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Abstract 

The concept of Green Brand Equity is based on the assumption that customers will be more 

favorable towards a firm’s brand when the firm provides products and services that satisfy 

the customers’ environmental needs. While environmental and brand management have 

been researched thoroughly in business-to-consumer (B2C) markets, similar research in 

business-to-business (B2B) contexts is still scarce. This study aims to contribute to 

environmental management and B2B brand research through an empirical study of 

customers’ perceptions of Green Brand Equity in industrial B2B markets. A qualitative study 

was conducted analyzing customers who purchase products from a brand of a Swedish high-

tech and global industrial engineering company. The findings suggest that although 

traditional aspects like price, quality and delivery performance are of high importance, 

customers in B2B markets also take environmental impact into consideration in their 

purchase decisions. The customers’ consideration of environmental impact mainly stemmed 

from the customer firms’ Green Policies, as well as the individual buyer’s Green Concerns. 

The findings further showed that supplier firms can strengthen Green Brand Equity through 

sustainability initiatives. By supporting the applicability of Green Brand Equity in a B2B 

context, this study contributes to the theoretical discussion as well as to practitioners in the 

field. 
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1. Introduction 

Business strategy concerns strategic decisions regarding products, services, competitive 

advantages and customer satisfaction. It highlights a firm’s market opportunities as well as 

the actions and resources needed to take advantage of those opportunities in a fulfilling way. 

(Surbhi, 2017) Two of the main types of competitive strategies that a firm can make use of 

are the low-cost strategy and differentiation. Companies can either strive to become the low-

cost provider in an industry or try to differentiate themselves from competitors on the market 

in other ways. Differentiation is essentially about making a business or brand stand out by 

offering unique features, benefits, services or other solutions to buyers on the market. 

(Kokemuller, 2018) 

 

It is often stated that branding and advertising are as old as human society. Although there 

was no use of words such as “brand”, “advertising” or “promotion” in the prehistoric age, 

these activities still existed in various forms in the activities of ancient civilizations (Starčević, 

2015, p. 179). The word brand is derived from Old Norse brandr meaning “to burn”. It refers 

to the practice of producers burning or engraving their mark or brand onto their products 

(Leibtag, 2014, p. 9). The original purpose of brands in ancient civilizations was to designate 

ownership, however, brands gradually came to distinguish the manufacturers from one 

another, and served an extended purpose as quality symbols (Yang et al., 2012). Over time, 

the concept of brand also came to emphasize the identity and reputation of traders, 

craftsmen and artists, as well as the origin and value of the goods (Starčević, 2015). The 

term brand has thus expanded from being solely a synonym of mark to a concept that covers 

significantly more. Leibtag (2014, p. 9) argues that brands as we know them today can be 

viewed as a promise to customers; people have an expectation of how their encounter with a 

brand will go based on factors such as previous encounters, what they have heard in the 

media, and what other people have told them about the brand. In modern times, branding 

has emerged as a top management priority due to the growing realization that brands are 

one of the most valuable intangible assets that a firm can have (Keller & Lehmann, 2006). As 

a way to make a brand stand out, firms can seek to identify the most important criteria 

requested by buyers in their market and then design products, services or other offerings in a 

way that best meets those criteria (Kokemuller, 2018). 
 

In recent years, the awareness of environmental impact has increased among consumers 

and other stakeholders (Chen, 2010). Today, companies cannot escape the general 

expectations of their responsibility in this field. They are expected to recognize their positions 

as societal actors whose actions have effects on the well-being of present as well as future 
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generations (Frostenson, 2012). Olsen et al. (2014) highlight the importance of 

environmental sustainability and refer to it as a top ten global consumer trend. Moreover, 

studies performed by scholars like Chen (2010) suggest that the growing interest in 

environmentalism has, in fact, had a positive impact on the sales of green and sustainable 

products. This was also reflected in the results from an international study conducted by 

Unilever in 2017, showing that a third of the consumers are now choosing to buy from brands 

that they believe are doing social or environmental good (Unilever, 2017).  

