and more difficult to achieve a satisfactory level
of perceived quality as customer’s have bigger expectations due to ever faster product im-
provements. (Keller, Apéria & Georgson 2012, 209.)

Brand association connects the customer to the brand through things like product attrib-
utes, brand personality, organisational associations, user imagery and symbols. Brand
management involves deciding which connections to develop and creating programs to
build the association. (Aaker & Joachimasthaler 2000, 17.)

Brand loyalty is the last stage of the brand equity evolution and it measures how attached
the customer is to a certain brand. The degree of a client’s commitment shows directly in
the company’s balance sheet because a committed customer provides a steady income
for the company and guarantees future income. Loyal customers are also not likely to
switch from brand in the case of a price increase and in the case of a price decrease, they
are more likely to buy more than before. (Keller et al. 2012, 91.) According to Kotler & Kel-

ler there are four loyalty groups:

1) Hard-core loyals; customers who buy only one brand at the time

2) Split loyals; customers who are loyal to two or three brands

3) Shifting loyals; customers who shift loyalty from one brand to another
4) Switchers; Customers who are not loyal to any brand
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To gain insight, the company should analyse the different levels of loyalty as it can help to
identify the brand’s strengths and weaknesses. (Kotler & Keller 2012, 250.) Kapferer also
recognizes the importance of loyalty in connection with the brand. To exists, a strong
brand needs to have a strong base of loyal customers. Furthermore, the loyal customers
decrease the risk of the company’s future income and they spend more than occasional
customers. Their spending could even increase through loyalty programs and they are five

times less costly than prospect/non-customers. (Kapferer, 2012, 234 — 235.)

De Chernatony & McDonald add that a committed customer is also likely to transfer their
positive association to possible brand extensions thus making it possible for the company
to grow its equity by maintaining the customers’ loyalty. Brand loyalty is also a culmination
of different factors such as the brand image, perceived quality and value, brand trust and
customers commitment. (De Chernatony & McDonald 2005, 439.) Barrow & Moseley also
look at brand loyalty as a competitive advantage, as the brand loyalty is costly and difficult
for the competitor to overcome despite of the cause of loyalty. (Barrow & Moseley 2010,
20.) Furthermore, a loyal customer is likely to become a brand ambassador and talk about
the brand positively and possibly influence others to buy. (Aaker & Joachimsthaler 2002,
264.)

According to Aaker, price premium is the indicator of brand loyalty and the best measure-
ment for brand equity. (Aaker 1996, 319 — 323.) A repeat purchase is often used as a
measure of brand loyalty. This is not sufficient a measure for brand loyalty as the repeat
buy does not always mean loyalty. Customers might buy regularly a certain brand without
having any deeper meaning behind it thus they might easily switch to another brand if
there are enough compelling reasons for it. However, a repeat buy is part of the brand loy-
alty even if it is not a sufficient condition for customer’s brand loyalty. Brand loyalty is one
of the “by-products” of a company’s brand equity and positive brand image. (Keller, Apé-
ria & Georgson 2012, 91.)

There are five loyalty segments that help a company to increase its customer insight for

decision making and strategic planning:
1. Noncustomers

2. Price switchers

3. Passively loyal customers

4. Fence sitters
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5. Committed customers

The fence sitters, committed customers and the customers with no brand preference are
the customer groups whose loyalty should be enhanced. Brand loyalty programs, per-
ceived brand quality, brand awareness and a well-managed brand identity could leverage
brand loyalty within these groups. (Aaker 1996, 22-23.)

2.3.3. Brand Awareness

Brand awareness is the starting point in brand building and a key ingredient in brand
power. Without brand awareness there is no brand power. Brand awareness is also a key
element in Aaker’s brand equity model as discussed in chapter 2.3.1. and also, a key ele-
ment to this thesis. The customer’s ability to recall or recognise the brand is the key factor
in the buying process as the actual buying can’t happen unless the customer is first aware
of the brand. Brand awareness is defined by Keller, Apéria & Georgson as the “customers’
ability to recall and recognise the brand, as reflected by their ability to identify the brand.”
(Keller, Apéria & Georgson 2012, 66 — 67.) Makinen, Kahri & Kahri state that “The first
step in the customer relationship is when the company reaches the customer's conscious-
ness as a potential provider of the product or service” (Mékinen, Kahri & Kahri 2010, 47.)
when Aaker in turn says that “Awareness refers to the strength of a brand’s presence in
the consumer’s mind” (Aaker 2002, 10).

There are different types of brand awareness and the category to pursue depends on the
resources and the industry. Kapferer divides the awareness into three categories;

e Top of mind (What brand comes to your mind first?)

e Spontaneous (What are all the brands that come to your mind?)

e Aided or prompted (Here is the list of brands. Which ones do you recognise, even
if only by name?)

Low budget airlines like EasyJet and Ryanair pursue spontaneous awareness due to a
business model where they only operate through the Internet and people make purchase
decisions by the first click first serve basis. Spontaneous awareness is similarly important
in more corporate worlds where the bid winner is more likely to be a company that comes
to a decisions maker’s mind first rather than the company that is not recognised. (Kepferer
2012, 188.)
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The way the customer remembers the brand can be used to measure the brand aware-
ness. The attributes are defined by Aaker as follows: 1) Brand recognition (past exposure
and familiarity), 2) brand recall (first brand that comes to mind unaided in its product class)
3) brand name dominance (highest level of awareness) (Aaker 1996, 10-16) Brand aware-
ness varies whether the brand is recognized or recalled, the latter meaning the client has
a deeper level of brand awareness. (Keller et al. 2012, 67 - 68.) If the brand comes to the
consumers mind when thinking about a particular category, it has recall. Recall is crucial
when making a buying decision as the recognition does not guarantee that the brand will
end up in the customers’ consideration group. The relative power of recall versus recogni-
tion can be measured in the Graveyard model where the graveyard area represents the
market saturated with highly recognizable brands with low recall. This means that the
brands are recognizable but they do not enter the customers’ mind when making a pur-
chase decision. Being in the graveyard area also means reduced market share and sales.
(Aaker 2002, 11-15.)

HIGH

Graveyard (= Brand =D

=
o
E
=
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o
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Figure 21. The Graveyard Model (Aaker 2002, 11-15).

Virgin Atlantic can be used as an example of a very good brand recall even though it is a
very small airline. Despite its size, it has succeeded in Britain extremely well over the
years and bears an image and reputation of a bigger airline than it is. Already back in
1994 90% of British consumers were familiar with the brand. (Aaker & Joachimsthaler
2002, 36.)

2.3.4. Keller’'s customer based brand equity model

The foundation of the CBBE model, displayed in Appendix 3, is the customer’s feelings,
learnings and things they have seen and learned based on the experience with the brand.
(Keller, Apéria & Georgson 2012, 53 — 54.) Thus, the model aims to understand customer

needs in order to build above attributes around the brand. Keller, Apéria & Georgson also
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state that “the power of a brand lies in what resides in the minds of customers.” (Keller,
Apéria & Georgson 2012, 54.) If the brand equity is positive customers are more likely to
tolerate price increases, lesser marketing activities and brand extensions. The brand eg-
uity can also be negative which means that clients would react more positively to an un-
named version of the same product being advertised by the company of the brand. (Kel-
ler, Apéria & Georgson 2012, 54.)

CBBE model defines 6 blocks to build a strong brand. The aim is to reach the top of the
pyramid which is only possible if the right blocks are in use. (Keller, Apéria & Georgson
2012, 56.) The first block is salience which is also a measure of brand awareness. For the
brand to have a high salience it needs to have a high-level of awareness first. For deep
awareness, easy brand recall is required. The customer based brand equity can’t occur
without it and thus, the customers need to have a favorable, unique and strong associa-
tion with the brand which is also needed in the first stage of brand building. From a brand
strategy viewpoint, it is also important that a differentiator can be provided to create brand
equity. (Keller, Apéria & Georgson 2012, 59 — 60; Keller 2008, 59-64.)

Performance and imagery are the building blocks that correspond to the second stage of
brand equity. During the second stage, a brand meaning is defined as well as intangible
and tangible associations are established. Further on, points of parity and points of differ-
ence are also created during this stage. Brand performance is measured by intangible
components like customer satisfaction based on customer needs. Reliability, durability,
serviceability, service efficiency, effectiveness, empathy, style and price are more tangible
components linked to brand performance. Intangible components are related to brand im-
agery and can be for example, associations linked to users and relate to things like usage
and purchase situations, brand personality traits, brand value, brand history experiences
and events. (Keller 2008, 65 - 67.)

Brand judgements and brand feelings are the building blocks that correspond to the third
stage of the brand development and the object at this stage is to create positive re-
sponses to brand identification and meaning. Brand judgements are customer’s opinions
and evaluations of the brand and they can be things like brand credibility, brand superior-
ity, brand quality and overall evaluations of worthiness of the brand reaching the consider-
ation set at all. Brand feelings consist of emotions and feelings created by the brand and
they can be things like security, fun, excitement, self-respect, and social approval. (Keller
2008, 67 — 71.)
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The last and most valuable building block according to Keller is brand resonance because
it reflects holistic customer-brand relationship. The aim at this final stage is to turn brand
responses into an active and loyal relationship between the customer and the brand.
Brand resonance can be divided into two categories which are intensity, which refers to
the intensity of the customer’s attachment and activity, which refers to the customer’s be-

havioral loyalty and active engagement. (Keller 2008, 72 -74.)

In general, it can be said that varied opinions of the brand need to exist otherwise the
brand can be classified as a commodity and the only differentiator and main factor with
the competition is the price. The easiest way to understand customer based brand equity
is through product sampling and product comparison like blind tests as these illustrate
what the customer based brand equity is about. When two parties sample a product
where the other group can see the brand and the other can’t, the results differentiate even
though the same product is in question. This is due to customers perception based on
past experiences and the knowledge of the brand. (Keller et al. 2012, 54-55.)

2.3.5. Brands increasing value and bringing growth

The strongest asset to any company is its brand. There are two types of assets that bring
income; tangibles and intangibles. The brand belongs to intangibles. Capitalizing the
brand helps to reach growth targets quicker and with bigger profit margins and (Scott
2000, 3.) if the brand is well managed it will also increase the stakeholder value. Further
on, out of the average businesses’ value, 80% comes from intangibles. For example,
Google is worth $390 billion out of which most comes from intangible assets. (Juetten
2014,1.) Further on according to Sherman, 88% of the assets of Fortune 500 companies

come from intangibles, of which the brand plays a key role (Sherman 2014).

- Intangible Assets
85% 88% ]
63 % Tangible Assets
=

1975 1985 1995 2005 2013

Figure 23. Increase of intangible assets over the years (Sherman 2014).
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Customers are likely to become more loyal if the brand consistently delivers satisfaction
which in turn helps the company to build a good reputation which will have a positive
impact on staff, buyers and users. In a study by Chernatony, 79% of investors stated that
the brand and marketing messages influenced their opinion and 51% were also influenced
by company’s corporate culture. (Chernatony 2010, 3-5.) In a very competitive market the
role of the brand becomes exceptionally crucial. The brand helps to differentiate the brand
from other companies especially in business areas such as business travel where the of-
fer does not differ greatly from one company to another. Brand helps to build loyalty and a
long-lasting customer relationship. (Ahto, Makinen, Kahri & Kahri 2016, 31- 32.) Strong
brands also gain a greater market share than weaker brands (De Chernatony & McDonald
2003,59).

Furthermore, a need to be profitable is merely a hygiene factor, a condition for existence.
To be successful, the brand needs to be relevant, genuine, react to the recipient’s world,
rely on feelings and bring a solution. Commercialisation and brand management are, from
the management’s standpoint, the key to increasing the company's value. This needs to
be in balance with operational efficiency; without operational efficiency the company can-
not invest in growth and without growth there is nothing to streamline. The focus needs to
be on the customer experience that covers the customer’s entire journey and the innova-
tions should be based on real customer needs that are implemented cost effectively. (Ahto
et al. 2016, 19-20.)

Further on, developing a brand increases the company’s value as it crystallises the com-
pany’s strategy. The company’s value can be measured by calculating the difference be-
tween what is on the company’s balance sheet and the market value of the company.
Goodwill consist of intangible values such as future launches, customer relationships,
brand and tangible values such as technology, licenses, patents, production and logistics.
However, the company’s real value is only measured when it is sold and the real-time
measurement of brand value is not possible. The brand’s value should still be calculated
regularly, for example every second year, as that enables the company to value the work
performance. One way to measure this is the Interband model which is based on brand
revenue generated by the brand and is depicted by the brand’s strength factor which is in-
fluenced by the brand market position and different markets, brand security and market
trends. It is also important to understand the factors that influence brand value develop-
ment so that they can be used as a guiding factor in the management decisions (Ahto et
al. 2016, 34- 37.)
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2.4. Service brand development and planning

Brand planning is crucial for success. The reason why many brands never succeed is be-
cause the brand planning is overlooked. Brand planning should be part of business plan-
ning and as brand changes take a long time to realise, annual planning is not enough.
Planning should be continual, take place gradually and be consistent from vision to
execution. (Kotler & Pfoertsch 2006, 160 — 161; Robertson 2014.) The task of the brand
plan is to bring together the necessary measures needed to reach the set goal and to give
the organization the direction, choices and strategy that are necessary if it wants to

achieve its goals. (Robertson 2014.)

Furthermore, the brand plan unites different departments such as marketing, sales and
product development and gives an action plan for each department so that the goals can
be reached whilst setting tasks that require support from finance and operations. The
brand plan also helps to develop an action plan for internal stakeholders so they can im-
plement the plan accordingly. For the Brand Manager it brings focus and works as a refer-
ence for staying within the set strategy. As the brands have significant financial value it is
crucial they are managed efficiently to achieve a return on investment and thus, manage-
ment should be accountable for it with their approval of the strategic choices and financial
aspects. (Robertson 2014; Chernatony & McDonald 2005, 53.)

According to Skaalsvik & Olsen, service branding should involve the whole organization.
In addition, the customers should also have a high involvement in the service brand devel-
opment as it will create trust and commitment to the brand as a co-product. The process
should also involve and empower the employees through training and expanded decision-
making power and have a high focus on service orientation. Furthermore, the organisation
should apply the bottom up principle in order to organise itself to suit service brand devel-
opment. (Skaalsvik & Olsen 2014, 1217 — 1219.)

Internal and external market research as well as evaluation of the company capabilities
are the most essential elements of the brand development and also the starting point for
brand building. For the effective market research, the company must establish in depth
knowledge of its business, products, services, brands, employees, competition and the in-
dustry. Most often what the company thought was important to customer turns out to be
something quite different when asked and thus, will give a new perspective. After that, ob-

jectives need to be set and a strategy put in place to achieve the goals. However, the
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brand development should not touch the brand’s core values as these are the ones cus-
tomers appreciate and are loyal to. (Aaker & Joachimsthaler 2002, 40 — 41; (De Cher-
natony & McDonald 2005, 402; Kotler & Pfoertsch 2006, 163 — 164.)

