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ABSTRACT  

The importance of corporate brand building for Business-to-Business (B2B) is 

increasing, with business strategies requiring relentless redevelopment, due to the 

effects of globalisation; hyper-competition; multiplying of comparable products and 

services; ever-growing complexity and elevated price pressures. Historically, black 

businesses have been marginalised within the South African economy, stemming from 

institutional blockages thus, The Black Business Council (BBC) has taken up the 

mandate to partner with black owned businesses and associations to build up 

collective brand equity. The research used was an interpretive research design, with 

non-probability sampling employed. Qualitative data was collected by means of semi-

structured individual interviews. And subsequently, data was analysed using the 

thematic analysis method. B2B brands hold significant financial value for an 

organisation. They assist to create synergies with alliance partners and customers 

alike, and findings show that BBC member organisations confirm that the BBC does 

indeed yield spill-over brand equity for member organisations. 
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1. Chapter 1: Introduction  

The evolution of brand has resulted in a brand being viewed as a differentiator and 

quality marker to that of a key business asset. Thus, establishing a strong brand, and 

the ongoing iterative development of brand equity are essential for attaining success 

in the contemporary business environment (Shariq, 2018). The importance of 

corporate brand building for Business-to-Business (B2B) is increasing, with business 

strategies requiring relentless redevelopment, due to the effects of globalisation; 

hyper-competition; multiplying of comparable products and services; ever-growing 

complexity and elevated price pressures (Ćorić & Jelić, 2015). According to Villaseñor-

Román & Schmitz  (2018) brand equity is the commercial value drawn from the 

perception consumers have regarding the brand name of a distinct product or service. 

In relation, Keller’s Customer Based Brand Equity Model (CBBE) is a measurement 

tool of brand equity, used to value the activities of brand building and management. It 

has traditionally been used to measure brand equity in consumer driven markets, with 

varying studies conducted to align it to the B2B market (Rekhi & Kumar, 2017).  

 

1.1 Background and orientation 
 
Essentially, having a business in operation is a predetermining requirement to building 

brand equity. Historically, black businesses have been marginalised within the South 

African economy, stemming from institutional blockages and policy defined legislation 

under the former Apartheid Government (Bain, Venter, & Mosala, 2017). This period 

led to subsequent racial prejudices that have limited the ability of Black Owned 

Businesses and Associations to vigorously build and maintain brand equity (Gradin, 

2018). As a lobby group, The Black Business Council (BBC) has taken up the mandate 

to partner with black owned businesses and associations to build up collective brand 

equity for this grouping. B2B brand alliances are an important factor in establishing 

strong and relevant networks which can positively affect the brand equity, as well as 

financial security of a firm (Ma, Cheng, Bu, & Jiang, 2018). The BBC to this effect, 

makes use of B2B brand alliances to enhance co-creational brand equity for itself and 

member organisations through engagements, such as corporate networking events 

(BlackBusinessCouncil, 2020).  
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1.2 Rationale and relevance 

Economic opportunities are a necessity to achieve upward mobility for individuals, and 

to build a holistic advancement of society (WorldEconomicForum, 2020). The political 

shift to Post-Apartheid South Africa was an opportunity to create in-roads for the 

previously oppressed masses, to freely and openly engage in wealth creation  

(Lephakga, 2017). South Africa to date still experiences high levels of economic 

inequalities divided through racial lines (Goodman, 2017). Thus the focus of this study 

will be placed on the exploration of the BBC’s activities in providing members access 

to opportunities to enhance their brand equity. The BBC has a mandate to enhance 

the brand equity and market competitiveness of its brand alliance members, thus 

forming the basis of exploration for this study.  

 

1.3 Problem statement 
 

Ćorić & Jelić (2015) note that performance measurement for B2B brand alliances, 

improve corporate reputation, build competitive advantage & increase customer 

awareness to develop mutual brand equity for partners. The study will explore the 

measurement of brand alliances as key factors in building and maintaining brand 

equity. This study aims to unpack the relationship between the BBC and its members.  

 

1.3.1 Why is the problem worth investigating? 
 

The business environment is an ever evolving landscape, with business requiring re-

development and network relations to remain sustainable and competitive in the 

market to build meaningful brand equity. Black Business has not had the tools to live 

up to these requirements, and thus looking into the study of brand based performance 

and the effects surrounding this concept, will allow the researcher to provide 

documented evidence to add to the knowledge required to change these 

circumstances.  

 

1.3.2 Research questions 
 
a) What are the advantages/disadvantages of BBC networking events for building 

brand equity for members? 

b) What contributions to brand value does a brand alliance with the BBC offer its 

members? 

c) Using the performance block of Keller’s Customer Based Brand Equity Model as 

reference, does a brand alliance with the BBC build brand equity for partner 

organisations? 
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1.3.3 Research objectives 
 
a) To analyse what advantages/disadvantages BBC networking events have on 

building brand equity for members. 

b) To determine what contributions to brand value, a brand alliance with the BBC 

offers its members.  

c) To evaluate whether a brand alliance with the BBC builds brand equity for partner 

organisations using the performance block of Keller’s CBBE framework. 

 

1.4 Purpose statement 
 

This study will therefore conduct a qualitative research study amongst BBC member 

organisations, to assess whether forming a brand alliance with the BBC will derive 

benefits of brand equity spill-over for BBC member organisations, measured against 

the performance block of Keller’s Customer Based Brand Equity Model. 

 
1.5 Conceptualization (of key concepts)  
 
All key concepts have been identified and have been defined appropriately with their 

relevance to the research clearly stated. Only authoritative sources were used for the 

conceptualisation of this paper. 

 
a) Keller’s CBBE Model: Brand Performance Block 

This concept will focus on describing the performance block and its relation to the B2B 

environment  

 
b) Brand Value: The effects and benefits of brand building  

This concept will guide the reader to understand how the brand can be determined 

and measured as a financial asset of the firm. 

 
c) Brand Alliances: Corporate Brand Strategy 

This concept will give an understanding of the primary concept under study, with a link 

to the effects of the corporate brand in determining brand alliance formations. 

 

d) Experiential Networking Events  

This concept will be unpacked to understand the value add nature of networking 

events as crucial brand building elements 
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1.6 Overview of Research Methodology  

The research used was an interpretive research design, with non-probability sampling 

employed. Qualitative data was collected by means of semi-structured individual 

interviews. And subsequently, data was analysed using the thematic analysis method. 

A detailed discussion on the comprehensive methodology is presented in Chapter 3. 

1.7 Structure of the paper  

In the following sections the study will first present the theoretical background of the 

concept of B2B brand equity using Keller’s CBBE model in relation to key concepts 

including, brand value, brand alliances and the Black Business Council. Thereafter the 

paper will discuss the research methodology, including the paradigm, research design, 

data collection and analysis, from which findings will be presented. The anticipated 

contribution will be presented thereafter, and finally the ethical considerations, as well 

the conclusion of the paper will follow. 

 

2. Chapter 2: Literature review 

2.1. Keller’s Brand Equity Model: Performance in the Corporate Environment 

 

Defining and measuring brand equity, is a task that marketers have been taking on for 

decades. The reasons behind this have been to investigate the value of branding on 

the overall perceptions of consumers, and how to translate that into economic value 

for organisations (Keller & Brexendorf, 2019). According to Aaker (1991), brand equity 

is a collection of brand assets and liabilities related to a brand. Farjam & Hongyi (2015) 

further state that brand equity is the enrichment that a brand name imparts on a 

product/service, based on its perceived value and attractiveness. Davcik and Sharma 

(2015) considered brand equity to be the worth of a brand, embedded in a consumer’s 

mind, and materialised in hers/his subsequent assessments and anticipations. Brand 

equity has commonly been defined and measured through Aaker (1991), who presents 

a dominant framework to conceptualise brand equity. This covers the following assets 

or liabilities: brand loyalty, brand awareness, perceived quality, as well as brand 

associations.  