1.1 Problem formulation 

The increased demand for greener products and more sustainable practices gives 

businesses driven by differentiation strategies opportunities to make their brand stand out by 

offering environmentally sustainable products and services that meet or exceed the 

customers’ requests and demands. According to the Green Brand Equity concept introduced 

by Chen (2010), customers will be more favorable towards a firm’s brand when the firm 

provides products and services that satisfy the customers’ environmental needs. There are, 

however, still conflicting views within academia regarding the extent to which customers’ 

environmental awareness is influencing their purchasing behavior. Even though they 

perceive environmental issues as serious, their environmental attitudes do not always 

translate into environmental behaviors. (Papista & Krystallis, 2013) Former research has also 

indicated that it is unlikely that customers will compromise on traditional branding attributes 

such as price, quality and credibility over the greenness of a brand, as they have a tendency 

to discount future environmental problems more than other types of risks (Ng et al., 2014).  
 

One field that is especially unexplored in the context of environmental management is 

business-to-business markets (Fraj et al., 2013). Furthermore, most research knowledge on 

brand management, in general, has been predominantly derived from business-to-consumer 

(B2C) markets, while branding in business-to-business (B2B) markets has received notably 

less attention in the academic literature (Mudambi, 2002; Bengtsson & Servais, 2005; Leek & 

Christodoulides, 2011; Gomes et al., 2016). Traditionally, branding has been considered 

impractical in B2B markets due to the thousands of products involved, which makes it difficult 

for both marketers and purchasers to clearly acknowledge brand relevance (Bendixen et al., 

2004; Leek & Christodoulides, 2011; Gomes et al., 2016). Moreover, as exchange in B2B 

markets has been described as mainly rational and functional in nature, and branding on the 

other hand is associated with emotional value, branding has long been considered less 

important in B2B contexts (Leek & Christodoulides, 2011). Studies conducted over the past 

few decades are, however, starting to challenge this view and suggest that the individual 
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opinion and emotional factors in B2B purchases cannot be completely overlooked (Mudambi, 

2002; Lynch & de Chernatony, 2004; Gomes et al., 2016). 

 

Leek and Christodoulides (2011) request further research within many areas of B2B 

branding. Among other things, they have identified a need for further research regarding the 

components of industrial brand equity, as well as the compliance between customers’ 

perceptions of brands and the way companies want them to perceive brands. Moreover, 

Keränen et al. (2012) argue that the current body of B2B brand research is too supplier 

oriented, and Gomes et al. (2016) request more studies focusing on the buyers’ 

perspectives.  

 

This thesis aims to contribute to environmental management and B2B brand research 

through an empirical study of customers’ brand perceptions in industrial B2B markets. 

Gomes et al. (2016) suggest that it is important to view customers from their roles as buyers 

and develop an understanding of their decision-making processes in order to truly 

understand their perceptions of brands in B2B markets. Following their recommendation, the 

customers are studied from their roles as professional purchasers. With Chen’s (2010) model 

on Green Brand Equity, and additional literature on B2B branding and brand relevance in 

B2B purchasing contexts as a focal point, this thesis seeks to provide an increased 

understanding of Green Brand Equity and its potential applicability in B2B markets.     

1.2 Purpose and research question 

The purpose of this thesis is to explore how sustainability initiatives provided by supplier 

firms in industrial B2B markets affect how customers perceive the supplier firm’s brand. This 

is conducted through an empirical study of customers who are purchasing goods from 

Sandvik Coromant, which is a brand and branch of the high-tech and global industrial 

engineering company Sandvik AB. The study intends to build on previous research regarding 

the concept of Green Brand Equity and branding in B2B contexts by answering the following 

research question:  

 

How do an industrial firm’s sustainability initiatives affect its Green Brand Equity among 

customers in a B2B market? 
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2. Theory 

This chapter presents the theoretical framework, constituting the basis for studying the 

proposed research question. The concept of Brand Equity is first introduced in section 2.1. 

Placing Brand Equity in relation to green and environmental concerns, the concept of Green 

Brand Equity is then presented in section 2.2. The chapter continues with a discussion about 

B2B branding in section 2.3, brand relevance in B2B purchasing contexts in section 2.3.1, as 

well as benefits of strong B2B brands in section 2.3.2. Lastly, the chapter ends with an 

illustration and description of the analytical model, as can be viewed in section 2.4.  

