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Abstract 

The situations of business in global market are changing rapidly and companies strive 

to differentiate themselves from their competitors. To achieve this goal, one of the most 

effective ways is differentiation through branding. While the brand and its management have 

dominated the consumer markets, business to business branding is in the infancy phase.  

On the other hand, the amount of money being spent in HVAC (Heating, Ventilation 

and Air-Conditioning) industry is enormous in recent years in Iran. Furthermore, lots of 

foreign and local companies are performing in Iran HVAC market. Seeing that the purchasing 

these heavy industry equipments are intricate, brand plays a critical role in decision making 

process among buyers. However, the parameters which directly affect on HVAC branding 

were ambiguous.  

Consequently, by discovering and extracting the essential factors of B2B branding, 

companies can invest on these parameters and bolster their brands. Inasmuch as the 

parameters are vague and this study is going to discover and rank them, the best research 

strategy was the Delphi method. It is noteworthy that two panels, Academians and 

Practitioners, have participated in conducting the Delphi method (totally 37 professionals). 

Then, the factors should be essayed in order to authenticate. Hence, I have selected six 

companies (3 local companies and 3 foreign companies) which performing in Iran HVAC 

market. Next, I asked 6 connoisseurs to rank the companies' brand according their perception. 

On the other hand, 2 other experts rank the companies according to the extracted factors from 

conducting Delphi method in previous stage. Seeing that the rankings of different methods 

were similar, it can be said that the extracted factors are acceptable.  

Keywords: HVAC, Brand, B2B, Delphi, Factor, Experts 
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Chapter One 

Introduction 

 

 Chapter One: Introduction 

This chapter will embark upon a preface about some specifications of HVAC industry, 

after that this section will present the problem definition of this thesis with a pithy theoretical 

background.  In the last two sections of this chapter the research motivation and the 

importance of branding in every business will be illuminated.  
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1.1 Preface 

HVAC means Heating, Ventilation and Air Conditioning. HVAC systems contains  

some mechanical equipments like pumps, chillers, boilers, condensers, cooling towers, 

valves, fan coils, splits, elevators, exhaust fans, tanks and exchangers. These equipments are 

being used in order to heat and cool different places. Also, freezers and chillers are supplied 

by the use of these tools. These equipments have been utilized in mechanical room of every 

building. Consequently, these items have a direct relationship with construction industry. By 

considering the fact that the amount of money being spent on construction industry in Iran is 

huge in recent years and the decision making process of purchasing these machines are 

carried out in a convoluted network; companies strive to differentiate themselves. 

With the growth of electronic commerce and global competition, business-to-business 

(B2B) marketers want improve their competitive position in the new economy through the 

branding (Mudambi, 2002). 

There are many companies producing, importing and selling mechanical equipments in 

Iran. Carrier, KONE, EBARA, SAMSUNG, GRANDFOSS, MITSUBISHI, BITZER, 

HITACHI and SPIRAX-SARCO and are international companies and PACKMAN, 

TEHRAN MOBADDEL, SARMA AFARIN, PUMPIRAN, ZAHESH, PARTO 

ABGARDAN and IRAN HAVASAZAN are well-known Iranian companies that trade in Iran 

HVAC market. It is noteworthy that most of foreign companies have an exclusive 

representative in Iran in order to supply Iran market. These representatives like Iranian 

manufacturers participate in exhibitions, sell the products, install and establish them, consult 

to the customers and support guarantee and warrantee.  

1.2 Problem Definition 

According to Kuhn et al. (2008) although the significance of industrial branding has 

increased, yet a comprehensive model of business to business branding does not exist. Also, 

Bendixen et al. (2004) said that brands have been built up by consumer firms but have been 

slow to develop in business-to-business area. While brands and their management have 

mastered the business to consumer market, the notion has been slow to take hold in business-

to-business area (Bendixen et al., 2004). 



 10

Branding research has largely emphasized on consumer goods markets and only 

recently has attention been given to business markets. In many business markets the 

company’s reputation has a strong influence on buying decisions which may differ from the 

more specific product related influence of the brand’s image (Cretu and Brodie, 2007). 

According to Cretu and Brodie (2007) the reputation of the company can have a major 

influence on buying process and consumption experience. 

Business-to-Business (B2B) firms with a balanced corporate brand strategy commonly 

yield a return to their shareholders that is 5%-7% higher. It is therefore essential that key 

executives, including the board of directors, scientifically assess and monitor the strategic 

branding situation of their company and how their branding investments are performing 

against key competitors (Ohnemus, 2008). 

Business-to-Consumer (B2C) activities have been the concentration of research, while 

industrial branding has been treated as the ‘‘intellectual step-child’’ and been somehow 

neglected (Ohnemus, 2008). 

Table 1.1 shows some of important researches in B2B branding: 

Table 1. 1 Important Researches in B2B Branding 

Study Product Focus of study Findings 

Saunders and 
Watt (1979) 

Man-made 
fiber products 

Consumers 
perception of brands 

Brand-naming strategies have 
mixed effectiveness 

Sinclair and 
Seward (1988) 

Wood products Brand-naming 
strategies and the 
effect on 
the differentiation 

Brand-naming strategies have 
mixed effectiveness 

Vyas and 
Woodside 
(1984) 

Textile fibers, 
railway 
equipment, 
Electric tools, 
chemical 
substances 

Decision making 
process about the 
acquisition 
of materials 

Buyers are willing to pay a 
premium price for an offering 
that is superior to its 
competitors 

Gordon, 
Calantone and 
di Benedetto 
(1993) 

Electrical 
products 

Organizational-
buying 

Brands have an important 
influence on buying decisions 
and loyalty to supplier is also 
important 

Mudambi et al. 
(1997) 

Precision 
bearings 

Sources of industrial 
brand value and 

Brands differentiate the firm’s 
offering from its competitors, 
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decision-making 
process in 

brands comprise both tangible 
and intangible attributes 

Hutton (1997) Computers, 
copiers, fax 
machines 
and floppy 
disks 

Organizational 
buying 

Branding influences buyers’ 
willingness to pay a premium 
price, and to recommend 
and to buy other products with 
the same brand name 

Michell, King 
and Reast 
(2001) 

Industrial 
products 

Brand values in 
industrial markets 

Brand value is associated with 
perceived quality, image, 
market leadership, company 
reputation and credibility 

Mudambi 
(2002) 

Precision 
bearings 
 

Importance of 
branding and 
company 
reputation with 
different loyalty 
segments 

Company reputation has 
different 
influences in the loyal and non 
loyal market segments 

Bendixen et al. 
(2004) 

Medium 
voltage 
electrical 
equipment 
 

Understanding the 
relative importance 
of 
the ‘‘the brand’’ 
versus ‘‘delivery’’, 
‘‘price’’, 
‘‘technology’’ and 
‘‘availability of spare 
parts’’ 

The brand has a role to play but 
price and delivery were more 
important 

Source: (Cretu and Brodie, 2007) 

Through the B2B branding literature, some essayists discuss about the parameters that 

affect branding; but in this thesis is going to decipher exact factors which have an effect on 

HVAC brands in Iran. As a case in point, this research wants to understand that "X", "Y" 

AND "Z" has a direct relationship on HVAC brands in Iran.  

These factors are vital for executive managers in order to allocate their organization's 

budget. The outcome of the meeting which I had with one of the professional managers was 

that they do not know how much they should invest on after sales services and how much 

should allocate to improve the quality. When these factors will be extracted, it can be so 

applicable for HAVC companies since they discern their priorities and according to them, 

they invest in different sections. On this base, the research questions of this thesis are: 

1. What are the critical parameters that affect the brand equity in HVAC industry in 

Iran? 

2. What is the most important factor that directly affect on brand equity in this industry? 
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3. What is the ranking of these critical factors in HVAC branding in order to invest by 

the managers? 

1.3 Background and Research Motivation 

Over the history of marketing, branding has been almost synonymous with consumer 

products, mainly the type of products which appear in supermarkets, such as toothpaste or 

coffee. A small number of recent papers have examined business-to-business brands. Since 

the literature is embryonic, so much remains to be done (Roberts and Merrilees, 2007). 

During the last decade branding has expanded to be one of the main concentrated areas 

in consumer marketing; while in the industrial marketing area there has only been limited 

attention to this phenomenon (Bengtsson and Servais, 2005). 

Astonishingly, the majority of research in branding has some focuses on companies 

which serving consumer markets while it is revealed that brands play a critical role in 

industrial markets (Martinez and de Chernatony, 2004).   

Despite the fact that the concept of consumer brands has been broadly admitted, 

industrial or B2B brands have the need for acceptation(PFOERTSCH et al., 2007). 

Even though the power of branding is broadly accepted in B2C markets, the nature and 

significance of branding in B2B markets is opaque and under researched (Mudambi et al., 

2002). 

In business-to-business (B2B), things are different – branding is not meant to be 

relevant. Many managers rest on the belief that it is a phenomenon restricted only to B2C 

markets. They justify that they are in a unique market and their customers are very 

professional and know a great deal about their products as well as their competitors’ 

products. These managers should know that without great products, services and an organized 

company that can sustain them, they will be failed (Kotler and Pfoertsch, 2007). 

It has been mentioned that B2B organizations do not have a tendency to utilize 

marketing directors and departments. In contradictory, B2C firms have a high level of 

marketing, and higher-ranking managers with a responsibility for marketing strategy. Many 
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experts hold on the opinion that B2B companies have not employ the concept of marketing as 

well as B2C firms (Fletcher and Hart, 1990). 

Since my bachelor degree is in mechanical engineering and also with respect to my job 

position (Supervisor of Mechanical Department in GHADARKAR which is Grade 1 

Construction and Mechanical Installation Company) I found that experts, engineers and 

contractor companies tend to provide their mechanical equipments from branded companies. 

By considering the decision making process, I found that although there exist many suppliers 

in HVAC industry in Iran; astoundingly, professional engineers emphasize on a number of 

unique brands.   

According to the aforementioned points I found that currently there is a gap in B2B 

branding in literature which provided the actuation for me to research in this field. 

1.4 The Importance of Branding 

In a world where more or less all corporations have access to the similar technologies 

and by that are less and less capable of competing on product attributes, the brand has came 

into focus and is designated a strategic role in many companies (Bengtsson and Servais, 

2005). 

Brand drives nearly two-thirds of customer purchases and influences almost every 

function area of the business (Davis and Halligan, 2002). 

In short term and long term, strong brands will result in higher revenue. Thus, the final 

target of strategic brand management is to build brands that last for decades and can be 

penetrated in multifarious product categories and markets (Aaker, 1996a). 

Mudumbi et al. (2002) believe that branding has crucial role in B2B decision making 

than has commonly been corroborated. 

One of the reasons for the increasingly significant function of industrial branding is the 

commoditization of many industrial products (Riel et al., 2005). Well-built brands could be 

considered a key source of sustainable competitive advantage in business to business 

environments (Kumar et al., 2003). In a study published in 1993, the authors emphasize that 

industrial companies discover benefit from using brand names (Shipley and Howard, 1993). 
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Besides, Michell et al. (2001) revealed that B2B branding has a very significant role 

and provided competitive advantages for industrial companies.  

Company’s general reputation is more influential than technical experts and sales 

presentation in high risk conditions; in other words, buyers relied more heavily on company’s 

brand than other factors (Levitt, 1995; cited by Bendixen et al., 2004). 