 

An equally dominant framework in literature though, is Keller’s Consumer-Based 

Brand Equity Model (CBBE) (Christodoulides, Veloutsou, & Chatzipanagiotou, 2016).  

This model, in contrast to Aaker is made up of a set of both functional and emotive 

building blocks to measure brand equity, and thus gives more relatable features to the 

influences of brand for B2B stakeholders (Gaetano & Raffaele, 2016).  
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Figure 1: Theoretical Construct of Customer – Based Brand Equity Model by 
Keller. 
 

To unpack the need and relation of brand in the B2B environment, this paper will focus 

on the performance block of Keller’s Brand Equity Model. According to Keller (1993), 

performance is made up of five categories: characteristics and features of the product; 

serviceability, reliability, and durability of the product; effectiveness and efficiency in 

service activities; style and design; and ultimately price. These are functional 

applications which can be measured and are relatable to the subsequent concept in 

this literature review: brand value. Performance, according to Jain (2017), is defined 

by how effective the product or service is in satisfying the fundamental needs and 

desires of the customer. This concept is of importance to business practitioners who 

seek to enhance the financial value and performance of their firms, as will be unpacked 

in the section to follow. Performance measurement is an activity that sustains an 

organisation’s competitiveness and improves the value of its activities (Leyer, 

Moormann, & Heckl, 2015). Thus, the performance measurement of a brand’s 

activities will allow it to build iterative enhancements of its overall strategy, as well as 

greater opportunities to leverage for investment. Essentially, the value of performance 

underpins the subsequent concept of brand value, its relation to brand equity and its 

relevance to the B2B stakeholder. 
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2.2. Brand Value: The effects and benefits of brand building  

 

The theme of Brand Equity has presented a contentious variable of measurement 

under accounting standards, and how organisations report its value on the balance 

sheet  (Davcik , Vinhas da Silva, & Hair, 2015). Brand is effectively an intangible asset 

for a company to leverage in order to achieve and increase future profits, effectively 

needing to be positioned as a source of revenue for the company  (Rovedder de 

Oliveira, Silveira, & Luce, 2015). According to Tiwari (2010, as cited in, Carlbäck, 

2019), and for the purposes of this paper, Brand Value is essentially, “the net present 

value of future cash flows from a branded product, minus the net present value of 

future cash flows from a similar unbranded product,” or, more succinctly how the worth 

of the brand is measured by investors, shareholders and company management.  

 

Under current International Accounting Standards (IAS), an asset is deemed to be 

identifiable if there are held rights over it: basically, if there are legal protection 

measures in place for these. Based on the IAS stance, an intangible asset may be 

recorded if: “the recorder controls, holds the aforementioned legal rights; it is 

transferable (separable); it is the source of specific future revenue extending beyond 

the yearly accounting period,” (Deloitte, 2018). Financial analysts prefer to back 

organisations with strong brands, because they provide less risk than weaker brands. 

Therefore, the financial analyst and the consumer will place the same value on brand 

preference in their decision-making model. Furthermore, balance sheets are a 

reflection of bad management choices from the past, whereas the brand represents a 

potential source of future based profits (Jiang & Wang, 2019). 

 

2.2.1. Intangible assets: brand equity & goodwill 

 

The economic valuation of a company is based on the tangible and intangible assets 

it possesses (Pinto, 2020). The most noteworthy intangible economic asset is goodwill. 

Much like brand equity, goodwill has a been a contentious topic amongst accountants, 

on how to determine its value. Defined, goodwill is an intangible asset that is linked to 

the acquisition of one enterprise by another. More specifically, this includes elements 

such as the value of brand name, secure customer base, great customer and 

employee relations, as well as patented technologies (Garcia, Katsuo, & Mourik, 

2018). Research surrounding the significance in worth of goodwill as an asset, has 

proven that it serves as a valuable asset for any enterprise, and the elements that build 

it, are worth focusing on rigorously (Kimbro & Xu, 2016). The element of goodwill 

provides a good basis to assist corporate managers from all functions to understand 
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that the application in establishing and driving brand focused activities both internally 

and externally will have a tangible effect on the balance sheet of the firm. “Accounting 

goodwill is the monetary value of the psychological goodwill that the brand has created 

over time through communication investment and consistent focus on product 

satisfaction, both of which help build the reputation of the name” (Deloitte, 2019). 

These are principals which align to brand building activities for the enhancement of an 

organisation’s brand equity, and ultimately create the tie to brand value.  

 

2.2.2. Book value vs market value and the importance of brand building 

 

Additionally, for a brand to be measured financially, there needs to be a look into the 

tangible book value of a business compared to the relative market value for which it 

can be sold. These variables often have a marked difference in monetary value, with 

market value registering as significantly higher than the book value of an organisation, 

according to Keller (2008 as cited in, Trent & Mohr, 2017). This difference indicates 

that the brand can be a strong asset in the valuation of a firm and thus enable greater 

access to capital markets. To this point, brand equity building should be a desired 

achievement for any business to competitively participate in the marketplace.  

 

The assessment of market value highlights the increasing importance of brand and 

innovation management, with firms having become exceedingly reliant on powerful 

brands and product innovations to achieve competitive advantage and drive growth 

(Brexendorf, Bayus, & Keller, 2015). 

 

Furthermore, attracting capital, be it from equity or debt investments, is operationally 

the charge of a finance manager, but the importance of brand equity to the balance 

sheet, highlights the need for greater synergies with marketing & brand managers 

(Manuel , Iglesias , & Ind , 2017). Defining brand value in relation to brand equity 

building, assists the researcher in communicating the value of a brand to corporate 

stakeholders during the data collection period. 

 

2.3. Brand Alliances: effects on brand equity & value building 

The impact of globalisation is forcing organisations to re-evaluate their hierarchical and 

rigid internal and external forms of market engagement. In this new data-driven world 

of hyper-competition, organizations require structures wherein innovation and brand 

management are centrally placed. Furthermore, organisations are taking on an ever-

increasing size of strategic alliance partners to enhance the efforts of the firm in various 



 12 

essential aspects (i.e., gaining access to new markets or developing new products)  

(Thomaz & Swaminathan, 2015).  

The value of brand is in its ability to build stakeholder networks and sales assets thus 

supporting the relevance of building brand alliances (Ahirrao & Patil, 2017). According 

to Redler (2016), brand alliances can be considered as a unique version of a brand 

combination, wherein they signify elements of external, future orientated, simple, as 

well as complex groupings of brands, with similar levels of ability in value creation. Ma, 

Cheng, Bu & Jian (2018), further state that brand alliance strategies are taken on by 

enterprises who seek to enhance perceptions surrounding the value of their brands, 

and standing in the market, as well as to attain greater share of their market. This is 

essentially leads to a spill-over effect which refers to the element where brands can 

enhance or improve organisational reputation and market opportunities via beneficial 

brand building activities with a partner brand (Schlegelmilch, 2016).  

 

For B2B alliance partners, the purpose of brand would be to invest in stakeholder 

relationships which align to, and enhance the company values, when communicating 

with both internal and external stakeholders  (Charlton & Cornwell, 2019). Just as in 

B2C, brand value in B2B encompasses functional and rational elements such as 

quality, technology, and reliability, but it as well comprises emotional elements such 

as reduction of risk, reassurance, trust, and credibility  (Gomes, Fernandes, & 

Brandão, 2016). To this end,  Zulfikarijah, Wastono, & Masudin (2018), reflect on the 

theory of planned behaiviour (TPB) as the attitudes and supplementary social 

psychological variables influencing the manager’s choice preferences as part of their 

decision making activity. These components will ultimately influence the manager’s 

decision as to which partners to choose when forming a brand alliance for their 

organisation. Furthermore, these components draw relation to the measurement of 

authenticity, from a brand’s purpose and activities, which ultimately influence the 

decision making process.  