2.1 Brand Equity 

Brand equity is a core concept of marketing, but there is no single and coherent definition of 

the term. Numerous definitions have been proposed, and the majority of them suggest that 

the power of brand lies in the minds of consumers (Leone et al, 2006; Buil et al., 2013). Seen 

from a financial perspective, other definitions consider brand equity as a monetary value of a 

brand to the firm (Simon & Sullivan, 1993; Buil et al., 2013). This study makes use of Aaker’s 

(1996, p. 8) classic definition of brand equity, being “the set of assets (and liabilities) linked to 

a brand’s name and symbol that adds to (or subtracts from) the value provided by a product 

or service to a firm and/or the firm’s customers”. David Aaker was one of the pioneers to 

address the topic of brand equity in academic literature in the early and mid 1990s, and is 

often credited as one of the scholars who highly contributed to develop the foundation for 

consumer-based brand equity research (Buil et al., 2013). Although this study takes a B2B 

perspective, the choice to make use of certain theories rooted in B2C branding is motivated 

by the fact that B2B branding research still is scarce, and consumer branding literature often 

is believed to provide a logical starting point for B2B branding research (Mudambi et al., 

1997; Keränen et al., 2012). Several studies on B2B branding performed by scholars like 

Michell et al. (2001), Biedenbach and Marell (2010), as well as Kim and Hyun (2010) have all 

utilized Aaker’s consumer-based framework. Moreover, the transference of consumer 

concepts to B2B contexts still needs to be tested (Keränen et al., 2012), which this study 

possibly can contribute to if certain theoretical concepts from B2C literature are allowed. 
 

According to Aaker (1996, p. 8), brand equity can be divided into five categories, namely 

Brand Loyalty, Brand Awareness, Perceived Quality, Brand Associations, and Other 

Proprietary Brand Assets. 
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Brand loyalty is the extent to which customers are loyal to the brand; it is often viewed as the 

source in brand equity and ultimately gives an indication of the firm’s future profits. It is 

important for a firm to have loyal customers in order to consolidate its market position. Brand 

loyalty also functions as a barrier to competition, as competitors do not want to spend 

unnecessary resources on customers who are too difficult to obtain. Aaker (1991, p. 40) 

describes brand loyalty through a model consisting of five levels that represent different 

stages of loyalty to a brand. The lowest level shows customers with no brand loyalty and the 

highest level shows customers with the highest commitment to the brand. The stages in 

between include habitual buyers, satisfied buyers and buyers who like the brand.  
 

Brand awareness is the extent to which a brand is known among the public. It functions as a 

necessary base for a firm to communicate attributes connected to their brand. Moreover, the 

awareness establishes a relationship between the firm and its customers. Most importantly, 

brand awareness is a crucial aspect of brand equity since consumers tend to buy brands that 

they are familiar with as opposed to unknown brands. (Aaker, 1991, p. 63)  
 

Perceived quality is the extent to which a brand is considered to provide good quality 

products. Results from several studies have shown a positive correlation between customers’ 

perceived quality of products and a firm’s financial results. Perceived quality is also credited 

for improving other aspects of how a brand is viewed among customers; customers who are 

satisfied with the quality of a product tend to view other aspects of the firm’s brand favorably 

as well. Many businesses thus consider perceived quality as an important strategic direction. 

(Aaker, 1996, pp. 17-19) 
 

Brand associations are the associations triggered by a brand. When consumers are exposed 

to a brand, they tend to directly or indirectly make associations to things stored in their 

memories. Positive brand associations are very important for a number of reasons. For 

instance they differentiate the brand, help the consumers to understand information, and give 

potential customers reasons to purchase products or services from a certain brand. (Aaker, 

1991, p. 111) 
 

Other proprietary brand assets include things like patents and intellectual property right, as 

well as relationships with trade partners. A brand’s competitiveness grows as it accumulates 

more proprietary rights. (Aaker, 1996, p. 8)  
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2.2 Green Brand Equity 

Chen (2010) can be credited as one of the first scholars to explore the concept of brand 

equity in relation to green and environmental concerns. A few years into the new millennium, 

Chen et al. (2006) acknowledged that stricter international environmental regulations, as well 

as increased environmental consciousness among consumers, have significantly impacted 

industries all over the world the past few decades. Already having presented evidence that 

green product- and process innovations have a positive impact on corporate competitive 

advantage (Chen et al., 2006), Chen (2010) later developed and introduced the concept of 

Green Brand Equity and its three drivers: Green Brand Image, Green Satisfaction and Green 

Trust, see figure 1.    