One of the most significant facets of B2B branding is that brands do not just attain the 

mind of customers but all stakeholders, investors, staffs, partners, suppliers, competitors, 

regulators, or members of the firm's community. In today's global economy, B2B service and 

product suppliers struggle to preserve sustainable competitive advantages through the 

enlargement and strategic use of band equity (Bendixen et al., 2004). 

Nowadays, building strong brands has become a marketing priority for many 

organizations since it yields a number of pros (Aaker, 1996a) such as less weakness to 

competitive actions, larger margins, greater intermediary co-operation and support and brand 

extension opportunities (Delgado-Ballester and Munuera-Aleman, 2005). 

If customers are loyal to a brand even in the face of competitor’s brands with superior 

features, it means that the brand has a substantial value to the customers (Yasin et al., 2007). 

Brands simplify the identification of products, services and businesses as well as 

separate them from the rivalry (Kotler and Pfoertsch 2007). They are a guarantee of quality, 

origin and performance, thereby increasing the perceived value to the customer and assuaging 

the risk and intricacy involved in the decision making process (Kotler and Pfoertsch 2007).  

Like to consumer marketing, effective branding strategies for commodity-like products 

result in yielding substantial benefits (Bendixen et al., 2004). As an illustration, DuPont, an 

industrial manufacturer which brands almost all the products and ingredients it manufactures, 

has had considerable success with brands such as Teflon, Kevlar, and Lycra (Riel et al., 

2005).  

A brand is emotional, has a personality, and jails the minds and heart of its customers. 

Great brands continue to exist from competitors' attacks and market trends because of the 

well-built relationships they create with their customers (Kotler and Pfoertsch, 2007). 
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It could be said that industrial purchasers do not solely buy a product from a 

manufacturer but builds up a relationship with the company. This implies that branding plays 

a more critical role in the industrial decision making than has generally been recognized 

(Bengtsson and Servais, 2005). Mudambi (2002) identifies two prototypes among industrial 

buyers: either to focus on the tangible aspects (best quality/best price) or to deliberate on the 

more intangible facets such as service quality and the image or the brand of the company. 

Oftentimes parameters like reputation and image outweighs tangible product attributes. 

Branding conditions must emphasize points of difference in service and other intangibles, 

such as company reliability and technical expertise, as the basis for separation and a superior 

value offering when the purchasing decision is taken (Mudumbi 2002). 

If the customers have positive perception of what the company stands for, they will 

have confidence in it as a supplier (in its reliability, quality, integrity and ethics) and this will 

be a fundamental parameter in their choice of supplier. On the other hands, the employees 

feel they are working for a well respected, ethical, innovative dynamic company; this will 

improve their levels of motivation. In other words, corporate branding can be an important 

component for sustaining a positive corporate image and this image reflects what the firm 

stands for and delivers (Bengtsson and Servais, 2005). 

Studies reveal that consumers who recognize a brand name are more likely to purchase 

that brand since familiar products are usually preferred to those that are less familiar (Hoyer, 

1990, Macdonald and Sharp, 2000). 

Meanwhile customers have a positive feeling of potential suppliers. Such an impression 

rests on the firm’s reputation which in turn rests on the ability to communicate through 

corporate branding, public relations, and word-of-mouth communication (also from 

employees) (Butler, 2001). Besides, it can be said that those firms who have worked most 

intensively with corporate branding also are those who has the highest perceived quality by 

their customers (Stuart, 1998). 

In order to reduce the uncertainty in purchasing situations with high perceived 

importance and complication, an industrial purchaser will have a tendency to opt a supplier 

that is already known. Therefore, a well-repudiated manufacturer on the market is regularly 

favored over a coincidental offer from an unknown actor (Michell et al., 2001, Mudambi, 

2002, Mudambi et al., 1997). 
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Keep in mind that under high risk conditions, industrial personnel relied more heavily 

on manufacturer character than on the presentation (Mudambi et al., 1997). 

Bendixen et al., (2004) rest on a belief that intangible attributes such as supplier’s 

character and perceived product reliability are more important than a tangible attribute such 

as price. 

In order to protect their products from converting to commodities, manufacturers want 

to differentiate themselves with company brand and services. Previous researches 

demonstrated that intangible features are momentous in business purchase decisions 

(Mudambi, 2002). 

Buyers do not place equal emphasis on all attributes in decision making processes. 

Studies on business market showed that intangible aspects such as image and reputation can 

be of equal or greater than tangible and physical facets (Shaw et al., 1989). 

Researchers have revealed that strong brand build meaningful image in the minds of 

customers (Shocker AD. et al., 1994, Keller, 1993). In other words, companies invest in 

branding since image and fame bolster differentiation and can influence on buying behavior 

positively (deChernatony and McEnally, 1992). 

Companies distinguish the worth of using components produced by outstanding 

suppliers to gain authenticity and approval for their own goods. In other words buyers can 

show off by purchasing from prominent providers (Mudambi, 2002). 

A strong brand image and reputation boosts discrimination and has a positive impact on 

buying behavior (McEnally and de Chernatony, 1999).  

Although the power of branding is extensively acknowledged in consumer markets, the 

nature and importance of branding in industrial markets remains under-researched (Kuhn et 

al., 2008).  

sdsasdEssayists discuss that branding and the concept of brand equity are increasingly 

critical in industrial markets, since it has been shown that what a brand means to a buyer can 

be a determining parameter in deciding between industrial purchase alternatives (Aaker, 1991 

cited by Kuhnet al., 2008). 
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1.5 Abbreviation 

ACCA Air Conditioning Contractor of America 

AMCA Air Movement and Control Association  

ASHRAE American Society of Heating, Refrigerating, and Air-Conditioning Engineers 

AHP Analytical Hierarchy Process 

B2B Business to Business 

B2C Business to Customer 

COO Country of Origin 

CEM Customer Experience Management 

CRM Customer Relationship Management 

HVAC Heating, Ventilation and Air Conditioning 

IS Information System 

IT Information Technology 

SMACNA Sheet Metal and Air Conditioning Contractors' National Association 

WWW World Wide Web 

1.6 Summary 

In the most and the first chapter of thesis (chapter one), we have discussed about 

Heating, Ventilation and Air Conditioning systems. A table included some of important 

researches in Business to Business section has been showed in the problem definition section.  

In the background and research motivation part, about the lack of research in B2B 

branding area has been discussed. The last section of chapter one talked about the effect of 

branding on every facet of business and the role of it as a competitive advantage for firms.  
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Chapter two 

Literature 

 

2 Chapter two: Literature Review 

This chapter has been divided into six parts. First part explains about the necessity of 

brand. The second subdivision talks about the concept of brand equity and illustrates Aaker's 

brand equity model. In this chapter, one of the most rampant problems about branding has 

been interpreted. Indeed, this section gives some details about the branding in B2B 

environment. After that, some branding benefits have been mentioned. In the fifth division, 

some differences between B2B and B2C branding have been illustrated. 
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At the end of this chapter, we explained the branding issues which is the foundation of 

this research. In other words, we reviewed the papers about the industrial branding and 

extracted the substantial parameters. This section includes multifarious factors with absolute 

interpretation.  

2.1 The Exigency of Brand 

There exists a positive correlation between brand equity and a firm's performance (Park 

and Srinivasan, 1994, Aaker, 1996b). As Aaker (1996b) mentioned strong brands stand the 

test of time, are leveraged for decades and provide increases in revenue streams for the 

products sold under those brands.  

A brand becomes the centre point in the whole planning process. In finding a 

competitive advantage in the marketing planning stage, the attitude towards the brand 

orientation plays a critical role as to whether a brand is to be utilized (Wong and Merrilees, 

2008). Brand orientation was defined as “an approach in which the processes of the 

organization revolve around the creation, development and protection of brand identity in an 

ongoing interaction with target customers with the aim of achieving lasting competitive 

advantages in the form of brands.”(Urde, 1999) By using brands as a starting point in the 

formulation of company strategy, brand orientation should be created as a precondition, with 

unshakable brands able to enrich the ability of companies to compete as well as generating 

growth and profitability (Urde, 1994, Wong and Merrilees, 2005). Brand orientation is a 

choice of strategy that would determine firms’ competitive edge with consequence of their 

future survival in the long term (Wong and Merrilees, 2008). 

Brands become a substantial part of a firm’s value and an important strategic asset. It 

could even be the driver of the whole marketing planning process. Going beyond a tactical 

level in the marketing planning process, a brand could become a competitive advantage for 

firms (Wong and Merrilees, 2005). Strategic decisions should be driven by the brand, which 

is a central focus of a firm. In fact, it is argued that senior management should be responsible 

as the custodian of brands (Capon et al., 2001). 

In highly competitive markets with increasing volatility and decreasing product 

differentiation, brand loyalty is a central element of marketing strategies and tactics (Fournier 

and Yao, 1997). Brand loyalty generates benefits such as substantial entry impediments to 
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competitors, better ability to respond to competitive threats, greater sales and revenues and 

the customer’s lower sensitivity to marketing efforts of competitors (Delgado-Ballester and 

Munuera-Alema´n, 1999). Meanwhile other essayists suggest that brands can mitigate 

perceived risk (Wernerfelt, 1988, Erdem and Swait, 1998, Erdem et al., 2006).  

2.2 Brand Equity 

A brand is a collection of images and ideas representing an economic producer; more 

specifically, it refers to the descriptive verbal attributes and concrete symbols such as a name, 

logo, slogan, and design scheme that convey the essence of a company, product or service. 

Brand recognition and other reactions are created by the accumulation of experiences with 

the specific product or service, both directly relating to its use, and through the influence of 

advertising, design, and media commentary. A brand is a symbolic embodiment of all the 

information connected to a company, product or service. A brand serves to create 

associations and expectations among products made by a producer. A brand often includes an 

explicit logo, fonts, color schemes, symbols and sound which may be developed to represent 

implicit values, ideas, and even personality. The key objective is to create a relationship of 

trust (www.wikipedia.org, 2008). 

"A brand is the totality of thoughts, feelings, sensations, and associations it 

evokes"(Kim, 1990). 

A brand is a set of attributes, benefits, beliefs, and values that differentiate the products 

and services, moderate and simplify the complicated decision making processes (Kotler and 

Pfoertsch, 2007). 

Brands are a set of expectations and associations evoked from past experience with a 

company or product – how customers think and feel about what the business or product does. 

In fact, brands are built from the customer's whole experience with a company, its products 

and its services, not just its marketing efforts (Dunn and Davis, 2004). 

"A brand is a bundle of functional, economic and psychological benefits for the end-

user." (Ambler, 1995 cited by Kuhn et al. 2008) Every brand retains a certain amount of 

brand equity, defined as the assets or liabilities associated with the brand that add to, or 

subtract from, the value the product provides (Aaker, 1996a). 
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It is often asserted that a brand is an intangible concept; to facilitate it and make it 

easier to snatch; oftentimes, some experts equated with the more tangible marketing 

components such as logos, tagline, advertising, jingle and etc. It is quote worthy that brand is 

more than tangible aspects of a company (Dunn and Davis, 2004): 

• A brand is a promise; 

• A brand is the total perceptions of everything you hear, see, read, know, feel and think 

about a product, service or company. 