 

According to Beckman (2017) brand authenticity is essential in influencing B2B 

marketing decions, including the choice of brand  alliance’s. Morhart, Malar, 

Guevremont, & Girardin, (2015) define perceived brand authenticity (PBA) “as the 

extent to which consumers perceive a brand to be faithful toward itself (continuity), true 

to its consumers (credibility), motivated by being considerate and responsibile 

(integrity), and able to support consumers in being true to themselves (symbolism).” 

These represent a scale against which a marketing manager should base their 

decision to enter into a brand partnership.  
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organisation acting in accordance with the desired brand objectives (Kuuru & 

Tuominen, 2016). Based on the brand’s classification as an asset for professional 

business interests, the brand strategy requires continuous evaluation of the 

performance of its tactics and activities to deliver brand equity.  

 

The corporate brand, further functions as the character association for the corporation. 

It is the inclusive centre point for the corporation's activities, and captures the corporate 

vision, values, personality, positioning, and image amid various other dimensions 

(Ogbuanu, Dr Kabuoh, & Ajike, 2015). The external activities of the brand’s strategy 

will be assessed by the performance of its brand investment strategy, i.e. investing in 

an annual membership fee to keep a brand alliance with the BBC. The asset nature of 

a brand is seen through the benefits it derives for a firm, which include raising the 

perceived quality of its products and/or services, affording add on price premiums and 

creating competitive advantage in the market (Changa, Wangb , & Arnett, 2018). 

According to  Thomaz & Swaminathan (2015), the declaration of an alliance should 

present information for an organisation’s whole market, on the firm’s capacity and 

strategies to produce future profits. This impacts on brand spill-over, wherein influence 

is leveraged over consumer perceptions and attitudes when evaluating a brand 

alliance, which ultimately affects the value of an organisation’s brand equity, by either 

increasing or decreasing it (Ma et al.,2018). This variable is a strong determinant for 

entering into a brand alliance in the B2B market because it will have an effect on the 

corporate reputation of each partner, either positively or negatively, based on the 

associated perceptions surrounding the brand alliance. 

 

2.3.2. Brand Alliances: networking events & brand building 

According to consumer culture theory, firms often use brands as symbolic sources for 

their consumer base to develop their unique identities in meaningful ways as opposed 

to mere utilitarian approaches Arnould & Thompson (2015).  This approach, thus 

requires a look at experiential marketing as a concept for brand building. Experiential 

marketing is defined as ‘the practice of promoting the interests of an organization and 

its brands by, associating the organization with a specific activity’ (Smilansky, 2018). 

Smilansky (2018), further states that it includes customer involvement with the brand, 

offers first-hand brand experiences, and is recognized as an opportunity to provide 

brand equity and increase sales for stakeholders. A tool aligned to this theory, are 

corporate networking events, which solidify brand alliances and build on corporate 

reputation.  
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Business networking events are an essential tool to building relevant networks and 

communicating a brand’s strategy and direction to selected partners who can be 

leveraged to build sustainable value and competitive advantage. Additionally, 

networking events allow for engagements in professionalism, knowledge attainment, 

reputational advancement as well as the attainment of innovation building practices 

and relationships (Theaker, 2016; Mone, Schlegelmilch, & Mitchell, 2015). These 

elements ultimately reflect the importance of this tool in the brand building process. 

Networking events allow partner brands to draw significant value, as they foster an 

environment for social engagement and drive behaviours worthwhile to develop 

connections and allegiance, whilst ultimately, heightening the value of the network 

relationship  (Sarmento, Simões, & Farhangmehr, 2015).  

 

This is a testimonial that gives anecdotal evidence to the impact that networking events 

can have in providing essential tools for brand building to the members of the US Black 

Chambers advocacy group.  

(UsBlackChambers, 2020) 

 

Networking events should, effectively represent the core values of an organisation, 

and thus the performance of these events as brand building tools needs to be 

measured to ensure that these values are lived up to. Thus the measure of authenticity 

may be a tool used to achieve this, measured against the principles of PBA: Continuity; 

Credibility; Integrity; & Symbolism. 
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2.4. The Black Business Council  

 

2.4.1. Socio-political and economic history of S.A  

 

Apartheid in South Africa was a coordinated structure of segregation on the basis of 

race, primarily targeted towards African people (Maylam, 2017). The country’s 

complicated socio-economic history had established extensive rates of 

unemployment, poverty, inequality as well as a lack of required competencies to 

compete in a well-established landscape of business (Goodman, 2017). Under the 

capitalist system, one requires an asset base in order to compete in the economy; 

underpinned by the history of South Africa, the black community have no asset base 

and consequently cannot compete on equal footing (Gradín, 2018). This effectively 

hampers any ability to create meaningful enterprises with the ability to generate brand 

equity, and ultimately brand value. The introduction of Black Economic Empowerment 

(BEE) and affirmative action were means to equalise many years of dispossession and 

economic alienation during racial apartheid and preceding colonial years (Lee & 

Mondi, 2017). These initiatives are championed by the Black Business Council.  

 

2.4.2. Rise and Purpose of The Black Business Council  

 

The Black Business Council (BBC) is an umbrella organisation, which has two 

membership tiers between, business and professional based associations that 

represent small to medium businesses and black professionals alike. The second tier 

is made up of large & medium corporate companies, wherein the the 2020 corporate 

membership base is made up of Exxaro, Sanlam, Zungu Investments, Pamodzi Group, 

AV Lightsteel and African Rainbow Minerals are included, to name a few 

(BlackBusinessCouncil, 2020). The business and professional division of associations 

is composed of NAFCOC, African Cooperatives for Hawkers and Informal Business 

(ACHIB), and the Foundation of African Business and Consumer Services (FABCOS), 

the Black Lawyers Association (BLA), Association of Black Accountants of South 

Africa (ABASA), Black Management Forum (BMF) and the Association of Black 

Securities and Investment Professionals (ABSIP) (BlackBusinessCouncil, 2020).  

 

The Black Business Summit is the flagship event of the BBC, and offers a focused 

platform to build brand equity, whilst articulating brand value as well as the importance 

of brand alliances to achieve competitive advantage to corporate stakeholders. The 

2020 edition hosted a wide array of stakeholders, including political party leaders, 

government officials and business leaders from across all sectors 
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(BlackBusinessCouncil, 2020) More recently, a press release was put out by the BBC 

that they would be partnering with Ubank Limited to launch a R1 Billion Township and 

Rural Economy Fund (BlackBusinessCouncil, 2020).  

 

3. Chapter 3: Research Methodology  

3.1 Research Paradigm  

 
Each research paradigm has its own particular hypotheses, approaches, methods, and 

limitations, additionally differing in their evaluation processes of the ensuing research 

(Ponelis, 2015). For the purposes of this paper, the chosen paradigm will fall under 

interpretivism.  

 

Effectively, research comprises the comprehensive study of a subject (i.e. an 

individual, groups of individuals, societies, or objects) to uncover evidence or to 

accomplish a fresh interpretation of the subject (Neubauer, Witkop, & Varpio , 2019). 

Interpretivism aligns to this point, in that all cultural and historical experiences are 

diverse and distinctive, requiring an exploration of the distinctively defined, noteworthy 

contexts in which it is entrenched (Hannes Nel, 2018). The primary goal of this 

paradigm is to gain an understanding into a phenomenon (Dudovskiy, 2018).  