 

The Green Brand Equity concept is based on the general assumption that customers will be 

more favorable towards a firm’s brand when the firm provides products and services that 

satisfy the customers’ environmental needs. This assumption and its relevance are further 

supported by the recent dramatically increased sales of environmentally friendly products, as 

well as many customers’ willingness to pay higher prices for green products. (Chen 2010) 

 
Figure 1. Green Brand Equity and its three drivers (Chen, 2010, p. 312) 

 

Based on Aaker’s (1996, p. 8) definition of Brand Equity, the concept of Green Brand Equity 

is defined as "a set of brand assets and liabilities about green commitments and 

environmental concerns linked to a brand, its name and symbol that add to or subtract from 

the value provided by a product or service” (Chen, 2010, p. 310). The strength of Green 

Brand Equity can be measured through customers’ willingness to buy products from a certain 

brand instead of another due to its environmental commitments, even though the products 

are equally satisfactory in other aspects. A firm that demonstrates very strong Green Brand 

Equity can even expect customers to prefer its brand to others even though competitors on 

the market make the same environmental commitments. (Chen, 2010)  
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Chen (2010) further argues that a firm’s overall Green Brand Equity is positively influenced 

by its three drivers: Green Brand Image, Green Satisfaction and Green Trust. Green Brand 

Image is defined as "a set of perceptions of a brand in a consumer's mind that is linked to 

environmental commitments and environmental concerns" (Chen, 2010 p. 309). The 

customers’ perceptions of Green Brand Image can be measured through their belief that the 

brand is a benchmark for environmental commitments, if they consider the brand to have a 

professional reputation about environmental concerns, the brand’s success in its 

environmental performance, whether or not the brand has a well established environmental 

concern, and if the brand is trustworthy about its environmental promises (Chen, 2010). 

 

Green Satisfaction is defined as "a pleasurable level of consumption-related fulfillment to 

satisfy a customer's environmental desires, sustainable expectations, and green needs 

(Chen, 2010, p. 309). The strength of Green Satisfaction can be measured through 

customers’ contentment about the decision to choose a brand because of its environmental 

commitments, their belief that it is the right thing to choose the brand due to its environmental 

performance, and their satisfaction to buy the brand because of its environmental concern 

and environmentally friendly offerings (Chen, 2010).  

 

Green Trust is defined as "a willingness to depend on a product, service, or brand based on 

the belief or expectation resulting from its credibility, benevolence, and ability about its 

environmental performance” (Chen, 2010, p. 309). Customers’ Green Trust in a brand can be 

measured through their feelings that the brand’s environmental commitments are generally 

reliable, that the brand’s environmental performance is generally dependable, that the 

brand’s environmental argument is generally trustworthy, that the brand’s environmental 

concern meets their expectations, and that the brand keeps its promises and commitments 

for environmental protection (Chen, 2010).  

2.3 B2B Branding 

Branding is a discipline that has been derived from B2C markets, and particularly from fast 

moving consumer goods. As the organizational decision making process preceding a B2B 

purchase traditionally has been viewed as mainly rational and functional, and branding on 

the other hand is associated with emotional value, branding has long been considered less 

important in B2B contexts. Due to the belief that customers in industrial markets are 

unaffected by the emotional values corresponding to brands, the discipline of branding in 

B2B markets has also received notably less attention in the academic literature. (Leek & 
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Christodoulides, 2011) However, more recent research suggests that both B2C and B2B 

brands need to engender trust and develop both cognitive and affective ties with 

stakeholders (Lynch & de Chernatony, 2004; Leek & Christodoulides, 2011).  
 

