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Strategic brand management may increase company´s success. Strategic brand 

management´s influence in company success cannot be emphasized enough 

and it should be integrated as part of the company strategy. This research con-

centrates on the importance of company´s brand strategy management.   

 

Especially large companies, that operate in an international market compete 

against even greater selection of offering. Circumstances for globally spread 

companies are variable in each market, therefore multinational companies have 

to recognize what are the characteristics for each their markets individually.  

 

The idea for the thesis is to study a concept of brand management form a brand 

development perspective. Emphasis is on business-to-business viewpoint. A 

brand evaluation survey is launched from the request of a commissioner com-

pany – AVK Finland Oy. The assignment culminates to the initial research ques-

tion, “How do customers evaluate AVK´s performance in Finland today?”  

 

At the end of the thesis a conclusion was made. It summarizes the outcome of a 

customer survey which is launched to help the commissioner to form their brand 

strategy plans for future. 

 

  

Keywords: branding, brand strategy, customer 
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 INTRODUCTION 

 

 

1.1 Background of the study 

 

In today’s world all kinds of purchase decisions are difficult to make. A great va-

riety of choice is available for almost everything one can buy and comparing dif-

ferent options is time consuming. Most commonly customers search for what is 

best value to the money spent. In B2B (business-to-business)  sales buying mo-

tives are usually more rational than emotional and the purchase selection criteria 

vary from price level to quality issues.  Especially in B2B, people´s roles are em-

phasized because transactions between supplier and purchaser require deeper 

knowledge and professionalism.  

  

Currently it is very difficult to do business successfully in tight competition without 

a proper brand strategy. A carefully planned comprehensive brand strategy gives 

ground to the companies in their pursuit to operate successfully in their markets. 

A thorough brand strategy with all its contents aims to a greater brand recognition, 

and from customer´s perspective creates assets that in a positive sense differen-

tiate the brand from other companies and their brands. 

 

This research bases on the assignment from a commissioner, AVK Finland Oy. 

The assignment is to examine AVK Finland Oy´s current brand status in its mar-

ket. This research is a brand evaluation of AVK Finland Oy. The objective is to 

develop its business with the support of this research. Therefore it focuses to a 

careful analysis of its current brand status and finding main focus areas for im-

provement. The ultimate goal is to support AVK Finland Oy to increase its cus-

tomer loyalty which should lead to greater net sales.  

 

AVK Finland Oy is part of AVK Group which is a Denmark-based industrial man-

ufacturer that consists of over 100 companies worldwide. AVK´s core business is 

production of gate valves, hydrants and accessories to municipal infrastructure 

and various industrial businesses. Their offering is divided into water, 

wastewater, gas and fire protection segments. A major part of AVK Finland Oy´s 

net sales in the Finnish market comes from the water segment. 
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AVK operates in over 85 countries worldwide. That means when they do business 

they face numerous different cultures, regulations, specifications and ways to op-

erate in different markets. Although AVK´s geographical presence is global com-

pany urges to keep their focus local. That is why gathering information, analyzing 

it and doing strategic decisions locally is vital because all markets cannot just be 

run with a one and only strategy.  

 

 

1.2 Objectives and purpose 

 

As briefly discussed above the objective of this research is to study the current 

situation of AVK Finland Oy´s brand in the local market based on customer ex-

periences. Continuous development and increase of the brand are main focus 

areas at all the markets that AVK operates internationally. Object is not only to 

identify current status and provide information and answers from the past. The 

research analyze focuses on trying to find the touchpoints to help AVK Finland 

Oy improve their customer experience. As mentioned this research is a ground 

for further company development.  

 

The purpose is to implement a beneficial research which could be utilized as an 

introduction to the subject for anyone who is dealing with the brand strategy man-

agement. Especially this could be helpful for the companies who operate with a 

similar strategy as AVK Finland Oy does in its market. That means operating as 

a local sales company for a large multinational industrial manufacturer. With this 

research intention is to come across with a result that provides beneficial im-

pulses to help commissioner company to improve in emerging topics. As a re-

searcher my goal is to assist finding both, the improvement areas and as well 

bring out the success areas for AVK Finland Oy to help them set targets and 

create action plans. 

 

The theoretical part of the research observes the theme with a wider perspective 

because understanding the totality of the subject requires discussion from many 

different branding related areas. The scope is of course to explain the most fun-

damental and necessary concepts of brand management and their correlation 
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with each other. The first step in this research is to find literature and more im-

portantly, define which of the studied parts are relevant to use in this context. The 

studied material are principally books and articles. All of them together form the 

ground of this study. 

 

In addition to the theoretical part, an empirical part is added to the research to 

complete it. Empirical research serves as a way to practically apply the 

knowledge. The empirical part of the study contains a branding survey, mandated 

by the commissioner company, AVK Finland Oy. The scope of the research is 

limited to certain focus areas that are predestinated by AVK Finland Oy.  

 

 

1.3 Case company and its success 

 

As mentioned this research for its part aims to help AVK Finland Oy develop its 

business. AVK Finland Oy´s net sales has been significantly decreasing in the 

past four years. The following graph shows that how from the record level of 4.065 

million Euros in 2013 company’s net sales have dropped to total of 1.974 million 

Euros in 2017 (Figure 1). Decrease in total in a four year span is over -51,3 %. 

(Asiakastieto 2018). 

 

FIGURE 1. AVK Finland Oy net sales development from 2013 to 2017 

 

Reasons for the severe decrease in AVK Finland Oy´s outcome can be explained 

with certain economic factors and changes in competition. New competitors with 

competitive product lines, Ulefos and CTV, entered the market. The economic 

trend in construction industry was erratic in 2013 and 2014 when the downturn 
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began. The following graph shows the development for the net investments in the 

infrastructure construction in the Finnish market (Figure 2. Rakennusteollisuus). 

Due to the recession AVK Finland Oy´s customers were forced to reduce their 

purchase budgets. Although the drop was not severe or long lasting it had an 

effect to AVK Finland Oy´s main target group´s customer behavior. Instead of 

investing into the new pipelines, the municipal waterworks started to change their 

focus more on renovating the existing water supply network. Renovating means 

diminished need for purchasing new valves, which is a category where AVK´s 

excellence is emphasized. Renovating also means use of other construction en-

gineering techniques, such as slip lining, which means diminished need for pur-

chasing new valves and other products from AVK´s product portfolio.  

  

 

FIGURE 2. Net investment in infrastructure construction from 2013 to 2017 

 

A decrease this significant may not be explained with the general economic and 

competitive issues only. AVK Finland Oy takes all aspects that may affect to its 

yearly outcome into consideration. That is why AVK Finland Oy must pay close 

attention to their daily performance. The CRM (Customer Relationship Manage-

ment), ERP (Enterprise Resource Planning) and other internal information sys-

tems operate as internal channels to provide information of the set key perfor-

mance indicators. But it is in AVK Group´s global strategy that they want to inter-

act locally in a close relationship with their customers. It is why local sales com-

panies like AVK Finland Oy are established. AVK Finland Oy has become aware 

that its reputation in the Finnish market is not at the desired level. They have 
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received feedback from stakeholders of poorly handled claims and dissatisfaction 

for their products. AVK Finland Oy wanted to launch a customer survey for many 

reasons and indicating the reason(s) for poor reputation is the most important. 

Therefore the hypothesis of the thesis is to find out if the mentioned assumptions 

are true and the reason for the poor reputation. Goal is also to identify what are 

the areas where the customer expectations and AVK Finland Oy´s performance 

differ the most.  

 

This research tries to explain and give answers to: 

• Significance of brands and brand management 

• Strategic brand thinking 

• The multiple elements that brand strategy management consist of 

• Identification of a current brand status of an commissioner company 

• Indicating commissioner company´s performance reflected to their prom-

ises 

 

 

1.4 Research questions 

 

This research approaches the topic from B2B point of view but the subject is so 

wide that these theories hold true as well from the B2C (business-to-consumer) 

point of view. The initial research problem is to clarify how well AVK´s brand 

promises are delivered in their market at the moment. 

 

There is one main research question.  

• How do customers evaluate AVK´s performance in Finland today? 

 

The aim is to find answers to the main research question with the help of a cus-

tomer survey. At the end of this research is a conclusion where the results of the 

survey is discussed. Approach for the conclusion is to answer to the two sub 

questions: 

• What is there for AVK Finland Oy to learn from the survey? 