 

This study effectively moved into a realm where the researcher was required to 

understand and describe the meaningful brand alliance activities that the BBC 

undertakes to build brand equity. This includes the effect of BBC networking events 

on building brand equity for BBC member organisations. Effectively, this would allow 

the researcher to gain an in-depth understanding of the phenomenon surrounding 

brand equity building, through corporate brand alliances. The ontology of this paradigm 

looked to understand the relationship between brand and the extent of its influence on 

building brand value for corporate organisations, as ontology effectively relates to 

reality being formed by the interactions of people (Hashemnezhad 2015). The 

epistemology of a researcher is effectively their theory of knowledge, serving to 

determine the means by which the study of the social phenomena will take place 

(Bradway, Sefcik, & Kim, 2017). The epistemological position regarding this particular 

study can be formulated as follows: data are contained within the perspectives of the 

sample group involved as members of the BBC, based on this, these participants were 

be involved in the collection of data.  

 

Furthermore, the phenomenological methodology chosen, gathered data, regarding 

the perspectives of research participants about the phenomenon of the effects of a 
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brand alliance with the BBC and whether it yields spill-over brand equity for members 

(Alase , 2017). 

Proponents of positivism take on the notion that reality is defined, and quantifiable, 

with there being only one truth (Pawlikowski, Rico , & Sell, 2018). Furthermore, the 

positivist paradigm is based on the notion that there is only one concrete reality is 

existence (Gemma, 2018). These notions are why this paradigm was not suited to this 

study, because the BBC as an entity is influenced by a variety of socio-economic 

variables and stakeholders, making reality a lot more fluid.   

Critical realism (CR) on the other hand, seeks to contest hegemonic activities and the 

influential powers that be, by examining exploitation and various means to confronting 

oppression (Thompson, 2017). The views of CR are more akin to those of a political 

party or a social movement. In this instance, even though BBC does share the purpose 

of challenging the hegemony, by nature of its ties to the corporate sector, it will as well 

assume the character trait of proficiency, which requires a balanced perspective such 

as interpretivism.  

3.2 Research approach 

For the purposes of this study, the researcher made use of qualitative research 

methods, which will be discussed further under the heading, data collection methods. 

In line with the chosen paradigm, there is an overarching qualitative approach, as a 

result of the researcher having sought to understand the experience and attitudes of 

the population sample that was placed under study (Silverman, 2016). The research 

design took on a ‘phenomenological’ approach.  

“Phenomenology, studies structures of conscious experience as experienced from the 

first-person point of view, along with relevant conditions of experience,” (Smith, 2018). 

The choice to use hermeneutic phenomenology, was been made after an exploration 

of descriptions between hermeneutic phenomenology and phenomenology put forth 

by philosophers Edmund Husserl, commonly referenced as the father of 

phenomenology; and Martin Heidegger & Hans-Georg Gadamer, who both had a core 

focus on hermeneutic phenomenology (Stephenson, Giles, & Bissaker, 2018).  

The set of elements under hermeneutic phenomenology allowed for an exploration 

into the history or background of a person, including the influences derived from their 

culture, which in itself constructs paradigms to interpret and understand realities 

(Gemma, 2018). In relation to the subject under research, the BBC’s mission to 

advance the interests of black business in the South African economy, has to be 
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looked at in relation the socio-political history of South Africa and its influences on the 

population sample. Member organisations of the BBC will by factual assumption share 

a strong sense of alignment to the vision of the BBC, which is to create a racially 

transformed economy (BlackBusinessCouncil, 2020). Subsequently, these influences 

were taken into account when researching the particular reasons member 

organisations have, for taking on a brand alliance with the BBC. 

 

3.3 Research design 

 
Building onto the chosen research design, this study made use of a deductive 

approach to researching the topic. The process of deductive reasoning, will have the 

researcher build a hypothesis (or hypotheses), centred on prevailing theory from 

varying sources, subsequently leading the researcher to build a research strategy to 

assess the validity and value of this hypothesis (Decarlo, 2018).  

 

In keeping consistency with this approach, this paper took on a descriptive 

methodology. Reasoning for this, is that in line with the deductive method, there is a 

large amount of prevailing theory that is relevant to the framework chosen for this 

study, as well its relation to two of the key concepts that underpin the study. Qualitative 

descriptive research is recognised as notable and fitting for research questions 

concentrated on detecting the who, what, and where of incidents or experiences. It 

further assists the researcher to obtain insights from respondents with regards to an 

inadequately understood phenomenon (Willis, Sullivan-Bolyai, Knafi, & Cohen, 2016).  

 

In line with this point, there is a lack of empirical evidence to support the claim that 

forming an alliance with the BBC yields spill-over brand equity for member 

organisations, and thus the need for research into the matter. Nassaji (2015) further 

states that the primary aim of descriptive research is the description of a phenomenon 

and its characteristics. This research approach requires greater investigation into the 

‘what’ as opposed to the how or why a phenomenon has occurred. This falls in line 

with the purpose of the paper, to provide an assessment of whether or not forming a 

brand alliance with the BBC yields spill-over brand equity for member organisations.  

 

Furthermore, this study followed a cross-sectional design. During this cross-sectional 

study, the researcher has assessed the results and the experiences of the study 

participants at the same time (Jones & Bell, 2015). According to Setia (2016) “unlike 

in case–control studies (participants selected based on the outcome status) or cohort 

studies (participants selected based on the exposure status), the participants in a 
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cross-sectional study are just selected based on the inclusion and exclusion criteria 

set for the study.” Upon selection of the participants, the researcher has effectively 

followed the study to examine the experiences and the findings. 

 

3.4 Population and Sampling 

The unit of analysis chosen for this study is the BBC itself, as it forms the common 

focus of the study. Further to this, the population drawn for this study consisted of the 

member organisations of the BBC across South Africa, who make use of BBC 

networking events. The reason for the chosen set of parameters is that the BBC have 

membership from large business and professional organisations, thus they have a 

national footprint.  

 

These organisations are split between professional associations and corporate 

members, thus resulting in the use of a non-probability quota sampling method to 

derive a sample grouping, split between participants from both tiers of the BBC’s 

membership, and thus representative of the greater population. The aim of 

proportional quota sampling is to have a resultant sample, through which the strata 

(groups) under study (e.g. business associations vs corporate members) are 

proportionate to the population under study (Sharma, 2017). Purposive sampling in 

contrast has a major impediment, wherein the researcher needs to put in place specific 

characteristics of the quota to base the study on. These will include characteristics 

such as, religion, age, education or gender (Taherdoost, 2016).  

 

Befitting to the study, is that quota sampling is not concerned with having a numeric 

value that will match the proportionate number of the population. Rather, focus is on 

the need to have sufficient proportion of subjects to ensure that small groups of 

samples are amply represented, as this case for the BBC’s membership cohort (Bala 

& Etikan, 2017). To this end, the phenomena under study will be based on an 

exploration of the effects of establishing a brand alliance with the BBC. And whether 

the associated benefits lead to greater brand equity for all member organisations, 

focusing on how this relates to Keller’s performance block to measure the perceptions 

of the sample group.  

 

The sample framework thus included managers in communications, brand and 

stakeholder affairs of BBC member organisations, part of top-tier management holding 

executive level education, who are as well in charge of influencing and drafting brand 

strategy and managing stakeholder relationships, especially that with the BBC.  
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3.5 Data collection  

For this study, empirical quantitative testing is beyond scope. The reason behind this, 

is that the data to be collected will be limited to the attitudes and subjective norms of 

organisational managers influencing the intentions behind entering into a strategic 

partnership/alliance. Consequently, the study is aligned to a qualitative approach, 

where the first phase of data collection will incorporate the use of unobtrusive 

research. Additionally, field research will be used, in the form of in-depth interviews 

with the Communications and Marketing managers from BBC member organisations.  