Brand plan can be framed by guiding questions and then structured to create a basis of

the brand plan:

Questions to ask Planning Areas

1. Where are we? Strategic Analysis

2. Why are we here? o Key Issues

3. Where could we be? Vision/Mission/Goals

4. How can we get there? o Strategies/Tactics

5. What do we need to do to get ready? o o Execute & Measure
|

Figure 24. Framing questions (Robertson 2014).

To complement the framing, below questions are needed in order to establish the current

situation:
¢ Whatis the company’s current market share?
e What is the brand’s core strength that brings competitive advantage?
¢ How involved are the customers to the brand?
¢ What the current business situation is like?

(Robertson 2014.)

2.4.1. Vision

The brand planning starts with the brand vision stage where the desired brand future is
determined. Brand development should start with the definition of the key components of
the brand. These are then defined by using a model best suited for the brand, for example
a brand diamond, brand key or brand pyramid. The defined model is the vision of the
brand as you would like it to be perceived. (Barrow & Mosley 2010, 64.) The key compo-
nent of a travel agency could be for example the customer service which means that the
brand should be built around the service attitude and the ability to solve problems.
(Mékinen, Kahri & Kahri 2010. 52.)

According to De Chernatony & McDonald there are three interrelated components consti-
tuting the brand vision:

e an envisioned future
e the purpose for the brand, i.e. how the world could be a better place as a conse-
quence of the brand
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e The values that will underpin the brand

(De Chernatony & McDonald 2005, 99.)

The vision should be relevant for 5-10 years and it can include financial and positional ele-
ments as long as it is important from a vision framing perspective. The vision should ide-
ally be qualitative and measurable. In addition, it should also be a balance of inspiration
and reality and at the same time bring focus but also be inviting and motivational. Vision
should answer the questions as to why (why do you exist), how (how do you deliver
against purpose) and what (what do you do to deliver purpose). The purpose defining why
should be defined first, followed by strategic how and then purpose driving what. (Roberts
2014))

Figure 25. Golden circle (Robertson 2014; Sinek 2010).

2.4.2. Strategic Analysis

The objective of brand strategy is to make sure that the brand is using its own strengths
against competitors, exploiting at the same time competitors’ weaknesses. The brand
strategy also aims to make sure that the brand resonates with the customers and avoids
the competitors’ strengths. Another object of the brand strategy is to improve strategic de-
cision making of the brand and recognise the uncertainties that may affect the brand strat-
egy. For this a strategic brand analysis is needed. (Aaker 2002, 190-191.) In addition, the
brand strategy should include a brand mission, personality and brand values which are
aligned with the company’s mission and vision thus the brand analysis should provide and

answer for the questions such as:

What is your identity about?

What do you consider important?

What is your company about?

What your customers consider important?
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¢ How do you differ from competition?
o Where do you see the company in five years?

(Kotler & Pfoertsch 2006, 163 — 164.)

The planning process should start with defining the current situation that answers the
guestion “where are we” which requires looking in detail at everything connected to the
business including the category, consumer, competitors, channels and the brand. This re-
quires a competitor analysis, customer analysis, brand analysis and a self-analysis to es-
tablish what could be the brand’s core values. Further on, from the deep dive business re-
view the business drivers can be established as well as the factors that are holding the
business back. After that, the risks and opportunities can be established. The drivers are
factors or inertia that accelerate brand’s growth and thus, need to be maintained and en-
hanced further. Inhibitors are factors like weakness or friction that prevents growth and
should be minimized if possible and the opportunities identify the areas in the market that
would contribute to future growth. Finally, threats are anything that changes the current
circumstances and thus, may turn into a threat. Focus should be on the top 3-4 points for

each section:

Brand assets, successful programs, favor- | Competitive pressure, specific segments,

able market trends, new products, adver- unfavorable market forces, channels,
tising. weakness in specific area.
Opportunities Threats

Unfulfilled consumer needs, new technolo- | Consumer needs, new technologies, com-
gies, regulation changes, new distribution petitive activity, distribution changes, po-
channels, removal of trade barriers. tential barriers to trade that create poten-

tial risk to growth.

Figure 26. Force field analysis of drivers and inhibitors. (Robertson 2014).

As stated before the strategic brand analysis should include three perspectives and thus,
Aaker’s strategic brand analysis model can be utilized for this purpose. Three perspec-
tives are needed because to resonate with the customer a customer analysis is needed,
to maximise the competitor insight to benefit the strategy a competitor analysis is heeded
and lastly, to neutralize the weaknesses and utilize the strengths to full potential, a self-

analysis is needed.
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Customer analysis
Trends

Strategic
brand analysis

Figure 27. Strategic brand analysis (Aaker 2002, 190).

2.4.3. Key Issues and strategy

The objective of the third stage of the brand plan is to find the right key issues to help with
strategy. Robertson recommends using four questions in order to establish them:

How is the brand currently positioned from competitive perspective?
Which key element of the brand brings competitive advantage?
What is the level of loyalty within your customers?

What is the brand’s current business situation?

A combination of the answers of the strategic analysis and the answers of the key ques-
tions can be used as a starting point. Viewing possible obstacles that hinder the value
achievement should be brainstormed from as many possible angles as possible and then
narrowed down to 3-5 key issues. The strategy options can then be outlined by turning the

issues into strategic questions. (Robertson 2014.)

In order to achieve the set goals there needs to be a strategy. The core of the brand, its
values and brand associations (Figure 27) form the strategy which gives guidance of how
to get there and what decisions should be made. Further on, the decision-making process
should always be backed up by the top management to ensure the strategy is executed.
(Kotler & Pfoertsch 2006, 168 — 169; Robertson 2014.) The brand plan should have three
top strategies combined with three tactics which deliver the chosen strategies. (Robertson
2014.)
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Brand
Associations

Product

Values

Figure 28. Brand strategy model (Kotler & Pfoertsch 2006, 170.)

Robertson introduces a set of questions to help to frame the brand strategy which are:
How is the brand currently positioned from competitive perspective (leader, challenger,
flanker, guerilla), which key element of the brand brings competitive advantage (product,
concept/idea, service/experience, price/value), what is the level of loyalty within your cus-
tomers (indifferent, like it, love it, beloved) and what is the brand’s current business situa-
tion (continue momentum, turn around, re-focus, startup). (Roberts 2014.)

2.4.6. Execution and measurements

The last two phases of the brand plan are the execution and the regular ongoing tracking
and measuring. The execution depends largely on the brand strategy which defines all the
actions needed. The execution phase should bring the customers closer to the company
which in turn puts the brand into a stronger business position. This is achieved by the ele-
ments in the brand plan which generally cover things like marketing, employee training,
communications and workshops. The execution phase is excluded from this thesis and left

for Egencia Finland to complete.

Once the brand development plan has been completed it is crucial to measure progress.
Measurements should include metrics like market goals, financial goals, performance,
brand health, milestones on the way to the vision, financial results to support the brand,
brand funnel data, in market customer data and any executional tracking needed. (Robert-
son 2014.) Million also suggests that in addition to measure performance the areas to
monitor are internal and external behaviour and perception. Internal behaviour monitoring
is especially important in service branding where the customer service plays significant
role. Regular surveys can be used to get feedback and to make sure that the employees

are creating customer experience that is aligned with the brand. The internal behaviour
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can be tracked by employee engagement scoring and making sure the strategy is under-
stood. External behaviour in term strengthens the customer experience, brand perception
and its value proposition and can consist of multiple different kind of actions like published
whitepapers, blogs, public speaking and optimised search engines. External behaviour
can be measured by methods such as brand perception and awareness surveys and web-

site traffic.

Brand image and perception should also be monitored closely as it is especially important
for the company to understand how the brand is seen to enable growth. Lot of the discus-
sion happens in Internet in the form of reviews, recommendations and discussion forums
thus the perception monitoring should also include real time social media data. Media data
enables the company to stay up to date of the conversation surrounding them and gain an
understanding of its impact on its brand. (Million.)

2.5. Summarising the literature

Figure 28 presents how the literature covered in this thesis contributes to the research.
The first step was to understand service brand as a concept and the different perspectives
and definitions involved. The role of stakeholders, specifically the role of the employees,
was found crucial in creating a strong service brand and thus, the theory moves on to ex-
ploring service brand building in more detail. Service brands are intangible in nature and
consist of intangible elements such as values, associations and experiences. Service
brand building centres largely on elements like employees, culture and the service. The
research incorporates key concepts and focuses on exploring how they contribute towards
a better understanding of the Egencia Finland brand and further on, to achieve a better
knowledge of how to develop the service brand so that the brand strategy could be

aligned with the business strategy.
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How to build a strong service
brand?

Which factors are key to
service brand success?

How to achieve the set growth
targets through service brand
development?

Key elements
Corporate branding strategy &
B2B stakeholders
Benefits & challenges

Brand image and identity
Internalisation
Culture & Resources
Positioning & Differentiation
Consistency

Brand assets, strengths & value
Brand recognition
Brand awareness
Brand loyalty
Perceived quality

&

Where are we?
Strategic analysis
What next?

Figure 29. The literature review’s contribution to the research

One of the key takeaways in this literature review is understanding the importance of the
employees in the service branding. The theory highlights the importance of internalization
of the brand in order to avoid a gap between the brand and the organization. The service
brand can’t be strong and successful without a process that builds on satisfied employees.
This creates motivation and in turn results in high customer service and satisfied custom-
ers contributing towards the brand equity. The theory suggests that the process should
start already in the recruiting phase to make sure that the employees share the values
with the organization.

The theory illustrates the complexity of the service brand as a concept. From the literature
the researcher can conclude that there is no exhaustive definition for service brand and
the line between product and service brand is somewhat blurred due to products having
additional services built around them. Thus, the service brand should be understood in a
broader context and so the S-D theory perspective was reviewed to get a wider under-

standing. Keller’'s brand balance card presents interesting guidelines on strong brands
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and even though published as an audit tool it provides useful guidance to key factors that

the strong brand should possess.

The literature review also presents that the service brand building requires organizational
involvement as well as customer participation. Yet again, the employees are key as the
essence of the brand is created in the interaction between the customer and the employ-
ees. The customer service is the most critical factor in the brand building and brand equity
and thus, it should be consistent with the brand. Further on, the corporate branding strat-
egy is most widely used with services and thus, also the corporate culture and company
image play a significant role as a staff influencer and culture creator. Customers in turn
generally associate with the corporate brand rather than specific services and so in order

to achieve a corporate clarity the corporate brand needs to be controlled.

The main stakeholders in this research are B2B customers and their role was reviewed
and compared against B2C customers. The literature very seldom separates consumer
customers from corporate customers and the researcher noticed that most of the literature
refers to consumers or just customers. Therefore, some of the theory reviewed might not
be directly applicable to corporate customers. The role of the customer in travel manage-
ment context is complex as the role of the customer is twofold; the decision makers are
mostly corporate buyers but the end user is a company employee to whom, to a certain
extent, applies similar factors than B2C customers in the researcher’s opinion. Thus, the
chosen literature discusses customers in general through service brand perspective which
applies to this thesis and which characteristics are the same whether B2B or B2C busi-

ness.

Literature indicates that the branding is as important in B2B sector as it is in B2C sector
especially due to globalization and increased competition. Perceived risk and through that
a corporate reputation is the most important factor in the B2B sector which draws the big-
gest difference to the B2C sector from a branding perspective where perceived risk
doesn’t have as much emphasis. In both B2B and B2C sector the brand awareness plays

a similarly central role.

The literature regarding the service brand building models is somewhat limited in the re-
searcher’s opinion and most such models center around product brands, focusing on an
external view. However, the literature indicates that the key aspects to consider in service

brand building models is the balance between the external and internal focus. Another
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central denominator is the brand building’s continuous nature which should be seen as a

continuous process rather than a one-off project.

According to literature, brand image is one of the key aspects of brand building so in order
to gain a more in-depth understanding, both brand identity and brand image was re-
viewed. Brand image consists largely of customer perceptions where brand identity in turn
is strategically formed by the company and acts as a strategy guide representing how the
brand wants to be seen. Image should be closely bound to the company’s mission, val-
ues, vision and business strategy and live up to communicated image and real perfor-
mance, otherwise the company’s credibility will become questionable because the reality
always wins. Literature consists of two views of brand identity which is seen as a set of el-
ements such as a logo and a name but also as a more complex element and so Aaker’s

and Kepferer’'s brand identity models were reviewed to gain more insight.

Based on the literature review of service branding in this thesis, the emphasis is on under-
standing the key concepts of brand development and brand building in order to create the
best process to develop Egencia Finland’s service brand. Brand equity is the most signifi-
cant element of the brand from the growth perspective and thus, it is important to incorpo-
rate all the necessary building blocks in order to create value for the company and cus-
tomers. This study aims to clarify how well Egencia Finland Oy is creating brand equity
currently and how it could be improved. The available theory provides clear indications of
the factors needed. One interesting perspective is the bottom up model where the employ-
ees are on the top and management on the bottom acting as enablers for supporting cul-
ture and being accountable on the brand planning phase. This again links to the im-
portance of the employees and the culture as discussed throughout the chapter which

forms an important theoretical entity for this study.

4. Conducting the research: methodology and data

This chapter introduces the methodology and research approach applied to this thesis
study with a justification for the selection. The collection of customer data, internal data,
stakeholder data, competitor data and design is introduced as well as the methods used
for data analysis. The thesis process is presented in detail through research process. Reli-
ability and validity of the research are also discussed. An applied research aims to solve
practical issues and relies on independent and original information exploration. (Holo-
painen & Pulkkinen 2013, 20.)
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4.1. Research strategy

In the survey strategy data collection is based on a pre-structured form and is done
as a systematic survey study or interview. It answers to questions such as who, what,
what, where, when, how many, how much and thus, are especially suitable for de-
scriptive and explanatory research. (Holopainen, Pulkkinen 2013, 21; Saunders et al.
2016, 439.) The questionnaire is the most used survey strategy in business and man-
agement research. Responding to the same questions will allow efficient collection of
a large amount of data before quantitative analysis. (Saunders et al. 2016, 436 —
439.) For business research, surveys provide a fast and cost-effective way to collect
guantitative data. Respondents' commitment to the subject of the research increases
the response rate. Thus, respondents who are committed to the company or survey
topic can produce a high rate of response because they feel that by responding to the
survey they can influence things. Furthermore, responses are mostly of a high quality
and well considered as the respondents can take up as much time as needed to fill
the form in. In addition, the benefit of an online survey’s benefit is that the interview-
er's preconceptions do not affect the results when the questionnaire is made online.
(Hague, Cupman, Harrison & Truman 2016, 189 - 190.)