• What are the focus areas for AVK Finland Oy that will help to strengthen 

its brand in the future? 
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1.5 Structure and methods 

 

The research structure basically comprises of theoretic discussion explaining the 

brand concepts that constitute the fundamentals of brand management. As a re-

searcher it is my responsibility to make the delimitation of the study. Therefore 

after a thorough examination of brand management I have selected core per-

spectives of it into the chapters 2 and 3. These chapters consider the theoretical 

concepts of brands, brand equity, brand image, brand strategy and business 

strategy, brand promise, differentiation and B2B branding. I believe that under-

stating these concepts are the best induction to the subject and brings out the 

importance of brand management. These concepts form the theoretical frame-

work for this study. The approach of this research is business to business. 

 

The empirical part concentrates to identify AVK´s current position in the Finnish 

market. A survey was launched to identify the strengths and weaknesses from 

their customer point-of-view. As mentioned in 1.2 this research is made to help 

AVK Finland Oy to create their future action plans. This is why this survey serves 

as a benchmark for the upcoming surveys that AVK Finland Oy will launch. In 

order to gather information from wider range of customers the form of the survey 

is quantitative. A standardized quantitative survey model is selected also be-

cause it enables a better comparability to the future researches.  
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2 BRANDING AND BRAND MANAGEMENT 

 

 

2.1 What is brand 

 

The brand is increasingly becoming the key source of differentiation that guides 

customer purchase choice. It is the focal point around which an organization de-

fines how it will uniquely deliver value to the customer for profit – effectively em-

bodying the ´heart and soul´ of that organization. The brand´s promise is deliv-

ered through its products, services and customer communication – the total cus-

tomer relationship and experience. If the brand is well conceived and consistently 

delivered through all business processes and customer contacts, the organiza-

tion will grow and prosper. Thus, a brand identifies the seller or a manufacturer. 

(VanAuken 2002, 1-14.) 

 

AVK´s brand promises are introduced in chapter 4.5. The brand promises are the 

guidelines for operations and a common nominator for all AVK companies around 

the globe. They are also the essence of the entire study because contents of the 

survey are based on the selected brand promises. 

 

According to the American Marketing Association´s dictionary the brand is de-

fined as a “name, term, design, symbol, or any other feature that identifies one 

seller’s good or service as distinct from those of other sellers”. Thus, a brand 

identifies the seller or a manufacturer. (American Marketing Association 2018). 

 

To obtain an accurate picture of what a brand is, most people will need to stop 

seeing the brand as a single asset and start seeing it as a resource system. This 

calls for a complete change in mindset. The key characteristics of a brand can be 

summarized as follows. 

• It is a resource system: the totality of tangible and intangible components 

that are both internal and external to the company.  

• It is a focal point for all stakeholders: the embodiment of the company, its 

image, and its values or the “face” it presents to the world. 
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• It is the basis for competing for the choice of current and potential stake-

holders: the manifest representation of the business and its total value 

proposition. 

• It is a promise to these stakeholders and also a responsibility to keep that 

promise, making the brand owner an accountable entity in the wider soci-

ety. (Finskud 2009, 57.) 

 

Brands are intangible assets, assets that produce added benefits for the busi-

ness. This is the domain of strategic brand management: how to create value 

with proper brand management. (Kapferer 2012, 7). It is important to understand 

the difference between brand and branding. Kapferer above wrote about intangi-

ble assets meaning brand is the mental associations how people in their heads 

observe companies and differentiate it from others. Branding is all the strategic 

work companies do in order to create differentiated positive mental associations. 

All these processes are called branding. Simplified, a brand is a result of brand-

ing. 

 

 

2.2 Brand image 

 

Image is the first thing that crosses customers minds when thinking, seeing or 

hearing about a company or product. These associations and assumptions play 

big role in a competition where there are lot of variety and choices to make. “This 

is the totality of perceptions resulting from all experience with and knowledge of 

the brand. Brand image is how customers perceive the brand”. (VanAuken 2002, 

18). 

 

The pieces of communication that help a customer to distinguish an offer can be 

said to represent an element of the brand. Each time a customer in some way 

has contact with a brand element, a brand contact has occurred. Based on the 

sum of brand contacts, a customer will form a brand image of the entity which the 

communication represents. This entity can be, for example, a company, a product 

or a person. The customer will at some point choose some kind of behavior rela-

tive to the branded entity. (Blombäck 2005, 95-96.) 
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Assuming we can create a positive brand image with marketing programs that 

register the brand in memory and link it to strong, favorable, and unique associ-

ations, we can realize a number of benefits  for the brand. Keller (2003, 637) lists 

the most remarkable as follows: 

• Greater loyalty 

• Less vulnerability to competitive marketing actions 

• Less vulnerability to marketing crises 

• Larger margins 

 

These listed benefits are very similar to what will be introduced when brand equity 

and brand value are explained. Thus it is obvious that in branding, all concepts 

are linked and support one another. In chapter 3.5,  it will be visualized how the 

different brand managing concepts that are already explained or will be explained 

later in this thesis connect with each other. 

 

 

2.3 Brand equity 

 

The keyword in the concept of brand equity is value. And moreover, with what 

strategic decisions and actions it may be increased. The strategic decisions and 

actions determine its overall influence. The measurement of a brand´s strength 

has become known as brand equity. David Aaker who was among the first ones 

to study the concept of brand equity, and who has written several books about 

brand management, describes brand equity in following terms: “Brand equity is a 

set of assets and liabilities linked to a brand´s name and symbol that add to or 

subtract from the value provided by a product or service to a firm and/or that 

firm´s customers”. (Aaker 1991, 15). 

 

This is the commercial value of all associations and expectations (positive and 

negative) that people have of an organization and it products and services due to 

all experiences of, communications with, and perceptions of the brand over time. 

This value can be measured in several ways: as the economic value of the brand 

asset itself, the price premium that the brand commands, the long-term consumer 

(customer) loyalty the brand evokes, or the market share gains its results in.  

(VanAuken 2002, 17.) 
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Aaker and Joachimstaler (2000, 17) introduce a concept for measuring brand 

value. In their book Brand Leadership it is explained as follows: Brand assets can 

be grouped into four dimensions: brand awareness, perceived quality, brand as-

sociations and brand loyalty. These four dimensions guide brand development, 

management and measurement. 

• Brand awareness has been shown to affect  perceptions and even taste. 

People like the familiar and are prepared to ascribe all sorts of good atti-

tudes to items that are familiar to them. 

• Perceived quality is a special type of association, partly because it influ-

ences brand associations in many contexts and partly because it has been 

empirically shown to affect profitability 

• Brand associations can be anything that connects the customer to the 

brand. It can include user imaginary, product attributes, use situations, or-

ganizational associations, brand personality and symbols. 

• Brand loyalty is at the heart of any brand´s value. The concept is to 

strengthen the size and intensity of each loyalty segment. A brand with a 

small but intensely loyal customer base can have significant equity. 

 

For AVK Finland Oy their customer loyalty is vital. Part of the reason for de-

creased sales in recent years is caused by customer decay which likely is the 

result of reasons that were already mentioned in 1.2: Customer dissatisfaction to 

how claims are handled and the AVK products themselves. Customer decay is 

caused by dissatisfaction and its causes can be traced to a gap between custom-

ers´ expectations and their experience.  A high rate of customer decay will be-

come extremely costly. But when in turn, if a company manages to improve the 

rate of customer retention it will generate profitable over a period of time.  

 

Brand equity defines the value of a brand and can refer to two understandings of 

brand value, namely a strategic, subjective understanding or brand equity as fi-

nancial, objective expression of the value of the brand. In the financial under-

standing of brand equity, the concept is a way to account for how much value a 

brand holds. Being able to account for how much the brand holds is extremely 

important, both in relation to financial statements, mergers, acquisitions, and as 
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a tool for brand managers to argue their case. Brand equity is one of the intangi-

ble entries on the balance sheet like goodwill or know-how. The subjective un-

derstanding of brand equity refers to the consumers´ (customers´) perception of 

the brand and is strategically valuable for brand management. (Heding, Knudtzen 

& Bjerre 2009, 11.) 

 

If the customer feels that an extra value is being delivered to him/her due to the 

fact that the offer is of a certain brand, we can say that the customer experiences 

brand added value. If the customer takes action based on the brand image and if 

there is brand added value for the customer, there is also value for the supplier 

(e.g. due to repurchase). This value is called brand equity. This connection brings 

out the importance of understanding a customer´s buying behavior. If brand 

added value is acknowledged, it is worthwhile effort for suppliers to attempt to 

manage brand image. (Blombäck 2005, 95-96.)  