 

The use of these collection methods will be detailed below: 

 

Unobtrusive research: Unobtrusive research techniques encompass the study of 

social behaviour without interfering with the subjects under study, in order to make 

means of eliminating bias, and to endorse conceptual and contextual analysis 

(Decarlo, 2018). As stated before, the sample for this study will consist of top-level 

managers whose time will need to be concisely used.  Thus, the first phase of research 

was done, so as to gain an understanding of the subject matter, that will ultimately 

guide the content of the field research. Unobtrusive research techniques are non-

reactive with information regarding the respondent, obtained via public access 

documents. Effectively, these documents may include published articles, books, 

archival records, published statistics, judicial records, election or census results, crime 

statistics and educational data, institutional publications, solicited and unsolicited 

documents, statutory, regulatory or policy documents, newspaper editorials, data 

published by private sector organisations, historical documents and medical or other 

scientific records also form part of this type of recorded data (Auriacombe, 2016). In 

this regard, there is no direct interaction connecting the researcher and the subject, 

the research as well, effectively provides evidence of human behaviour that can be 

investigated via content analysis (Watson, 2018).  
 

Field (In-depth interviews): Under the current global social distancing conditions, in-

depth interviews were conducted using Microsoft teams with key role players from the 

respective member organisations of the BBC. Prior to the interviews, participants were 

contacted via e-mail with a cover letter and consent form explaining their rights as 

participants. Thereon, each participant was assigned a pseudonym or code (Alase , 

2017). This method took on a semi-structured approach, with a conversational 

engagement being the use tactic. Additionally, particular themes were encompassed 

by pre-established questions, permitting the researcher to fine-tune the focus of the 

interview if necessitated, based on the contextual narrative of the participant’s 
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experience. This collection method wa chosen to fall in-line with the quota purposeful 

sampling method. This method determines a specific targeted grouping, with unique 

and shared characteristics (Decarlo, 2018). It as well accommodates the broad 

population group under study, whose characteristics and contextual relationship with 

the BBC require a keen understanding of this experience. This approach assisted the 

researcher to fully embed the hermeneutic research design in the study, by exploring 

the experiences and attitudes of the population sample based on the relationship 

formed via brand alliance with the BBC. 

 

3.6  Data analysis  

 

Essentially, there are four key steps most qualitative data analysis approaches have 

in common: Data collection, data reduction, data displays and conclusion 

drawing/verification. Through data collected by conducting interviews or observation, 

the amount can be overwhelming and therefore needed to be documented. Thereafter, 

the data was be reduced to manageable amounts that still produced meaningful 

results. Categorizing or coding the data are means to arrange and formulate the data 

to make it workable for the analysis (Linneberg & Korsgaard, 2019). Thus, when 

preparing coding, it was essential to guarantee that examination and the resultant 

conclusion are reliable. The coded data has given the researcher the opportunity to 

extract conclusions that are presentable during findings. The purpose of the analysis 

is in probing relationships. At this stage, the researcher ceases to merely describe, 

and begins to explain why things are in the state in which they are. In display of the 

data, there needs to be clarity for the reader. And in finality the research process draws 

a conclusion. The conclusion will contain information regarding creditability of the 

informant (Graue, 2015) 

 

During the overall stage of data analysis, there is a process of iterative or forward-

backward interchanges between data, the researcher's prior knowledge and 

experiences, as well as prior research on the phenomenon under study. Further, 

evaluation of code clusters relational to the entire data were undertaken to assist in 

building new arrangements of phenomena (Corrine, 2016).  

 

For this research paper, qualitative content analysis to use for unobtrusive data 

collection. According to Snelgrove & Vaismoradi (2019) content analysis was initially 

a purely quantitative technique, though now it has also been applied in qualitative data 

analysis. Bengtsson (2016) defines it as a methodology approach to documents 

wherein emphasis is placed on the position of the researcher in the development of 
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the meaning of and within texts. Importance is placed on permitting categories to form 

out of data and in identifying the importance of grasping the value of the context in 

which a variable being studied (and the categories stemming from it) materialised.  

This process follows six steps, namely; preparation of data; defining the coding unit 

under analysis; develop categories; test categories; code all of the relevant text; 

assess coding consistency; draw conclusions; and finally, report on findings. Data has 

been collected for the researcher to gain familiarity with the data, with a set of codes 

drawn under the following: brand performance; brand alliances; corporate brand 

strategy; brand value (financial); brand equity; and black business. 

 

Data on the subject matter will be collected via in-depth interviews, for which data 

analysis to unpack the researcher’s findings will subsequently be thematic content 

analysis. Thematic analysis describes an iterative process in terms of how the 

researcher will move from a pool of data to an ordered map of the most imperative 

themes in the data. The process contains six steps: researcher familiarises his/herself 

with the data; preliminary codes are assigned to the data for the content to be 

described; there is a subsequent search for patterns or themes within the codes 

spanning the different interviews; themes are then reviewed; definitions and names 

are assigned to the themes; and finally, a report is produced (Nolen & Castleberrya, 

2018). For the purposes of this proposal the researcher has covered all 6 steps with a 

coding method that was thus formulated to effectively analyse the content. Audio 

recordings were be available, for the necessity of performing transcription, allowing 

the researcher to work with the data produced. In this phase, the researcher worked 

through all the available data from each interview and took notes, formulating 

preliminary ideas for codes that can describe the content.  

 

As this study follows a deductive approach the researcher has put together a defined 

set of codes which were be assigned to the new qualitative data to be collected.  
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3.7 Limitations & Delimitations 

A) Delimitations 

 

This study will confine itself to observing texts focused on the brand alliance 

phenomenon regarding the BBC, as well as interviewing communications and 

marketing managers of BBC member organisations across South Africa. 

 

B) Limitations 

 

1) It is impossible to prevent the data analysis of a qualitative study to be influenced 

by interpretations of the researcher.  
 

 

2) The quota sampling procedure decreases the generalisability of findings. This 

study will not be generalisable to all areas of business organisations. 

 

3) The data analysis methodology is a section of potential limitation. Generally 

qualitative methodologies cannot be truly replicated (as in controlled experimental 

conditions) and are subsequently incapable of conclusive verification per se. 

 
 

4) COVID-19 presents a limitation, wherein prior to the outbreak, face to face 

interviews would have been the conventional tool for interview purposes 
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a) Resolve: The online tool, Microsoft Teams has been relied upon for data 

collection methods. 

 

The nature of this study required the researcher to interview 6 senior level 

managers and executives with the requisite knowledge of and experience in 

relations with the BBC. Based on the nature of their positions though, the task of 

fitting into their diaries was challenging based on the timeframe given for data 

collection proving to be too limited to meet with all of the chosen participants.  

 

b) Resolve: The research approach of this paper was laid down to perform quota 

sampling, based on the BBC having two tiers to its membership base. Member 

organisations are split between professional associations and corporate 

members, thus resulting in the use of a non-probability quota sampling method 

to derive a sample grouping, split between participants from both tiers of the 

BBC’s membership. Thus, presenting a representative sample of the greater 

population. The researcher was able to interview two of the proposed six 

participants, who each respectively represented the two tiers of the BBC 

membership: professional associations and corporate businesses. 

 

 

4. Chapter 4: Findings and Discussion  

This chapter details the findings from the data collection described in Chapter 3. Data 

was analysed using the thematic analysis method, and the findings are discussed 

below.  