4.2. Research approach

The research approach in this study is quantitative research. According to Holopainen
& Pulkkinen quantitative research is suitable for surveys that are using the distance
range or ratio scale as a measurement. Quantitative research answers to questions
such as why, how and what kind. (Holopainen & Pulkkinen 2013, 21.) Further on,
gquantitative method requires a bigger sample than qualitative analysis and according
to Hague et al. the sample size should be at minimum of 30 completed question-
naires. This however, does not apply for business to business surveys where the
number of respondents are much more varied, smaller and limited than in the con-
sumer surveys. Thus, the sample sizes are generally much smaller and rigour of the
method, interpretation and judgement may affect the researcher equally. Quantitative
research has specific objective and is used in market research to measure market for
purposes like product or brand awareness, establishing brand recall and gaining in-
sight for planning. The data is then used further to analyse results to gain more in-
depth knowledge on the subject. In order to track changes in the results the research
should be repeated regularly. (Hague et al. 2016, 105 - 108.)
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4.3. Research design and methodology

The research design is the overall plan of the research and it defines how the research
guestions are answered and what the objective of the research is as well as the sources
where the data is gathered from, how the data is analysed and collected. Further on, the
choice of methodological approach also influences the research design. Research des-
ings are divided in four categories; exploratory, descriptive, explanatory, evaluative or a
combination of them. (Saunders et al. 2016, 163 — 175.)

In this study a combination of exploratory and descriptive design was applied. Exploratory
research aims to gain insight about a specific subject in the present situation and uses
open questions that generally start with what or how. Further on, exploratory research is
well suited when the aim is to clarify the understanding on issue, phenomenon and prob-
lem. The data collection that explores an issue, phenomenon or problem also tends to
start with the what and how questions. In this study the exploratory part of the research
was done as an open question survey format due to time and resource constraints on the
part of the company being research. Most of the study was done by using descriptive re-
search which aims to gain an accurate picture of the situation, event or person as they are
at the present. The research questions, as well as data collection questions, are likely to
be who, what, where, when or how. To apply the descriptive research, the phenomenon to
be investigated must be clear before conducting the data collection. (Saunders et al.
2016, 175 — 176; Dudovskiy.)

A research paradigm guides the researcher and consists of beliefs and assumptions.
Paradigms have three elements which can be used in classification; ontology, epistemol-
ogy and methodology. Researcher’s relationship with research is measured by epistemol-
ogy, while ontology refers to assumptions about the nature of reality. (Saunders et al.
2016, 138.) Ontology acts as a link to epistemology by providing information about the re-
searchers understanding of what something is and the reality of it while the epistemology
provides the way of understanding of the reality and causal explanations and as a result
observable and measurable data. Epistemologically, objectivism ensures that the data
gathering and the knowledge gained is done in an independent and objective way and
that it results in measurable facts and real data. (Glynn & Woodside 2009, 38 — 43; Saun-
ders et al. 136, 127.)
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The research paradigm applied to this study is positivists as the focus of the study is to
produce pure data which is not influenced by bias or human influence. In positivist philos-
ophy the researcher tries to remain objective and detached from the data and to minimise
the influence with the research findings. The measurable and quantifiable data supports
this approach. (Saunders et al. 2016, 138.) In the positivist paradigm the ontology as-
sumes one reality and the epistemology is objective as the researcher remains distant
from the subject. Paradigms influence the methodology approach and in positivist ap-
proach the quantitative methodologies are generally applied. The purpose, values or axio-
logical assumptions, the types of conclusions, the research process and the quality of the
design of the research have an impact on the practical implications of these paradigms.
The objective of the research for positivist is an explanation. (Glynn & Woodside 2009, 38
—43; Saunders et al. 2016, 138.)

The research aims to find out how Egencia Finland Oy is viewed by its stakeholders and
how well known it is. Even though the chosen method acquires data with quantitative re-
search method, the research is not testing a hypothesis but exploring to see if there is a
causal effect between brand image, brand awareness and growth. Thus, it can be de-

duced that this research does not reflect a purely positivist perspective, although it uses

most of the positivism philosophy’s elements.

The approach used for the thesis is a deductive approach which starts with the theory that
contributes for the research strategy design. A characteristic of a deductive approach is
that it moves from general to more specific. The research theory and assumptions that re-
late to theory are evaluated with the collected data. Furthermore, a deductive approach
aims to explain causal relationships between concepts and variables and measures con-
cepts quantitatively. Another characteristic for a deductive approach is also that the find-
ings can be generalised to a certain extent. (Saunders et al. 2016, 127; Lewis & Thornhill
2016, 145-146.) Deductive research also has a positivist paradigm. In addition, the start-
ing point in deductive research is theory with subsequent of testing of relevant hypotheses

that lead to empirical generalisations. (Saunders et al. 2016, 127.)

4.3.1. Questionnaire planning

A literature review provides the basis for the design of the research method and the theo-
retic framework should be linked to the survey questions. (Brunt et al. 2017, 104). Ques-

tionnaires are best suited for standardized questions that avoid the misinterpretation by
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the respondents thus, they are usually used for descriptive and explanatory research. Atti-
tudes and opinions can be researched with descriptive research questionnaires as they
will enable description and variability of different phenomena. Explanatory research aims
to describe relationships between variables in particular, cause-end-effect relationships.
(Saunders et al. 2016, 438.) To gain high internal validity and reliability the questionnaire
should be planned carefully considering all the alternative answers, making sure it corre-
spondence with the research and that it uses terms which are easy for the respondents to

understand to avoid misinterpretations. (Saunders et al. 2016, 449 - 452.)

Survey questions are classified as either open (free-response) or closed (structured).
Open questions invite free responses which are generally collected in their original format
and suit especially well for exploratory research. When the response range is not known
in advance, open questions can be used. The benefit of the open questions is that they
allow spontaneous answers. On the other hand, the challenge with open questions is the
difficulty in evaluation and the need for grouping before the analysis phase as well as the
need to take the answers as verbatim. To avoid the impact of the disadvantages of this
method, the question topic can be asked both ways; as an open and closed question to
gain a complete view. (Brunt et al, 2017, 108; Hague et al. 2016, 129; Saunders et al
2016, 425.)

Closed questions provide a choice of replies and have either a single or multi-response
answer. Single response guestions generally have either a yes or no answer where in
contrast multi-response guestions allow more than one answer. A typical single question
is attitudinal question where the response is chosen from predetermined list of attributes
or on predetermined scale. A typical multi-response questions are often aimed to deter-
mine the awareness, brand knowledge and brand usage and thus allow the mentioning of
a number of brands. The multiple-response questions provide a list of answers to choose
from and the predefined questions are built by using industry knowledge, pilot study or
qualitative research. (Brunt et al, 2017, 108 — 109; Hague et al. 2016, 129; Saunders et
al. 2016, 452.)

Questions were mainly based on Keller's dimension of the brand knowledge model

which was complemented in the customer, employee and partner questionnaire with

NPS survey to measure loyalty.
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4.3.2. Potential customer questionnaire

The first question in the potential customer questionnaire (Q1) was an open-ended ques-
tion and measured brand awareness but more specifically unaided brand recall. The fol-
lowing question (Q2) measured brand recognition by giving multiple predetermined re-
sponse options. The third (Q3) attitudinal question was designed to measure favourability
and in addition to give benchmarking data to the competition. The five-point verbal Likert
scale was used to measure how respondents felt about each of the Travel Management
Company brands within the survey. The fourth (Q4) question was a descriptive open-
ended question aimed to measure what type of associations were linked with Egencia Fin-
land Oy. The last question (Q5) was set to understand what kind of associations respond-
ents had with Egencia. Positive adjectives used to design the question were Egencia’s
brand personality attributes. In addition, some adjectives linked to Egencia’s vision, mis-
sion and values. A semantic differential scale with opposite (positive and negative) verbs

were used as a measure.

4.3.3. Partner questionnaire

The first question (Q1) in the partner questionnaire was the same as in the potential cus-
tomer gquestionnaire. The second attitudinal question (Q2) measured favourability and was
designed to cover all the travel management companies in order to gather benchmarking

data. Question number three (Q3) was a descriptive open-ended question measuring the
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type of associations attached to Egencia. Fourth question (Q4) measured strength of
brand associations by using numeric five-point Likert scale. Fifth (Q5) question measured
brand image and reputation and used a verbal rating scale. Sixth question (Q6) was de-
signed to understand what kind of associations respondents had with Egencia. The adjec-
tives used were the same as in the employee and customer survey. The last question
(Q6) was an NPS gquestion and set to measure respondents’ loyalty and overall opinion

about Egencia.

4.3.4. Employee questionnaire

The first section of the employee survey was designed to find out how Egencia’s vision,
mission and values were understood within the staff and if they felt that the values were
visible in their everyday work. The section had six questions out of which, three questions
were open-ended questions and two questions dichotomous questions requiring either a
yes or no answer. The second section of the survey was designed to get a better under-
standing of how the employees see Egencia’s brand, what associations were attached to
it and how it shows in customer service situations. The first question (Q7) was a descrip-
tive open-ended question, second (Q8) used the semantic differential scale with opposite
(positive and negative) verbs which were the same as the potential customer and partner
guestionnaire. Last question of the section (Q9) was again an open-ended question. The
third section of the survey aimed to gain knowledge of employees’ understanding of the
company culture and how they saw Egencia’s company culture. The first two questions
(Q1 and Q2) were open-ended questions and the last one (Q3) was dichotomous and re-
quired either a yes or no answer. The fourth section of the survey was about the process
and included into the survey to see if the set processes were supporting customer service.
The question (Q1) was dichotomous and required either a yes or no answer. The fifth sec-
tion was about image and identity and aimed to understand employees’ knowledge of the
brand identity and brand promise and gain their opinion about Egencia’s image and repu-
tation compared to the competition. The sixth section of the employee survey concerned
brand awareness. The employees were asked how did they see Egencia’s position
against competitors in terms of brand awareness. The employees were also asked what
did they think Egencia was known for and what would Egencia want to be known as. The
first question (Q1) was a verbal rating scale and the last two questions (Q2 and Q3) were
open-ended questions. The seventh section was measuring employees’ opinions about
the travel industry’s future and Egencia’s future. Both the two questions (Q1 and Q2) were
open-ended questions. The last section was an NPS measurement of loyalty and had a

10-point Likert scale.
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The first question (Q1) of the customer survey was an open-ended question and meas-
ured attributes attached to Egencia. The second open-ended question (Q2) was set to
measure the uniqueness of Egencia’s brand. The third question (Q3) which used a se-
mantic differential scale was designed to get a more in-depth knowledge of the associa-
tions customers had attached to Egencia. The adjectives used were same as in the part-
ner and potential customer survey. The next section of the questionnaire was designed to
get a better idea of the strength of brand associations. The section had five statements
(Q4, Q5, Q6, Q7 and Q8) and a five-point Likert scale was used as a measure. The 9™
guestion (Q9 measured favourability of the brand associations and also used the five-
point Likert scale as a measure. The 10" question (Q10) also measured favourability but
instead, used a verbal rating. The last question (Q11) was an NPS question set to meas-
ure loyalty.

4.3.5. Management questionnaire

All the questions in the management questionnaire were open ended questions. The first
section of the employee survey was designed to find out how Egencia’s vision, mission
and values were understood within the management and if they felt that the values were
visible in their everyday work. The second section of the survey was designed to get a
better understanding of how the management saw Egencia’s brand and image. The first
question (Q6) asked the management to describe Egencia brand, the second (Q7) asked
to define Egencia’s brand promise, third (Q8) to describe how the brand promise is fulfilled
and the last question of the section (Q9) asked how the aimed image is visible in practise.
Next section was designated to get a better understanding of the management’s opinion
about the current level of the Egencia brand awareness and image. Section four was de-
signed to get more information about customers and how they were segmented. In addi-
tion, Q17 and Q18 asked factors contributing to buying decision. Next sections (section 5
and 6) focused on competition and was set to define how the management saw the com-
petitive market and the competitive advantage Egencia has. In addition, in this section
management were asked to value Egencia through SWOT analysis. The last section (sec-
tion 7) concentrated on future and asked the management to evaluate the travel industry

and Egencia in the future.

4.3.6. Customer questionnaire

The first question (Q1) in the customer questionnaire was a descriptive open-ended ques-

tion measuring the type of associations attached to Egencia. The second (Q2) question
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was also open-ended question set to measure uniqueness of the associations. Third
question (Q3) was designed to understand what kind of associations respondents had
about Egencia. The adjectives used were the same as in the employee and partner sur-
vey. Next questions (Q4 — Q8) measured strength of brand associations by using numeric
five-point Likert scale. Th question nine (Q9) measured loyalty and used numeric five-
point Likert scale. The last question (Q10) was an NPS question and set to measure re-

spondents’ loyalty and overall opinion about Egencia.

4.3.7. Market research questionnaire

Market research questionnaire was designed to get a benchmark data from the main com-
petitors on the key success factors which were based on the thesis question and the re-
sults of the employee, customer, partner and potential customer surveys. The question-
naire had five questions all using the 5-point Likert scale to make comparing and coding
clear and simple. The first question (Q1) was designed to measure the level of customer
service. Second question (Q2) measured service offer and the question number three
(Q3) measured technical solutions. Last two questions (Q4, Q5) measured safety program

and communication and the level of pricing.

4.4. Implementation process

The following chapters will detail how the respondents were selected and how the sam-
pling type was chosen as well as how the questionnaire was tested.

4.4.1. Sampling method

Sampling is most often used to conduct surveys as it is very rare that all the data can be
collected from every group member. However, if the research group is small this can be
done. This method is called census. The advantage of sampling is that the amount of col-
lected data can be reduced by considering only the subgroup rather than all the possible
cases or elements. The selection of the sample should have a link to research questions
and the objective of the study. For easy management purposes the sample size can be
redefined as the total population might not be known or is difficult to access thus, a target

population is used.
There are two sampling types, probability sampling which is also known as random sam-

pling and non-probability sampling. Probability sampling refers to a known population with

a known chance for an individual to be included into survey. The most important factor in

57



probability sampling is that the sample must represent the target population. In contrast,
random sampling is done when the population is not known. In business research random
sampling may not be possible or appropriate so non-probability sampling is used as it pro-
vides a number of different ways to approach sampling. Most of the methods will include
subjective judgement. To reach the objective and answer the research question it some-
times might be necessary to select a small number of cases for in-depth study. In non-
probability sampling there is no optimal size of sample determined as it is all based on the
purpose and focus of the research and its relationship with the sample selection. The rec-
ommendation is to continue to collect the data until it no longer provides new information
or suggest new themes and thus, has reached data saturation. If the research compares
different groups, each group needs to be considered as a separate homogeneous popula-
tion. (Saunders et al. 2016, 275 — 304; Brunt et al. 2017, 85 — 92.)

The sampling type used in this research was purposive sampling also known as judgmen-
tal sampling. In this type of sampling the researcher has to use judgement on deciding
which cases will help to answer the research question and the objectives of the study and
requires careful consideration of the impact of chosen cases. Purposive sampling is usu-
ally used particularly when wanting to use the cases that are most informative and when
the sample size is small. Therefore, it cannot be considered as a statistically representa-
tive target population. It relies on researcher’s assessment of most suitable participants
with sufficiently diverse attributes to maximize fluctuations in the collected information.
Further on purposive sampling is particularly well suited for describing and explaining key
themes that can be observed while homogeneous sampling focuses on a particular sub-
group where all sample owners are similar in terms of profession for example and thus en-
ables deepening of the data so that smaller differences became apparent. (Saunders et
al. 2016, 275 — 304.)