The newfound interest in B2B branding can be traced to various changes in the business 

environment, such as increasing homogeneity of product quality and the decreasing number 

of personal relationships due to digital communications (Baumgarth, 2010; Leek & 

Christodoulides, 2011). Furthermore, as former order-winning criteria such as reliability and 

quality now are starting to be regarded minimum requirements, the pressure on firms to build 

trust through brands has increased (Lynch & de Chernatony, 2007; Gomes et al., 2016). 

Similarly, as price and tangible attributes of products in highly competitive B2B markets 

oftentimes only differ slightly, companies are starting to differentiate themselves through 

services, company brands, and brands at the product level (Mudambi, 2002).  

2.3.1 Brand relevance in B2B purchasing contexts 

To truly understand the relevance of brands for customers in industrial B2B settings, it is 

important to view the customers from their roles as purchasers and develop an 

understanding of their decision-making processes (Gomes et al., 2016).  
 

Industrial products are defined as “products used in manufacturing that are not marketed to 

the general consuming public”, including goods, services, capital goods and consumable 

items (Mudambi et al., 1997, p. 435). In industrial markets, it is crucial that decisions add 

value to the buying organization and are financially feasible (Blombäck and Axelsson, 2007; 

Gomes et al. 2016). B2B purchase decisions usually also involve more people than 

consumer purchase decisions, which makes the process more complex (Brown et al., 2007; 

Gomes et. al. 2016). Branding has generally been considered impractical in B2B markets 

due to the large number of products involved (Bendixen et al., 2004; Leek & Christodoulides, 

2011; Gomes et al., 2016). Moreover, exchange in B2B markets has been described as very 

rational in nature as it is “driven by precise and technical specifications and by business 

buyers who are professional, active customers that carefully evaluate accordingly, indicating 

that emotional impact and impulse purchases are rare in industrial markets” (Gomes et al. 

2016, p. 195). Research over the past few decades is, however, starting to challenge this 

view and suggests that the individual opinion and emotional factors in B2B purchases cannot 

be completely overlooked. Mudambi (2002), Lynch and de Chernatony (2004), as well as 

Gomes et al. (2016), argue that the individuals who are involved in B2B purchase decisions 

are likely to be influenced by both cognitive and affective factors. Although buyers to a large 

extent are concerned about their organization’s economic performance, they are also 
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interested in achieving recognition (Davis et al., 2008). Professional buyers take pride in 

making the right choices, and such choices can lead to self-expressive benefits when they 

use purchases to say something about themselves and their companies (Mudambi, 2002). 

Moreover, buyers in B2B settings feel emotional security when purchasing brands with 

strong and positive images (Davis et al., 2008). According to Gomes et al. (2016, p. 195), 

industrial buying decisions are likely to be “both rational and emotional, as they serve both 

the organization and the individual’s needs”. 

 

Brands are not, however, equally important to all firms, all customers or in all purchase 

situations (Mudambi, 2002; Gomes et al. 2016). The value of a strong brand may depend on 

the complexity of the purchase situation, which can take the shape of a pure repurchase, a 

modified re-buy situation, or a completely new purchase. In routine repurchases, brands are 

mainly viewed as drivers of loyalty, while in new purchases brand recognition and promises 

may encourage a change in purchasing preferences (Gomes et al. 2016). As it is not rare for 

several people with a wide variety of backgrounds and experiences to be involved in the 

same B2B purchase decision, there is often a need to achieve consensus and reach a group 

decision (Brown et al. 2007; Gomes et al. 2016). Each member taking part in the decision-

making process may not only give importance to different decision criteria and evaluate risks 

in various ways, but may also perceive the relevance of brand differently (Gomes et al. 

2016).  

2.3.2 Benefits of strong B2B brands 

Leek and Christodoulides (2011) argue that strong B2B brands lead to several benefits both 

for buyers and suppliers, as listed in figure 2 below. Among other things, they suggest that 

strong B2B brands can increase buyers’ confidence in their choice, as well as their 

satisfaction. Moreover, brands are useful for reducing the level of perceived risk and 

uncertainty in purchase processes. A strong B2B brand also provides the purchaser comfort 

and the intangible but important “feel good” factor. The firm buying the product can also gain 

legitimacy through the incorporation of a branded product and enjoy benefits of being 

associated with a reputable company. The supplier firm can benefit from a strong B2B brand 

in many ways too. For instance, branding has a positive impact on the perceived quality of 

the product or service offered. A strong brand will also increase the demand for the product, 

which allows the supplier to charge higher prices. Moreover, customer loyalty tends to grow 

in relation to the brand’s strength. 
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Figure 2. Benefits of strong B2B brands (Leek & Christodoulides, 2011, p. 831) 