The research conducted for this paper was based on exploring the effects of B2B 

brand alliances on building brand equity through business networking events, with 

specific focus on the Black Business Council and its member organisations. The 

findings for this research will be presented as four key themes to understanding the 

data and deriving insights based on the broader context of the research problem. 
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For the purposes of distinguishing the verbatim quotes of the participants they will be 

defined by the following descriptors:  

Participant 1 (P1) Representative of a Black Professional Association. 

Participant 2 (P2) Representative of a Corporate Company 

 

4.1. Findings  

1) Values driven brand management – Brand Alliance determinants 
 

Literature states that B2B decision-making practices will commonly have a greater 

degree of complexity in comparison to B2C markets, wherein they comprise a greater 

number of people, are more process driven, and involve buyers, who have extensive 
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knowledge of the products and services they are purchasing. Thus, corporate brand 

strategies are essential to mutually beneficial brand alliances as they offer a layout of 

the brand building activities that an organisation will makes use of for a specified 

period. (P1) stated, “we use our values and also our strategy in terms of what our focus 

is, at that particular point in time And then from that point of view, we are then able to 

tap into our target areas where we would like to collaborate with potential 

stakeholders.” These activities are linked to the organisation’s financial objectives to 

build performance measured value.  

 

Keller’s Performance block presents an understanding of brand equity that shows 

characteristics that are aligned to the nature of the B2B environment, which 

emphasises the need for, consistent product reliability; high-level customer service; 

and value for money (Chang , Chiang , & Han, 2015). In addition, there tends to be 

less customers and more reliance on personal contact, as a result, relational ties play 

an important role in buying decisions (Duncan & Moriarty, 1998). In addition, 

customers and suppliers often develop close relationships in which they participate in 

the development and implementation of each other's strategies (Yi & Gong, 2013). 

To reinforce the focus on synergized strategies (P1) was asked ‘What factors does 

your organisation consider in the decision to enter into a brand alliance?’, wherein (P1) 

responded by saying, “they themselves have to be aligned to our own mission and 

vision statement as an organization.” 

 
 

The Theory of Planned Behaviour (TPB) is used to assess what an individual's 

intention to engage in a behaviour at a specific time and place might be. The 

fundamental element that underpins this model is behavioural intent; behavioural 

intentions are swayed by the attitudes regarding the outcome that said behaviour will 

have on the expected result and the subjectivity involved in the evaluation of the risks 

and benefits of the result (Zulfikarijah, Wastono, & Masudin, 2018).  A focus on the 

human-centric values of an organisation and its representatives influence the 

decisions to partner with said brand in the formation of an alliance.  (P2) gave an 

understanding of what their organisation looks at in determining their criteria for 

alliance formation, “The organisation must share in the same value system as our 

organisation.”  (P1) reinforces the perspective of TPB by stating, “We are advocating 

for the cause of black business and black professionals aligned to the BBC and it shall 

remain this way even for years to come.” The emotive nature of this response verifies, 
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that values driven attitudes are a determinant to understanding the decision-making 

process behind forming brand alliances.  

 

Symbolism has become a key element in influencing customer perceptions regarding 

brands and allowing them to develop identities to which they can align and resonate 

Arnould & Thompson (2015). (P1) gave an indication of the value they hold towards 

symbolism and how it  impacts their views of an organisation they would partner with, 

“they must support organisations that support transformation of the economy by 

assisting small businesses as well as previously disadvantaged black businesses.” 

And this impacts on how they seek to be viewed in turn, (P2) “our alliances should 

showcase our organisation as a good corporate citizen.” 

 

As part of the thematic data analysis process, symbolism was a term chosen as part 

of the coding process. Symbolism is a brand’s potential to serve as a resource for 

identity construction by providing self-referential cues representing values, roles and 

relationships (Charlton & Cornwell, 2019). The below table represents anecdotal 

evidence that shows the effects that symbolic representation has on the decision-

making process.  

 

 

 
 

For B2B alliance partners, the function of brand is in the investment of networking 

relationships which have synergies, that provide enrichment to company values, in 

communicating to both internal and external stakeholders  (Charlton & Cornwell, 

2019). Therefore, for the BBC to continue their development of brand equity, a truly 

values driven approach to brand management needs to be continuosly adhered to. 
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2) Brand Performance Outcomes – Brand Alliance ROI, Brand 
Recognition 

The corporate brand is understood to be an intangible asset of an organisation, and 

thus an all-inclusive approach to brand management is essential, wherein all members 

of the organisation act in accordance with the desired brand objectives (Kuuru & 

Tuominen, 2016). (P2) gives an indication of their views with respect to their own 

alliance and the output of the managing team of their alliance partner, “BBC thus far 

has shown themselves to have great relationship building skills and processes at their 

disposal.” 

 

(P1) stresses a particularly challenging phenomenon, “as a black organization, you 

know, it's not always easy for one to remain sustainable and relevant as well.” This 

speaks directly to the problem identified in this paper, that of black businesses 

struggling to remain sustainable and thus being unable to build sustained brand equity. 

Literature states that, market valuations are influenced by intangible assets such as 

brand, and thus highlights the growing importance of brand and innovation 

management, with powerful brands being key driver to achieving sustained 

competitive advantage (Brexendorf, Bayus, & Keller, 2015). (P1) duly references the 

effects that BBC management has had in the past 9 years, by succinctly sharing their 

opinion to be, that “under the leadership of President Sandile Zungu, the BBC has 

really grown its brand equity.” 
 

Brand performance requires for the brand strategy to be continuously re-evaluating of 

the performance of its tactics and activities to deliver brand equity at any particular 

time. (P2) goes onto state, “because our relationship with them is good, they can 

engage with us at any time for assistance and partnership in activities, but we would 

prefer slightly better lead times to help us prepare for each event they may have 

planned, i.e. a scheduled calendar.” (P1) as well contends, that “there's a need for a 

BBC and there's a need for a stronger BBC actually.” Their views acknowledge the 

strides and efforts made by the BBC in their brand building activities, but they 

acknowledge that more can be done to expand and refine these to achieve even 

greater levels of brand equity, which ultimately is passed on and shared with its 

members.  
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3) Shared brand equity – Value from networking events (Corporate 

reputation, and reputation value) 
 

Brand value is an asset built on stakeholder networks and sales assets that increase 

company market value and impact the goodwill accounted for on a company’s balance 

sheet, thus strengthening the relevance of building brand alliances (Ahirrao & Patil, 

2017). (P2) states that their financial services firm “sponsored the breakfast session 

at the 2020 BBC Summit, this brought the organisation closer the Finance Ministry and 

was a great platform to shine a good light on the organisation with the national 

treasury.” This shows the value that brand building activities such as sponsorships can 

have in creating relationships that are aligned to generating future work relations, 

which can subsequently lead to future revenue generating benefits.   

 
This essentially leads to a spill-over effect which refers to the element where brands 

can enhance or improve organisational reputation and market opportunities via 

beneficial brand building activities with a partner brand (Schlegelmilch, 2016). To this 

end, upon being asked ‘What is your understanding of shared brand equity in a brand 

alliance?’ (P1) answered to say, “this is the shared value each organisation receives 

from a mutually beneficial partnership/alliance.” Also, we are able to participate and 

input in the policy making process through our BBC partnership which offers sit ins at 

NEDLAC.” NEDLAC is The National Economic Development and Labour Council 

which performs as a vehicle through which Government, labour, business and 

community organisations engage to cooperate, by way of problem-solving and 

negotiatory discussions on economic, labour and development matters as well as 

associated trials faced by the country (Nedlac, 2020). 