4.4.2. Testing of questionnaire

The questionnaire was tested with several people from the target group and small modifi-
cations were done according to the feedback. The customer survey was also reviewed by
Egencia’s Senior Brand Manager and Customer Communications Manager and small ad-

justments were made to this survey based on the suggestions.

4.4.3. Invitations to online survey

The stakeholder surveys were sent as a link by email whereas the management survey

was sent in Excel form. The first survey email included a picture and question “have you
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got a moment?”. This was changed into an email format after a feedback from respondent
highlighted that it could be easily interpreted as junk mail.

The partner survey was sent to all the partners considered having cooperation with Egen-
cia. This included hotels, airlines, ferry companies, car hire companies and finance com-
panies. The survey email had a short brief about the project with a link to the survey. The
email was sent to 140 and it reached 135 email addresses which means 5 emails were ei-

ther incorrect or not working for some other reason.

The potential client surveys were sent to all the active FBTA (Finnish Business Travel As-
sociation) members which include some of the biggest companies in Finland. In addition,
the survey was sent to all the Matka 2018 professional day participants with the exclusion
of the people who had registered with their personal email address or people with a for-
eign email address. The groups were chosen based on the judgement that FBTA mem-
bers are key members of the Finnish business travel industry and Matka Professional Day
attendees can only attend the event with a specific invitation thus, it captures mainly peo-
ple who have an interest in business travel. The survey email had a short brief about the
project with a link to the survey. The email was sent out 180 and it reached 172 email ad-

dresses which means 8 emails were either incorrect or not working for some reason.

The customer survey was sent out to Egencia Finland Oy’s customers and specifically to
company Travel Managers. Travel Managers were chosen as a target group due to their
special role as either decision makers or influencers of the buying decision. Travel Manag-
ers’ also have a unique position as in addition their own cooperation and opinion about
Egencia it is also influenced by travelers’ opinions about Egencia since most of them will
get and ask for feedback from travelers on a regular basis. The researcher considered this
as the most efficient sample group for the purpose of this thesis. The questionnaire was
sent out by Egencia as it was seen as important from a company perspective that the
guestionnaire came from the Egencia email address. The survey email had a short brief
about the project with a link to survey. The email was sent out 177 and it reached 172
email addresses which means 5 emails were either incorrect or not working for some rea-

son.

The management survey was sent out by email to Egencia Finland Oy’s Managing Direc-
tor and the customer service Team Leader. This part of the data gathering was originally
planned to be carried out as a semi-structured interview but due to time constraints on

Egencia’s side it was completed through survey. The employee survey was also originally
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planned to be carried out as a semi-structured interview but due to time constraints on

Egencia’s side it was completed through survey.

4. 5. Data collection

Data was collected using quantitative methods. The researcher collected primary
data from customers, partners, potential clients, employees and the management
with a predesigned questionnaire. According to, Brunt et al. structured question-
naires are prepared in advance and have specific and concrete questions to facili-
tate the quantitative analysis. (Brunt, Horner & Semley 2017, 104.) Structured ques-
tions enable repetition which ensures reliability. (Saunders, Lewis & Thornhill 2016,
147.)

The questions were adjusted based on internal discussions related to the com-
pany’s brand and customer communication. The researcher also tested the ques-
tionnaires with several respondents to gain feedback. Small adjustments were done
based on the feedback before submitting the questionnaires to the target groups.
The questionnaire email body was also altered at an early stage after feedback from
a responder about the email being easily mixed with junk mail. After adjustment the

number of responses increased significantly.

Five questionnaires were conducted altogether: questionnaire to customers which
gained 18 responses, questionnaire to potential customers which gained 52 re-
sponses, questionnaire to partners which gained 34 responses, questionnaire to
employees which gained 9 responses and questionnaire to conduct market re-
search to some of the customers, previous customers and travellers who had been
using more than one TMC during their career and which gained 22 responses. In

addition, two more in-depth questionnaires were conducted to the management.

4.5.8. Employee survey

As stated in chapter 2.2. employees build the service brand internally and externally thus,
their view in this thesis is very important. The focus of the employee survey was to under-
stand how Egencia, company culture, identity, image and brand awareness was perceived
and were Egencia’s values, mission and vision understood. Further on, it was important to
understand if the brand promise was known and if the process to achieve it was suitable
as they both have impact on the customer service delivery. The questions are presented

in appendix 4.
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4.5.9. Customer survey

Another key group of the thesis is the customers who build the service brand together with
the employees. Their view of Egencia’s brand is equally important to employees in order
to develop holistic picture of the current situation. The customer survey focused on gain-
ing an insight about customers perceptions of Egencia overall satisfaction and loyalty. The

guestions are presented in appendix 5.

4.5.10. Partner survey

Partners form the 3" important group of this thesis as they interact with the company on a
regular basis thus it is important also to understand their perspective of the brand as it
possibly has an effect on the cooperation and overall word of mouth opinion and in addi-
tion gives a more complete picture of how the Egencia brand is perceived. The focus on
the questionnaire was on brand awareness, benchmarking Egencia towards the competi-
tion, brand attributes, brand image, satisfaction of the cooperation and the loyalty. The

questions are presented in appendix 6.

4.5.11. Potential customer survey

The potential customer survey was included into this thesis in order to measure brand re-
call and awareness amongst possible future buyers and customers and thus, is strongly
linked to the company’s growth targets and brand equity. Questions about the image of
the travel management companies were included to gain benchmark data against the

competition. The questions are presented in appendix 7.

4.5.12. Management survey

As stated before, management play an important part in service branding and thus, man-
agement survey was included in this research to complement employee perspective and
to gain more in depth internal knowledge. Management survey consisted of 8 themes
which were vision, mission and values, brand, awareness, customers, competition, com-
munication, strengths, weaknesses, opportunities, threats and finally about management’s

thoughts about the future. The questions are presented in appendix 8.
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4.5.13. Market research

Market research was done after the stakeholder surveys as these surveys helped to de-
fine suitable responders for the market research survey. The survey was not sent to all
Egencia customers, as the number of respondents in customer survey expressed that
they had never used another TMC thus, they would not have been able to participate in
the market research. The respondents chosen for the market research were chose on the
basis of them having used more than one TMC and being regular travel bookers thus,
having a regular contact with the TMC. The questionnaire was sent out to some of the ex-
isting customers, previous customers now using another TMC and frequent travelers. The
survey consisted of five questions determined to be part of the key success factors align-
ing with the survey questions and were all semi-structured questions using the 5-point Lik-
ert scale to make analyzing and comparing easier for the purpose of benchmark. The

questions are presented in appendix 9.

4.6. Strategic analysis of data

The case company is already conducting regular customer satisfaction surveys (NPS) and
the data is monitored regularly. However, there has never been strategic or customer
analysis conducted in the case company before. From the brand development perspec-
tive, it is of primary importance to understand and define the current situation so the key
issues can be recognised and strategy can be put in place. This section defines what kind
of analysis is needed for the purpose of brand development.

4.6.1. Self-analysis

The purpose of self-analysis is to discover whether the brand is able and willing to deliver
and that it has the needed resources in place. In addition, it is necessary to consider the
brand’s heritage and the current situation as well as the organisation that is delivering the
brand, to identify its strengths, limitations, strategies and values. (Aaker & Joachimsthaler
2002, 40 — 41.) According to Aaker the self-analysis should include five elements which

can be all viewed from either product, organization, person or symbol perspective:

e The current brand image; concentrates on finding out how the brand is per-
ceived, what associations are attached to it, how it differentiates from competitors,
how it has evolved over time, has it got personality and what benefits does it pro-
vide?
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e The brand heritage; concentrates on brand history to understand what the brand
was about originally, in order to establish what the identity should include and how
to get it back on course again and establish its former strength.

¢ The brand’s strengths and weaknesses —what can be delivered under the
brand’s name; concentrates on understanding the brand’s weaknesses and
strengths in order to gain an insight into development needs. It is important to con-
centrate on factors that are doable by the organisation.

e The soul of the brand and the organisation; looks to uncover what the brand vi-
sion and soul is and what factors bring character and meaning to the business.

e Links to other brands; concentrates on defining the brand role within the context
of other brands. (Aaker 2002, 196.)

In addition, a SWOT analysis can be used to analyse the company’s overall weaknesses,
strengths, opportunities and threats and it enables the company to monitor the external
and internal marketing environment. From a SWOT an external environment (opportunity
and threats) analysis and internal environment analysis (strengths and weaknesses) can
then be derived. The external analysis focuses on macroenvironment forces and signifi-
cant microenvironment factors that are hindering its growth. The analysis tries to spot op-
portunities that can be profited and developed from. Kotler and Keller lists three different
kind of opportunities:

e Something that is short in supply
e An existing product or service in a new or superior way
e Totally new product or service

The upper-left cell in the opportunity matrix indicates the best marketing opportunities
whereas the lower-right cell has the minor opportunities not worth the consideration. The
opportunities in the upper-right cell and the lower-left cell are worth monitoring in the event

that any improve in attractiveness and potential.

Unfavorable development means a challenge that results in reduced sales or low profita-
bility without defending response from the company. Threats in the top-left cell are signifi-
cant because they can damage the company and their realization is likely. To deal with
them the company needs contingency plans. The threats in the lower-right cell are minor
and can be ignored. The firm will want to carefully monitor threats in the upper-right and

lower-left cells in the event they grow more serious. (Kotler & Keller 2012, 71.)

63



Seriousness

Opportunity matrix Threat matrix
Success probability Probability of Occurrence

High  Low High  Low
High High

Low Low

Attractiveness

Figure 31. Opportunity and threat matrix (Kotler & Keller 2012, 71).

Once the SWOT analysis has been completed, realistic and consistent objectives can be
set. There are usually a number of objectives which need to be put in order of importance.
There might also be trade-offs like long-term growth versus short-term profit and high
growth versus low risk. The next phase is to determine how to get there so a strategy is
needed. (Kotler & Keller 2012, 72.)

4.6.2. Brand analysis

Brand analysis is the basis of defining distinctive brand elements such as brand personal-
ity, set brand values and brand mission. Long term brand strategy requires the corporate
vision and mission to be aligned and the brand identity to be effective so it portrays how it
differentiates from competitors and what it will and can do in the future. In addition, it
needs to resonate with the customers. (Aaker & Joachimsthaler 2002, 40; Kotler &
Pfoertsch 2006, 200.) For all these elements to be in place the company needs to under-
stand the brand itself, customers and competition. To achieve the necessary knowledge, a
brand analysis is needed. (Aaker & Joachimsthaler 2002, 40.)

According to Aaker, a strategic brand analysis consists of three phases. The first phase of
the brand analyse consists of existing information like previous customer research data,
sales data and patterns, historic positioning of the brand and competitors’ known identity
strategies. As a result of the analysis possible identity options should surface as well as
positioning and execution strategies. The second phase consists of gathering data by us-
ing several sources so that the information gaps can be filled and branding options can be
considered. During the third phase brand positioning, value proposition and ideal brand
identity is created. To test and refine implementation tactics and strategy, another cus-

tomer study may be executed. (Aaker 2002, 201.)
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It is also important to define the degree of the brand health in order to establish whether
any adjustments are needed. A holistic view of the brand health will tell the company
where its strengths and weaknesses are and whether the brand is healthy and thriving or
unhealthy and possibly damaging the business. Using the metrics, the company can find
out why it's happening and decide what can be done about it. (Boyd 2017.) Unlike the
brand wealth which is visible and consists of things like sales, ROI, growth rate, market
position, price premium and stock prices, brand health in contrast, lies under the surface
and requires deeper research. Brand health consist of things like customer voice, brand
funnel, internal alignment, market trends, competitive advantage, satisfactions scores,

new products and regulatory matters according to Robertson. (Robertson 2014.)

There are a number of different definitions about brand health and it can also be meas-
ured in a number of ways. According to Aaker the strength and health of a brand can be
assessed by using measures based on the following criteria: 1) Satisfaction and a price
premium, to indicate brand loyalty. 2) Perceived quality and popularity to measure quality
and leadership 3) Perceived value, brand personality and association for differentiation. 4)
Recall, recognition and brand knowledge as a measure for brand awareness. 5) Market
share, market price and coverage for market behaviour. (Aaker 2002, 116-133.) Firth as-
sess brand health through awareness and usage because if there is no awareness, poten-
tial customers cannot consider the brand. Thus, measuring the level of awareness is ac-
cording to her a critical component of the brand health. (Firth.) Furthermore, to get a com-
plete picture of the brand health the measurement should assess total brand awareness
which consists of prompted and spontaneous awareness. (Hague, Cupman, Harrison &
Truman 2016, 243 — 244.) Another key element contributing to brand health is the brand
positioning which should match the customers and potential customers needs and re-
quirements. The last key factor is the brand delivery which should live up to its promise.
The overall brand health score can be calculated by dividing the three main elements into

functions and then viewed visually through the brand health wheel:
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business (1-10) Likelihood to recommend

your business (1 - 10)

80+ Good brand health @ Under 70 Poor brand health
70 — 79 Average brand health @ Under 50 Very poor brand health

Figure 32. Brand health wheel (Firth).

The first and most important factor with brand awareness and usage is the customer ‘s
knowledge of the brand. However, in addition the company needs to know in more detail
what kind of audiences they have. Firth defines six different target groups which are;
specifiers, influencers, decision makers, approvers, users and order placers. The im-
portance of the brand awareness is even more highlighted in B2B decision making be-
cause the decision requires approval from the other stakeholders within the company or
organisation and it is not likely a new contract will be awarded or high value purchase
completed if the brand is unknown to the key decision makers. The percentage of the tar-
get group who use the brand are the measure of the company’s profitability. The key to
building and maintaining a profitable customer base is through strong brand penetration
and high share of wallet within a category. Customer retention and cross selling is always

more profitable than new sales through constantly evolving market. (Firth.)

The second element of brand health is the brand positioning which can’t happen without
brand awareness. If the customer doesn’t know about the brand, it can’t have a position in
his mind and thus, the brand won’t enter his consideration set either. A brand which has
sufficient level of awareness linked to a good brand positioning is in a good position to en-
ter B2B consideration set. Brand positioning is directly linked to brand benefits, percep-
tions and associations. Therefore, to have good positioning, the brand needs to be rele-
vant for the customers and companies, clearly different from competitors and consistent

and credible through all the touchpoints.
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The third and last element according to Firth is the delivery of the brand promise which
needs to be consistent. Consistency means that the brand positioning is meaningful to its
audience and that the experiences it delivers, messages it sends and customer
knowledge it creates are consistent and thus, contribute credibility to the brand position-
ing. (Firth.)

According to Boyd depending on the brand health factors that the company find relevant,
several different methods can be used to measure brand health such as social listening
(positive and negative brand awareness), focus groups (brand awareness, brand position-

ing and reputation) and customer feedback (customer insight). (Boyd 2017.)