• A brand holds a unique situation in customers’ minds based on past experiences, 

associations, and future expectations; and 

• A brand is a short-cut of attributes, benefits, beliefs, and values that differentiate, 

reduce complexity, and simplify the decision-making process. 

"Brand equity is defined as the total value added by the brand to the core product." 

(Farquhar, 1989) 

Brand equity is derived from the overall brand image created by the totality of brand 

associations, perceived by customers (Michell et al., 2001). Aaker (1996a) recognized four 

major sources of brand equity (p.8): 

1. Brand loyalty,  

2. Brand awareness,  

3. Perceived quality,  

4. Brand associations. 

Brand awareness is defined as “the ability of a potential buyer to recognize or recall 

that a brand is a member of a certain product category. A link between product class and 

brand is involved” (Aaker, 1991). Meanwhile Aaker (1991) defined brand association as 

“anything linked to the memory of a brand” (p. 109). Perceived quality is defined as the 

“customer’s perception of the overall quality or superiority of a product or service with 

respect to its intended purpose relative to alternatives” (Aaker, 1991). According to Aaker, 

perceived quality is not just another brand association but an association that is elevated to 

the status of a separate dimension of brand equity. Aaker (1991, p. 39) defines brand loyalty 

as ``the attachment that a customer has to a brand". 
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Several aspect of the definition deserves elaboration. At first, brand equity is set of 

assets. Thus the management of brand equity involves investment to create and enrich the 

assets. Figure 2.1 provides a general idea of how brand equity generates value. (Bear in mind 

that a fifth category of assets, other proprietary assets, is included for completeness in Figure 

2.1. This category is meant to cover assets like channel relationships and patents that are 

attached to the brand. (Aaker, 1996a) (p.8)       

Secondly, each component of brand equity asset creates value in a variety of very 

different ways. In order to manage brand equity effectively and to make informed decisions 

about brand-building activities, it is vital to be sensitive to the ways in which strong brands 

create value. (Aaker, 1996a) (p.8)  

Third, brand equity generates value for the customer as well as the firm. The word 

customer refers to both end users and those at the infrastructure level (Aaker, 1996a) (p.8). 

As a final point, for assets to underline brand equity, they must be connected to the 

name and the symbol of the brand. If the brand's name or symbols should change, some or all 

of the assets could be affected and even lost, although some might be shifted to the new name 

and symbol (Aaker, 1996a)  (p.8). 
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Figure 2. 1 Brand Equity Model 

 
Source: (Aaker, 1996a) (p.9)  
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2.3 Misconception of Brand 

Unquestionably, one of the most significant misconceptions about branding is that 

many rests on the belief that branding is merely about consumer products and it is not 

applicable for business to business sector. Another misunderstanding which mentioned over 

and over again is that brand is solely a name and a logo, while branding is much more than 

just selecting a logo and name for a company while the brand is an intangible facet of an 

organization (Kotler and Pfoertsch, 2007, Dunn and Davis, 2004). 

Nobody can guarantee that a business will realize immediate benefits after 

implementing an overall brand strategy. Since branding requires a certain amount of 

investment, it is more probable that it will see a decline in net profits in the short run. Brand 

building is aimed at creating long-term non-tangible assets and is not meant for boosting 

short-term sales (Kotler and Pfoertsch, 2007).  

2.4 Advantages of Branding 

Brand equity in the B2B markets is in the form of purchasers' eagerness to pay a price 

premium for their favorite brand. The willingness to brand extension to other product lines 

and propose the brand to others exits. Of most significant benefits from brand-loyal industrial 

buyers, willingness to recommend that brand to peers and give unique consideration to 

another product with the same name are most frequently repeated (Bendixen et al., 2004). 

Brand equity has been defined as customers’ willingness to pay a price premium for a 

preferential brand over a generic or unknown brand; offer the brand to peers; and give unique 

consideration to another product with the same company brand name (Hutton, 1997). 

Industrial customers can get a number of benefits from illustrious brands by the 

accretion purchase confidence. Buying a famed brand can bolster prior experience and 

relationships. Moreover, branding can upbraid customer satisfaction. Buying well-known 

brands may encircle additional comfort and a ‘‘feel good’’ parameter. Professional buyers 

take pride in their business and have a good feel about making the right options (Mudambi et 

al., 2002). 
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A customer selecting between two options, that otherwise seem about equal in terms of 

product and servicing specifications, might desire the stronger brand. More generally, brand 

reputation has always been a parameter in B2B purchasing decisions (Roberts and Merrilees, 

2007). Meanwhile Roberts and Merrilees (2007) believe that B2B brands help build trust with 

their customers which in turn amplify a greater chance to buy. 

In most cases, the notion of risk comprises two components: the uncertainty of an 

outcome and the significance of negative consequences associated with the outcome of a 

choice (Rousseau et al., 1998). Risk-averse consumers feel threatened by opaque and novel 

conditions and are reluctant to try new products. They perceive them as risky inasmuch as the 

performance of these products is rather uncertain and unknown compared to established 

products and brands (Steenkamp et al., 1999). Consequently, risk-averse customers may 

refrain from trying new products and brands and they tend to stay with the well-established 

brands to keep away from possible losses of trying unfamiliar brands. It has also been found 

that risk-averse consumers decrease risk by choosing higher-priced brands, particularly in 

markets where objective quality information is lacking and where intrinsic product 

information is less credible (Zhou et al., 2002). Risk-averse consumers can also reduce 

purchase risk by undertaking additional information searches (Gemu¨nden, 1985). By 

considering the fact that information searching is costly (Zeithaml, 1988); consumers with 

high levels of risk aversion will rather use a simplifying strategy and stay loyal to a brand 

(Matzler et al., 2008). 

Purchasers will alleviate the perceived risk and uncertainty by using the strong brands. 

In general, the leading industrial brand name could charge a price premium of 6.8 percent 

over the standard industrial brand and 14 percent over a new and unknown brand. The 

technical specialists were willing to pay a price premium of up to 26 percent. Technical 

experts must be exclusively targeted inasmuch as they have critical role in decision making 

process (Bendixen et al., 2004). 

Companies with high brand equity have some competitive advantages: 

• A price premium can be charged; 

• Increased order by customers; 

• Brands can be developed easily;  

• Communications and interactions will be more readily admitted;  
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• There will be better business penetration;  

• Better margins could be attained; and  

• The company will be less at risk to competitive marketing actions of other companies. 

(Aaker, 1996a, Wood, 2000, Quelch and Harding, 1996) 

As well, Wearne decipher that brand: 

• Differentiates the products or services in the mind and heart of the customers. 

• Sustains attentiveness of the product or service so that customers search your product 

or service as the first option. 

• Ensures you that the product or service is undoubtedly appreciated.  

• Branding engenders that customers can simply access to your product.  

• Built and preserve customer loyalty 

2.5 Differences between B2B and B2C Branding 

Inherently, business to business market is different from business to consumer market. 

For B2B companies it is routine to have less than 100 consumers. The needs and demands of 

business customers are more critical than B2C market inasmuch as the number of buyers in 

B2B market is smaller than B2C; therefore most of the relationships are buyer side (Reed et 

al., 2004). 

What make industrial markets different from consumer markets are not essentially the 

products but rather the decision making process of buying. In industrial branding, the buying 

process is oftentimes very different from that in consumer markets with convoluted purchases 

and a higher focus of the buying power. An important role of branding in industrial markets 

is therefore to reduce risk and uncertainty (Mudambi et al., 1997).  

One of the most critical differences is that in B2B markets the traded products and 

services are so convoluted than their counterparts in B2C markets. Where the purchasing 

process in B2B market requires professional experts, the purchase in the B2C market is so 

simple since in contrast with consumer products, industrial products need high level of fine 

tuning (PFOERTSCH et al., 2007). 
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Typically, the involving persons in industrial buying process are more than one person. 

The decision to purchase takes place within a group and depends on the intricacy of the 

product. May be the members of decision making units changes during the negotiation period 

and this process will be over a long time. Also, manufacturers should notice that persons in 

buyer team are professional and have a completed knowledge about their products 

(PFOERTSCH et al., 2007). 

The company in industrial market is oftentimes the brand; but in business to consumer 

markets, the emphasis is usually on the products or limited group of them. Also for many 

industrial companies, there exists scope for merely one brand and that is company name 

(Hague & Jackson, 1994 cited by Bendixen et al. 2004) since it would be expensive for B2B 

companies to brand every item in their wide product category (Bendixen et al., 2004).  

According to De Chernatony and McDonald (1998), industrial buyers are initially 

concerned with the company’s overall brand identity rather than with the exact product they 

are going to purchase.  

Table 2. 1 Differences between B2C & B2B Branding 

Consumer Markets Industrial Markets 

Emphasis on the tangible product and 

intangibles in the purchase decision  

Emphasis on the tangible product and 

augmented services in the purchase decision 

Standardized products Customized products 

Impersonal relationships between buyer and 

selling company 

Personal relationships between buyer and 

salesperson 

Relatively unsophisticated products  Highly complex products 

Buyers growing in sophistication Sophisticated buyers  

Reliance on mass market advertising Reliance on personal selling 

Source: (Mudambi, 2002) 
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Although many of the branding principles which are relevant for consumer markets 

also can be applied on industrial markets, there are however significant differences, in 

particular with regards to the buying process (Bengtsson and Servais, 2005). 

2.6 Branding Issues 

The equity of a brand is the result of consumers’ perception of it which is influenced by 

many factors (Yasin et al., 2007). 

2.6.1 Country of Origin 

In the purchasing process, consumers are not only concern about the price and quality 

of a product but also other parameters such as the brand’s country-of-origin (Yasin et al., 

2007). Brand-origin is defined by Takhor and Kohli (1996) as ‘‘the place, region, or country 

where brand is perceived to belong by its target consumers’’.  The impact of country of 

origin on consumer perceptions or evaluations of products is called the “country of origin 

effect” (Samiee, 1994). Previous researches demonstrated strong associations between the 

brand and the brand-origin (Thakor and Kohli, 1996). For instance, it was mentioned that 

country of origin could affect a brand’s equity by generating secondary associations for the 

brand  (Keller, 1993, Pappu et al., 2006). 

Many consumers rest on a belief that a “Made in . . .” label means a product is 

“superior” or “inferior” depending on their perception of the country. Brands from countries 

that have a positive image generally find that their brands are readily accepted than those 

from countries with less favorable image. Since country of Sorigin could be one of the 

influencing factors in ascertaining consumers’ choice (Yasin et al., 2007). Since one brand 

may be produced in various countries earning different characteristics, brand images held in 

consumer mind are likely to be affected differently across countries of production (Koubaa, 

2008).  

Consumers learn that the brand is born in that country and they may refer to that 

country in the evaluation of this brand when produced in another country than the brand-

origin (Koubaa, 2008). 

In the existing literature, there is a proliferation of researches to document country-of-

origin perspectives. From these researches, consumers and marketers researchers generally 
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accept that a product’s or brand’s country-of-origin has an significant influencing parameters 

in consumer decision-making (Knight, 1999, Piron, 2000). 

The supreme image of brand’s original country should be underlined in order to fortify 

the general image of the brand (Yasin et al., 2007). 

Generally, the country-of-origin is considered as an extrinsic product cue (Han and 

Terpstra, 1988, Bilkey and Nes, 1982, Cordell, 1992, Hong and Wyer, 1989).     