 

 
According to Sandhe (2015), as part of Keller’s performance block an organisation’s 

objective should be to generate brand loyalty and resonance through the consumers’ 

experience of the product which ought to at the least, meet, if not exceed, their 

expectancies. (P1) expressed that their experience of the BBC has indeed matched 

up to its expectations, “I do believe that that BBC, still lives up to its expectation despite 

its constraints.” Further to this, B2B brands also have financial value for the company. 

They help to attract customers, to shift tight purchasing decisions in a desired direction, 

and increase customer loyalty  (Zhang , Jiang , Shabbir , & Du, 2015). 
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Firstly, a grouping of people who deal in the exchange of information, contacts, and 

experience for professional or social purposes is a network Zhang, Jiang, Shabbir & 

Du (2015). And Business networking events are an effective platform to developing 

important networks, as well as a means to communicate the strategy led direction of 

a brand, to its chosen partners who may be leveraged to develop consistent value and 

market competitiveness. Furthermore, networking events present the opportunity for 

engagements in professionalism, knowledge attainment, reputational advancement as 

well as the attainment of innovation building practices and relationships (to Theaker, 

2016; Mone, Schlegelmilch, & Mitchell, 2015). (P2) has positive views about the nature 

of BBC networking events, stating that they are afforded “meaningful engagements 

with government, the presidency and many other key players.” 

 

 

Networking events afford alliance partners to derive substantial value, as they develop 

an environment for social encounters which drive worthwhile behaviours and decisions 

to develop connections and allegiances, whilst ultimately, enhancing the value of the 

network relationship  (Sarmento, Simões, & Farhangmehr, 2015). (P1) commented on 

the effects of the flagship BBC Summit as “successful two-day conferences in 2019 & 

2018,” and further stating, “those are very powerful platforms, and I do believe that we 

need those platforms to showcase black business standards, and to showcase black 

professional standards.” This statement affirms the importance of this study in its 

endeavours to add towards the body of knowledge around brand equity, and the 

subsequent need for focus on this element in the development of black businesses 

and professionals alike.  

 
4) Innovation Value – Business leads, Professional value, Brand 

Equity Enhancement 
 

Innovation value is an asset that results from networking activities which yield results 

such as obtaining access to new markets and technologies; speeding products to 

market; pooling complementary skills; acting as a key vehicle for obtaining access to 

external knowledge.” (Schlegelmilch, 2016) Linked to this point, (P2) attests to this 

when asked the question, “Why did your organisation choose to enter into a brand 

alliance with the BBC?”, responding to say, “to create better relations with government 

stakeholders and boost our corporate reputation.” 

 

The external activities of the brand’s strategy will be assessed by the performance of 

its brand investment strategy, i.e. investing in an annual membership fee to keep a 
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brand alliance with the BBC. The asset nature of a brand is seen through the benefits 

it derives for a firm, which include raising the perceived quality of its products and/or 

services, affording add on price premiums and creating competitive advantage in the 

market (Changa, Wangb, & Arnett, 2018). In accordance with these sought-after 

benefits, ultimately member organisations of the BBC, should be reviewing the 

performance of their individual brand alliances against the measure of spill-over brand 

equity. Spill-over effect of brand equity, is the element where brands can enhance or 

improve organisational reputation and market opportunities via beneficial brand 

building activities with a partner brand (Schlegelmilch, 2016). This variable is a strong 

determinant for entering into a brand alliance in the B2B market. Anecdotal evidence 

suggests that BBC are living up to this expectation and delivering on their promised 

benefits, (P2) states, “as a financial services institution, this alliance has brought our 

organisation closer to the Finance Ministry and was a great platform to shine a good 

light on our organisation with the national treasury.” 

 

(P1) goes onto state “how we view our return on investment will be different to how an 

external person would view it. But what I can for sure say, is that through our alliance 

with the BBC we are able to have meaningful engagement with government, the 

presidency and many other key players we would not otherwise be able to reach on 

our own.” This is another positive affirmation that an alliance with the BBC does offer 

spill-over brand equity to partners, which bodes well for the organisation in its attempts 

to reach state of brand resonance amongst its member organisations. All blocks in  

 

Based on the categorisation of brand as an asset for professional business interests, 

the brand strategy requires a constant evaluation of the performance of its tactics and 

activities in delivering brand equity. This effect is influenced by the ever-growing levels 

of hyper-competition in a globalised world thus questions such as, “are there any 

specific outcomes your organisation expects from BBC events? Please describe these 

outcomes,” had to be asked. (P2) duly responded by stating the following, “to derive 

business leads from each event, as well as greater brand recognition from 

sponsorships.” 

 
Validity and reliability 
To ensure the validity and reliability of the data collection process a series of strategies 

was be implemented to ensure the credibility and trustworthiness of this study. These 

included: the researcher accounting for personal biases which may influence findings. 

There was an acknowledgment of biases in sampling as well as enduring diagnostic 

reflection of methods to create assurances of the necessary depth and applicability of 
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data collection and analysis. A thorough record keeping procedure was put in place, 

to demonstrate a clear assessment path and certifying readings of data as dependable 

and clear. 

 

To ensure diverse perspectives are included, the researcher formed a comparison of 

similarities and disparities throughout the data from participant’s accounts. The 

researcher has included full and precise descriptions of participants’ responses in 

support of the findings. And finally, respondent validation, included participants being 

invited to provide commentary on the interview transcripts, as an assessment of the 

final themes and concepts in terms of their adequacy in reflecting the phenomena 

being investigated.  

 

5. Chapter 5: Conclusion  

In conclusion this study has covered the following sections, a presented theoretical 

background of the concept of B2B brand equity using Keller’s CBBE model in relation 

to key concepts including, brand value, brand alliances and the Black Business 

Council. Subsequently the paper has discussed the research methodology, including 

the paradigm, research design, data collection and analysis, from which findings have 

been presented. Following this the anticipated contribution has be presented 

thereafter, and finally the ethical considerations, are to follow in the below conclusion 

to the paper. 

5.1 Concluding answers to the research questions  
 

a) What are the advantages/disadvantages of BBC networking events for building 

brand equity for members? 

 

This paper through its findings has come the conclusion that the advantages of 

BBC networking events far outweigh any possible disadvantages. Participants 

in this study gave positive reviews on the value their respective organisation’s 

are able to derive from these events.  

 

 

b) What contributions to brand value does a brand alliance with the BBC offer its 

members? 
 

The most critical contributions that a brand alliance with the BBC offers is the 

opportunity to interact with key stakeholders in every sector of the economy, 

who form as important stakeholder networks for member organisations. These 
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networks ultimately provide the potential for future revenue generation via way 

of deal makings and enhancements of corporate reputation.  

 

c) Using the performance block of Keller’s Customer Based Brand Equity Model 

as reference, does a brand alliance with the BBC build brand equity for partner 

organisations? 

 

The performance block has presented a functional aspect of the Keller’s 

Customer Based Brand Equity Model, which is most applicable in its relation to 

the B2B market, whose business and brand outlook is based on performance 

driven value. Based on anecdotal evidence, the BBC at this time does provide 

shared brand equity to its members.  

 

5.2 Implications of findings for future practices  
 

Brexendorf, Bayus, & Keller (2015), state that the pursuit for brand leadership and 

innovation excellence are both evidently critical management objectives and 

differentiators for numerous firms, with the relationship between branding and 

innovation still relatively under-researched, at the time of writing. The researcher’s 

aims, have been to expand on the body of knowledge surrounding Keller’s Customer 

Based Brand Equity Model by applying it to the B2B market, with the purpose of 

highlighting the effects that brand performance can have on building brand equity. The  

performance block is a stepping stone towards the achievement of brand resonance, 

and is a desire of all organisations with respect to engagements with their target 

markets.  