4.6.3. Customer analysis

To understand and be able to influence customer’s attitude and behavior the company
first needs to understand the drivers behind it. The more you understand your customer,
the more in-depth knowledge can be used as a competitive advantage. There are a num-
ber of definitions for customer insight but they are all centered around better knowledge of
the customer. Arantola for example defines customer insight as “an in-depth understand-
ing of customer needs and behaviors beyond what the customer can describe. Customer
insight is a business activity that collects customer information across organizations and
consolidates it in one place.” (Arantola 2006, 53.) Edwards in turn notes that customer in-
sight is "a revelatory breakthrough in your understanding of people’s lives that directs you
to new ways in which to serve your customers better." (Edwards 2013.)

There are different methods of gathering customer insight but they are generally based on
observing, listening and data gathering and thus, it can be said that the most suitable way
to analyse customers is by qualitative research methods when a deeper understanding of
the customer is needed. This can be done either online or offline. There are also lot of dif-
ferent kinds of tools to help with this. Most of the companies also collect such information
on a daily basis with different tools and information systems. It is important that the infor-
mation is received from different perspectives in order to help in decision making. The
methods should aim to get a deeper understanding of customers and not just limit it to
what they are saying. Information can be obtained from business intelligence, distribution
channels, customer service and directly from customers. To complement this a more in-
depth understanding is needed though. (Arantola 2006, 55 -56; Aaker & Joachimsthaler
2002, 40 — 41; Daye 2018.)
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The challenge with surveys is that the customers don’t always answer truthfully therefore
resulting in inaccurate results. Customers’ answers might be influenced by the survey
conductor and wanting to please they may answer as they think is expected or desired by
the surveyor. Daye calls this as a public and private voice. The private voice is authentic
and comes from the heart and feelings, whereas the public voice can easily fabricate an-
swers and comes from ego and intellect. However, some kind of research is required to
make decisions about strategy and important questions. For this reason, there is a need
to bridge the gap between thoughts and feelings to see when they are aligned, as the cus-
tomer feelings insight is more predictive of future success than any other research
method. Consumer Depth Workshops are one way to tackle this as it enables non-verbal
feedback observation by taking advantage of group dynamics thus going beyond scaled

survey responses. (Daye 2018.)

Aaker divides customer analysis into four categories that each can be looked at in more
detail; 1) Customer trends that give insight into customer’s changing motivations and
emerging segments. 2) Motivations that give insight of which functional, emotional and
self-expressive benefits will motivate customers to buy and use the brand. 3) Segmenta-
tion that identifies price sensitivity, sought benefits, brand loyalty and application by seg-
menets to identify which segments are most attractive for the brand and its identity. 4) Un-
met needs which are strategically important as they may bring company opportunities by
discovering what needs are not met by the existing offering. (Aaker 2002, 193.)

Finally, customer perceptions of the service quality can be assessed by using the SERV-
QUAL instrument that brings together five core dimensions of service quality and is partic-

ularly suitable for the service brand:

e Tangibles — Physical aspects of the brand like appearance of the staff and equip-
ment.

¢ Reliability — The consistency and accuracy of which the staff can deliver the ser-
vice as promised.

e Responsiveness — The staff willingness to advise and provide prompt help.

e Assurance — the professionalism, politeness and trustworthiness

¢ Empathy — personalised attention and focus to individual customers

(De Chernatony & McDonald 2005, 409.)

4.6.4. Competitive analysis

Competitive analysis plays a significant role in a brand development plan. The brand is

rarely bought without comparison to other brands and thus, it is important to know who the
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key competitors are. This is often misjudged by the companies and thus it is essential to

find out from customers and potential customers which brands they consider to be similar.

Competitor analysis should identify the brand image and position of the key competitors

as well as strengths and vulnerabilities. The competitor analysis should take into account

both the present situation and the future. (Aaker 2002, 193.)

Once the key competitors have been identified, their objectives and strategies need to be

assessed. (De Chernatony & McDonald 2005, 59.) The company should also establish

what the competitors real and perceived strengths and weaknesses are. (Kotler & Keller
2012, 301.) This will help the company to develop a point of distinction. (Aaker 2002, 194.)

Furthermore, the competitor analysis should also measure current and possible competi-

tors to reflect on strategy and to see whether it is standing out enough. (Aaker & Joachim-

sthaler 2002, 40 — 41.) This will help the company to assess its own relative position to-
wards the competitors. (De Chernatony & McDonald 2005, 59.)

The analysis should also establish which are the key components of the product or ser-

vice; what makes it unique and what attributes should you highlight. There are a number

of competitive analysis models to make it easier to arrange the competitors in strategic

groups for analysis. (Entrepreneur.)

The best source to get an insight into competitors’ current brand images are the custom-

ers, through qualitative research or quantitative surveys. (Aaker 2002, 194.) Competitors

can be analysed by asking customers to rate the company’s three main competitors for

example on awareness, quality, availability, assistance and staff:

Customer Service Service Technical _
_ e . Selling Staff
Awareness quality availability Assistance
Competitor A E E P P G
Competitor B G G E G E
Competitor C F P G F F

E=excellent, G=good, F=fair, P=poor

Figure 33. Competitor analysis example (Kotler & Keller 2012, 301).
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Based on the results, the company should then define a position and competitor strategy
so they can attack the competitors where their weaknesses are. If there is a competitor
with all-round strengths it should not be attacked at all as that can be risky. It is much eas-
ier to approach from the angle where the competitor is not so strong. (Aaker 2002, 195.)
Once the main competition is defined the company should find out what the main strate-
gies of the competition are. (Kotler & Keller 2012, 301.) According to Kotler & Keller the
company should ask what the competitor is aiming for in the market place and what is the

main driver for each competitor. (Kotler & Keller 2012, 301.)

4.7. Reliability and validity of the study

It is important that in any research conducted the reliability and validity is evaluated be-
cause, although mistakes are avoided as much as possible, the results’ reliability and va-
lidity vary. Reliability refers to replicability of the results and the research ability to produce
non-random results. This means that if the research was repeated by somebody else us-
ing the same processes the research would produce similar results. To reach consistent
and rigorous interpretation of logical, consistent and dependable data, the research
agenda needs to be transparent and the research needs to apply good practice in show-
casing which processes were used and how the conclusions were drawn. (Brunt et al.
2017, 239; Hirsjarvi et al. 2013. 231; Saunders et al. 2016, 726; Holopainen & Pulkkinen
2013, 17.) In addition, if the research uses a questionnaire for data collection the ques-
tions and statements need to be unambiguous and the questionnaire needs to be tested
prior to sending it out to a target group. The phenomenon should be measured in several
different ways within the same measurement in order to form a sum of the variables. In or-
der to achieve consistency, the propositions within the meter should be dependent on

each other and measure the same phenomenon. (Liukkonen 2011.)

The reliability or internal consistency can be measured by Cronbach’s Alpha method or
split sample comparisons (Mora 2011.) Cronbach’s Alpha method was used as a meas-
ure for the questionnaires as it is suitable method to measure reliability of the questions
using Likert scale. (Griffith 2015.) The test defines if the question is testing what it was set
to measure. An alpha of 0.8 or above is considered acceptable level whereas 0.7 is the
limit of acceptability. The reliability of the five-point Likert scale questions was tested with
SPSS in the partner survey (strength of brand associations) Q8, Q9, Q10, Q11 and Q12,
Q13, Q14 (brand image), in customer survey Q4, Q5, Q6, Q7, Q8 (strength of the brand
associations) and Q9 (favorability of the brand associations) and in all the questions in

market research.
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In the partner survey Q8, Q9, Q10 and Q11 the test produced an alpha of .916 which is an
indication of highly acceptable result. Two responses were excluded from the result. Table
is displayed as Appendix 11. The scale produced an alpha of .977 for Q12, Q13, Q14
which again is a highly acceptable result. Table is displayed in Appendix 12. In the cus-
tomer survey Q4, Q5, Q6, Q7, Q8, Q9 produced an alpha of .917 again acceptable result
(Appendix 13) as well as Q1 — Q20 in market research survey which the scale produced
an alpha of .950 (Appendix 14).

Lack of resources and limited time prevented application of the splitting-method or differ-
ent questionnaire versions in this research. Thus, the reliability of this research leans to-
wards an acceptable response rate (employees 50%, management 100%, potential cus-
tomers 31%, partners 25% and a market research 38%) within carefully planned and de-
fined target group. Exception to the other survey groups the customer survey only resulted
response rate of 10% thus can be questioned if the received data is enough sufficient to
give a holistic view of the whole clientele. Low customer survey results and limitation of
the sample are discussed further in the chapter 6.1. Further on, the results cannot be
compared to measure reliability to previously conducted research as such has never been
conducted before. However, the mostly acceptable response rate and consistent results
give reason to assume that the results are reliable and that they serve their purpose as a

base of the brand development plan.

Validity refers to chosen data collection methods’ ability to correctly measure what it in-
tended to measure and to what extent research findings are what they say they are. This
is important because measures and methods don’t always share the same reality with the
researcher. This can happen if the respondents have understood questions wrong but the
conclusions have been drawn according to the researcher’s original research question in
mind thus resulting in invalid results. Information should be applied broadly in addition to
accurate and credible data as well as making sure the information is well defined and in-
terpreted rather than just simply compared. (Saunders et al. 2016, 730; Brunt et al. 2017,
239; Hirsijarvi et al. 2013; Holopainen & Pulkkinen 2013, 16.)

The questionnaire was conducted by using Keller's Customer-Based brand equity model
as a basis and in addition, the questions were reflected to the research objectives. Further
on, the questionnaire was reviewed number of times, proof-read by several other people

as well as by researcher, carefully planned and the questions were designed so that they
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were interpreted unequivocally to avoid misunderstandings. The questionnaire was tested
with a number of people with industry knowledge (N8) to make sure the researcher ‘s real-
ity reflected to the respondents’ reality. The results confirmed the content validity. Busi-
ness to business environment taken into consideration the sample size represented well
the main targets of the study. There were 35 partner respondents which can be expected
to cover a section of the whole stakeholder field (hotel, air, car rental and banks), 54 po-
tential customer respondents which were travel managers, buyers and people with busi-
ness travel interest and knowledge and 22 travel bookers and frequent travelers with pre-
vious knowledge of several other TMCs for the market research. The only questionable
sample size as previously mentioned was the customer questionnaire only covering 18
customers which were companies’ travel managers or main travel bookers. Thus, it can

be stated that the external and internal validity is at a good level.

All the processes are described in detail and the data stored carefully to ensure the quality
of the research. Questionnaires have been included into the thesis study to ensure they
are available for anyone to explore at any given time. Theoretical framework is tied to the
data analysis that together form a solid entity. In addition, the researcher has chosen the-
ory and data sources carefully. Furthermore, the framework for this research is described
in detail, the data collection and data defining fulfills the required transparency require-

ment.

5. The findings

This chapter will discuss the results of the research. The findings have been catego-
rized based on themes that reflect the research questions and help answering them.
The chapters provide answers to the main research questions as well as the sub

questions.

The findings have been divided into three parts: brand perception internally which

views Egencia Finland internally, brand perception externally which views Egencia
Finland externally and current position towards the competition which views Egen-
cia from industry and competitor perspective. The sub questions (Q2 and Q3) have

been answered in the following three sub-chapters.
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The main research question “How should Egencia Finland Oy develop its brand?” is an-
swered in the final chapter by summarising the findings, linking the data from the ques-
tionnaires as well as the theory to discuss how the Egencia Finland brand should be

developed.

5.1. Brand perception internally

As stated in chapter 4.6.1 the purpose of the self-analysis is to consider the brand’s cur-
rent situation as well as the organisation delivering the brand, to identify its strengths, limi-
tations, strategies and values. The self-analysis should also find if the brand is able and
willing to deliver and that it has the needed resources in place. Keeping the thesis ques-
tions in mind the employees’ perceptions of the brand are also a central part of the self-
analysis. Thus, when building the survey, the above criteria was taken into consideration

and complemented with Keller's brand equity frame.

5.1.1. Egencia as an organisation

As stated in chapter 2.1.2. the company culture and values play a significant role with ser-
vice brands. Thus, the questions related to culture and values played a central role in the

employee survey.

As an organisation the local Egencia Finland is relatively small employing 19 people out of
which 11 are travel consultants, two are account managers, team leader (1), invoicing (1),
implementation (1), marketing support (1), accounting manager (1) and managing director
(1) who is also responsible for new sales. The team leader is managing the travel consult-
ants locally whereas implementation, invoicing, marketing support and the accounting
manager are part of virtual teams where the management is based in the global organisa-
tion. Working as part of the virtual team which communicates electronically, share com-
mon goal and work mastly without physical contact in different physical or geographical
locations can benefit the company by bringing resources, knowledge and competence that
may not have been available before. However, working with the virtual team may also
bring challenges such as management challenges, motivation when the face to face inter-
action is lacking, greater difference in perceptions due to the lack of visibility, geographical
time differences, cultural differences which can also show as different ways of perceiving
things. All the Egencia Finland’s organisation members are in touch with the stakeholders
thus everybody’s role is important and everybody’s input is needed in brand building.
(Zhang et al. 2012, 37 — 38; Han & Beyerlein 2016, 351 - 375.)
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5.1.2. Mission, vision, values and company culture

The employee and management survey focused first to gain information about how the
company vision and mission was understood within the organisation. Thus, the first (Q1)
question of the survey was open-ended question and asked the employees (Q1) and
management (Q1) to define what the company’s vision was.

Egencia vision: “To be the most business traveler centric company in the world and be the

one to shape the travel culture.”

Due to confidentiality reasons, the further content of this section is excluded from the pub-
licly available version of this thesis on Theseus.

5.1.3. Current brand image and identity

When researching the current brand image and identity, it was important to involve all the
stakeholders in order to get a holistic view. Thus, the questions related to image were in-
cluded in employee, management and partner survey. In addition, the employee and man-
agement survey included question related to brand identity. The partner survey results will

be discussed in chapter 5.2.

Due to confidentiality reasons, the further content of this section is excluded from the pub-

licly available version of this thesis on Theseus.

5.1.4. Brand associations internally

Brand associations were researched by using several differently framed questions to get
as complete a view as possible. The employees, partners and customers were asked to
choose the adjectives most suited to Egencia. The adjectives chosen for questionnaire
were either Egencia brand attributes or related to vision, mission and values. All three sur-
vey groups had the same adjectives to make comparing easier. The partner and customer
perceptions will be discussed further in chapter 5.2.3. and the associations will be summa-
rised in chapter 5.4. The most chosen adjectives in the employee survey (Q8) were “differ-

ent”, “innovative”, “forward thinking” and “professional’.

All the stakeholders including the potential customers were also asked to describe Egen-
cia by three words on an open-ended question. The answers were categorised by the sim-
ilarities in wording and theming and then inputted into Wordle to visualise which words

were mentioned most. Other stakeholder results will be discussed further in chapter 5.2.3.

74



In the employee survey the attributes were more varied than in the other surveys and the

most often mentioned attribute was forward thinking.