 

2.4 Analytical model 
Based on the theoretical framework, figure 3 below illustrates the suggested analytical 

model. The core concept of Green Brand Equity is influenced by its three drivers: Green 

Brand Image, Green Satisfaction and Green Trust. These are, however, not explicitly stated 

in the illustration of the model, as they are to be viewed as embedded in the concept of 

Green Brand Equity rather than as separate entities. Moreover, since Chen’s (2010) model 

on Green Brand Equity takes a consumer focus, and this study seeks to explore Green 

Brand Equity in a B2B context, the analytical model considers an individual buyer’s Green 

Concerns and a buyer firm’s Green Policies as additional aspects linked to Green Brand 

Equity. The additions are not drivers to Green Brand Equity per se, but rather requirements 

for the Green aspect of Green Brand Equity to be of importance in a B2B setting. The 

additions are based on recent claims within purchasing literature made by Mudambi (2002), 

Lynch and de Chernatony (2004), and Gomes et al. (2016), suggesting that professional 

purchasers representing a firm are affected both by the cognitive factors mainly related to the 

requirements from the firm, but also affective factors related to their own individual 

preferences. These cognitive and affective factors both influence the choices professional 

purchasers make.  

 

The analytical model hence suggests that a firm’s Green Policies or an individual 

professional purchaser’s Green Concerns may affect how the purchaser perceives Green 

Brand Equity in B2B purchases. An assumption is made that firms with extensive Green 
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Policies or an individual professional buyer with significant Green Concerns will recognize 

and value sustainable practices and initiatives provided by supplier brands more than firms 

with moderate Green Policies and individual professional buyers with insignificant Green 

Concerns will do. If a supplier firm’s sustainable practices receive more recognition from a 

buyer, it should ultimately strengthen the buyer’s perception of Green Brand Equity for that 

supplier firm’s brand.   

 

Lastly, the supplier firm’s sustainability initiatives are illustrated in the model, as the study 

seeks to explore how sustainability initiatives affect customers’ perceptions of Green Brand 

Equity in a B2B setting. The influence of sustainable offerings from the supplier firm is highly 

relevant to Green Brand Equity, as the concept is based on the assumption that customers 

will be more favorable towards a firm’s brand when the firm provides products and services 

that satisfy the customers’ environmental needs. 

 

 
 

Figure 3. Analytical model illustrating Green Brand Equity in a B2B context  

 

 



	
12	

3. Method 
This chapter discusses the methodological choices made throughout the study, as well as 

the reasoning behind those. Firstly, the research strategy and design are presented in 

section 3.1. This is followed by a discussion of the research approach in section 3.2. The 

selection of customers for the study is discussed in section 3.3, and a presentation of the 

interview guide follows in section 3.4. Continuing the chapter, the choice of semi-structured 

interviews is discussed in section 3.5, and the selection of informants in section 3.5.1. Lastly, 

the chapter presents the interpretation of collected data in section 3.6, a method discussion 

in section 3.7, and ethical considerations in section 3.8. 

3.1 Research strategy and design  
The research strategy in this study is of a qualitative nature due to the belief that the 

research question could better be answered through the allowance of certain depth and 

complexity in the responses. As the study sought to examine how sustainability initiatives 

affect industrial customers’ perceptions of Green Brand Equity, there was a preference to 

allow representatives from the customer firms to freely discuss the research area of interest 

using in their own words, rather than steering them towards a selection of predetermined 

responses. As argued by Bryman and Bell (2015, p. 392), qualitative research tends to be 

concerned with words rather than numbers, and thereby allows for greater variety in 

responses. Moreover, the responses collected through qualitative studies are usually more 

elastic and complex than those collected through quantitative studies (Saunders et al., 2016, 

pp. 568-569). The selection of a qualitative study was further motivated by scholars like 

Mudambi et al. (1997) expressing a need for broader qualitative research in the field of 

branding in industrial markets. Keränen et al. (2012) also highlight that most former studies 

concerning B2B branding have been quantitative in nature, and that extensive use of 

quantitative methods in a field that has not yet gained maturity is not likely to produce 

compelling field research. Hence, they also call for more qualitative studies in the field.  
 