 

Brand equity is very closely connected concept with brand loyalty which was al-

ready shortly addressed earlier in this chapter. Brand loyalty actually is both a 

consequence of brand equity but on the other hand it is a contribution to brand 

equity. Strong positive brand equity leads to brand loyalty which results several 

competitive advantages. 

 

 

2.3.1 Signifigance of brands 

 

For financial analysts, a key consideration when looking at a companies with 

strong brands is that they present less risk. Strong brands generally remain 

strong, and this assumes likelihood of a sold income stream. This strong income 

stream reflects the interaction of several factors. With strong market share usually 

comes relatively higher price points, coupled with lower price elasticity relative to 

competitors. This leads to better margins and better investment. (Elliott, Percy 

2007, 83.)  

 

At this point we are definitely in the core of what brand, branding and a vision of 

a functional brand is all about and why all companies should remember that every 

interaction with people have an impact on the brand. The effect of the brand 
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power must not be underrated. A strong brand is a perquisite to the company 

development and success. 

 

Elliot and Percy (2007, 83-84) continue with some key perspectives: Well-known 

brands are much more likely to enjoy good distribution, which helps to maintain 

high market share. For less frequently purchased products, especially industrial 

products, wholesalers and distributors will again be keen to associate with a 

strong brand because they know it will sell. Strong brands, brands with a strong 

positive brand equity, are generally brands with high loyal core of consumers 

(customers); and high market share as a result. With a high degree of brand loy-

alty, a company can expect sales to remain stable and strong over time. Having 

high brand loyalty means a company can charge a relatively higher price for its 

product and maintain higher margins than its competitors on the category.  

 

In addition, there are many other areas where having a strong brand name will 

help contribute to building and maintaining higher profits. For example, a strong 

brand discourages new competitors from entering the market. It also means less 

risk when introducing line extensions, or extending the brand name into new prod-

uct categories.  

 

From Elliot and Percy one more issue regarding brand loyalty must be notified.  

They point out  (2007, 94) that strong brand loyalty leads to a better leverage with 

the trade. When distributors know that a brand enjoys strong customer loyalty, 

they know that product will move of their warehouses and off their shelves. They 

will also understand that there is a strong consumer (customer) demand for the 

brand, and if they do not handle it, they will lose customers.  

 

That is key point in AVK Finland Oy´s business where wholesalers operate as 

their sales channel and stock. Wholesalers pay close attention to the rotation in 

their stock and easily dismiss such products from their offering which prove not 

to rotate as quickly as desired.  
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2.4 Brand identity 

 

The truly central concept in brand building is brand identity, and it must be iden-

tified and managed by the brand owner. In order to fully understand brand iden-

tity, one must also understand ad consider its current image. In other words, both 

brand image and brand identity are important when the brand building process 

starts. (Aperia & Back 2004, 63.) 

 

As Kapferer writes (2012, 149), a brand is not the name of a product. It is the 

vision that drives the creation of products and services under that name. That 

vision, the key belief of the brands is called identity. It drives vibrant brands able 

to create advocates, a real cult and loyalty. 

 

Aaker (1991, 43) defines brand identity as: A unique set of brand associations 

that the brand strategist aspires to create or maintain. These associations repre-

sent what the brand stands for and imply a promise to the customers from the 

organizations members. Brand identity should help establish a relationship be-

tween the brand and the customer by generating a value proposition involving 

functional, emotional, or self-expressive benefits. 

 

To be effective a brand identity needs to resonate with customers, differentiate 

the brand from competitors and represent what the organization can and will do 

over time. In contrast to brand image, a brand identity is aspirational and may 

imply that the image needs to be changed or augmented. In a fundamental sense, 

the brand identity represents what the organization wants the brand to stand for. 

(Aaker 1991, 40.) 

 

Kapferer has created a tool to illustrate brand identity. The brand identity prism, 

which is illustrated in a picture later in this chapter (figure 3), gives the full picture 

of how the brand owner wants the target group to perceive the brand´s identity. 

The six facets are interpreted by Kapferer (2012, 158-164) as follows: 

• Physique. The sum of a brand´s basic characteristics constitutes its phy-

sique.  First step in developing a brand is to define its physical aspect: 

What it is concretely? What does it do? What does it look like? Physique 

is both the brand´s backbone and its tangible added value. 
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• Personality. The brand has personality and can with time develop charac-

ter. Brand personality allows customers/consumers either to identify with 

it or to protect themselves into it. Brand personality is also the main source 

of tone and style of advertising. 

• Culture. Each brand has a culture from which all products within the brand 

frame originate. The product is an embodiment of that culture. The cultural 

facet is the most important facet of brand identity. 

• Relationship. A brand has relationships to its consumers/customers and 

frequently offers possibilities for interpersonal exchanges. This facet de-

fines the mode of conduct that most identifies the brand. This has a num-

ber of implications for the way the brand acts, delivers services and relates 

to its customers. 

• Reflection. A brand reflects its customers´ image and becomes an identi-

fication. Because its communication and its communication and its most 

striking products build up over time, a brand will always tend to build a 

reflection or an image of the buyer or user which it seems to be addressing.   

• Self-image. If reflection is considered to be the target group´s external  re-

flection, the self-image is the customers/consumer´s internal mirror. Cus-

tomers create a picture of themselves through their attitudes to the brands 

they use.  

 

 

 

 

 

FIGURE 3. Brand identity prism 

 

Aperia & Back analyze (2004, 63-65) the Kapferer´s brand identity prism: The 

concepts of physique, relations and reflection make up the visible facets as well 
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as social facets that give the brand its outward expression. Brand personality, 

culture and  the consumer´s (customer´s) self-image are the invisible and implicit 

facets. They are incorporated within the brand itself, within its spirit. These cannot 

be gotten at unless analysis methods focused on penetrating the consumer´s 

(customer´s) subconscious mind are used. If the goal is to get a complete analy-

sis of a brand, it is not sufficient to investigate the explicit and visible facets of the 

brand. It is also necessary to examine the implicit and the invisible.  
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3 BRAND STRATEGY 

 

 

3.1 Definition and importance 

 

The aim of a brand strategy is to enhance the internal and external opportunities 

of the brand. The brand strategy must be strategic, visionary and proactive rather 

than tactical and reactive. Each brand must find its own holy grail to success – in 

the shape of unique and relevant brand identity and brand vision, which are the 

first elements that must be in place when developing a brand strategy. (Heding, 

Knudtzen & Bjerre 2009, 15.) 

 

Brand identity represents an organization’s ideas about what a brand should be 

standing for. It also denotes what the organization wants audiences to recognize 

the brand as being. In attempts to manage brand identity, plans that can be called 

brand strategies can be created. It is important to understand that the brand strat-

egy represents an attempt to lead the image in a certain direction. (Blombäck 

2005, 93-94.) 

 

Benefits of a well-developed brand strategy are measured economically. There 

is a clear link between brands and shareholder value. The most important driver 

of shareholder value is cash flow. Miller and Muir (2004, 15-20, 29, 39) explain 

many impacts that brands have on the increase of the cash flow as well as risk 

management and shareholder returns.  

 

Brands can build shareholder value by growing and protecting a company´s cash 

flows. Strong brands are able to command greater market share and customer 

loyalty, in some cases it may also command premium pricing. Strong brands may 

find it easier to access new markets and business areas. Strong brands are able 

to launch new products and services faster than weaker brands – existing levels 

of awareness and trust accelerate customers´ acceptance. Strong brands may 

even help to stimulate innovation – which will speed up the return of investment 

in product development. Strong brands are also more likely to enjoy enduring 

levels of customer loyalty. They may also create barriers to entry for competitors, 

thus reducing competitive threat to cash flows. 
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3.2 Brand strategy and business strategy 

 

Strategy is about competing successfully. More specifically, it is about finding a 

way to defeat present and potential competitors through superior execution  while 

making a profit at the same time. The branding strategy for a firm reflects the 

number and nature of common and distinctive brand elements up like two differ-

ent products sold by the firm. In another words branding strategy involves decid-

ing which brand names, logos, symbols, and so forth should be applied to which 

products. A branding strategy for a firm can be characterized according to its 

breadth and its depth. For example a branding strategy can be seen as both deep 

and broad if the firm has a large number of brands, many of which have been 

extended into various product categories. (Keller 2003, 522.) 

