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Stakeholder-based Brand Equity (SBBE)
A qualitative study of its development through firm-stakeholder 
interactions in emerging markets

This thesis challenges the prevailing firm-consumer/custo-
mer-centric and dyadic perspective that prevails within the 
brand equity literature, which is based on a linear, straight-
forward stimulus-response approach to the creation of 
brand value. Leaning on the literature on interorganisational 
relationships, stakeholder theory, market emergence/market 
driving, and firm internationalisation, which stresses the 
interdependency of diverse external stakeholders and the 
firm, this study develops a broader, multi-stakeholder per-
spective. For this purpose, the concept of stakeholder-based 
brand equity (SBBE) is introduced. This describes the value of 
the brand as evaluated by stakeholders, which is co-created 
through the interactions between the firm and its multiple 
stakeholders.

This thesis encompasses a qualitative study of three Swedish companies within the 
emerging markets of Brazil, Russia, India and China and employs a narrative approach to 
investigate corporate relationships with social, political, and business stakeholders, and the 
influence of these multiple firm-stakeholder interactions on the brand. There is particular 
emphasis on stakeholder and corporate activities and their influence on the development 
of SBBE.

The core finding of this study is a framework that conceptualises SBBE and outlines 
the dynamics of its development process and the influence of stakeholder and corporate 
collaboration on the brand’s context. Unlike existing brand equity frameworks, it outlines a 
dynamic and circular process and stresses the development of SBBE as collectively created 
through multiple firm-stakeholder collaborations and mutual value creation. 

Through this SBBE framework, this study contributes to theory and practice by 1) ope-
rationalising this novel concept through a typology of dimensions and sub-dimensions; 2) 
outlining specific corporate activities whereby managers can influence SBBE development; 
3) showing how stakeholders can positively influence SBBE development through their 
collaborative response; and 4) providing new insights which might lead to long-term value 
creation through the changing of the brand’s context via stakeholder collaboration.
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Table 2: Dyadic- vs. multi-stakeholder perspective on brand equity 

Dyadic stakeholder perspective Multi-stakeholder perspective 

isolation  
• business environment 
• individual, discrete relationships 

integration 
• business, socio-political environments 
• totality of simultaneous relationships 

transaction 
• tension/incongruities  
• value creation for firm and 

consumer/customer 

collaboration 
• interdependencies/synergies  
• value creation for all involved 

stakeholders 
outcome orientation  

• static and linear process 
• mostly internal value creation 
• influence within individual relationship 

process orientation 
• dynamic and interactive process 
• internal and external value creation 
• influence beyond individual 

relationships 
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Tabel 3: Interviews conducted between January 2011 and October 201212 

 Sweden Brazil Russia India China 
Tetra Pak 4 corporate 6 corporate 7 corporate 9 corporate 5 corporate 
  1 customer  1 customer 1 customer 
Thule 5 corporate 1 corporate 2 corporate Not present 4 corporate 
  3 retailers 2 distributors  4 retailers 
   1 retailer   
Axis 5 corporate 3 corporate 3 corporate 4 corporate 6 corporate 
Communications  1 customer 2 distibutors 2 customers 1 distributor 
  2 distributors 1 SI 1 distributor 2 ADPs 
    1 ADP 2 SIs 
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http://www.investopedia.com/terms/r/rawmaterials.asp
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Company and 
country  