Fast
American know Adaptable
Trustworthy - Hotels User-friendly Professional

Forward-thinking

Techical Youthful International Ambitious

5.2. Brand perception externally

As stated in the chapter 4.6.3 customer analysis’ aim is to understand and be able to influ-
ence customer’s attitude and behaviour. For that, the company needs to understand the
drivers behind it. The more the customer is understood, the more in-depth knowledge can
be used as a competitive advantage. It is also important to have knowledge of how the
brand is perceived externally in order to prevent too big of a gap to materialise between
the brand identity and brand image. Thus, this chapter discusses the questionnaire find-

ings as well as the customers more in detail.

5.2.1. Customer trends and segmentation

Egencia customers have been divided into three different groups by size and importance.
The biggest group is small customers that have certain yearly travel spent per year. This
category is relatively easy to maintain and does not receive account management nor any
preferential service. The second group of customers consists of medium customers
whose travel spend is bigger. This group has a named account manager and most will
have a set SLA in place thus are more expensive to maintain although they also have a
bigger lifetime value than the very small clients. The third group consists of strategically
important customers who are not necessarily big in travel spend but are part of a big
global customer and thus may have its own SLA and service preferences. The Pareto rule
applies to Egencia’s customer portfolio where 80% of sales comes from 20% of the cli-
ents. (Temporal 2010, 330.) Egencia Finland does not have any clients that are defined as
large by Egencia’s general standard.
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5.2.2. Brand awareness

The unaided brand recall was measured by asking the partners and potential customers
which TMC came to their mind first. 58% of respondents in the partner survey said that
the first TMC coming to their mind was CWT and 33% said SMT. None of the respondents
recalled Egencia. 51% of the potential customers said CWT, 34% said SMT and 4% said

Egencia.
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Figure 33. First brand to come to mind.

Brand knowledge was measured only by potential customer survey because the hypothe-
sis was that the partners know Egencia. The potential customers were displayed a list of

all the TMCs in the Finnish market and asked to choose the ones they were familiar with.
The most known TMC brands were SMT and CWT.

Which of these brands are you familiar with?

SMT

BCD
HRG
mCWT
FCM .
B Egencia
Egencia .
cwT  HRG
BCD SMT

0% 5% 10% 15% 20% 25% 30%

Figure 34. Familiarity of the TMC brand in the Finnish travel market.
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5.2.3. Current brand image

In order to assess the external perception of the current brand image the partner survey

included questions related to brand, image and reputation.

Due to confidentiality reasons, the further content of this section is excluded from the pub-

licly available version of this thesis on Theseus.

5.2.4. Brand associations externally

Brand associations were first measured in the potential customer survey, partner survey
and customer survey by asking the respondents to describe Egencia with three words the
same way as in the employee survey. The questions were open ended questions and the
words were categorized and then inputted to Wordle to visualize which words were men-

tioned the most.

In the potential customers’ survey, the most mentioned word was unknown by 23 times,
second most mentioned word was small by 10 times, International by 5 times and modern

by 3 times.
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In the partner survey the most mentioned words were International, unknown, profes-

sional, unattainable and challenger.
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The word skilled was mentioned most in the customer survey and in addition words

friendly, easy and efficient were mentioned number of times.

Friendly

Innovative

Tmc BN Fast Versatile — pejiable +
= Basic
Inefflclent = oo I-'nrwanl thmlung
I c I e nt Passionate ==
= Slow
Businesslike '=§—_ Ea sy
E High-quality =
= Working

Further on, in order to gain a better idea of how strong the brand associations were, a set
of semi-structured statements about beliefs were added to customer questionnaire. The
first statement was “Egencia keeps its promises”. Over half of the respondents answered

four or five.

Egencia keeps its promises
60%
50%
40%
30%
20%

0%

1 2 3 4 5

m3

m5

The second statement was “| can count on Egencia to deliver high-quality comprehensive

services.” Again, over half of the respondents answered either four or five.

I can count on Egencia to deliver high-quality comprehensive

services.
60%
50% 1
40% 2
30%
20% 33% "3
0
4
10%
11%
oo .
1 2 3 4 5
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The third statement was “Egencia makes business travel easier.” 44% of the respondents

gave five and 39% four.

Egencia makes business travel easier
50%

40% mi
30% 2
20% m3
10% 4
:

0%

1 2 3 4 5

The fourth statement was “Egencia offers high-class technology solutions”. A bit over half

gave four, 38% though three and 6% five.

Egencia offers high-class tecnology solutions.
60%

50% 56% 1
40% m2

30%
3

20%
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10%
5

0%

1 2 3 4 5

The fifth and last statement was “Egencia improves my travel program.” 83% of the re-

spondents gave either four or five.

Egencia improves my travel program
60%

50% ml
40% 2
30%
m3
20%
4
10% 17%
m5

0%
1 2 3 4 5

The brand associations were measured further by measuring the favorability of the associ-
ations. The customers were asked how satisfied they were overall with Egencia’s ser-
vices. Over half of the respondents chose either four or five.
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How satisfied are you as whole for Egencia's services?
50%

40% ml
30% 2
20% m3

. ms

1 2 3 4 5

The second question measuring the favorability of the brand associations was “how has
your perception of Egencia brand changed in the past three months?”. Well over half said
that their opinion had remained the same whereas one respondent said that the opinion

had changed to more favorable and one said the opinion had changed to less favorable.

How has your perception of Egencia brand changed in the
past 3 months?

Much more
favourable

= More favourable

= Less favourable
= Much less favourable
My opinion has

remained the same

Due to confidentiality reasons, this section is excluded from the publicly available version

of this thesis on Theseus.

The strength of brand associations was also measured in the partner survey which had a
set of semi-structured statements about beliefs for the respondents to rate. The first state-
ment was “Cooperation with Egencia is smooth”. Majority of the respondents answered

either four or three.
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Cooperation with Egencia is smooth
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The next statement was “Egencia keeps its promises.” 44% of the respondents rated 3

whereas 28% rated 4.

Egencia keeps its promises
50%

40% 44% ml
30% m2
28%
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The third statement was “Egencia is trustworthy”. Out of all the respondents 44% gave 3,
34% 4 and 19% gave 5.

Egencia is trustworthy.
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The fourth statement was “Egencia offers unique technology solutions.” Most of the re-

spondents gave either 3 or 4.
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The last statement was “Egencia is forward thinking.” Over half of the respondents gave 3.
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Egencia is forward thinking.
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5.2.5. Customer and partner loyalty

As the customer loyalty is culmination of customer commitment, brand image, brand
value, perceived quality, brand trust and also directly contributes to company’s balance
sheet the researcher felt it was important to include NPS question into the questionnaire
as it is an efficient way to measure loyalty. The Net Promoter Score calculation is gener-
ally based on the 0 — 10 scale and the most common question wording is “How likely is it
that you would recommend our company to a friend or colleague?”. The NPS score is cal-
culated by subtracting the percentage of responses that are Detractors from the percent-
age of the responses which are Promoters. The respondents that choose either 9 or 10
are classified as Promoters and are loyal customers willing to recommend the company,
service or product. The respondents who choose either 7 or 8 are classified as Passives
and are customers who are satisfied but not enough to engage to company, product or
service and can easily switch the product or service provider if they encounter something
more interesting or cheaper. The responders who choose numbers in between 0-6 are
classified as Detractors and are customers who are not satisfied and thus can harm the
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brand by spreading negative communication about it. (Ahvenainen et al. 2017, 24 — 26.)
The NPS score can be anything between -100 - +100.

Any number above 0 is considered to be good as that means most of the customers are
loyal whereas scoring below 0 means that the company needs to invest in improving the
customer satisfaction and gain more insight of its customers. Scoring 50 or above means
the company is highly customer centric with loyal customers who are also spreading the
positive word about the brand. Cultural differences may play a part in NPS results thus,
general standard of a good NPS score is difficult to set. The best way to define a good
and valid NPS score is to survey it regularly thus allowing benchmarking to previous stud-
ies. Nevertheless, a strong NPS score will play a part in organic growth as it builds a

brand image and increases brand awareness. (Toivonen, Yan.)

Due to confidentiality reasons, the further content of this section is excluded from the pub-
licly available version of this thesis on Theseus.

5.3. Current position towards the competition

Competitive analysis is part of strategic decision making and helps the company to deter-
mine who its main competitors are as well as providing insight into competitors’ weak-

nesses and strengths. (Entrepreneur.)

5.3.1. Industry — nature of the industry, scope and development

Business travel is a highly competitive field and a number of TMCs exist around the world,
each of them providing similar services, so it is very difficult to differentiate. Most of the
TMCs are now global players and in Finland the coverage of global companies is 96% of
the whole market. Therefore, Egencia Finland Oy’s competition is mainly global. In addi-
tion to traditional TMCs, it is expected that new agile disruptors such as technology com-
panies are coming into the market to challenge the more traditional players. TMCs on the
other hand are expected to defend their position by continuing to merge and invest into

their own online booking platforms or buying them. (Pridor 2018.)

The business travel market in Finland was worth 625 million euros in 2015 and it is esti-
mated that the business travel will grow in the future. (Floman 2016). However, according
to Bureau of Statistics, the business travel in Finland stayed the same domestically during

2016 — 2017 but there was a small decrease in business travel abroad in 2017 when com-
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paring to 2016. (Tilastokeskus 2018.) According to Egencia’s own study only 50% of busi-
ness travel is currently managed worldwide which gives a lot of opportunities for the fu-

ture.

Business travel is dependent on the global economy and the cyclical situation at home
and abroad. After a slow global economic growth in recent years, 2017 saw some growth
which is expected to continue during 2018 due to increased business and consumer confi-
dence. In addition, industries such as investment, trade and manufacturing have recov-
ered and will most likely contribute to the growth. However, this development may be
short-lived if the protectionist rhetoric becomes more defined and widespread causing
more restrictions in key markets. Travel pricing is also impacted by inflation and currency
strength and it is predicted that the inflation rate should remain on moderate 3% level. In
addition, geopolitical risks and European politics might have an impact on the global econ-
omy. Other possible risks are geopoalitical risks such as terrorist attacks, European politics
such as Brexit’s possible impact on the economy, impact of US administration policies and
the possible risks from emerging countries such as slowed growth which would impact the
global economy. (CWT & GBTA 2018,2 -5; Suort 2017.)

Further on, airline and ground transportation pricing is expected to increase in 2018. The
airline pricing is largely impacted by increasing oil pricing. The line between different price
options such as low-cost or full priced options are going to get more blurred thus making
the cost tracking more challenging. On the hotel side the dynamic pricing is driven by the
hotel industry which may result in a mix of fixed and dynamic corporate pricing. (Advito
2017; CWT & GBTA 2017, 12.)

5.3.2. Market trends

Business travel trends for 2018 and beyond have been defined by a number of publishers.
Some of the trends come from leisure and as such there is a blurred line between busi-

ness and leisure travel and user experience.
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Experience society

Bleisure

Figure 36. Travel trends 2018 and beyond.

Geopolitical risks and terrorism such as cooled diplomatic relations between USA and
Russia as well as increased tension in Korean peninsula expose the business travelers to
risk. Further on, changing regulations such as visa and immigration requirements and
other safety standards are causing uncertainty amongst travelers. Thus, travel risk man-
agement solutions continue to be an important part of travel management. (CWT & GBTA
2018,2 -5; Advito 2017.) Shared economy such as Uber and Airbnb are expected to con-
tinue to grow further in business travel even though there still is some degree of concern
about duty of care and reporting, the attitudes are more positive than before. (CWT &
GBTA 2017, 6; Dyson 2018.)

Technology and digitalization is expected to have an impact on travel in 2018 and beyond.
The biggest impact is most likely to be caused by atrtificial intelligence which enables the
use of big data by producing patterns and algorithms and thus will replace some tasks
done by humans. Further on, another significant impact is excepted from bitcoin technol-
ogy usage in transactions and the chatbot usage in simple customer service situations.
The hotel industry is also going digital and investing into technology such as mobile apps
and beacons. (Advito 2017; CWT & GBTA 12.)

In the knowledge industry the employee wellbeing and work-life balance is becoming
more important and is one way to attract potential employees. Also, the personal prefer-
ences and experiences play a bigger role than before which should be taken into consid-
eration when generating customer experience. Thus, the combination of business and lei-
sure travel has and will become more common for employees thus the companies are tak-
ing that into consideration when designing policies. This brings efficiency for time man-
agement as the employees don’t have to spend one work day traveling back from the

business trip as well as a possible cost reduction for the company with longer hotel stay



and off-peak traveling. (Chung 2017; Travel Weekly 2017; Amex; GBTA 2017.) In addi-
tion, user experience is becoming more and more important. Travelers are expecting lei-
sure grade experience when booking business travel. They want the same seamless, per-
sonalized, fast, easy and light experience across all the devices which preferably uses

some other payment method than traveler’s personal credit card. (Pridor 2018.)

5.3.3. Egencia and competitors

Egencia Finland Oy is a Travel Management Company (TMC) that has a strong global
brand presence. Globally it is the 4th largest TMC and belongs to Expedia group which in
turn is the largest Travel Company in the world. Locally Egencia Finland Oy falls under the
category of small and medium enterprises (SME) and its market share is 4%. Egencia’s
strategy is to be an industry leader with its own end user technology and its mission state-

ment is “To revolutionize business travel through the power of technology”.

Egencia Finland was operating originally as Travelzone and was then sold to a leading
Nordic TMC, VIA Travel Group in 2008 when its name was changed to VIA Travel Finland
Oy. After 4 years being owned by VIA it was sold to Egencia and after a brief period of be-
ing VIA Egencia Finland Oy the name was changed to the current Egencia Finland Oy.
Egencia operates in 67 countries worldwide, has over one million business travel users

and employs over 4 000 people.

According to Egencia Finland management all the global TMCs, Google and other online
travel companies are Egencia Finland’s main competition but to bring in focus, in this sur-
vey the main competitors were defined from the potential customer and partner survey.
CWT, SMT and HRG had the highest awareness from all the TMC’s in the Finnish travel
industry and they also share the biggest market share thus, they can be considered cur-

rently as the main competitors to Egencia.

5.3.4. SWOT analysis

The SWOT analysis was done based on the survey results and discussions with the local

Egencia sales organization and management.

Due to confidentiality reasons, the further content of this section is excluded from the pub-

licly available version of this thesis on Theseus.

Figure 34. SWOT analysis.
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5.3.5. Key success factors

Key success factors for this research were chosen according to the research objects and
by using the researcher’s market knowledge. Customer awareness and brand associa-
tions’ results from stakeholder surveys were coded and scaled as excellent, good, fair and
poor. In addition, a separate survey was sent to previous Egencia customers and frequent
travelers asking them to rate on a 5-point Likert scale what did they think about different
TMCs’ service offer, technical solutions, communication, safety and pricing. Survey re-
spondents who according to the researcher’s knowledge had been using more than one

different TMCs were picked for the research.