The overall assessment of products is affected by country stereotyping, that is, the 

image that consumers have about a certain country will influence their perceptions of 

products from that country (Bilkey and Nes, 1982). Since consumers’ perception of a 

particular country-of-origin influence their evaluation of products from that country, this will 

affect their preference, purchase intention and choice of a special brand. Thus; it is as clear as 

crystal that this has implications on the brand’s equity (Yasin et al., 2007). 

A significant impact of country image on brand image perception was well supported 

(Hsieh and Lindridge, 2005). 

2.6.2 Quality 

Previous researches carried out revealed that quality was the most important criteria of 

selection (Aaker, 1991 cited by Bendixen et al., 2004; Michell et al., 2001). 

It is as clear as sunshine that quality is the most significant parameter of branding 

(Abratt, 1986). 

Product quality was cited as the foundation for overall product and company fame 

(Mudambi et al., 1997).  

Two products may have identical failure rate histories, but a manager may prefer one as 

more reliable or of higher quality than the other since of prior experience or due to other 

influences (Mudambi et al., 1997). 
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2.6.3 Price 

Price includes aspects such as the quoted price, but also the degree of discount, 

payment terms, financial support, down payment and etc (Mudambi et al., 2002). 

The high reliance on price suggested a low effectiveness of manufacturers’ branding 

strategies (Bendixen et al., 2004). 

Price is the exigent parameter in buying commodity products (Sinclair and Seward, 

1998). Abrabtt (1986) revealed that price is not the most significant criteria in choosing high-

technology products. 

The low ranking specified to price showed that industrial equipments are adequately 

differentiated to be discriminated using parameters other than price. Although pricing is not 

the most critical factor for high-technology products, it should not be condoned (Bendixen et 

al., 2004). 

2.6.4 Technical Services 

Technical support services take the form of design advice, product testing support and 

troubleshooting (Mudambi et al., 2002). 

Support services performance contains the provision of services which augment the 

basic product. These take in technical support, training the customer's staffs and financial 

support services, either as part of the standard offer, or at an extra charge. The degree of 

rapport between the service provider and customers is an intangible aspect of support services 

(Mudambi et al., 1997). 

2.6.5 Ordering and Delivery Service 

Ordering and delivery services include aspects such as the availability of the product, 

ease of ordering, lead time requirements, delivery reliability, and delivery convenience. The 

nature and quality of the working relationship can also be an augmented service (Mudambi et 

al., 2002). 

Users and distributors assess the distribution performance of industrial manufacturers. 

Required lead times, the number of late deliveries and the existence of online ordering 
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systems are tangible aspects which should be considered. Delivery performance has often 

been mentioned as a vital parameter in the literature (Mudambi et al., 1997). 

Although the standard lead times were significant, but the ability to respond quickly to 

emergency requests was consider as more crucial. Ease of ordering is another parameter 

which frequently repeated. Distribution services were mentioned as critical decision criteria. 

Product availability and delivery reliability were emphasized by experts (Mudambi et al., 

1997).  

According to Mudumbi et al. (1997) price and delivery process are very important. 

Together, they comprise 51 percent of the decision making process. 

2.6.6 Customer Experience Management (CEM) 

Building, championing, fortifying and caring strong brands is everyone’s job, starting 

with the CEO (Bedbury, 2002 cited by Kotler and PFOERTSCH; 2007). Everyone in the 

organization should recognize the benefits of a brand-driven approach as well as their 

individual role in bringing the brand's promises to life (Dunn and Davis, 2004). 

According to Reed et al. (2004) there exists the lack of cross-organizational accepting 

of the significant role of customer relationship; consequently, major challenge for the 

managers was to foment their staffs to be customer-centric in their organizations. 

Previous essayists have corroborated that brands need to form powerful relationships 

with their customers (Reed et al., 2004). 

In contrast to business buying decision making process, private consumer buying 

decisions are more sturdily impacted by emotions; while emotions are influenced by cultural 

parameter which have a great impact on personal wants and behavior; while experts are 

educated to make managerial decisions on a rational ground. Of course keep in mind that 

professionals are populace too and people do not give up their emotions at home when they 

come to work (Reed et al., 2004). On this ground best-practice organizations discover that the 

emotional aspects of their brand are returned in how customers experience that brand at every 

touch point. When companies create seconds of truth over time through a set of small, 

personal actions, they dial up the relevance for customers. To fortify brand loyalty, 

companies must concentrate on deeper, more meaningful, relevant and mutually valuable 
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connections with their customers. The financial benefits of this approach are clear: long-term, 

profitable consumer and partner relationships (Pearson, 2006).  

Touch points can be broken down into three clusters that generally represent the 

different dimensions of a brand's relationship with a customer. They are defined as (Dunn and 

Davis, 2004): 

• Pre-purchase experience touch points: A set of brand touch points which influence 

whether or not a potential customer will consider buying the special brand. Routine 

pre-purchase brand touch points include advertising, word-of-mouth, direct mail and 

the Internet. 

• Purchase experience touch points: All of the brands touch points that shift a customer 

from consideration of a brand to purchasing it. Typical purchase brand touch points 

are direct field sales, physical stores and customer center contact. 

• Post-purchase touch points: All of the brands touch points that are emerged after the 

sale, including the actual product or service usage, to help take advantage of the brand 

experience. Typical post-purchase brand touch points include installation, customer 

service, warranty/rebate activities, customer satisfaction surveys, regular maintenance, 

and reminders of product or service innovations that are tied to the brand.  

2.6.7 The Presence of Internet and Its Impact on Branding 

Bendixen et al. (2004) found that websites, advertising and participating in trade shows 

and exhibitions are the most vital factors in customer's mind.   

Among the differences distinguishing New and Traditional media, interactivity is the 

most important. In the traditional marketing communication model (mass media), the 

information content is distributed through a medium to a large number of consumers, not 

allowing interaction between consumers and the firm at the moment of exposition (Kokuryo, 

1997), constituting the one-to-many communication process (HOFFMAN and NOVAK, 

1996) presented in Figure 2.2. (Da Cunha. and Da Cunha Jr., 1999)  
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F: Firm 
C: Consumer 
 

Figure 2. 2 One-to-Many Communication Model for Mass Media 

Source: (HOFFMAN and NOVAK, 1996) 

 

By adopting a new media vehicle, like a web site, a new pattern of information 

exposition and elaboration emerges. Hypertext and multimedia allow the adoption of a many-

to-many mediated communication model, in which consumers not only can interact with the 

firm, but also interact with each other and also have the power to choose what information 

they want to have (HOFFMAN and NOVAK, 1996, Kokuryo, 1997). Moreover, consumers 

can interact with the medium, by surfing on the web, as a case in point, or by inputting their 

own product-related content in the medium through a homepage. This new situation is 

presented in Figure 2.3 (Da Cunha. and Da Cunha Jr., 1999). 
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F: Firm 
C: Consumer 
 

Figure 2. 3 A Model for Marketing Communication in a Hypermedia Environment  

Source: (HOFFMAN and NOVAK, 1996) 

 

The authors suggest the present research project in order to provide insights concerning 

the use of interactive media, such as internet, as a way to improve brand awareness and image 

(Da Cunha. and Da Cunha Jr., 1999). 

Brand literature likewise shows how active brand communication helps to build and 

strengthen brand loyalty (Haque et al., 2006). 
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2.7 Summary 

In the first section of chapter two, we have argued over positive relationship between 

brand and firms' performance. In the next section, the thesis embarked on the nuts and bolts 

of brand equity and after that the most well-known model about brand (Aaker's brand equity 

model) has been explained. Third section of includes some misunderstanding about the 

branding. It said that many rest on a belief that the branding is only for B2C market. Another 

misconception is that some people think that brand is merely a logo or symbol. In the next 

part, we have discussed about the advantages of branding particularly in B2B market. After 

that, some differences between B2C and B2B branding have been illustrated.   

In last section of chapter two, the thesis gives perfect details about the parameters 

which influence on industrial branding from the previous literature.  
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Chapter Three 

Research Methodology 
 

3 Chapter Three: Research Methodology 

In the previous chapter the theories about branding was explained. In this chapter we 

are going to scrutinize the methodology in this thesis. 

3.1 Research Purpose 

In this step, the thesis should be formulated a detailed research design in order to 

achieve the final goals. According to Malhotra and Peterson (2006) at the broad level, there 

exist two major types of research design: 

1. Exploratory 

2. Conclusive 
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Meanwhile conclusive research design breaks down into: descriptive and casual. 

Hence, this classification results in three fundamental designs: exploratory, descriptive and 

casual. Keep in mind that descriptive research also divided into two sections  Of course, these 

basic design are used in various combinations and sequences (Malhotra and Peterson, 2006).  

In succinct, you can see the aforementioned points in this Figure 3.1: 

    

Figure 3. 1 Categorization of Research Design 

Source: (Malhotra and Peterson, 2006)  

3.1.1 Exploratory Research 

As its name implies, the target of exploratory research is to explore or search through a 

problem or situation to provide insights and understanding (Malhotra and Peterson, 2006). 

"Exploratory research is research conducted to explore the problem situation, that is, to 

gain ideas and insight into the problem confronting the management or the researcher." 

Exploratory research may be used whenever management found a problem exists but does 

not yet understand why (Malhotra and Peterson, 2006). 
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Exploratory research can be valuable when investigators are faced with a vague 

problem. The area of investigation may be so new or unclear that a researcher needs to do an 

exploration just to learn something about the dilemma facing the manager (COOPER and 

SCHINDLER, 2003). 

Exploratory research in the form of in-depth interviews or focus groups could provide 

valuable insights. In other words, exploratory research is often conducted in the beginning 

phases of a project. Of course, exploratory research can be used at any stage in the research 

process when the researcher is blurred about the problem situation. Note that since 

exploratory research conducted on a small and non-representative samples, so the findings 

should be considered as tentative and should be used as building blocks for further researches 

(Malhotra and Peterson, 2006).   

Exploratory research relies strongly on the curiosity and insights of the researchers. 

Since the process is highly flexible, exploratory research can benefit from use of the 

following methods (Malhotra and Peterson, 2006): 

• Survey of expert/ experience survey. 

• Pilot surveys. 

• Case studies. 

• Qualitative analysis of secondary data, including literature review. 

• Qualitative research, such as focus groups and one-on-one in-depth interviews. 

According to Malhotra and Peterson (2006) exploratory research could be used for any 

of following process: 

• To formulate a problem or define a problem more precisely. 

• To identify alternative courses of action. 

• To develop hypothesis.  

• To isolate key variables and relationships for further examination. 

• To gain insights for developing an approach to the problem. 

• To establish priorities for further research. 
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3.1.2 Conclusive Research 

"Conclusive research is research designated to assist the decision maker in 

determining, evaluating, and selecting the best course of action in a given situation." 

(Malhotra and Peterson, 2006) 

It can be used to authenticate the insights gained from exploratory research. Conclusive 

research is based on the assumption that the investigator has an accurate understanding of the 

dilemma at hand. The objective of conclusive research is to test particular hypothesis and 

examine unique relationships (Malhotra and Peterson, 2006).  

3.1.2.1 Descriptive Research 

"Descriptive research is a type of conclusive research that has its major objective the 

description of something (usually market characteristics or functions)." (Malhotra and 

Peterson, 2006) 

Most commercial market research is descriptive in nature. Descriptive research is 

especially useful whenever research questions relate to describing a market phenomenon such 

as identifying relationships or market predictions (Malhotra and Peterson, 2006). 