 

A prerequisite for making the brand strategy work is that it is closely linked to the 

business strategy. This means that the brand and the brand strategy should not 

be perceived as something other than or as an addition to business strategy de-

veloped at late stages in a product launch for example. In an ideal world, business 

and brand strategy should be developed simultaneously and support each other. 

(Heding, Knudtzen & Bjerre 2009, 15.) 

 

Because these subjects are so closely connected it can be said that brand strat-

egy is business strategy. According to Miller and Muir (2004, 14) any brand strat-

egy should answer to the following four questions: 

1) Who are our customers? 

2) What products or services will we offer? 

3) How will we compete with products or services from competitors? 

4) What resources and capabilities do we need to deliver these products (or 

services)? 

 

Answers these questions should be aligned very closely to any company´s busi-

ness strategy. As Miller and Muir (2004, 15) sum it up: The role of brand strategy 

is to create value for a business strategy by aligning its activities with its offering 

to customers. 
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The essence of a strategy is choice, so choice must be at the core of strategy 

development. Business strategy is about making the right choices on how and 

where to compare for which choice with the aim of achieving profitability and long-

term value creation. (Finskud 2009, 3.) 

 

 

3.2.1 Elements of brand strategy 

 

Once the brand vision, which aims to resonate with customers and differentiate 

the brand from competitors is established, a customized range of elements that 

comprise the brand strategy should be prioritized and  developed. The brand 

strategy will typically consist of customized range of elements from the seven 

brand approaches. Those elements are: community approach, customer-based 

approach, cultural approach, economic approach, identity approach, personality 

approach and relational approach. (Heding, Knudtzen & Bjerre 2009, 15.) 

 

Each of the seven brand approaches has certain strengths and weaknesses, 

which is why a customized combination of elements from the relevant approaches 

that matches the specific challenges and opportunities the brand faces will pro-

vide a foundation for the right brand strategy. (Heding, Knudtzen & Bjerre 2009, 

15.) 

 

 

3.2.2 Strategic brand thinking 

 

In the ever tightening competition an effective brand strategy management has 

become more essential. To maximize the value of company’s brand and products 

a proper brand strategy must be created. The role of strategic brand management 

is to make decisions of actions are going to have an impact on company’s brand 

equity. 

 

Strategic brand management is the long-term effort to consciously providing an 

offering with an identity that is understood on all levels. It is the sustained effort 

by the company to encourage people to see its brand in the light on which it 

portrays. This is a focus on people both internally and externally and includes 
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customers, employees, suppliers and resellers. An important issue is to have a 

brand vision that offers a clear and consistent message about a value of the 

brand. A brand vision involves recognizing the inherent potential of a brand, which 

is based in part on its brand equity. (Kotler, Keller, Brady, Goodman & Hansen 

2016, 428-429.) 

 

The long-term brand vision is operationalized through both long- and short-term 

marketing endeavors. Marketers must provide a clear sense of direction for each 

employee within the company to appreciate how their role affects brand values. 

The four core activities are:  

1. Ensure identification of the brand with customer and an association with 

the brand in customers´ minds with a specific product or service class or 

customer need. 

2. Firmly establish the brand meaning in the minds of customers (by strate-

gically linking a host of tangible and intangible brand associations). 

3. Elicit the proper customer responses to this brand identity and brand 

meaning. 

4. Convert brand response to create an intense, active loyalty relationship 

between the customer and the brand. 

(Kotler, Keller, Brady, Goodman & Hansen 2016, 428-429.) 

 

 

3.2.3 Brand promise 

 

Brands have an effect to customers on an emotional level. The customers have 

expectations against the company´s brand promises. The brand promises em-

body value. It is the customer experience that measures if the value was delivered 

as intended or did the company fail to deliver it. VanAuken (2002, 14) agrees, 

that a brand is the source of a promise to the customer. It promises relevant dif-

ferentiated benefits. Everything an organization does should be focused on en-

chasing delivery against its brand´s promise.  

 

VanAuken continues (2002, 44-45): The brand promise is the most important part 

of a brand´s design. A brand must promise a relevant, compelling and differenti-
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ated benefit to the target customer. The brand must promise a benefit, not a fea-

ture. The benefit may be functional, emotional, experimental, or self-expressive. 

The benefit must focus on points of difference. The ideal benefit to claim has the 

following three qualities: 1) it is extremely important to the target consumer; 2) 

your organization is uniquely suited to delivering it; 3) competitors are not cur-

rently addressing it, nor it is easy for them to address it in the future.  

 

As with all kinds of promises, risks exist because living up to the promise is not 

always certain and they may fail. Keller (2008, 643) writes: A brand should be a 

promise and a commitment to consumers (customers) but too often that promise 

is broken. A common mistake is to set brand expectations too high and then fail 

to live up to them in the marketing program. By overpromising and not delivering, 

a firm is worse off in many ways than if it had not set expectations at all. 

 

Brand Management is an organization-wide process, especially if the brand is a 

corporate brand. The brand promise must be delivered at each point of contact 

with the consumer (customer). For the brand promise to be clear to your custom-

ers, it must be well understood by everyone in your organization from the CEO to 

the receptionist. (VanAuken 2002, 265.) 

 

Living up to the kept promises or exceeding them creates loyalty. VanAuken 

(2002, 39) explains: When a company positions its brand in a customer´s mind, 

it is positioning that brand against other brands. It is critical to understand the 

strengths, weaknesses, opportunities an threats of each of those competitors 

along with the industry structure itself. This knowledge about your competition is 

necessary because you want to uniquely own an important benefit in your cus-

tomer´s mind. The benefit you own should be one that takes advantage of your 

competitors. 

 

For AVK Finland Oy their general branding guidelines are formed by their parent 

company. The AVK branding will be explained in the chapters 4.4 and 4.5.  
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3.3 Differentiation 

 

Branding is about creating differences, therefore differentiation is the essence of 

brand strategy. Strategic brand related decisions focus on what a company can 

offer to their customers in terms of differentiating themselves form others in com-

petition. Of course to make branding meaningful and for a brand to be successful, 

the difference must be relevant to its users. 

 

Adamson (2006, 4) writes: To make brand worth “saving as”, you have to come 

up with a different meaning for your brand relative other brands in your category. 

This difference in meaning has to be simple to understand. The idea on which 

you establish your brand´s meaning in people´s minds has got to be both unique 

and simple to grasp. You must identify something to convey about the brand that 

is authentically different. That doesn´t mean a different feature or benefit, but how 

your promise to the customer is completely different from what other brands 

promise. 

 

The sharper your differentiation, the greater your advantage. A systematic ap-

proach to understanding your sources of differentiation enables to have a discus-

sion that distinguishes your company from competitors and what you can build 

on. Discussions what really differentiates a business from its competitors are of-

ten based on past beliefs more than on current data. Deliberating own key differ-

entiators companies should consult these criteria: Are they truly distinctive? (Har-

vard Business Review 2011)  

 

The competitor analysis examines current and potential competitors to make 

sure that the strategy will differentiate the brand. Studying competitor strengths 

and strategies as well as positions can also provide insight to the brand-building 

task. However, in this research there are no direct questions regarding commis-

sioner company AVK Finland Oy´s competitors. That is because nature of the 

research is to evaluate AVK Finland Oy´s own performance against their brand 

promises. But naturally, when respondents answer to the questions, they at a 

certain level make comparisons to the other companies in the market: how they 

would perform and what their product quality is. 
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3.4 B2B branding 

 

For B2B organizations, understanding the purchase decision making process is 

usually complicated. Decisions are often made by teams or committees com-

prised of people from different functions. Some people initiate the purchase order, 

other people are gatekeepers, influencers, decision makers, purchasers and us-

ers. Each has a different role in the process at a different point in the process. 

They often focus on different product, service and brand attributes and respond 

to different types of appeals. (VanAuken 2002, 32.) 

 

In AVK Finland Oy´s case, these influences may be CEO´s, technical directors, 

contractors, engineers or installers. Who the key influencers are depend gener-

ally on the size of a company and its organizational structure. VanAuken (2002, 

33) has listed B2B purchaser motivations that are usually present in B2B buying 

situations: 

• price; 

• perceived quality; 

• technical specifications; 

• warranties; 

• other service or post-sale support; 

• financial stability of the seller; 

• buyer´s past experience; 

• organizational policies; 

• fear of making a mistake; 

• friendship; 

• seller´s interest in buyer´s business; 

• persuasiveness of seller. 