Customer Customer Service Technical Communica-

Awareness Service offer solutions tion/safety
Company A E F F F F E X
Company B E G G G F E X
Company C G F F F F G E
Company D P G G G G P X
Eexcellent, G=good, F=fair, P=poor C=cheap, Q=quit.e cheap, E=quite e.xpensive,
X=expensive, V=very expensive

Figure 35. Key success factors.

Due to confidentiality reasons, the further content of this section is excluded from the pub-

licly available version of this thesis on Theseus.

6. Conclusions

The researcher wanted to identify how Egencia Finland was perceived in the Finnish
travel market and how that knowledge could be processed into a brand development plan
so that it would support the growth strategy for 2020. This was done by conducting re-
search on Egencia’s brand awareness and image as well as a benchmarking study

among the most important competitors. The objective of this survey was to obtain a holis-
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tic view of the current situation so that recommendations for future planning could be pro-
vided. The following chapters will summarise the findings and suggest a brand develop-

ment plan and process for Egencia Finland Oy.

6.1. Summarising the findings

Based on the research findings and the literature review in this thesis, this chapter de-
scribes the key development needs in order to answer the research question “How should

Egencia’s brand be developed growth targets?”

Due to confidentiality reasons, the further content of this section is excluded from the pub-

licly available version of this thesis on Theseus.

Although the image of Egencia is generally positive it needs developing as it does not
convey the image the company is aiming for. In all the image and reputation related
guestions amongst the partners, the share of neutrality was significant. This can be in-
terpreted in a way that the partners don’t have enough knowledge to rate Egencia ei-
ther positive nor negative. In addition, throughout the partner questionnaire 12% of the
partners expressed that they are not familiar with Egencia. Further on, the second most
mentioned word in the potential client survey was “small” and in the partner survey “in-
ternational”. When given a set of associations the most coherent adjectives between
customers, partners and employees were professional, service-minded and fast. How-
ever, the most chosen association by partners was “ordinary” which again gives an in-

dication that Egencia’s image is not defined in this group.

When measuring the strength of associations ratings between partners and customers
were good on cooperation, keeping promises and trustworthiness. As opposed to
Egencia’s vision and mission the statements about being forward thinking and provid-
ing unique technology solutions got least fours and fives out of all the statements. Cus-
tomer survey results were the same where the difference was even more clear; all the
other statements about keeping promises, service, making business travel easier and
enchasing the travel program got solid 83% of fours and fives whereas the statement
about high class technology was the only statement that scored lower. Thus, it can be
concluded that Egencia is seen as trustworthy partner that keeps its promises, provides
good service and is easy to work with. Technology and being forward thinking is not dif-

ferentiating factor amongst the partners and customers.
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Customers see Egencia generally very positively and this is highlighted by the words
“professional”, “service-minded” and “approachable” that were the most chosen associ-
ations. Out of these three groups the employees’ associations are closest to the Egen-
cia brand attributes by having “different”, “innovative” and “forward thinking” as most
chosen attributes. It seems that even though the values are not clear in the organisa-
tion the employees have quite a good idea of the Egencia brand and that they have

somewhat internalised it.

Unrealiable
Unefficient
Trusted
Slow

Service-minded
Self-contained

Respectful
Professional
Ordinary
Open
Innovative

Sum of Partners
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B Sum of Customers
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Forward thinking
Flexible
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Efficient
Dynamic
Different

Cost efficient

B Sum of Employees

Conservative

Approachable

0% 5% 10% 15% 20% 25% 30% 35% 40%

Figure 39. Which of these characteristics describe Egencia best?

Egencia brand attributes were also compared separately between the three stakeholder
groups to see how coherent the view of these three groups was about brand attributes.
Professional, service-minded and different were the most consistent attributes between all
the stakeholders and it is clear to see that apart from the employees nobody else sees
Egencia different, forward thinking and innovating which could be again due to lack of

brand knowledge and awareness.
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Figure 40. Egencia brand attributes compared between stakeholder groups.

Due to confidentiality reasons, the further content of this section is excluded from the pub-
licly available version of this thesis on Theseus.

6.2. Brand development plan for Egencia

As stated in chapter 2.4. the basis for successful brands is brand planning which should
be part of the business planning and occur regularly. The brand plan should bring together
all the needed resources and give the organization a direction, goals and strategy to reach
the desired goals. As the theory clearly pointed out the brand planning and monitoring
should be something that happens regularly thus, this has been taken into consideration

in the brand planning process which is presented in figure 41. The brand plan process in-
corporates the findings from the internal and external surveys and builds on it to suggest a

brand development plan and process for Egencia Finland.

o Brand Evaluation
Questions to ask Planning Areas

1. Where are we? o Strategic Analysis
2. Why are we here? Key Issues
3. Where could we be? o Vision/Mission/Goals
4. How canwe getthere? o Strategies/Tactics
5. 'What do we need to do to do? o o Execute

Figure 41. Brand plan process for Egencia Finland.
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6.2.1.Brand plan framing

To frame the brand plan, it is important to set the direction and outline the plan by setting
strategic questions that the brand plan is built on. The questions correlate with different
areas of the brand plan and the answers to the questions are derived from the research.

Due to confidentiality reasons, the further content of this section is excluded from the pub-

licly available version of this thesis on Theseus.

The current situation can be summarized with a force field analysis. As it is clear in the lit-
erature, in service branding the company culture is a crucial factor in brand development
as it has the power to either hinder or help it thus it has been included into the force field
analysis as one element. The idea of the force field analysis is to improve, stay focused
and enhance the factors that are driving growth and minimize the factors that are prevent-
ing the growth. In addition, the threats need to be avoided where possible and the plans
should be made to mobilise the brand in order to see if the opportunity is gaining space for
it.

Due to confidentiality reasons, the further content of this section is excluded from the pub-

licly available version of this thesis on Theseus.

6.2.2.Key issues — Step 2

Step two compliments the strategic analysis based on the survey results and its purpose
is to define all the obstacles as a way of achieving the vision and the set goals. This step
should be done ideally as a workshop involving people from different parts of the local or-
ganization as the employee involvement is important in service brand building as the liter-
ature clearly points out. Due to the lack of time from Egencia Finland’s side this is done by
the researcher and thus, only presents the researchers view which is based on the re-
search results and the strategic analysis. To define the key issues this section first as-
sesses Egencia Finland’s competitive position, core strengths, the level of customer loy-

alty and the current business situation.

Current share

e Core strength the  Level of customer _
position in the Current business

brand can win on satisfaction . .
market situation
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_ Very tight competi-
Most business _
, , tion and homogene-
traveler centric High
Challenger _ , ous market. Turn
Servicel/experience
around needed.

Figure 43. Assessing Egencia Finland.

Egencia Finland is the 5" largest TMC in the Finnish travel market with only 4% market
share. The position has remained more or less the same for the last 10 years. Therefore,
it can be said that Egencia Finland is in challenger position in the Finnish market. The vi-
sion statement consists of the brand’s values and core purpose. (Franzen & Moriarty
2009, 88 — 94.) As discussed in chapter 5.1.2. Egencia’s vision statement is “To be the
most business traveler centric company in the world and be the one to shape the travel
culture.” Thus, it can be concluded that based on the research the customer service is
Egencia Finland’s core strength which contributes to the realization of Egencia vision. The
level of customer satisfaction is high according to customer survey results and is backed
up by very low churn rate over the years. The current business situation is intense due to
business mergers, new technology and homogenous market which means it is difficult to
differentiate and find a competitive advantage. For Egencia Finland, based on the re-
search results the current situation requires to be turned around in order to reach the 2020

strategy.

The next stage of key issues is to brainstorm possible things that could prevent the vision
coming true and narrow it down to the top key issues. Robertson recommends turning the
key issues into question mode which enables answering them as a part of the strategy.
(Robertson.). After brainstorming all the possible obstacles, the researcher narrowed them
down to the most critical factors which have been turned into questions and which are

then addressed in the strategy part of the brand plan.

Due to confidentiality reasons, the further content of this section is excluded from the pub-

licly available version of this thesis on Theseus.

6.2.3. Vision, mission and goals — Step 3

As stated in chapter 2.4.1. brand planning should start with defining the vision. Since

Egencia already has a vision in place this step can be considered after strategic analysis

92



and key issues as the purpose of the brand plan in this thesis is to try to achieve the al-
ready set vision on a local level. The vision should always portray the brand as it wants to
be perceived and as stated in chapter 5.1.2. Egencia’s vision is “To be the most business
traveler centric company in the world and be the one to shape the travel culture” and its
mission is “To revolutionize business travel through power of technology.” Thus, it can be
concluded that the Egencia brand should be perceived as business centric forward-think-
ing market forerunner who is the first to bring new solutions and ideas into the business

travel market and further on to be the one who all the others follow.

Egencia’s local goals can be derived from the Force field and SWOT analysis as follows:

Due to confidentiality reasons, the further content of this section is excluded from the pub-
licly available version of this thesis on Theseus.

6.2.4.Strategy and tactics — Step 4

As stated in the chapter 2.4.3. the strategy’s purpose is to tell how to reach the set goals
which base on the brand core, its values and the brand associations. The strategy should

also aim to answer the key issue questions.

Due to confidentiality reasons, the further content of this section is excluded from the pub-

licly available version of this thesis on Theseus.

6.2.5.Execution — Step 5

The brand plan execution consists of strategic choices of which action will support each of
the goal best and consists of different activities. The best marketing activities can be
brainstormed to find the best activities that support different strategies and bring most re-
turn on investment (ROI) and return on effort (ROE). (Robertson.) Execution phase is ex-
cluded from this thesis and left for Egencia Finland to be implemented.

6.2.6.Brand Evaluation — Step 6

The brand tracking can use different methods and to help to define what and how different
elements are measured the S.M.A.R.T system can be used. That means that the meas-
urements should be specific and match with what the company wants to achieve. It should
also consist of external measurable results like sales, market share and performance
tracking that will guide towards the vision. Measuring also need to establish how to pre-

sent the results and how they are compared (last year, competitors) The set measurable
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goals should also be achievable. In addition, the goals also need to be relevant to strategy
and tied to a vision so that yearly milestone goals attached to them. The measurable
goals also need to have a time factor attached to them which is linked to major milestones
and is broken into quarterly, annual and longer time frame goals. Once the goals and suit-
able measures have been decided, for visual effect and easier management, a brand
score card or dashboard can be built for regular tracking and monitoring. (Robertson
2014.))

In Egencia Finland’s case, based on the research it should include brand image, sales,
new sales, market share, awareness, share of wallet, customer satisfaction, churn, em-
ployee satisfaction with the focus on local organisation culture, brand associations, social

listening and website traffic.

Due to confidentiality reasons, the further content of this section is excluded from the pub-
licly available version of this thesis on Theseus.

Figure 46. Example of the brand score card.

6.3. Learning outcomes

This study has contributed towards a better understanding for Egencia Finland about the
brand and the associations attached to it. In addition, it has contributed towards the re-
searcher’s own learning. The idea of the thesis was based on the researcher’'s assump-
tions that the lack of awareness was a contributing factor for the stagnant situation regard-
ing the company’s market share and organic sales. The thesis’s theoretical part reinforced
and deepened the researcher’s perceptions about the importance of the brand and the
value attached to it. The researcher has acknowledged prior to research that employees
are key to a company’s success but gaining more understanding about service branding
made the researcher realise that the employees, company culture and values create an

entity which builds the service brand every day.
Due to this research and the need to grow the business after many stagnant years, it has
become clear that investment in increasing Egencia Finland’s presence and management

of the brand in the Finnish travel market is necessary for future success.

Before this thesis study, the researcher had no previous experience about service brand-

ing and the thesis project has given the researcher additional expertise that complement
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the researcher’s formerly gained business skills. The researcher has learned how im-
portant the service brand is for the service business, how a good brand is built and what
factors contribute towards a strong and successful brand. In addition, the research has
taught to researcher how to plan and develop a brand. The researcher works in a sales
organization which is closely related to marketing and branding, thus the researcher feels

this thesis project will benefit her career in the future.

6.4. Limitations of the study and recommendations for further research

Limited number of Egencia Finland customers incorporate this thesis study thus
their views may not be enough to draw reliable conclusions on behalf of the hun-
dreds of customers Egencia Finland has locally. The low response rate may have
been partly due to only a very small reward being offered for a survey response
which could have had unmotivating effect. The customer survey sample was also
limited at Egencia’s own request to cover only local clients which may give a biased
view. In addition, the local customers have a different kind of decision process
where decisions are made at a local level whereas global clients rarely have the de-
cision-making power as to which TMC they can use thus, their view may differ from
the local customers’ view. Furthermore, some of the biggest Egencia Finland clients
are global thus their opinion would be valuable as their interaction frequency with
Egencia Finland is generally higher than the some of the smaller local client’s.

As the researcher aimed to get a 360-degree view about Egencia’s brand the quan-
titative data collection method was selected due to resources and time limitation.
Due to prior business travel market knowledge the selection of respondents for the
brand related surveys was simple and the response rate, especially on potential
customer and partner surveys was sufficient. The data gathering from employees
and customers turned out to be somewhat challenging and the response rate was
relatively low on both categories. Market research was challenging due to the na-
ture of it as the only suitable respondents had to have experience in using more
than one TMC.

Although organisational culture played a part in this thesis due to the service
brand’s nature, this research did not focus to gain a deeper understanding of it. The
researcher wanted to execute the data collection by a semi structured interview
technique to get a bigger response rate and more in-depth knowledge. This was,

however declined by the local organisatinon thus the information gathering was
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done by a quantitative survey which limited the quality of the answers and de-
creased the response rate. The researcher recommends further interviews and
workshops to explore the local organisation culture in more depth so that the NPS
score can be increased and the organisational culture developed so that it supports
the company values and identity. It would also be interesting to explore the differ-
ences between the different customer segments to see if there is a variance be-
tween them due to the different kind of relationship with the company. More custom-
ers should be engaged in dialogue to form a more comprehensive view of expecta-

tions among Egencia Finland customers.
This research touched the brand tracking superficially but the researcher recom-

mends that a further project should be done in order to create a brand tracking
dashboard or scorecard for further monitoring, tracking and brand planning.
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Appendices

Appendix 1. Brand identity planning model. (Aaker 2002, 79.)

BRAND IDENTITY MODEL
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Appendix 2. Aaker brand equity model complemented by other theories.
(Aaker & Joachimsthaler 2000, 17).
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Indicators/Effect

Category

Future performance

Appendix 3. Customer based brand equity pyramid. (Keller et al. 2012, 59 — 60.)

Stages of brand Branding objectives
development at each stage

Intense, active

4. Response
loyalty

What about you and me?

Resonance

3. Response Positive accessible
What about you? reactions
Judgments Feelings
2. Meaning Points of parity
What are you? and difference
Performance Imagery
1. Identity Deep, broad brand

Who are you? Salience awareness

Appendix 4. Employee questionnaire questions.

1.Clarifying general issues

Clarification of the purpose and implementation of the questionnaire
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Clarification of the key concepts of the questionnaire
Clarification of the confidentiality and purpose of the questionnaire

2. Vision, mission and values

What is Egencia's vision?