According to Malhotra and Peterson (2006) a number of descriptive research goals are 

as follows: 

• To develop a profile of a target market. 

• To estimate the frequency of products use as a basis for sales forecasts. 

• To determine the relationship between product use and perception of product 

characteristics.  

• To determine the degree to which marketing variables are associated.  

3.1.2.1.1 Cross-Sectional Design 

A cross-sectional, oftentimes called a sample survey, can be thought of as snapshot of 

the marketplace taken at a particular point in time. In this design, the selected group of 

respondents is measured only once (Malhotra and Peterson, 2006).  
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3.1.2.1.2 Longitudinal Design 

A longitudinal design provides a series of pictures, which track the changes that take 

place over time. In this method, a fixed sample from the population is measured repeatedly 

on the same variables (Malhotra and Peterson, 2006). 

3.1.2.2  Casual Research 

Like descriptive research, casual research requires a programmed and structured design. 

Although descriptive research can ascertain the degree of association between variables, it is 

generally not very eligible for examining casual relationships. Casual relations are those that 

involve cause-and-effect variables (Malhotra and Peterson, 2006).  

According to first chapter, B2B branding is up-to-the-minute and as we found there 

does not exist any particular literature that support the exigent parameters in B2B branding in 

HVAC industry or any equivalent industry such as electrical installation industry. Hence, 

according to aforementioned explanations this thesis is going to be an exploratory research. 

3.2 Research Approach 

According to Cooper and Schindler (2003), there exist two different approaches to 

conduct the researches: Quantitative and Qualitative. Generally, a quantitative research 

method contains large randomized samples, more application of statistical, and few 

applications of cases demonstrating findings. The target of quantitative research is to 

ascertain the relationship between an independent variable and dependent variable in a 

population. Besides, oftentimes, quantitative methods are used within natural science and the 

aim is to explain casual relationships, to facilitate generalization and also to foresee the future 

(COOPER and SCHINDLER, 2003). 

Qualitative research methods concentrated on providing a complete picture of the 

situation with the aim of accretion the understanding of social processes and interrelations. It 

is defined as a research to explore and understand the opinions and strive for in-depth 

understanding of various kind of finding in library research (COOPER and SCHINDLER, 

2003). In other words, qualitative research is an unstructured, exploratory research 
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methodology based on small samples intended to provide insight and understanding of the 

problem setting (Malhotra and Peterson, 2006). 

In this study, we will use qualitative research methods. This issue will be analyzed in 

next section in details.  

3.3 Research Strategy 

Research strategy is a general plan of how the researcher will go about answering the 

research question(s). It will contain clear objectives, derived from the research question(s), 

sources from which the data are intended to be collected and the possible constraint 

(Saunders et al., 2000).  

As mentioned in the first chapter, this disquisition is going to discover and then rank 

the parameters that have influence on HVAC branding in Iran.  According to Okoli and 

Pawlowski (2004) one variant that has received widespread use is the ‘‘ranking-type’’ 

Delphi, used to develop group consensus about the relative importance of issues. Anticipating 

and issue identification/prioritization represent one type of application of Delphi method 

(Okoli and Pawlowski, 2004). Previous studies have revealed the validity and long-range 

accuracy of the Delphi technique (Ono and Wedemeyer, 1994). 

The Delphi method originated in a series of studies that the RAND Corporation 

conducted in the 1950s. The objective was to develop a technique to obtain the most reliable 

consensus of a group of experts (Dalkey and Helmer, 1963). The Delphi method can be used 

when there is incomplete knowledge about a problem or phenomena (Adler and Ziglio, 

1996). Also, the Delphi is used to investigate what does not yet exist (Czinkota and 

Ronkainen, 1997). The Delphi method works especially well when the goal is to improve our 

understanding of problems, opportunities, solutions, or to develop forecasts (Skulmoski et al., 

2007). 

In Table 3.1, you can observe a number of disquisitions using Delphi, their focus, 

rounds and sample sizes: 
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Table 3. 1 Disquisitions Using Delphi 

NON IT/IS STUDY 

Disquisitions Delphi Focus Rounds Sample Size 
Gustafson, Shukla, 
Delbecq, & Walster (1973) 

Estimate almanac events to 
investigate Delphi accuracy. 

2 4 

Hartman & Baldwin 
(1995) 

Validate research outcomes. 1 62 

Czinkota & Ronkainen 
(1997) 

Impact analysis of changes to the 
International business environment. 

3 34 

Kuo & Yu (1999) Identify national park selection 
criteria. 

1 28 

Nambisan et al.(1999) Develop taxonomy of organizational 
mechanisms. 

3 6 

Lam, Petri, & Smith 
(2000) 

Develop rules for a ceramic casting 
process. 

3 3 

Roberson, Collins, & Oreg 
(2005) 

Examine and explain how 
recruitment message specificity 
influences job seeker attraction to 
organizations. 

2 171 

IT/IS STUDY 

Niederman, Brancheau, & 
Wetherbe, (1991) 

Survey senior IS executives to 
determine the most critical IS issues 
for the 1990s. 

3 114, 126 & 104 

Duncan (1995) Identify and rank the critical elements 
of IS infrastructure flexibility. 

2 21 

Brancheau, Janz, & 
Wetherbe 
(1996) 

Survey SIM members to determine the 
most critical IS issues for the near 
future. 

3 78, 87 & 76 

Nambisan et al. (1999) Develop taxonomy of knowledge 
creation mechanisms. 

3 11 

Scott (2000) Rank technology management issues 
in new product development 
projects 

3 20 

Wynekoop & Walz (2000) Rank the most important 
characteristics of high performing IT 
personnel. 

3 9 

R. Schmidt, Lyytinen, Keil, 
& 
Cule (2001) 

Identify and rank software 
development project risks: an 
international comparative study. 

3 Finland: 13, 13 

&13 Hong 

Kong: 11, 11 & 

9 USA: 21, 21 

& 9 

Tiwana, & Bush (2002) Rank software development project 
risks.  

3 15, 15 & 10 
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Brungs & Jamieson (2005) Identify and rank computer forensics 
legal issues. 

3 11 

Source: (Skulmoski et al., 2007) 

Also, these are the dissertation that used Delphi in recent years (Skulmoski et al., 

2007):  

• Identifying the critical success factors for ERP implementation projects by Carson, 

2005; 

• Developing a model of how technologies are developing and how they may fit with an 

organizational strategy by Gerdsri, 2005; 

• Improving the quality of IT security audits by Pieko, 2005; 

• Identifying the criteria for measuring knowledge management efforts by Anantatmula, 

2004; 

• Identifying why the strategies for a Defense Department IT project succeeded or 

failed by Birdsall, 2004; 

• Identifying emerging IT issues of the 21st century that affect public school board 

policies by Dahlby, 2004. 

Even though we could run a survey to gather information from the experts about the 

factors which affect on HVAC branding, but it was probable to lose a number of parameters 

since there does not exist any questionnaire in this field. Moreover, there is no study about 

the factors affecting in HVAC industry up to now.  

By considering the nuts and bolts of this research, the Delphi method was choen for the 

following reasons: 

1. A panel study most appropriately satisfies the research questions, rather than any 

individual expert's responses. Among other high-performing group decision analysis 

method, Delphi is an eligible group method. Moreover, Delphi is suitable since it does 

not require the experts to collect physically, which could be austere and impractical 

(Okoli and Pawlowski, 2004).   

2. Furthermore, it is easier said than done to access qualified experts, each panel in 

Delphi method should have between 10 to 18 members (Paliwoda, 1983). 
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3. According to Okoli and Pawlowski (2004) Delphi study is lithe and amenable to 

follow-up interviews. This specification permits the collection of richer data 

conduction to a better understanding of research questions. 

4. The Delphi study have been chosen for this study, since according to Schmidt (2001) 

Delphi would serve the dual goals of soliciting the opinions from experts and having 

them rank them according to relative importance. 

After discovering the parameters and ranking them, in order to verify the results 

(extracted factors); the following framework will be conducted: 

1. Six companies performing in HVAC industry in Iran in the field of supplying 

absorption chiller have been chosen. 

2. Experts ranked these companies from the strongest brand to the poor one based on 

their perceptions. 

3. In the last stage, another expert ranked the companies by using AHP method and 

according to extracted parameters. 

4. If the extracted factors were correct, the companies ranking of stage 2 and 3 are the 

same.  

The Analytic Hierarchy Process (AHP) is a structured technique for helping people deal 

with complex decisions. Rather than prescribing a "correct" decision, the AHP helps people 

to determine one. Based on mathematics and human psychology, it was developed by 

Thomas L. Saaty in the 1970s and has been extensively studied and refined since then. The 

AHP provides a comprehensive and rational framework for structuring a problem, for 

representing and quantifying its elements, for relating those elements to overall goals, and for 

evaluating alternative solutions. It is used throughout the world in a wide variety of decision 

situations, in fields such as government, business, industry, healthcare, and education 

(www.wikipedia.org, 2008).  

Once the hierarchy is built, the decision makers systematically evaluate its various 

elements, comparing them to one another in pairs. In making the comparisons, the decision 

makers can use concrete data about the elements, or they can use their judgments about the 

elements' relative meaning and importance. It is the essence of the AHP that human 

judgments, and not just the underlying information, can be used in performing the evaluations 

(www.wikipedia.org, 2008). 
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Analytic Hierarchy Process (AHP), since its invention, has been a tool at the hands of 

decision makers and researchers; and it is one of the most widely used multiple criteria 

decision-making tools. Many outstanding works have been published based on AHP: they 

include applications of AHP in different fields such as planning, selecting a best alternative, 

resource allocations resolving conflict, optimization, etc., and numerical extensions of AHP 

(Vargas, 1990).  

It also provides a methodology to calibrate the numeric scale for the measurement of 

quantitative as well as qualitative performances. The scale ranges from 1/9 for "least valued 

than" to 1 for "equal" and to 9 for "absolutely more important than" covering the entire 

spectrum of the comparison (Vargas, 1990).  

According to the aforementioned points and after ranking the companies by experts in 

verification stage, the companies based upon AHP method have been ranked. 

3.4 Summary 

According to the aforementioned points, this is an exploratory study which uses the 

Delphi method. Certainly, in order to authentication of the extracted factors the researcher 

used analytical hierarchy process.    
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Chapter Four 

Data Collection, Analysis 

 

4 Chapter 4: Data Collection, Analysis 

In this chapter the process of data gathering which includes the criteria for selecting 

experts and the mechanism for distributing the questionnaires will be illustrated. 

Furthermore, the line of analyzing and result verification will be explained in details.   

4.1 Procedure for selecting experts 

Delphi is not a statistical method. It is a group decision mechanism has need of 

qualified experts who have deep understanding of the problem. Subsequently, one the most 

critical requirements is the selection of experienced experts (Okoli and Pawlowski, 2004).  

Since the purpose of this research is to gain a reasonable degree of consensus, it would 

be best to have panels to separate these groups. This kind of design also permits comparison 
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of perspective of the different categories. Basically, the constitution and size of panels 

depends on the nature of the research (Okoli and Pawlowski, 2004).   