 

 

3.5 Connecting the brand concepts 

 

A number of brand management and branding related concepts have been in-

troduced in the previous chapters, 2 and 3. It is important to clarify and visually 

demonstrate how these elements relate to each other. The following picture ex-

presses how the previously discussed brand concepts are connected (figure 4).  
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FIGURE 4. Mapping out the concepts 
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4 CASE COMPANY 

 

 

4.1 Company background AVK Finland 

AVK Finland Oy is a subsidiary of AVK Holding A/S that is a parent company for 

Denmark-based industrial manufacturer AVK. The entire AVK Group is built upon 

more than 100 companies worldwide. The organizational structure of the entire 

AVK Group is presented in a picture in the end of this chapter (figure 5). 

The main activities of the AVK Group are development, production and marketing 

of valves, hydrants and accessories for the supply of water and gas, wastewater 

treatment and fire protection. Furthermore, AVK produces and sells products for 

production and process systems worldwide. The AVK Group is supplying cus-

tomers worldwide with products and services via own sales companies, agents, 

distributors and license holders. This global network permits close cooperation 

with customers and end users, ensuring a high level of service and customer 

satisfaction. The AVK Group is a privately owned company, its headquarters are 

located in Galten, Denmark. AVK was established in 1941, employs today ap-

proximately 3,800 people and the net sales in 2016/17 was 630 Million euros (The 

AVK Group 2018). 

AVK Finland Oy was established in 2012 to serve as a local sales company in 

the Finnish market for the AVK products. To date AVK Finland Oy has grown into 

a company of 8 employees, its net sales in 2017/18 was 3,1 Million euros. AVK 

Finland Oy does not have own production which means all sold items are manu-

factured in AVK production facilities in Denmark and other European countries 

and imported to Finland.  
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FIGURE 5. AVK Group organizational structure 

 

 

4.2 Branch of industry 

 

The AVK Group´s core business is in the water, gas, wastewater and fire protec-

tion segments, but the group also designs and manufactures industrial valves for 

power generation, shipbuilding, pulp and paper and oil industries. 

 

In the Finnish market, AVK Finland Oy´s main business area is the water seg-

ment. Main sold products are gate valves and accessories for clean water piping 

systems. As already mentioned in chapter 4.1, AVK operates in Finland with a 

relatively small company that currently consists of 8 employees. That is because 

AVK´s market strategy in Finland is based on outsourcing the end-customer sales 

and warehouse. That means AVK operates in Finland in a close collaboration 

with three leading wholesalers in the heating, ventilation and air conditioning 

(HVAC) industry. The three selected wholesalers are Ahlsell Oy, Dahl Suomi Oy 

and Onninen Oy. These wholesalers are the main sales and distribution channel 

for AVK Finland Oy and all of the wholesalers operate as a stock for AVK Finland 

Oy. The end customers in the Finnish market are waterwork companies in both, 

water distribution and waste water categories. Clientele are also independent 

contractors and industrial companies. 
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4.3 Competition 

 

AVK Finland Oy has three main competitors in the Finnish market. Lining Oy, 

Ulefos Niemisen Valimo Oy and Saint-Gobain Finland Oy. Every company has 

an alternating product portfolio compared to each other and that is why there is 

certainly complexity, rather impossibility, in comparison of these different compa-

nies in the market when it is based only on the net sales. Measured by net sales 

all of the mentioned competitors are larger than AVK Finland Oy. Lining Oy´s net 

sales in 2017 was 25,0 million euros, Ulefos Niemisen Valimo Oy´s 13,2 million 

euros and Saint-Gobain Finland Oy´s 214,4 million euros in 2018 (Asiakastieto 

2018). Ulefos was already mentioned in chapter 1.2 as a competitor who entered 

the market in 2013. Ulefos merged with Niemisen Valimo Oy in 2017 and that 

partly explains their gain in their net sales. 

 

A common denominator for these companies is competition in the same particular 

product categories led by a top product, gate valve. Different models of gate 

valves are also AVK Finland Oy´s top products in sales. On the other hand, AVK 

Finland Oy competes with other companies as Jalpa Oy and Heikki Laiho Oy in 

other categories where for example Ulefos Niemisen Valimo Oy and Saint-Go-

bain Finland do not have their own product in their offering. 

 

As mentioned, comparison between different manufacturers is very difficult in this 

market. As explained earlier in this study, product offering of course plays role in 

strategic brand management. It is something that AVK Finland Oy must take in 

consideration in its business with much wider perspective than many other com-

petitors who may only concentrate to much more narrow selection of products. 

 

 

4.4 Branding at AVK 

 

AVK´s mission is to become the customers´ most preferred valves and fittings 

provider. Quality, continuity and close customer relations are, and have always 

been the guiding principles of AVK´s business. Attempting to build even stronger 

brand AVK launched a new group level branding concept in 2014. All subsidiaries 



31 

 

around the globe must operate within the guidelines that the branding concept 

determines. 

 

As in all elaborated brand development strategies, differentiation is the basic idea 

to aim at. It holds true in AVK´s global brand development strategy as well. How-

ever AVK understands that they do not want to differ only for the sake of being 

different. They want to differ by both,  their products and their service excellence. 

AVK bases its business into five cornerstones that should be in in place in order 

to meet or even exceed customers´ needs and expectations. They are company´s 

values that are presented in the picture below (figure 6). The five disciplines are 

quality, innovation, reliability, sustainability and customer service. 

 

 

 

FIGURE 6. AVK business cornerstones 

 

1. Quality- guarantees customers that the solution works, lasts and lives up 

to or exceeds standards and requirements in the global market. That is 

very important to avoid additional costs, such as claims. 

2. Innovation- as in any business it is important that customers have an op-

portunity to choose an innovative supplier to fulfill future demands. AVK 

wants to fill those needs and adapt to change. 

3. Reliability- with one reliable supplier the customers can measure perfor-

mance and make needed changes to constantly improve their business. 

4. Sustainability- Sustainable development is essential for society and busi-

ness to thrive and grow. Pursuing a sustainability strategy can lead to sus-

tainable business, new business opportunities and from a customer point-

of view - significant cost savings.  
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5. Customer service- customer satisfaction does not only derive from prod-

ucts, but from the service a company offers to their customers as well. 

Customer service reflects the professional way a company handles the 

needs, queries and requests of its customers. 

 

The basis for the AVK brand are unique selling propositions which all reflect the 

added value to customers and constitute basic elements that differentiates AVK 

from the competition. The propositions are stated at the AVK global website. 

1. Global and local. AVK designs, manufactures, markets and services its 

customers globally and locally. AVK wants to differentiate from other sup-

pliers by maintaining a broader relationship with customers. AVK does not 

just sell products but also manufactures them at own plants with their own 

research, development, rubber factory, production and coating facilities. 

Being a global leader within valves, hydrants and fittings enables AVK to 

offer partnerships with high quality products and solutions.  Serving cus-

tomers locally enables to stay closer throughout the customers´ selection 

and implementation of products.  

2. Being a full-line partner gives company´s customers a single entry point 

into entire product variety. AVK wants to differentiate themselves from the 

competition by offering a much broader portfolio of products and solutions 

to their customers. That leads to customers not just buying products but 

the expertise and the competitive solution that best suits their unique 

needs (Expect AVK 2018). 

 

These selling propositions are important to understand as they resemble as a 

ground to the eight customer promises that AVK has introduced. These eight 

customer promises are all expectations that internally drives the company oper-

ations forward and externally presents its willingness in living up to the mentioned 

propositions.  
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4.5 The eight customer promises 

 

AVK`s presents their approach to market with the customer promises that are 

meant to be fulfilled in their daily operations. “As a global leader, it is our obliga-

tion to keep pushing the boundaries of what the market can expect. Our custom-

ers should rightfully expect us to exceed market standards. To ensure that we 

keep pushing the boundaries of what the market can expect, AVK has formulated 

eight promises that we will strive to deliver on all our markets” (About AVK 2018). 

 

The eight customer promises get close attention in this research from this stage, 

because the entire survey is based on these customer promises. Every question 

in the survey is reflecting to a certain promise. The eight customer promises are: 

 

Expect solutions, not just products 

This customer promise is important because of the uniqueness each customer 

case. Some of them are covered by standard products, while others are more 

complex and require a customized solution. It is important that AVK provides the 

expertise, which in many case customers don´t have. 

 

Expect global leadership and local commitment 

This refers to combination of being a large company that operates in every con-

tinent and the willingness with a strong local presence to serve customers and 

match their specifications. 