 

Future studies can expand on the exploration of this topic to reveal other methods that 

provide additional descriptive capability. As an example, studies can explore whether 

factors, such as top management team structures are affected by theory of planned 

behaviour and how internal & external corporate strategies may impact a firms' brand 

alliances. Thirdly, although the firms used in the sample frame are from a variety of 

industry sectors, they lack diversity in terms of size of enterprise, wherein the 

accessible population was made up of big business and couldn’t address the views of 

small-to-medium enterprise. This could be a source of bias in the data. Future research 

could be made use of, to corroborate the external validity of the research findings by 

using a larger number of participants. Additionally, this study advocates that the 

relationships entrenched in B2B brand development are critical to adding business 
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value. Future research may assess if indeed, branding intermingles with related 

strategic programs, including customer relationship management activities.  

 
 

5.3 Conclusions (critically evaluate your study and findings) 
 

B2B brands hold significant financial value for an organisation. They assist to create 

synergies with alliance partners and customers alike, to shift tight purchasing decisions 

onto a desired course, and enhance loyalty. Thus, a focus on developing a brand 

strategy based on authenticity with performance related measures, may enhance the 

BBC’s ability to derive financial value from increased memberships, as well a provide 

positive brand equity spill-over. These activities set the scene for further assessment 

as to whether a brand alliance with the BBC does indeed yield spill-over brand equity 

for member organisations. ultimately there might be a need to create an assessment 

of these networking events against Keller’s performance block to gauge its 

effectiveness in delivering spill-over brand equity for BBC members.  

 

Based on the differing findings in aforementioned studies, this study has sought to 

probe the ties between B2B brand alliances and performance, with future research  

urged to delve deeper into finding if these differing results are at the least to some 

extent as a result of a lack of interceding effects, including the prospective roles of 

brand positioning and corporate reputation. 

 

5.4 Ethical considerations  

In order to ensure ethical research, the researcher has submitted an ethical clearance 

letter to the IIE ethics board for review of study. This is a necessary required approval 

to validate the nature of the study. Subsequent to this, participants were invited via 

mail to participate in the study, with all consent requirements clarified regarding the 

confidentiality of their statements during the proposed interview. All participants were 

be provided with a consent form, supplied by VEGA, with a note that all information 

garnered will be used specifically for the purposes of informing this study. All interviews 

will be conducted via voice recording, as a documented means of proof of answers 

from participants. Thereafter, access to these recordings as well as the transcripts 

have been provided to the participants for their final validation of the proceedings and 

their statements. This is to protect the reputations of those involved in the study (Fujii, 

2017).  
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Participants were as well be informed of the subsequent storage methods of this 

collected data to ensure confidentiality. The recordings will be stored on the 

researcher’s password protected laptop for the duration of 5 years. Effectively because 

the laptop in question is a work provided laptop, thus does not guarantee that the 

researcher will be using this device over the aforementioned 5-year period. Based on 

this consideration, if the researcher is to no longer make use of the device in question, 

all data related to this study will be removed and transferred to a more reliable device. 

Access to this information will only be afforded to the researcher, the VEGA assigned 

supervisor and members of the ethical clearance board of the IIE, to ensure that only 

trustworthy representatives have access to this information. These codes are based 

on the principles of the researcher, rather than detailed specifications. This is a point 

of ethics for which Hammersley (2015) states as fundamental to assign for relevance 

to any study, because of the relative nature of each researcher’s focus and 

parameters.  
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ANNEXURE A   
 
  
EXPLANATORY INFORMATION SHEET AND CONSENT FORM FOR 
PARTICIPANTS   
  
To whom it may concern,  
  
My name is Modise Nalane and I am an Honours student at the Vega School of 

Branding. I am currently conducting field research under the supervision of Helena 

Van Wyk. My topic being: ‘An exploration of the effects of B2B brand alliances on 
building brand equity through business networking events: Black Business 
Council and its Business Members.’ 
 

I would like to invite you to participate in my study. In order to explain to you what your 

participation in my study will involve, I have formulated questions that I will try to fully 

answer so that you can make an informed decision about whether or not to participate. 

If you have any additional questions that you feel are not addressed or explained in 

this information sheet, please do not hesitate to ask me for more information. Once 

you have read and understood all the information contained in this sheet and are willing 

to participate, please complete and sign the consent form below.   

 

What will I be doing if I participate in your study?    
 I would like to invite you to participate in this research because it will inform the 

strategy of my proposal. If you decide to participate in this research, I would like to 

send you a list of questions to identify the sentiments of your institution towards the 

referred topic.   

You can decide whether or not to participate in this research. If you decide to 

participate, you can choose to withdraw at any time or to decide not to answer 

particular interview questions.   
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Are there any risks/ or discomforts involved in participating in this study?   
Whether or not you decide to participate in this research, there will be no negative 

impact on you. There are no direct risks or benefits to you if you participate in this 

study. If you find at any stage that you are not comfortable with the line of questioning, 

you may withdraw or refrain from participating.   

  
Do I have to participate in the study?  
Your inclusion in this study is purely voluntary;  

If you do not wish to participate in this study, you have every right not to do so;  

Even if you agree to participate in this study, you may withdraw at any time without 

having to provide an explanation for your decision.    

 

Will my identity be protected?   
I agree to protect your identity. I will not use your name in any research summaries to 

come out of this research and I will also make sure that any other details are disguised 

so that nobody will be able to identify you. I would like to ask your permission to record 

the interviews, but only my lecturer and I will have access to these recordings. Only 

myself, my supervisor and upon request, the VEGA IIE Ethics committee will have 

access to the recordings. I would like to use quotes when I discuss the findings of the 

research but I will not use any recognisable information in these quotes that can be 

linked to you. 

What will happen to the information that participants provide?    
Once I have finished all interviews, I will write summaries to be included in my research 

report, which is a requirement to complete my BA Honours in Brand Strategy. You may 

ask me to send you a summary of the research if you are interested in the final 

outcome of the study.  

 

What happens if I have more questions about the study?   
Please feel free to contact me or my lecturer should you have any questions or 

concerns about this research, or if there is anything you need to know before you 

decide whether or not to participate.  

 

You should not agree to participate unless you are completely comfortable with the 

procedures above.    
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My contact details are as follows:  
  

  

The contact details of my lecturer are as follows:  
Helena Van Wyk      

  

 

The contact details of my supervisor are as follows:  
Marleen Rolland Contact:   
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4. In what ways has a membership with the BBC 

improved your organisation’s brand 

performance? If none, why is that? 

 

5. How would you describe the importance of 

brand management in improving overall 

company performance?  

 
 

Brand Value: 
 

6. What brand value benefits has the BBC fulfilled 

since the beginning of your alliance? I.e. 

Participation in committees and task teams 

involved at the coalface of the legislative 

process in South Africa. (BBC membership 
benefit) 
 

7. Based on learnings from your career what value 

do networking events give an organisation? 

 
 
Brand Alliance:  

8. What factors does your organisation consider in 

the decision to enter into a brand alliance?  

 

9. How does your organisation measure the 

performance of your chosen brand alliances?  

 

10. Why did your organisation choose to enter into a 

brand alliance with the BBC?  

 
11. Describe the business value your company 

derives from a brand alliance with the BBC? i.e. 

improved corporate reputation, market 

competitiveness, etc.  

 
12. Which BBC events has your organisation 

attended since the start of your alliance? 

 

Research Question 3 

 

 

 

Research Question 3 

 

 

 

 

 

Research Question 2 

 

 

 

 

 

 

Research Question 2 

 

 

 

 

 

Research Question 2 

 

 

Research Question 3 

 

 

Research Question 3 

 

 

Research Question 3 

 

 

 

 





 54 

 