This study follows the research design of a cross-sectional or correlational study, which 

means that cause and effect variables are measured at the same time (Ghauri & Grønhaug, 

2005, p. 68). As this study sought to explore how a firm’s sustainability initiatives may 

influence its customers’ perceptions of Green Brand Equity, the cross-sectional research 

design seemed appropriate for this study. Blumberg et al. (2011, p. 149) argue that although 

cross-sectional studies represent a snapshot of one point in time, and longitudinal studies on 
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the other hand investigate a phenomenon over a longer period of time, some benefits of 

longitudinal studies actually can be revealed through cross-sectional studies as well. This 

can be accomplished through questions that ask about past attitudes, as well as future 

expectations. It is, however, important to interpret responses to such questions with care. 

3.2 Research approach 
This study is based on an abductive research approach. Unlike the traditional deductive and 

inductive research approaches, in which the former is concerned with testing theory in the 

real world and the latter about generating new theory from collected data, the abductive 

research approach allows the researcher to constantly shift between theory and empirics. 

The abductive logic is rooted in the idea of systematic combining, which is a process where 

the theoretical framework, empirical fieldwork, and case analysis evolve simultaneously. This 

approach is particularly useful when the researcher wishes to expand their understanding of 

theory and empirical phenomena. The abductive research approach further facilitates 

learning, being the very essence of research, since learning takes place in the interplay 

between search and discovery. (Dubois & Gadde, 2002)  
 

During the research process, I have continuously studied more theory within the area of 

interest in order to develop a better understanding of the field. This approach is compliant 

with Dubois and Gadde’s (2002) description of an abductive process. As I have seen the 

potential for adjustment and improvement of the selection of theory that originally constituted 

the foundation of this study, I decided to make use of this research approach. The abductive 

research approach has allowed me to rework and improve the analytical model after careful 

and critical examination.  

3.3 Selection of customers 
Once the aim and research question had been clearly defined, it was clear that contact with 

buyers in industrial B2B markets was needed in order to find an answer to the research 

question. Since I, as an author, currently am employed by the firm Sandvik Coromant and 

have a preunderstanding of the firm’s business, the idea of studying buyers of Sandvik 

Coromant’s products quickly came to constitute a natural starting point for the study. The firm 

Sandvik Coromant had also expressed an interest in taking part in a study providing them 

new insights on their brand in relation to sustainability aspects, which was in line with my 

research area of interest. 
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Sandvik Coromant is a branch and brand of the Swedish high-tech and global industrial 

engineering group Sandvik AB that produces and sells tools and tooling systems for 

industrial metal cutting (Sandvik, 2018). Common to all the customers in this study is that 

they buy tools from Sandvik Coromant that will be used for manufacturing in their own 

firms. Sandvik Coromant is the world’s leading supplier of tools and know-how to the 

metalworking industry. According to their website, Sandvik Coromant believes in 

partnerships and sharing expertise and knowledge with their customers and partners in 

industries such as automotive and aerospace. (Sandvik Coromant, 2018a) They also believe 

in value creation through services and continuously work to increase efficiency, profitability, 

sustainability and knowledge in the field of metal cutting (Sandvik Coromant, 2018b). The 

firm strives to help their customers make their products and processes greener and more 

efficient. An example of this is Sandvik Coromant’s new-life cycle program, in which their 

customers’ worn out carbide tools are bought back to be reconditioned or recycled (Sandvik 

Coromant, 2018c). Sandvik Coromant’s desire to act sustainably makes the firm’s customers 

an interesting unit of analysis for this study. 
  

As an initial step in the process of finding relevant participants for this thesis, a number of 

Sandvik Coromant’s sales units were contacted by email explaining the purpose of the study. 