 

Expect quality in every step 

Customers want durable products and long-lasting solutions. Quality however is 

not limited only to the product. It concerns the entire process, from the early spec-

ification to the implementation and after-sales. 

 

Expect a prompt response 

AVK wants customer service be timely in all sectors. That means punctual deliv-

eries, tight deadlines, accurate responses and active responsiveness.  
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Expect long lasting innovations 

In this industry of AVK´s there are many competitors who can offer similar prod-

ucts. As a production company it is important for AVK to apply pioneering tech-

nologies to stand out from the competition. These technologies make products 

more durable which generates both safety and cost-efficiency. 

 

Expect total savings 

Being a global company, AVK can offer customers competitive price but that is 

just one part of the cost perspective. When it comes to assessing overall cost, 

AVK wants customers to assess the cost from a holistic lifetime perspective, 

where it is not just the purchase price of a product that is taken into consideration 

but all concurrent savings such as energy efficiency save more on operational 

costs. 

 

Expect a long-term partnership 

AVK wants to consider themselves as a long time business partner because cus-

tomers´ needs are continuous and stretch beyond a single one-time delivery. Sin-

gle products might solve what is needed momentarily, but down the road, cus-

tomers will most likely have additional needs that need to be taken care of.  

 

Expect it to be effective and easy 

AVK wants to see themselves as a business partner who is easy to find, easy to 

contact and easy to consult with. They also want to offer products that are easy 

to install as well as reliable solutions that are easy to understand and control. 

Object is that it is easy to do business with AVK. 
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5 RESEARCH 

 

 

5.1 Research strategy 

 

Generally ground reason for any research is acquire more knowledge and under-

standing of the subject. Form of the AVK Finland brand research is a survey. 

Reason for launching a survey is to gain periodically measureable information 

from customers and stakeholders. In order to maintain comparability between 

surveys that are launched at different points of time, a standard structure and 

form of contents must formulate the frame. 

 

Malhotra and Birks (2005, 7-8) write that there are two key reasons for undertak-

ing marketing research: First is to identify opportunities and problems and second 

is to generate and refine marketing actions. Both of these reasons are behind 

AVK Finland Oy´s research as well. Malhotra and Birks argue that the problem 

identifying research is undertaken to help identify problems that are not even nec-

essarily apparent yet, for example regarding brand image. Once the problem has 

been identified, a problem solving research may be undertaken to help develop 

a solutions. The findings of research are used to support decisions. 

 

AVK wants systematically reflect their performance and therefore launches this 

survey repeatedly once in every two years. Survey results help AVK to position 

themselves in the market and adequately point out areas of development. Survey 

results also help AVK Group to better observe their company´s brand valuation 

in the local markets.  

 

Evaluative researches are launched to help companies understand their situa-

tions reflected to gathered data. According to Aaker, Kumar & Day (2003, 27): 

Evaluative research is carried out to evaluate performance of programs, corpo-

rate and brand image studies, and measuring customer satisfaction with the qual-

ity of the product and service. Management is looking for support for its strategic 

decisions; therefore, researchers are doing more acquisition and competitor stud-

ies, segmentation and market structure analyses, and strategic position assess-

ments.  
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On a strategic level, this survey is limited to measure AVK Finland Oy´s own 

performance form their stakeholder´s point of view. This research does not in-

clude directly comparative questions between AVK Finland Oy and its competi-

tors. This research bases on the eight customer promises that AVK´s customer 

approach consists of. Research measures AVK´s selected 8 promises with an 

approach of pointing current status and providing more information of develop-

ment and improvement areas.  

 

Research analyze demonstrates the current situation in the Finnish market 

against the AVK´s brand promise. The standpoint is finding the development ar-

eas and explaining them to mandatory for their use to help make strategic deci-

sions to close the gaps in their operations that research provides. On the other 

hand aim is to find areas where AVK is considered strong in their performance. 

Understanding their situation with provided information in a form of recent data 

and it analyze helps AVK Finland Oy to understand its market status and make 

appropriate strategic business and brand decisions to help them in differentiate 

from others in their market. 

 

 

5.2 Research methodology 

 

A research design, either descriptive of casual, is chosen according to a project´s 

objectives. The next step is to select a means of gathering data. There are three 

basic research methods: (1) survey, (2) observation, and (3) experiment. Survey 

research involves an interviewer interacting with respondents to obtain facts, 

opinions and attitudes. Observation research is a research that monitors re-

spondents´ actions without direct interaction. An experiment is distinguished by 

the researcher’s changing one or more variables while observing the effects of 

those changes on another variable. (McDaniel & Gates 2000, 30.) 

 

Keller (2008, 130) explains the nature of a quantitative brand survey with its dif-

ference to the qualitative survey. He writes: Qualitative research is suggestive, 

but a more definite assessment of the depth and breadth of brand awareness and 
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the strength, favorability, and uniqueness of brand associations often requires a 

quantitative phase of research.  

 

Bryman & Bell (2015, 160) define quantitative research as a method for collecting 

numerical data and as exhibiting a view of the relationship between theory and 

research as deductive. Since AVK Finland Oy as mandator for this research 

wants to make their stakeholders voices heard in all their local markets, a quan-

titative research in form of a customer survey is selected as the methodology for 

this research. Quantitative data gives a better overall view of the selected topics 

because qualitative research would only give an answer from a limited group of 

respondents. This survey however has room for qualitative answering because it 

includes a separate field for informal text answers.  

 

Every question is followed by another question that measures how respondents 

emphasize the importance of given question. This research method is called gap 

analysis, a technique which is used to determine improvement areas to move 

from current state to desired state. 

 

Regarding the following survey notable is its characteristics. The entire survey 

with its contents and questions is designed by AVK Group (appendix 1). Although 

I am a researcher in this study and have been responsible of the entire survey 

process for AVK Finland Oy in 2018,  I must emphasize that I will use the ques-

tionnaire that is brought to me from behalf of the commissioner.  

 

This survey contains only the company brand - AVK. The certain branded prod-

ucts that AVK have, such as SupaMaxi for couplings or Pentomech for house 

connections are not considered individually. 

 

 

5.3 Research process and design 

 

Survey was launched in May 2018.The target group was selected to be contact 

persons from AVK Finland Oy´s buying customer companies. The time course 

for the survey: 

May 14: Inviting all respondents to participate in the survey by email. 
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May 22: Distributing reminder email to all respondents 

June 1 to 15: Handling collected data 

June-July: Analyzing results.   

After the analyze the next steps are reporting results and conclusion in a form of 

this thesis. 

 

As shown in the following picture, the survey was delivered to 109 recipients (fig-

ure 7). With a number of 19% of completed surveys the response rate was rela-

tively low but the quantity of answers in total is sufficient for an analyze.  

 

 

 

FIGURE 7. Overall status of all respondents 

 

 

5.4 Reliability and validity 

 

According to Bryman & Bell (168-169), three of the most prominent criteria for 

evaluation of business and management research are reliability, replication and 

validity. Reliability is concerned with the questioned whether the results of the 

study are repeatable. The term is commonly used in relation to the question of 

whether or not the measures that are devised for concepts in business and man-

agement are consistent. 

 

Customer surveys are carried out to better understand customer based on their 

experiences and insights. As discussed previously, form of the AVK Finland Oy´s 

brand survey is a quantitative research. Quantitative research studies the perfor-

mance and characteristics of samples of selected topics. Because understanding 
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customer is a never-ending process surveys must be launched regularly. Recur-

rent surveys ensure a proper way to make data-based comparisons and obser-

vations to the brand development process. 

 

Some concerns arise when evaluating the reliability of the AVK Finland Oy´s 

brand survey. First concern is if the respondents have understood the method of 

the survey correctly, meaning that they will face each question twice. First the 

respondents evaluate AVK Finland Oy´s performance, in the following question 

they evaluate the importance of the same subject. That concern was arisen be-

cause in the first customer promise, regarding products and solutions, importance 

was evaluated lower than AVK Finland Oy´s performance. As of second customer 

promise, importance is evaluated higher than AVK Finland Oy´s performance. 

 

Another concern is the relatively small amount of respondents. Total of nineteen 

responses is not very strong database to make strategic brand management de-

cisions. Also because of the small amount of respondents the comparability to 

both, previous surveys and the upcoming surveys becomes less significant. 