Corporate or 
stakeholder 

Number of 
interviewees 

Responsibility 

Tetra Pak 

Sweden 

Corporate 2 Marketing, Product Management 

Corporate 1 Product Group Management 

Corporate 1 Brand Management 

Corporate 1 Customer Visit Management 
Tetra Pak 

Brazil 

Corporate 1 Communications 

Corporate 1 Communications 

Corporate 1 Portfolio Management 

Corporate 1 Business Intelligence 

Corporate 1 Marketing 

Corporate 1 Business Strategy 

Customer (Brazil Foods) 2 Marketing, Sales 
Tetra Pak  

Russia 

Corporate 1 Retail Category Management 

Corporate 1 Category Management 

Corporate 1 Communications 

Corporate 1 Sales 

Corporate 1 Category Management 

Corporate 1 Marketing 

Corporate 1 Account Management 
Tetra Pak 

India 

Corporate 1 Communications and PR 

Corporate 1 Account Management 

Corporate 1 Category Management 

Corporate 1 Category Management 

Corporate 2 Marketing, Category Management 

Corporate 1 Retail Management 

Corporate 1 Human Resources 

Corporate 1 Account Management 

Corporate 1 Account Management 

Customer (Dabur) 2 Marketing 
Tetra Pak Corporate 1 Communications 

Corporate 2 Category Management 



China Corporate 1 Recycling  

Corporate 1 Category Management 

Corporate 2 Product Portfolio Management 

Customer (Want-Want) 3 Product Management, Marketing, 
Account Management 

Thule  

Sweden 

Corporate 1 Marketing and Brand Management 

Corporate 1 Sales  

Corporate 1 Business Unit Management 

Corporate 2 Human Resources, General 
Management  

Corporate 1 Supply Chain 
Thule 

Brazil 

Corporate 3 General Management, Sales, 
Marketing 

Retailer (Thule Shop) 1 General Management 

Retailer (DK136)) 1 General Management 

Retailer (Sunny Bikes) 2 General Management 
Thule 

Russia 

Corporate 1 Sales 

Corporate 1 Marketing 

Distributor (Asgard) 2 General Management 

Distributor  1 General Management 

Retailer (CarGo Travel) 1 General Management 
Thule 

China 

Corporate 1 Site Management 

Corporate 2 Customer Service and Account 
Management 

Corporate 1 Sales 

Corporate 1 Sales 

Retailer (Giant) 1 General Management  

Retailer (Trek) 1 Store Management 

Retailer (Automotive) 1 Store Management 

Retailer (Automotive) 1 Store Management 
Axis 
Communications 

Sweden 

Corporate 2 Brand Management 

Corporate 1 Sales  

Corporate 1 Research and Development 

Corporate 1 Business Development 

Corporate 1 Investor Relations 
Axis 
Communications 

Brazil 

Corporate 1 Regional Management 

Corporate 1 Marketing 

Corporate 1 Account Management 

Customer (TIM) 2 Security Coordination  

Distributor (Anixter) 1 General Management  

Distributor (Network1) 1 General Management  

Corporate 1 General Management  



Axis 
Communications 

Russia 

Corporate 1 Sales  

Corporate 1 Marketing  

Distributor (Softronic) 2 Business Development, Product 
Management 

Distributor (ARMO) 2 Marketing 

SI (C-Systems) 2 Project Management  
Axis 
Communications 

India 

Corporate 1 General Management  

Corporate 1 Sales  

Corporate 1 Distribution Management 

Corporate 1 Marketing 

Customer (Brigade) 1 Project Management 

Customer (Coffee Day) 1 General Management 

Distributor (Anixter) 1 General Management 

ADP (MindTree) 2 General Management, Technical 
Director 

Axis 
Communications 

China 

Corporate 1 General Management  

Corporate 1 Sales  

Corporate 1 Marketing 

Corporate 1 Account Management 

Corporate 1 Channel Management 

Corporate 1 Controlling 

Distributor (Vilton) 1 General Management 

ADP (CS Vision) 1 General Management 

ADP (Aimetis) 1 Business Development 

SI (ICD Security) 1 Sales  

SI (Kaichang) 3 Account Management, Marketing, 
Project Management 
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Stakeholder-based Brand Equity (SBBE)
A qualitative study of its development through firm-stakeholder 
interactions in emerging markets

This thesis challenges the prevailing firm-consumer/custo-
mer-centric and dyadic perspective that prevails within the 
brand equity literature, which is based on a linear, straight-
forward stimulus-response approach to the creation of 
brand value. Leaning on the literature on interorganisational 
relationships, stakeholder theory, market emergence/market 
driving, and firm internationalisation, which stresses the 
interdependency of diverse external stakeholders and the 
firm, this study develops a broader, multi-stakeholder per-
spective. For this purpose, the concept of stakeholder-based 
brand equity (SBBE) is introduced. This describes the value of 
the brand as evaluated by stakeholders, which is co-created 
through the interactions between the firm and its multiple 
stakeholders.

This thesis encompasses a qualitative study of three Swedish companies within the 
emerging markets of Brazil, Russia, India and China and employs a narrative approach to 
investigate corporate relationships with social, political, and business stakeholders, and the 
influence of these multiple firm-stakeholder interactions on the brand. There is particular 
emphasis on stakeholder and corporate activities and their influence on the development 
of SBBE.

The core finding of this study is a framework that conceptualises SBBE and outlines 
the dynamics of its development process and the influence of stakeholder and corporate 
collaboration on the brand’s context. Unlike existing brand equity frameworks, it outlines a 
dynamic and circular process and stresses the development of SBBE as collectively created 
through multiple firm-stakeholder collaborations and mutual value creation. 

Through this SBBE framework, this study contributes to theory and practice by 1) ope-
rationalising this novel concept through a typology of dimensions and sub-dimensions; 2) 
outlining specific corporate activities whereby managers can influence SBBE development; 
3) showing how stakeholders can positively influence SBBE development through their 
collaborative response; and 4) providing new insights which might lead to long-term value 
creation through the changing of the brand’s context via stakeholder collaboration.
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