Two panels have been distinguished for this study: 

1. Academics 

2. Practitioners  

4.1.1 Step 1. Prepare a knowledge resource nomination worksheet 
(KRNW) 

The purpose of the Knowledge Resource Nomination Worksheet (KRNW) is to help 

categorize the connoisseurs before identifying them, in order to prevent overlooking any 

important class of experts (Okoli and Pawlowski, 2004). 

In this phase, I have identified two appropriate disciplines: universities and companies. 

The KRNW of this research shown in Table 4.1:  

Table 4. 1 List of Organizations and Panels 

Discipline or Skills Organizations 

1. Academics 

2. Practitioners 

• University of Science & Technology 

• Azad University (South Branch) 

• KNT University 

• IRANAIR's Technical Department of 

Mechanical Installation  

• BAVAND Consultant Company 

• GHADARKAR Contractor Company 

• SAHLAK SAZEH Contractor Company 

• BAFT-E-SHAHR Consultant Company 

• BARF ABRIZ Contractor Company 

• TADBIR SAZEH Contractor Company  

• NOGOSTAR Contractor Company 
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4.1.2 Step 2. Populating the KRNW with names 

Based on Okoli and Pawlowski (2004) each of organization represents a different lens 

for identifying and considering experts.  

In this point, we should populate the KNRW with names. Since my bachelor degree is 

in mechanical installation and currently I am co' operating with one of the outstanding HVAC 

professors, finding the contact information was not austere. On the other hand, by considering 

the fact that I am the head of GHADARKAR'S mechanical installation and this company is 

the contractor of CATERING project in Imam Khomeini Airport we have great accessibility 

to a number of best target groups for this research.  

4.1.3 Step 3. Inviting experts to the study 

Finally, we invited the connoisseurs to participate in the study and stop when we have 

reached the required number. According to the aforesaid point, the target size of each panel is 

minimum 10 and maximum 18.  

We contacted each panelist and gave details about the subject of research and the 

procedures required for it. We have asked panelists to commit to completing up to six 20 

minute questionnaires and returning them within maximum 4 days of receipt, (totally 120 

minutes) a period of 45 days. The participant drop-out was very low in this study. After 

completing the invitation process; 16 numbers of practitioners and 11 academians agreed to 

contribute in thesis data gathering. 

There are several incentives may lead specialists to participate in a Delphi study:  

1. Being chosen in a diverse but selective group;  

2. The opportunity to learn from the consensus building; and  

3. Increasing their own visibility in their organization and outside.  

These incentives can provide the strong inducements needed to attract busy experts 

(Okoli and Pawlowski, 2004). 
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In data gathering process, we have applied e-mail, fax and also face-to-face way in 

order to deliver and collect the information from the experts. We have sent the first 

questionnaire to each expert the same day which they authenticate their desirous.  

4.2 Mechanism for administering the questionnaires 

As mentioned above, questionnaires were administered using e-mail, fax, and in face-

to-face way. This is quite important using the Delphi method, which is notorious for the 

elapsed time required for data collection (Okoli and Pawlowski, 2004).  

Regarding the fact that we have 6 questionnaires and the panelists should fill out them 

in 4 days, we estimated 24 days for data gathering process. On the contrary, because of some 

irregular problems it lasts about 40 days.  

According to (Schmidt, 1997)  there exist three general steps in administration of the 

questionnaire in ranking type Delphi studies: 

1. Brainstorming for important factors 

2. Narrowing down the original list to the most important ones 

3. Ranking the list of important factors 

4.2.1 Phase 1: Brainstorming 

This phase includes initial collection of factors and validation of solicited parameters.  

4.2.1.1 Questionnaire 1: Initial collection of factors. 

In the first step, I have gathered all the vital parameters which have influence on B2B 

industrial branding through the literature. As mentioned in previous section, these factors are 

as follows: 

• Country of Origin 

• Quality 

• Price 

• Technical Services 

• Ordering and Delivery Service 
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• Customer Experience Management 

• World Wide Web 

In the first form, all of these factors have been listed. Bear in mind that we have a one 

sentence explanation of each factor in order to deter panelist from mystification. Then, we 

ask experts to choose the important issues from their point of view (It is plausible that one 

expert have chosen all of the extracted factors or only select one of them). Besides, they 

should list the critical factors that do not exist in research questionnaire but it was momentous 

for them without any concentration to degree of importance and ranking issues. Indeed, we 

are going to address the first research question in questionnaire number 1.  

In Table 4.2 and 4.3, you can see the results of first questionnaire for both panels 

(Academians and Practitioners) 

Table 4. 2 Responses to First Questionnaire (Academian) 

 1 2 3 4 5 6 7 8 9 10 11 Percentage

COO ● ● ● ●  ● ● ● ●  ● 81.8% 

Quality ● ● ● ● ● ● ● ● ● ● ● 100% 

Price  ● ● ●    ●  ●  45.5% 

Technical Service ● ● ● ● ● ●  ● ●   72.7% 

Ordering & Delivery 

Service 

● ● ●   ●  ● ● ● ● 72.7% 

CEM   ● ●  ● ●   ●  45.5% 

World Wide Web  ● ● ●    ●    36.4% 

Participating in 

Exhibition 

●  ●  ●   ● ●   45.5% 

Former Resume ● ●    ●    ●  36.4% 

International 

Certification 

 ● ●   ●   ● ● ● 54.5% 

Active R&D 

Department 

●    ● ●     ● 36.4% 

Factors Experts 
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Table 4. 3 Responses to First Questionnaire (Practitioner) 

 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 Percentage

COO ● ●  ● ● ●  ●  ● ● ● ● ● ●  75% 

Quality ● ● ● ●  ● ● ● ● ●  ● ● ● ● ● 87.5% 

Price ●   ● ●  ●  ● ●  ●    ● 50% 

Technical 

Service 

● ● ● ● ● ●  ●  ● ● ●  ●  ● 75% 

Ordering & 

Delivery 

Service 

● ● ●  ● ● ●  ●  ●  ●  ●  62.5% 

CEM   ●    ●       ●   18.75% 
World Wide 

Web 

 ● ●     ●   ●   ●   31.25% 

Participating 

in Exhibition 

●  ● ● ● ●  ●  ● ● ●    ● 62.5% 

Former 

Resume 

●  ● ●   ●  ●     ●   37.5% 

International 

Certification 

 ●   ●  ●   ●   ●    31.25% 

Easy Access 

to Spare 

Parts 

  ●   ●         ●  18.75% 

As depicted in Table 4.2 and 4.3, both practitioners and academics have mentioned to 

the new parameters: 

• Former resume 

• International certifications 

• Easy access to spare parts 

• Active R&D department 

Experts 
Factors 
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4.2.1.2 Questionnaire 2: Validation of solicited parameters 

This questionnaire should consist all the parameters obtained from the first 

questionnaire (Okoli and Pawlowski, 2004). Consistent with Schmidt (1997), without this 

step there is no foundation to claim that a consolidated list has been fathered. Moreover, a 

brief explanation of solicited factors-which did not exist in the initial questionnaire-, has been 

written in second questionnaire.   

In this questionnaire, we had to explain a sentence for four new factors. We have 

extracted the definition of these issues from expert's responses. 

Former resume: All of the history and background of the company includes previous 

works and efforts, done projects and earlier word of mouth between experts.  

International certifications: Some of standards and certifications like ASHRAE, 

SMACNA, ACCA, International Mechanical Code, and AMCA in mechanical companies are 

equivalent for HAVC companies in all over the world.  

Active R&D department: Research and Design departments of HVAC companies 

which works on mechanical issues.  

Easy access to spare parts: On timed supplying the spare parts of rotten equipments.  

Indisputably, I have attached an exact copy of experts' answers of questionnaire number 

one to questionnaire number two.  According to Okoli and Pawlowski (2004), the second 

questionnaire asks experts to verify whether correctly interpreted their responses or not.      

4.2.2 Phase 2: Narrowing down factors 

When all the professionals have returned the questionnaire number two and 

authenticated all of the factors and their explanations, this phase has been started.  

According to Schmidt (1997) and Okoli and Pawlowski (2004) in this phase the 

researcher should treat the experts in their specific panels. In fact, panels will narrow down 

the issues that reflect the perspectives of the constituent stakeholders (Okoli and Pawlowski, 

2004). Each panel of experts might assess the problem from their point of view and this will 

help me in managerial implication.  
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4.2.2.1 Questionnaire 3: Choosing most important factors 

In this phase and based upon Okoli and Pawlowski (2004) I had to lessen the extracted 

parameters to a manageable size. Therefore, the third questionnaire have been arranged 

haphazardly to cancel out bias in order of listing the parameters. Each expert should select at 

least 7 parameters which have critical role in HVAC branding in Iran. When all of the 

questionnaires have been returned, I should choose the factors selected by over 50 percent of 

the experts in each panel according Okoli and Pawlowski (2004). 

The results of this phase for both panels have been depicted Table 4.4 and 4.5.  

Table 4. 4 Most Important Factors (Academian) 

  1 2 3 4 5 6 7 8 9 10 11 Percentage

COO ●  ●  ● ●   ● ● ● ●   ●  81.8% 

Quality ●  ●  ● ● ● ● ● ● ● ●  ●  100% 

Price   ●  ● ●       ●   ●    45.5% 

Technical Service ●  ●  ● ● ● ● ● ● ●     81.8% 

Ordering & Delivery 

Service 
●  ●  ● ● ● ● ● ●  ●  81.8%

CEM     ● ● ● ● ●    45.5%

World Wide Web   ●  ● ●       ●     ●  45.5% 

Participating in Exhibition ●    ●   ●   ● ● ● ●  ●  72.7% 

Former Resume ●  ●    ●   ● ● ● ● ●    72.7% 

International 

Certification 

  ●  ● ● ● ● ● ●  ●  72.7%

Active R&D 

Department 

   ●   ● ●       ● 36.4% 

Easy Access to Spare 

Parts 

●              9% 

 

Factors Experts 
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Table 4. 5 Most Important Factors (Practitioner) 

 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 Percentage

COO ●  ●   ●  ● ● ● ●  ● ● ● ● ● ●   81.25% 

Quality ●  ●  ● ●  ● ● ● ● ● ●  ● ● ● ●  ● 93.75% 

Price     ●  ●  ●  ● ●  ●    ●  43.75% 

Technical 

Service 

●  ●  ●  ●  ● ● ● ● ● ● ● ● ● ●  ●  93.75% 

Ordering & 

Delivery Service 
●  ●  ●   ● ● ● ● ● ● ●  ●  ●  75% 

CEM   ●      ● ●    ● ●   31.25% 

World Wide 

Web 

 ● ●      ●   ●  ● ● ●  43.75% 

Participating in 

Exhibition 
●   ●  ●  ●   ● ● ● ● ●    ●  62.5% 

Former Resume ●  ●  ●  ●  ●  ●  ●  ● ●  ●  ●  68.75% 

International 

Certification 

●  ●  ●  ●   ● ●   ●  ●   ●  ●  62.5% 

Easy Access to 

Spare Parts 

  ●  ●   ●     ●  ●  ●   37.5% 

Active R&D 

Department 

     ● ●     ●    ● 25% 

According to Table 4.4 and 4.5 the parameters having over than 50 percent selection 

are as follows: 

• Former Resume 

• Country of Origin 

• Technical Service 

• Ordering and Delivery Service 

• Participating in Exhibition 

• Quality 

• International Certification 

 

Factors Experts 
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4.2.3  Phase 3: Ranking relevant factors 

The target of the final phase is to reach a consensus in the ranking of the relevant 

factors among each panel. Studies have consistently found that it is more difficult to arrive at 

consensus with Delphi groups than with ones that involve direct interaction between 

participants. Nevertheless, with a panel design it is less austere to attain consensus since the 

researchers deliberately select panel members for their homogeneity (Okoli and Pawlowski, 

2004). 