 

Validity is another issue which must be evaluated regarding the AVK Finland Oy 

brand survey. As it was mentioned in 5.2, the survey is provided in a pre-

dertminated form from the AVK Group. It must not be modified to local needs in 

any way. As a researcher I am concerned if there were areas that should have  

been paid more attention into, that local sales companies would want to know 

with the more detailed information. So the question is what the validity is all about 

- does the survey measure exactly those issues that is desired to measure? 
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6 SURVEY RESULTS 

 

 

6.1 Survey structure 

 

Thereinafter in this chapter the results are broken down and analyzed by one 

customer promise at a time. Every question is in a form of proposition. The prop-

ositions and their responses are shown separately with horizontal images. To find 

out gaps each proposition is put on a bar chart model. Bar chat model includes 

all presented propositions per category and an additional bar that shows calcu-

lated average in each promise. The survey answers are valued with a scale of 1-

5. When performance is measured 5 means “strongly agree” and 1 means 

“strongly disagree”. When importance is measured 5 means “very important” and 

1 means “not important”. 

 

 

6.2 Expect solutions, not just products 

 

These customer promise propositions measure both AVK´s product range and 

their personnel’s expertise. From a customer point-of-view it saves their effort in 

a purchase process when they know they can rely on suppliers wide product 

range and know-how regarding it. For a supplier it is important that customers 

recognize their offering. 

 

Responds (figure 8) show that AVK´s product package fulfills the need very well. 

None of the respondents answered other than either agreeing or strongly agree-

ing to the proposition.  

 

 

FIGURE 8. AVK Offers the product package that I need 
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AVK is also strongly considered as a partner for discussions when it comes to 

solutions (figure 9). 

 

 

FIGURE 9.  AVK is partner for discussion when it comes to solutions 

 

AVK receives higher grades in this customer promise on their performance than 

how the respondents evaluate the importance of each proposition (figure 10). 

 

  

FIGURE 10. Gaps. 1) AVK offers product package that I need. 2) AVK is a partner 

for discussion when it comes to solutions. 3) Category average 

 

 

6.3 Expect global leadership and local commitment 

 

This promise includes two propositions. First proposition measures how strongly 

customers see AVK´s presence in local market (figure 11). In this sector AVK´s 

performance is not matching to the importance.  
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FIGURE 11. I concider AVK as a local partner 

 

The second proposition reflects to the customers right to expect AVK to apply 

their global know-how in order offer tailor-made solutions that match specifica-

tions of the local markets (figure 12). Despite of 85% respondents either agreeing 

or strongly agreeing to the proposition, performance rate falls behind the im-

portance rate. 

 

 

FIGURE 12. AVK understands my business 

 

This promise category expresses a considerable gap between the performance 

and importance (figure 13).  
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FIGURE 13. Gaps. 1) I concider AVK as a local partner. 2) AVK understands my 

business. 3) Category average 

 

 

6.4 Expect quality in every step 

 

This promise concentrates on the quality factors. From AVK point-of-view quality 

issues come as number one focus at every level of their operations. Responds to 

the first proposition prove that AVK products are considered as high quality be-

cause none of the respondents answers other that strongly agreeing or agreeing 

to the proposition. Despite respondents strongly agreeing to the quality proposi-

tion AVK´s performance rate is lower than the importance rate. This proposition 

gets the highest rating in the entire survey for importance valuation (figure 14).  

 

 

FIGURE 14. AVK products are high quality 

 

Technical information that AVK provides is considered as high quality. However 

because of the amount of respondents who answered to this proposition as “very 

important” AVK´s performance rate is lower than the importance (figure 15). 
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FIGURE 15. Technical information from AVK is high quality 

 

This promise category shows that customers appreciate high qualty in both, 

performance and the technical issues. AVK Finland´s performace level is not up 

to the expectations (figure 16). 

 

 

FIGURE 16. Gaps. 1) AVK products are hight quality. 2) Technical information 

from AVK is high quality. 3) Category average 

 

 

6.5 Expect prompt response 

 

This promise is evaluated with three propositions. First proposition, which con-

cerns inquiries indicate that AVK´s responses to inquiries are on a good level. 

Although it must be taken into account that 4% of the answerers strongly disagree 

with the proposition (figure 17).  
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FIGURE 17. AVK answers quickly to my inquiries 

 

It is agreed that AVK answers mostly quickly with order confirmation and the gap 

compared to its importance is moderate (figure 18). 

 

 

FIGURE 18. AVK answers quickly with order confirmation 

 

The proposition that concerns technical claims shows a large gap (-0,48) between 

performance and its importance (figure 19). 

 

 

FIGURE 19. AVK handles technical claims quickly 
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All three propositions in this category are evaluated with high rating in their im-

portance. All of them are rated to minimum of 4,31. The importance of prompt-

ness in handling technical claims gets the highest rating in the entire survey with 

4,44 (figure 20). 

 

 

FIGIRE 20. Gaps. 1) AVK answers quickly to my inquiries. 2) AVK answers 

quickly qith order confirmation. 3) AVK handles technical claims quickly. 4) 

Categroy average 

 

 

6.6 Expect lasting innovations 

 

For AVK it is important to stand out from competition. One of the key issues is to 

continuously innovate new solutions. The answers indicate that majority of re-

spondents consider AVK as an innovative partner, but a disagreement from 15% 

of respondents decrease the performance rate to 3,73 (figure 21).  

 

 

FIGURE 21. I find AVK as an innovative partner 
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Respondents confirm that they know AVK offers not only products but solutions. 

For AVK it is important because in their industry there are many competitors who 

can offer individual products but not solutions. Also respondents find it important 

with the rating of 4,13 which exceeds AVK´s current performance level (figure 

22). 

 

 

FIGURE 22. AVK offers products and solutions 

 

Innovativeness and a wide product range that enabels offering of complete 

solutions is not regocnized by customers as much as they value its importance 

but the differences between performance and importance are not signifigant 

(figure 23). 

 

 

FIGURE 23. Gaps. 1) I find AVK as an innovative partner. 2) AVK offers products 

and solutions. 3) Category average 
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6.7 Expect total savings 

 

This promise is evaluated with one proposition. From AVK´s point-of-view it is 

important that their customers feel that AVK offers them optimized solutions to 

help them achieve total savings. Price usually is an important decision factor and 

therefore quite surprisingly importance is rated with a rate of 3,95 which is second 

to lowest importance rate in the entire survey (figure 24). However AVK´s perfor-

mance is slightly lower than importance in this category.  

 

 

FIGURE 24. AVK offers me products and/or solutions that save me time and 

money 

 

The gap in this promise is only 0,09 which is the smallest gap to close when all 

categories are compared (figure 25). 

 

 

FIGURE 25. Gaps. AVK offers me products and/or solutions that save me time 

and money 
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6.8 Expect long-term partnership 

 

This promise refers to AVK´s global strategy where they invest in local presence 

in every market they operate. Responds clearly refer to a potential because with 

a rate of 4,6 AVK is seen as a true partner for businesses (figure 26).  

 

 

FIGURE 26. I see AVK as a true partner for my business 

 

With the rate of 4.6 this category has the highest ratings of all 8 expecations in 

terms of performance valuation. Also in this category, the performance rate ex-

ceeds the importance rate (figure 27).  

 

 

 

FIGURE 27. Gaps. I see AVK as a true partner for my business 
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6.9 Expect it to be effective and easy 

 

The eight category consists of five propositions that are questioning if AVK is a 

partner who is easy to do business with. First proposition handles AVK´s products 

asking how easy they are to install. That is not necessarily something that AVK 

Finland Oy as a sales company can affect to directly but it is important to give 

customers a word about it. AVK is given a lower rate in performance than how 

respondents see its importance. None of the respondents however disagrees that 

AVK products would not be easy to install (figure 28). 

 

 

FIGURE 28. AVK products are easy to install 

 

Second proposition (Figure 29) shows how important (rating 4,4) respondents 

value the easiness to get in contact with AVK employee. AVK has gap to close 

because performance rating falls 0,52 lower than importance. Although it must 

be mentioned that none of the respondents disagrees with the proposition. 

 

 

FIGURE 29. It is easy to get in contact with an AVK employee 

 

Third proposition expresses that customers do not find information on AVK prod-

ucts as easily as they desired to. 48% of the respondents consider it very im-

portant to find information easily. AVK does not currently match the expectations 
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as the performance rating 3,76 is 0,60 lower than the importance rating (figure 

30). 