What is Egencia's mission?

What are Egencia's values?

How do the values show in everyday life?
Are you acting according to company values?
Does your manager encourage you to act according to values?

Which three words would you use to describe Egencia?

Which of these characteristics describe Egencia? Choose all that apply.

How is Egencia's brand reflected in customer service situations?
Do you think Egencia's brand is well known in travel industry?
How do you see Egencia's (local) culture?

Which attributes contribute to corporate culture in your opinion?

How is the company culture influencing your work and is it difficult/easy to identify with?
Is the success celebrated?

Are the work processes supporting the work so that it is easy to concentrate on customer ser-
vice?

Is Egencia's brand identity and brand promise defined within the organisation?
What kind of brand identity Egencia tries to achieve according to your knowledge?
What do you think Egencia's current image is like?

How is Egencia's reputation/image compared to competition in your opinion?
How well is Egencia known and what is it most likely known about?
What does it want to be known as?

How do you see the business travel market evolving in the future?
Where do you see Egencia in five years?

8. Other

Would you recommend Egencia as an employer to your friends?

Appendix 5. Customer questionnaire questions.
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Brand Image Question

Charasteristics of brand associations

Which three words would you use to describe Egencia?

Which of these characteristics describe Egencia?

How would you describe your overall opinion of Egencia brand?
How has your perception of Egencia changed in the past 3 months?
Egencia makes business travel easier.

Favourability

Egencia keeps its promises

| can rely Egencia to deliver outstanding quality

| can rely Egencia to deliver outstanding service

Egencia delivers best in class tecnology solutions in travel
Egencia improves my company's travel program

Relationships among brand associations
Unigueness What is unigue about Egencia in your opinion?
Customer loyalty How likely is it that you would recommend Egencia to a friend or colleague?

Appendix 6. Partner questionnaire questions.

Brand Image . Queston_________________|

Charasteristics of brand associations
Type

Which three words come to your mind about Egencia?
How would you describe your overall opinion of these brands (the ones the person identified)?
Which three words come to your mind about Egencia?
| am satisfied with coopearation with Egencia
Egencia keeps its promises
Egencia is trustworthy partner
Egencia delivers best in class tecnology solutions in travel
Coopeartion benefits both parties
Egencia is travel industry pioneer
Brand Image 5. How would you describe your overall opinion of Egencia brand?
How would you describe Egencia's reputation?
What kind of image do you have about Egencia as a parter?
6. Which of these characteristics describe Egencia?
Loyalty 7. How likely is it that you would recommend Egencia to a friend or colleague?

ERE R

Appendix 7. Potential customer questionnaire questions.

Brand recall 1. 'Whatis the first company that comes to mind when you think of travel management companies?
Brand recognition 2. | Which of these brands do you recognise? (all the TMCs listed)

Brand image

Charasteristics of brand associations

Favourability . |How would you describe your overall opinion of these brands (all the TMCs listed)
Which three words would you use to describe Egencia?
Which of these characteristics describe Egencia?

Appendix 8. Management questionnaire questions.
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Participants
Marjut Vesander (MD)
Tuuli Jarvilehto (Team Manager)
Question

1.Clarifying general issues

Clarification of the purpose and implementation of the questionnaire

Clarification of the key concepts of the questionnaire

Clarification of the confidentiality and purpose of the interview

2. Vision, mission and values

What is Egencia's vision?

What is Egencia's mission?

What are Egencia's values?

What do they mean in your opinion and how are they visible in your everyday work?

Are you monitoring whether your subordinates work according to brand values?

3. Brand

Which words would you use to describe Egencia?

What is Egencia promise?

How do you fullfil the promise?

How is the targeted image of Egencia visible?

4. Awareness

How well is Egencia known in Finnish TMC market?

What would you like to be known about?

What image Egencia aspires to?

What do you think the current image is like?

5. Customers

How have you segmented the customers?

Which are the most important segments?

Is there any potential segments?

What kind of role the price plays? Is it critical factor?

Which are the most important decisions factors?

6. Competition

Who do you consider being your worst competition?

Who are the most important stakeholders? Why?

What is Egencia's competitive advantage and the benefits for customers?

7. Communication

Describe your organisation's way to communicate?

How would you like to develop both internal and external communications?

8. SWOT - analysis

Which are the most significant strengths and weaknesses?

Which are most likely possibilities and treats?

9. Future

How do you see TMC market evolving in future?

Where do you see Egencia in five years?

Appendix 9. Market research questionnaire.
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1. How would you rate the personal service of the following business management companies?

2. How would you rate the service offering of the following business travel management companies?

3. How would you rate the technical solutions (online booking system, mobile app) of the following business travel management companies?

4. How would you rate the travel security related services and communication of the following business travel management companies?

5. How would you rate the price level of the following business travel management companies?

Appendix 10. Score card adapted from Fusion Marketing Partner’s model.

Brand congruence

1. Is the brand crystal clear to prospects?

1. People exposed to our brand don't understand our value proposition. 1 5%
2. Between 1and 3 2
3. Prospects understand what we do from our brand. 3
4. Between 3 and 5 4
5. Our brand makes our value proposition very clear, including who benefits and how they benefit. 5
10%
1. Our culture doesn't match with our brand. 1
2. Between 1 and 3 2
3. More often than not, our employees support and deliver on our brand. 3
4. Between 3 and 5 4
5. Our employees fully buy into and deliver on our brand. 5
20%
1. No, our employees have no particular pride in our company brand. 1
2. Between 1and 5 2
3. Some employees have pride in our brand, others not so much. 3
4. Between 3 and 5 4
5. All, or the vast majority of our employees take great pride in our company/brand. 5
15. Customer satisfaction levels: Ability to deliver on brand promise. 20%
1. Our customers are not particularly satisfied with their experience. 1
2. Between 1 and 3 2
3. Some customers are happy while others are dissatisfied. 3
4. Between 3 and 5 4
5. Our customer base is very happy with their experience. 5 55 %

Brand differentation

2. Is our brand differentiated from competition?

1. We're perceived as offering a commodity product or service. 1 |20%
2. Between 1and 3 2
3. Our brand is unique, but not strongly differentiated 3
4. Between 3 and 5 4
5. Our brand is highly differentiated, giving us a strong competitive advantage. 5
6. Does our brand fit tomorrow or yesterday? Score
1. Our brand is dated and doesn't present us a modern company. 1 33%
2. Between 1 and 3 2
3. Our brand is somewhat dated but still usable for today's prospects. 3
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4. Between 3 and 5

5. Our brand is totally up-to-date and presents as a fresh, current company. 5
9. Are we well known in Finnish travel industry? Score
1. No, we are not well known and constantly struggle for recgognition. 1
2. Between land5 2
3. We are somewhat known but could do much better. 3
4. Between 3 and 5 4
5. Yes, we are very well known among our peers and prospects base. 5

Brand perception

5. Are we perceived as we want to be?

1. Others have a different impression of what we do and are. 1
2. Between 1and 3 2
3. Our perception is mixed. Some know us the way we like and othters not so much. 3
4. Between 3 and 5 4
5. Our perception among the outside world is not far off from what we would like. 5
11. Does our brand make it easier/harder to sell? Score
1. Our brand is a definite liabillity for our sales reps to overcome. 1
2. Between 1and 5 2
3. Our brand is a neutral factor when it comes to selling. 3
4. Between 3 and 5 4
5. Our brand is a big plus in enabling sales. 5

Brand leadership

7. Are there liabilities to our brand?

1. Our company/brand has serious liabilities that can hamper our growth. 1
2. Between 1and 5 2
3. Our company/brand has moderate liabilities but nothing that can't be overcome. 3
4. Between 3 and 5 4
5. We have no company/brand liabilities that would inhibit our growth. 5

8. Are we knowledged leaders in Finnish travel industry?

1. No, we are not considered leaders in Finnish travel industry. 1
2. Between 1and 5 2
3. We are in the middle of the pack as far as industry leadership is concerned. 3
4. Between 3 and 5 4
5. Yes, we are definitely considered one of the top Finnish travel industry leaders. 5
17. Social mentions: How often others talk about us Score
1. We get few or no social media mentions from third-parties. 1
2. Between 1 and 3 2
3. We get some social media mentions but certainly not enough. 3
4. Between 3 and 5 4
5. We get lots of social media mentions from third-parties. 5
18. Share of wallet: Compared to competitors Score
1. We are loosing market share to competitors. 1
2. Between 1and 3 2
3. Our market share is stable but could be better. 3
4. Between 3 and 5 4
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5. Our maket share is growing compared to competitors. 5 40 %

Brand value

12. The value of our brand and above other assets?

1. Our brand has a negative impact on company valuation. 1 20%
2. Between 1 and 5 2
3. Our brand has a neutral or marginal impact on company valuation. 3
4. Between 3 and 5 4
5. Our brand has a strong positive impact on company valuation. 5

(7
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18. Share of wallet: Compared to competitors

1. We are loosing market share to competitors. 1 |20%
2. Between 1 and 3 2
3. Our market share is stable but could be better. 3
4. Between 3 and 5 4
5. Our maket share is growing compared to competitors. 5

16. Growth in our prospect database Score

1. The number of queries is flat or declining. 1 |20%

2. Between 1 and 3

3. Our opt-in contact list is growing slowly.

4. Between 3 and 5

v (W N

5. We are gaining lot of new queries. 60 %

Brand scorecard %

Brand Value

Brand Leadership %

Brand Perception

Brand Differentation %

Brand Congruence 1 1 1 1 1

T T T T T

0% 10% 20% 30% 40% 50% 60% 70%
Average
Row Labels of %
Brand Congruence 0,55
Brand Differentation 0,6
Brand Leadership 0,4
Brand Perception 0,5
Brand Value 0,6
Grand Total 0,53
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0 - 40% Poor
41 % - 60% Fair

61% - 80% Good
80% - 100% Very good

Appendix 11. Cronbach Alpha of Q8, Q9, Q10 and Q11 (Partner survey)

Case Processing Summary

N %

Cases Valid 32 94.1
Excluded® 2 5.9
Total 34 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Items N of ltems
916 915 5
Maximum /[
Mean Minimum  Maximum Range Minimum Variance N of ltems
Iterm Means 3.450 3.219 3.688 469 1.146 040 5
Inter-Item Correlations .682 A4l 925 484 2.097 024 5
Item-Total Statistics
Scale Corrected Squared Cronbach's
Scale Mean if Variance if tem-Total Multiple Alpha if tem
ltem Deleted Item Deleted Correlation Correlation Deleted
I am satisfied with 14.03 14.483 1T 508 932
cooperation with
Egencia.
Egencia keeps its 13.66 12.168 838 879 B85
promises.
Egencia is trustworthy. 13.78 11.660 .B56 924 .B81
Egencia delivers best in 13.56 12.835 847 815 886
class technology
solutions.
Egencia is forward 13.97 12.096 .B06 601 892

thinking.
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Appendix 12. Cronbach Alpha of Q12, Q13 and Q14 (Partner survey)

Scale: Image_reputation_brand

Case Processing Summary

N %
Cases Valid 32 94.1
Excluded® 2 5.9
Total 34 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach’s
Alpha N of Items
977 3

Summary Item Statistics

Maximum [

Mean Minimum  Maximum Range Minimum Variance N of ltems
Item Means 3.450 3.219 3.688 469 1.146 .040 5
Inter-item Correlations 682 441 .925 484 2.097 024 5

Item-Total Statistics
Scale Corrected Squared Cronbach's

Scale Mean if Variance if Item-Total Multiple Alpha if ltem

Item Deleted Item Deleted Correlation Correlation Deleted
I am satisfied with 14.03 14.483 587 .508 932
cooperation with
Egencia.
Egencia keeps its 13.66 12.168 838 879 885
promises.
Egencia is trustworthy. 13.78 11.660 856 924 881
Egencia delivers best in 13.56 12.835 847 (815 886
class technology
solutions.
Egencia is forward 13.97 12.096 806 691 892
thinking.

Scale Statistics

Std.
Mean Variance Deviation N of ltems
17.25 19.355 4.399 H
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Appendix 13. Cronbach Alpha of Q4, Q5, Q6, Q7, Q8 and Q9 (Customer survey)

Case Processing Summary

N %
Cases Valid 17 100.0
Excluded® 0 .0
Total 17 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based

on
Cronbach's Standardized
Alpha Rems N of items

917 916 7

Summary Item Statistics

Maximum /

Mean Minimum  Maximum Range Minimum Variance N of ltems
Item Means 3.941 3.000 4.235 1.235 1.412 L2158 7
Inter-ltem Correlations 609 .292 923 632 3.166 .030 7

Item-Total Statistics
Scale Corrected Squared Cronbach's

Scale Mean if Variance if Item=Total Multiple Alpha if ltem

Item Deleted Item Deleted Correlation Correlation Deleved
Promise 23.41 12.507 .796 .801 .899
| can rely Egencia to 23.47 11.265 .892 909 .BBT
deliver outstanding
service
Egencia makes business 23.35 11.118 863 871 .892
travel easler.
Egencia delivers best in 23.94 14.184 .565 397 921
class technology
solutions in travel.
Egencia improves my 23.41 12.757 740 810 .905
company's travel
program.
How satisfied you are 23.35 11.993 878 .B77 .890
overall to Egencia?
How has your 24.59 15.507 .539 420 926
perception of Egencia
changed in past 3
manths?
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Appendix 14. Cronbach Alpha of Q1 — Q21 (Market research)

Case Processing Summary

N %
Cases Valid 21 100.0
Excluded® 0 .0
Total 21 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach’s
Alpha Based
on
Cronbach's Standardized
Alpha . N of ltems
950 948 20

Summary Iltem Statistics

Maximum /

Mean Minimum  Maximum Range Minimum Variance N of lems
Item Means 4.121 3.524 4.619 1.095 1.311 077 20
Inter-Item Correlations 478 -.275 980 1.255 -3.564 .050 20

Item-Total Statistics
Scale Corrected Squared Cronbach's

Scale Mean if Varlance Iif Item-Total Multiple Alpha if ltem

Item Deleted Item Deleted Correlation Correlation Deleted
Customer service 78.33 319.533 754 947
Customer service 78.33 320.233 .809 946
Customer service 78.48 323.362 614 .949
Customer service 78.57 328.757 .630 .949
Service offer 78.10 310.290 893 944
Service offer 78.00 334.100 .649 .949
Service offer 78.00 315.900 .839 .945
Service offer 78.33 346.833 .360 .952
Technology 78.19 309.562 .896 944
Technology 78.29 318.114 .847 .945
Technology 7B.5T 311.557 .682 .949
Technology 78.67 345.633 467 951
Safety and 77.90 314.690 .863 945
communication
Safety and 78.38 323.148 .687 .948
communication
Safety and 78.10 312.990 .838 945
‘communication
Safety and 78.57 341.657 .358 952
‘communication
Price 77.81 320.862 757 947
Price 78.43 339.057 438 851
Price 78.19 321.462 757 .947
Price 78.90 349.190 .390 951
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