4.2.3.1 Questionnaire 4: Ranking the chosen factors 

This stage of the procedure will involve each panel separately ranking the parameters. 

Every ranked list will reflect the priority based upon the view of each group of experts. In this 

phase, each expert will individually submit a rank ordering of the items. The questionnaire 

also will ask experts to submit comments explaining or justifying their rankings (Okoli and 

Pawlowski, 2004). 

According to Okoli and Pawlowski (2004), the best metrics for measuring non-

parametric ranking is Kendall's W coefficient of concordance. The value of W ranges from 0 

to 1, with 0 indicating no consensus, and 1 indicating perfect consensus between lists (Okoli 

and Pawlowski, 2004). Table 4.6 shows a guideline in order to interpretation of Kendall's W: 

Table 4. 6 Interpretation of Kendall's W 

Kendall's W Interpretation Confidence in Rank 

0.1 Very weak agreement None 

0.3 Weak agreement Low 

0.5 Moderate agreement Fair 

0.7 Strong agreement High 

0.9 Unusually strong 

agreement 

Very high 

Source: (Schmidt, 1997) 

Nevertheless, if W is less than 0.7, the ranking questionnaire must be resent to the 

members of that panel. Each reiteration would return the items for the panel, listed in order of 
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mean ranks. For each item, I should give the panelists the following information to help them 

revise their rankings according to Okoli and Pawlowski (2004):  

1. The mean rank of the item for the panel;  

2. The panelist’s ranking of the item in the former round;  

3. An indication of the current level of consensus, based on the value of W (for instance, 

‘‘weak agreement’’  

4. A paragraph summarizing the other panelists’ comments on why they ranked that item 

as they did.  

We reiterate the ranking process until we reach one of three stopping criteria:  

1. W reaches a value of 0.7, indicating a satisfactory level of concordance (Okoli and 

Pawlowski, 2004). 

2. I reach the third iteration, which would be the sixth questionnaire that a panelist 

received for this study, per our original promise. However, on the third iteration, we 

will ask panelists if they were willing to continue iterating until they reached 

consensus. If enough panelists agree, we will continue the process until W rises to the 

desired level (Okoli and Pawlowski, 2004).  

3. Following Schmidt’s suggestion, I will stop iterating if the mean rankings for two 

successive rounds are not significantly different (Okoli and Pawlowski, 2004). I could 

measure this difference using the McNamar test, which ‘‘is typically used in a 

repeated measures situation in which each subject’s response is elicited twice (pre-

post test)’’ (Dalkey and Helmer, 1963). 

In this step of study we should rank the extracted factors. Consequently, we have 

distributed questionnaire number 4 and asked the experts to rank the factors. Each panel 

should analyze independently in this stage. 

 

 

Table 4. 7 Academians' First Round Ranking 
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Kendall's W (Inter-Rater 
Concordance): 0.689 

E
x.
1 

Ex.
2 

Ex.
3 

Ex.
4 

Ex.
5 

Ex.
6 

Ex.
7 

Ex.
8 

Ex.
9 

Ex.
10 

Ex.
11 

Factors Combined 
Rank 

Su
m 
of 
Ra
nk 

Country 
of Origin 

2 24 2 2 5 2 2 2 2 1 2 2 2 

Ordering 
& 
Delivery 
Service 

6 61 6 3 4 5 6 5 6 7 7 6 6 

Technical 
Service 

3 42 5 4 1 3 5 3 4 5 4 5 3 

Internatio
nal 
Certificati
on 

5 52 3 5 2 6 7 6 5 4 5 4 5 

Quality 

1 14 1 1 3 1 1 1 1 2 1 1 1 

Participat
ing in 
Exhibitio
n 

7 70 7 6 6 7 4 7 7 6 6 7 7 

Former 
Resume 

4 45 4 7 7 4 3 4 3 3 3 3 4 

Eleven experts in academic panel ranked the seven parameters which they have 

accessed in previous phase. More depicted in Table 4.7, since the Kendall's W is lower than 

0.7, the ranking reliability is fair according to Schmidt (1997). On this base and according to 

the aforementioned points that Okoli and Pawlowski (2004) provided, we asked panelists to 

rank the parameters again. As well, we have informed them about the mean rank of each 

item, the panelist's ranking of the item in the previous round and a paragraph summarizing 

the other panelists’ remarks on why they ranked that item as they did. The result of this 

reiterating can be seen in Table 4.8: 

 

Table 4. 8 Academians' Second Round Ranking 
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Kendall's W (Inter-Rater 
Concordance): 0.769 

Ex.
1 

Ex.
2 

Ex.
3 

Ex.
4 

Ex.
5 

Ex.
6 

Ex.
7 

Ex.
8 

Ex.
9 

Ex
. 

10 

Ex
. 

11 
Factors Combine

d Rank 
Sum 
of 
Ran
k 

Country of 
Origin 

2 24 2 2 5 2 2 2 2 1 2 2 2 

Ordering & 
Delivery 
Service 6 66 6 3 6 5 6 7 6 7 7 6 7 

Technical 
Service 

3 41 4 4 1 3 5 3 4 5 4 5 3 

Internationa
l 
Certificatio
n 

5 49 3 5 2 6 4 5 5 4 6 4 5 

Quality 

1 14 1 1 3 1 1 1 1 2 1 1 1 

Participatin
g in 
Exhibition 7 72 7 7 7 7 7 6 7 6 5 7 6 

Former 
Resume 

4 42 5 6 4 4 3 4 3 3 3 3 4 

Fortunately, the value of Kendall's W indicates a satisfactory level of consensus among 

the academic experts. Hence, according to the academic panel, the results can be extracted as 

follows: 

 The most important parameter from academians' point of view in HVAC brand 

equity in Iran is Quality. 

Meanwhile, the ranking of critical factors affecting on HVAC branding in Iran from 

academics point of view is: 

1. Quality 

2. Country of Origin 

3. Technical Service 

4. Former Resume 
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5. International Certification 

6. Ordering & Delivery Service 

7. Participating in Exhibition 

After that, the research has been continued to get consensus among the practitioner 

panel. The first ranking of practitioners has been shown in Table 4.9: 
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Table 4. 9 Practitioners' First Round Ranking 

Kendall's W (Inter-Rater Concordance):  
0.647 

Ex.
1 

Ex.
2 

Ex.
3 

Ex.
4 

Ex.
5 

Ex.
6 

Ex.
7 

Ex.
8 

Ex.
9 

Ex.1
0 

Ex.
11 

Ex.
12 

Ex.
13 

Ex.
14 

Ex.
15 

Ex.
16 

Factors Combined 
Rank 

Sum of Rank 

Country of 
Origin 

2 34 2 1 1 2 3 1 1 3 5 3 1 3 3 1 1 3 

Ordering & 
Delivery Service 

5 80 5 7 5 6 2 4 5 5 1 5 3 6 7 6 7 6 

Technical Service 4 62 4 6 4 3 5 5 3 4 2 2 6 4 4 3 3 4 

International 
Certification 

6 90 6 5 6 7 6 3 6 7 7 6 5 5 6 5 5 5 

Quality 1 26 1 2 3 1 1 2 2 1 3 1 2 1 1 2 2 1 

Participating in 
Exhibition 

7 100 7 3 7 4 7 7 7 6 6 7 7 7 5 7 6 7 

Former Resume 3 56 3 4 2 5 4 6 4 2 4 4 4 2 2 4 4 2 
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It was unsurprising that accessing to a consensus in this panel is more difficult than 

previous one; since practitioner panel contains sixteen experts. By considering the fact that 

the minimum value of Kendall's W should be 0.7, we have asked the experts to re-rank the 

parameters according to Okoli and Pawlowski (2004) guideline.  

The statistical number of this reiteration has been shown in Table 4.10. 
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Table 4. 10 Practitioners' Second Round Ranking 

 
Kendall's W (Inter-Rater Concordance):  
0.686 

Ex.
1 

Ex.
2 

Ex.
3 

Ex.
4 

Ex.
5 

Ex.
6 

Ex.
7 

Ex.
8 

Ex.
9 

Ex.1
0 

Ex.
11 

Ex.
12 

Ex.
13 

Ex.
14 

Ex.
15 

Ex.
16 

Factors Combined 
Rank 

Sum of Rank 

Country of 
Origin 

2 31 2 1 1 2 3 1 1 3 4 3 1 2 3 1 1 2 

Ordering & 
Delivery Service 

5 87 6 7 5 6 2 7 5 5 2 5 3 6 7 7 7 7 

Technical Service 4 61 4 5 4 3 5 5 3 4 1 2 6 4 4 4 3 4 

International 
Certification 

6 89 5 6 6 7 6 3 6 7 6 6 5 5 6 5 5 5 

Quality 1 26 1 2 3 1 1 2 2 1 3 1 2 1 1 2 2 1 

Participating in 
Exhibition 

7 98 7 3 7 4 7 6 7 6 7 7 7 7 5 6 6 6 

Former Resume 3 56 3 4 2 5 4 4 4 2 5 4 4 3 2 3 4 3 
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As shown in Table 4.10, again in this phase the experts cannot access to a high rate 

Kendall's W, consequently; I had to disseminate another questionnaire with succinct 

explanation of mean rank for each item in order and also the panelist's ranking of the item in 

the previous round and a paragraph summarizing the other panelists’ comments on why they 

ranked that item as they did to get a consensus between practitioners.   

It is noteworthy that a number of experts in this phase have changed their opinions. By 

these modifications,  again we worked out on their ideas. Providentially, we have got to 

significant value of Kendall's W at the end of this stage. The results of this reiteration 

depicted in Table 4.11. 
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Table 4. 11 Practitioners' Third Round Ranking 

 
Kendall's W (Inter-Rater Concordance):  
0.779 

Ex.
1 

Ex.
2 

Ex.
3 

Ex.
4 

Ex.
5 

Ex.
6 

Ex.
7 

Ex.
8 

Ex.
9 

Ex.1
0 

Ex.
11 

Ex.
12 

Ex.
13 

Ex.
14 

Ex.
15 

Ex.
16 

Factors Combined 
Rank 

Sum of Rank 

Country of 
Origin 

2 29 2 1 1 2 3 2 1 3 1 3 1 2 3 1 1 2 

Ordering & 
Delivery Service 

5 89 6 7 5 4 4 7 5 5 4 5 3 6 7 7 7 7 

Technical Service 4 61 4 5 4 3 5 3 3 4 3 2 6 4 4 4 3 4 

International 
Certification 

6 91 5 6 6 7 6 5 6 7 6 6 5 5 6 5 5 5 

Quality 1 24 1 2 3 1 1 1 2 1 2 1 2 1 1 2 2 1 

Participating in 
Exhibition 

7 100 7 3 7 6 7 6 7 6 7 7 7 7 5 6 6 6 

Former Resume 3 54 3 4 2 5 2 4 4 2 5 4 4 3 2 3 4 3 
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Therefore, according to the professional experts of HVAC industry in Iran the results 

are as follows: 

 The most important parameter from practitioners' point of view in HVAC brand 

equity in Iran is Quality. 