 

 

FIGURE 30. It is easy to find information on AVK products 

 

Proposition four in this category discloses the most severe gap in the entire sur-

vey. The lowest performance rate, 3,26 is given by customers in this proposition 

regarding how quickly claims are handled. It is noteworthy that for the only time 

in this survey none of the respondents strongly agree with the proposition. Cus-

tomers evaluate importance of handling claims quickly to 4,35. This means the 

gap to close is 1,09. (figure 31) 

 

 

 

FIGURE 31. AVK responds quickly to my claims 

 

The fifth proposition in this category (figure 32)  follows all the previous proposi-

tions. Respondents see importance of keeping promises much more important 

than what AVK´s performance currently is. The difference is 0,48 in favor to im-

portance. 
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FIGURE 32. AVK always keeps their promises 

 

This entire category of effectiveness and easiness needs most severely to be 

paid attention to. All propositions calculated together the gap to close for match-

ing the importance is 0,60 (figure 33).  

 

 

FIGURE 33. Gaps. 1) AVK products are easy to install. 2) It is easy to get in 

contact with an AVK employee. 3) It is easy to find information on AVK products. 

4) AVK responds quickly to my claims. 5) AVK always keeps their promises. 6) 

Category average 
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7 ANALYSIS 

 

 

This chapter details and discusses the action points that were revealed in the 

previous chapter. The SWOT-analysis model, which is a common strategic plan-

ning technique, is applied to explain the success areas and to suggest the im-

provement areas.  

 

Blythe (2008, 23) refers the essentials of the framework: Managers can use 

SWOT-analysis to take stock of the firm´s internal position: SWOT stands for 

Strengths, Weaknesses, Opportunities and Threats. Strengths and weaknesses 

are factors which are specific to the firm; opportunities and threats arise from 

external environment. SWOT analyses are simply different ways of looking at the 

environment and the firm´s place in it. 

 

Since this survey did not include questions from AVK Finland Oy´s competitors, 

and covered only internal factors that AVK Finland Oy may have a direct affect 

into, this survey analysis brings out primarily the strengths and weaknesses. 

 

Strengths 

The quality of AVK Finland Oy´s products received a rather satisfactory rating in 

the survey. That was a more positive outcome than expected because part of the 

hypothesis was that the low customer satisfactory level for AVK Finland Oy`s 

products has contributed the recent decrease in net sales. A high product quality 

level especially with the large range of product offering is recognized and is the 

success area of AVK Finland Oy. It is very important to know that these issues 

are well appreciated and area cornerstones for future strategic brand building 

actions.  

 

Weaknesses 

The biggest development areas were proven to appear more in the services and 

customer communication sector than in the products. It is surprising and against 

to what was anticipated. That also gives an answer to the hypothesis: AVK Fin-

land Oy´s disrepute is not a cause led directly from their products. The problems 

point more into the after sales issues. Responding to the technical claims and 
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handling them quickly and responding to the orders with a confirmation were the 

areas that caused the most dissatisfaction. Importance of handling technical 

claims in a proper time must be acknowledged. It is one of the best ways to do 

marketing. Since the biggest improvement areas are human-oriented it is a virtue: 

It is easier and faster to develop human´s activities than it is to develop better 

products.  

 

Opportunities 

A positive sign was a high ratings to the question if customers see AVK Finland 

Oy as a real partner in future. A positive thing was also the fact, that the product 

offering received good rates. It would be very time consuming to start changing 

individual products or even the entire product range of an industrial manufacturer 

who has to apply for certifications and pass various tests for all their new prod-

ucts. 

 

Threats 

As it was shown in this research the value of peoples role in B2B trading is crucial. 

Daily activities must match both customer expectations and the set brand prom-

ises. Especially claims - which always cause unexpected additional harm to cus-

tomer - must be handled properly. Poorly handled claims are a big disappoint-

ment factor and a threat for a possible customer decay. 

 

The free text option at the end of the survey gave 7 responses (appendix 2). By 

nature they were both, negative and positive. One comment was about the poor 

reputation but its origin was not specified. In turn, two respondents wrote that co-

operation with AVK Finland Oy is going well, or at least there has been improve-

ment in it.  

 

The survey generated mainly positive feedback. Performance rates in all catego-

ries were above average. Out of all responses, there was only three answers that 

strongly disagreed to the propositions. Based on the survey results, AVK Finland 

Oy has a good ground to further brand development.   
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8 CONCLUSION 

 

 

This study was carried out to help AVK Finland Oy build its brand in the Finnish 

HVAC- market. The strategic brand management and the brand development 

should lean into both, theoretical and empirical information that are provided in 

this study. 

 

As an answer to the research question the outcome of the survey is that custom-

ers see AVK Finland Oy as their real partner. AVK Finland Oy´s performance 

received generally satisfactory grades in all eight performance categories. 

 

Overall results of the survey were encouraging. According to the survey results, 

the tedious assumptions of AVK Finland Oy´s poor reputation in the market ap-

peared to be exaggerated.  Reflecting overall results to the prejudice brought new 

information. Although it must be taken into account that the sample size was ra-

ther small with 19 respondents only.  

 

The survey is launched to test the hypothesis. As already mentioned in the survey 

analysis (chapter 7), the survey results were partly against the hypothesis. The 

issues regarding handling the claims received the lowest rates and that was in 

compliance with the hypothesis. But all the propositions related to the products, 

their quality or the offering received higher ratings than what was based on the 

hypothesis. 

 

The claim issue is one of the focus areas that AVK Finland Oy must pay close 

attention into in their operation. Every industrial manufacturer receives claims. 

The question is how they are handled from the customer´s point of view. All the  

replies towards the customer must be prompt. The outcome of a claim is not al-

ways in favor of the customer but the reasons for rejected claims must be clari-

fied. A proper introduction to the products and user training may prevent recurrent 

claims. 

 

In addition to how to handle claims, AVK Finland Oy must pay closer attention 

into all kinds of interaction with the customers. For example answering quickly to 
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the order confirmations received one of the weakest ratings. It must be realized 

that all kinds of uncertainty creates dissatisfaction amongst customers.  

 

The issues in the free text answers varied a lot. There was no common nominator 

to what the respondents revealed of. One important issue that was brought up 

was the importance of the designers. AVK Finland Oy should make themselves 

and their product offering more known to the designers because they may have 

an influence into the customer’s purchase behavior. 

 

This research did not reflect the outcome of the survey to the previous customer 

surveys that have been launched by AVK Finland Oy. The data from the previous 

surveys was not available for the researcher. My suggestion to the commissioner 

is to begin the strategic brand building project from the outcome of this survey 

and have this research as a benchmark for future surveys. 

 

The research method is also an issue that should be considered in the future. 

Does the research method, a quantitative survey, produce enough in-depth infor-

mation? Would the validity be more significant if the research method was quali-

tative? I assume so because the small amount of free text answers at the end of 

the survey (appendix 2) did provide very various opinions.  

 

As discussed in the theoretical part of the thesis, differentiation is one of the ele-

ments in strategic brand management. Because of its nature, this survey did not 

present any information of competitors. Therefore this study does not provide 

data which would help to compare AVK Finland Oy to their competitors. In that 

sense a different kind of survey method, such as qualitative survey, would be 

more beneficial source of information. 

 

At least this survey did not activate recipients to answer on a large scale. The 

survey was launched in May which is among the busiest months of the calendar 

year in the HVAC- business. My suggestion is to launch it next time at a different 

time of the year, for instance in winter. The recipients would presumably have 

more time for the survey in the low season. The recipients should be encouraged 

to participate to the survey with incentives because the reliability would become 

more significant if there were more responses. 
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APPENDICES 

Appendix 1. AVK brand survey  

AVK Finland Oy brand survey 2018 1 (10) 

 

This questionnaire is divided into two separate surveys. In the first we would ap-

preciate your sincere response to how well we meet your expectations as a cus-

tomer with AVK Finland Oy. In the second we wish to define the importance of 

the same parameters in relation to trading with AVK Finland Oy. We thank you 

very much in advance for your time and your response. Evaluate the fol-lowing 

in relation to your cooperation with AVK Finland Oy in 2017-2018. 
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AVK Finland Oy brand survey 2018 2 (10) 
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AVK Finland Oy brand survey 2018  3 (10) 
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AVK Finland Oy brand survey 2018 4 (10) 
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AVK Finland Oy brand survey 2018 5 (10) 
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AVK Finland Oy brand survey 2018  6 (10) 
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AVK Finland Oy brand survey 2018 7 (10)  
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AVK Finland Oy brand survey 2018 8 (10) 
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AVK Finland Oy brand survey 2018 9 (10) 
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AVK Finland Oy brand survey 2018 10 (10) 
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Appendix 2. AVK brand survey – free text comments 

 