Also, the ranking of critical factors of HVAC brand equity in Iran is:  

1. Quality 

2. Country of Origin 

3. Former Resume 

4. Technical Service 

5. Ordering & Deliver Service 

6. International Certification 

7. Participating in Exhibition 

4.3 Validation of Results 

To shed more light on the results, the extracted factors should be essayed. Therefore, 

six brands performing in Iran HVAC industry have been chosen. It can be said that all of 

these companies are well-known because of their chillers. It is noteworthy that chillers are 

strategic equipments in HVAC and construction industry since: 

• Every building with central cooling system has chiller. 

• The price range of chillers is exorbitant. 

• The installation and maintenance of chillers are specialty task. 

Thus, the purchasing process of this equipment is convoluted.  

The selected companies are as below: 

• ZAHESH, the local producer of chiller. 

• KAR-O-ANDISHEH, the exclusive representative of EBARA. 

• SARMA AFARIN, the local producer of chiller. 

• SARIPOUYA, the local producer of chiller. 
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• PISHRO TAHVIEH NIA, the exclusive representative of HITACHI. 

• MITSUBISHI, the exclusive representative of MITSUBISHI. 

In order to ratify the result this framework has done: 

At first, we have asked those professional experts who have not participated in previous 

stages. Of those experts, seven persons admitted to participate in this study. We have sent 

them a list of above companies and ask them to rank the companies from the best brands to 

the poor one according to their personal perception.   

Table 4.12 shows the ranking of companies by the experts. Since we would check the 

consensus of the experts about the ranking of companies' brand we have applied Kendall's W.  

Table 4. 12 Companies’ Ranking according to Experts’ Perception 

Kendall's W (Inter-Rater Concordance): 0.832 Ex.
1 

Ex.
2 

Ex.
3 

Ex.
4 

Ex.
5 

Ex.
6 

Ex. 
7 Factors Combined 

Rank 
Sum of 
Rank 

KAR-O-
ANDISHEH 

1 8 1 1 1 1 1 2 1 

PISHRO 
TAHVIEH NIA 

2 17 2 2 3 3 3 1 3 

MITSUBISHI 

3 18 3 3 2 2 2 4 2 

SARMA AFARIN 

5 34 4 4 5 6 6 3 6 

ZAHESH 

4 31 5 5 4 4 4 5 4 

SARIPOUYA 

6 39 6 6 6 5 5 6 5 

It was not surprising that in the first stage of ranking the companies, the Kendall's W 

was 0.832, since the differences between the brands are transparent.  
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Therefore, according to experts' perception the companies' ranking is namely: 

1. KAR-O-ANDISHEH (EBARA) 

2. PISHRO TAHVIEH NIA (HITACHI) 

3. MITSUBISHI 

4. ZAHESH 

5. SARMA AFARIN 

6. SARIPOUYA 

As described in research strategy section, experts should participate in this part in order 

to rank the aforementioned companies based on extracted factors by using AHP method.   

Since it is impossible to gather all of the experts simultaneously on the Internet or on 

the local Intranet, I have to implement this part of data verification by three experts 

simultaneously. So, I have invited two of the outstanding professional experts. They ranked 

the companies according to extracted factors (Quality, Country of Origin, Technical Service, 

Ordering and Delivery Service, International Certification and Participating in Exhibitions): 

Figure 4.1 shows the results of Expert Choice Software: 

  

Figure 4. 1 Ranking the Companies with regard to Quality 
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As an illustration, KAR-O-ANDISHEH which imports EBARA's chillers has the best 

quality among them based on experts' view.   

 

Figure 4. 2 Ranking the Companies with regard to Country of Origin 

Since KAR-O-ANDISHEH, PISHRO TAHVIEH NIA and MITSUBISHI are exclusive 

representatives of Japanese companies but SARMA AFARIN, ZAHESH and SARIOUYA 

are Iranian companies; the values of Japanese brand are the same (0.278). 
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Figure 4. 3 Ranking the Companies with regard to Technical Service 

 

 

Figure 4. 4 Ranking the Companies with regard to Former Resume 
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Figure 4. 5 Ranking the Companies with regard to International Certification 

 

 

Figure 4. 6 Ranking the Companies with regard to Ordering & Delivery Service 

This is the only factor which KAR-O-ANDISHEH access to the second position. 
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Figure 4. 7 Ranking the Companies with regard to Participating in Exhibitions 

 

 

Figure 4. 8 Ranking the Companies according to Extracted Factors 
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Figure 4.8 is the final output of Expert Choice Software which shows the final ranking 

the companies according to extracted factors.  

In Table 4.13, the comparison between two rankings based on experts' perceptions and 

according to extracted factors is revealed:  

Table 4. 13 Comparision of Companies Ranking  

Rank 
No. 

According to Expert's Perception 
(7 persons) 

According to Branding Factors which extracted 
in Previous Stage (2 persons) 

1 KAR-O-ANDISHEH KAR-O-ANDISHEH 

2 PISHRO TAHVIEH NIA PISHRO TAHVIEH NIA 

3 MITSUBISHI MITSUBISHI 

4 SARMA AFARIN ZAHESH 

5 ZAHESH SARMA AFARIN 

6 SARIPOUYA SARIPOUYA 

As can be seen above, the ranking of companies according to experts' perception is 

quite similar to ranking of companies based upon the extracted factors. Solely the position of 

SARMA AFARIN and ZAHESH has been changed. Therefore, we can conclude that the 

extracted parameters by using Delphi method can identify the B2B branding in HVAC 

industry in Iran.   

4.4 Summary 

By end of chapter 4 the critical factors and their relevant ranking has been uncovered. 

In the next chapter the result and conclusion of this research will be scrutinized.  
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Chapter Five 

Conclusion 

 

5 Chapter Five: Conclusion 

The last chapter includes the contribution of this thesis, after that, the research questions 

have been answered. Then, the managerial implications, limitation of research and further 

research have been illustrated.   

5.1 Contribution 

Providing that we categorize different contributions of a research into three major 

groups of empirical contribution, theoretical contribution and methodological contribution, 

this thesis has the second contribution.   
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5.1.1 Theoretical Contribution 

By discerning the crucial parameters of HVAC branding, the model of B2B branding in 

this industry is depicted:  

Industrial 
Branding

Quality

International Certification

Former Resume

Technical Service

Ordering & Delivery

Participating in Exhibitions

Country of Origin
 

Figure 5. 1 Propounded Model 

This model extracted by running the Delphi method among two panels (Academics and 

practitioners) in HVAC industry in Iran. A number of these parameters like country of origin, 

quality, technical services, ordering and delivery and participation in exhibitions were 

mentioned through the industrial branding literature, but former resume and international 

certification have been loomed in this disquisition.  

Then, with the purpose of result validation, a group of seven experts ranked six HVAC 

companies' brand sin Iran market based on their perceptions, after that a group of two 

professional experts again ranked these firms regarding to the extracted issues. Inasmuch as 

the results of these two groups were very similar together, the result of thesis was reliable. 
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5.2 RQ1: What are the critical parameters that affect on brand 
equity in HVAC industry in Iran? 

As extracted in previous chapter the crucial factors which influence on HVAC brand 

equity in Iran are: 

• Former Resume 

• Country of Origin 

• Technical Service 

• Ordering and Delivery Service 

• Participating in Exhibition 

• Quality 

• International Certification 

All of the professionals agreed that these are the significant factors in B2B industrial 

branding in HVAC in Iran. 

5.3 RQ2:  What is the most important factor that directly affect on 
brand equity in this industry? 

The most important factor of HVAC brand equity in Iran from practitioners and 

academians point of view is quality. A close examination of previous literature in chapter two 

revealed that this issue has been mentioned over and over by the columnists.  

5.4 RQ3: What is the ranking of these critical factors in HVAC 
branding in order to invest by the managers? 

Inasmuch as two panels were involved in this study, we have two rankings. Two 

rankings are very similar to each other, but they are not exact the same.  

Table 5. 1 Ranking the Extracted Factors from Academians' & Practitioners' Point of View 

Ranking Academians' point of view Practitioners' point of view 

1 Quality Quality 

2 Country of Origin Country of Origin 
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3 Technical Service Former Resume 

4 Former Resume Technical Service 

5 International 

Certification 

Ordering & Delivery 

Service 

6 Ordering & Delivery 

Service 

International 

Certification 

7 Participating in 

Exhibition 

Participating in 

Exhibition 

 

As depicted in Table 5.1, the positions of parameters 3 and 4 and also factors 5 and 6 

were inverted in two rankings. It is quite predictable since we have two independent panels. 

5.5 Managerial Implications 

According to the aforementioned model, the executive managers of HVAC companies 

should attend to these parameters in order to bolster their companies' brands. Concerning to 

these issues, they should allocate a sufficient amount of financial and human resources.  

Based on the explanation of experts, the process of ordering in Iranian companies is 

knotty. It seems that most of Iranian firms suffer from the lack of integrated system in the 

process of ordering and delivering. For instance, one of the professionals said that: "… most 

of the Iranian firms do not process the order by the e-mail. They solely recognize the official 

letters as the purchase inquiry." Another connoisseur said that "there is no integration in 

many of them (companies). We should explain the entire story about our request from 

beginning to the end for every person in sales department of companies in each contact."  

Another critical parameter in B2B branding is the country of origin. Iran market is 

much sensitive about the original country of applied components in HVAC equipments. 

Roughly, all of the experts in their responses have mentioned this factor.    

Technical services and technical consultant are vital concern in industrial branding. 

Technical services besides contains the issues about the installation, guarantee and warranty.  

It can be said that all of the companies in HVAC industry should invest in technical services. 

Since the installation processes of some the equipments like chillers and boilers are 
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convoluted and oftentimes the clients pay huge amount of money to the suppliers, they expect 

a complete pack of technical services on their tools. Besides, technical consultant about the 

equipments plays a critical role even in the purchasing process for the supplier.  

There exist some international standards in HAVC industry like ASME, ASHREA and 

a number of local standards in Iran. Most of purchasers emphasize on equipments having 

these standards. It is noteworthy that catching international standards are so pricey. 

It can be said that lots of companies in this industry every autumn participate in HVAC 

fair in Iran. The companies are akin to each other from this point of view.  

Former resume is somehow related to the word of mouth between the engineering 

communities. Undoubtedly, this is one of the most critical factors by considering the size of 

professional engineers in HVAC section. 

5.6 Limitation 

Investigating and discovering a vague research problem in constrained time may cause 

a number of limitations in current study. The limitation of this research has been categorized 

as follows: 

• Solely 36 experts have participated in data gathering process of this study. 

Consequently, the more sample would increase the confidence of the results of 

Kendall's W. 

• In the second stage of data verification process, it would better that more experts were 

participated. However, since the professionals were busy, it was impossible to gather 

all of them in a meeting simultaneously.  

5.7 Further Research 

• Performing this study by distributing the questionnaires among the engineers in order 

to ratify the extracted parameters. 

• Performing this disquisition in other industries like electrical installation, chemical 

industry and so on.  

• Discovering the inter-correlation among the extracted factors.  

• The hindrances of branding in HVAC industry in Iran. 
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• Discovering the benefits of industrial branding from financial point of view. 

•  Extracting the essential parameters which affect on industrial branding in western 

countries.   
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