The sales unit representatives, who have regular and oftentimes daily contact with the 

customers, were asked to further distribute the request for participation among customers 

who they considered relevant for the study. Similarly, sales managers and key account 

managers were also contacted and asked to help distribute the request among customers 

they found relevant for the study. 
  

Representatives from six different customers of Sandvik Coromant’s products agreed to take 

part in the study, see table 1 presented in section 3.5.1 below. All of them were actively 

involved in their firms’ purchasing processes, however, not all of them worked solely as 

purchasers for their firms. This was especially noticeable in the small-sized firms, where the 

purchasing function was integrated into other positions. Hence, not all the customer 

representatives have purchaser or buyer as an official job title, but all of them are actively 

involved in the purchasing process and have a central role in the procurement of goods 

and/or services for their firms. The classification of small, medium and large sized firms was 

solely based on a comparison between the different firms taking part in the study. Firms with 

less than one hundred employees were classified as small-sized, while firms with a staff 

between one hundred and one thousand employees were classified as medium-sized. Two 

firms significantly exceeded the others in numbers of employees and were therefore 

classified as large-sized firms. 
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3.4 Interview guide 
In order to apply the sometimes abstract theoretical concepts to a real-life context, the 

theoretical terms were operationalized, or translated, into questions. These questions 

captured the core of the theoretical concepts and constituted the foundation for the interview 

guide. An elaboration of how the different concepts have been integrated into the interview 

guide follows below, and the interview guide can be viewed in full in appendix 1. 

 

The interview guide initially introduced questions encouraging the informants to describe 

what aspects and factors they value the most in a supplier, as well as sharing their 

associations towards Sandvik Coromant’s brand. Stemming from recent claims made by 

scholars like Mudambi (2002), Lynch and de Chernatony (2004), as well as Gomes et al. 

(2016), suggesting that the emotional impact in B2B purchase decisions may be more crucial 

than previous research has suggested, these questions sought to explore how individuals 

who are involved in B2B purchase decisions are influenced by cognitive and affective factors, 

respectively. 

  

The next set of questions prompted the informants to describe whether or not their firms 

have any formal company policies or requirements regarding sustainability, and how such 

policies and requirements may influence their selection of suppliers. The informants were 

also asked to describe how important it is for their firms to be associated with suppliers that 

take responsibility for their environmental commitments. These questions attempted to 

distinguish any formal or informal Green Policies the firms might have implemented. As 

suggested by Mudambi (2002), professional buyers take pride in making the right choices, 

and use purchases to say something about themselves and their companies. Wanting to 

make the right choices that ensure compliance with company policies and norms, buyers 

representing firms that have implemented Green Policies affecting the procurement of goods 

and services will likely consider sustainability aspects in their purchases.  

  

Moving on, the interview guide presented questions revolving around Sandvik Coromant’s 

sustainability initiatives, with a particular focus on the new-life cycle carbide-recycling 

program. Based on Chen’s (2010) reasoning that customers will be more favorable towards a 

firm’s brand when the firm provides products and services that satisfy the customers’ 

environmental needs, questions regarding the informants’ opinions about the carbide-

recycling program were posed. This set of questions was largely based on Chen’s (2010) 

definitions of Green Brand Equity and its three drivers: Green Brand Image, Green 

Satisfaction and Green Trust. 
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After having discussed environmental sustainability from the role of representatives for their 

respective firms, the informants were asked if they consider sustainability aspects in the 

purchases they make in their private roles outside of work. This question was asked to 

explore the individual professional buyer’s Green Concerns. Similarly to the early questions 

asked in the interview, this question was also rooted in the claims made by Mudambi (2002), 

Lynch and de Chernatony (2004), as well as Gomes et al. (2016), suggesting that emotional 

factors may have an impact on B2B purchase decisions. Mudambi’s (2002) reasoning that 

professional buyers take pride in making the right choices, and that such choices can lead to 

self-expressive benefits when they use purchases to say something not only about their 

companies, but also about themselves, yet again constituted the basis for this question. To 

understand if the professional buyers may gain emotional self-expressive benefits by using 

purchases to say something about their own environmental concerns, it was of interest to 

find out how much they valued environmental sustainability in their private purchases outside 

of work. 
  

Lastly, a few questions were asked about the informants’ preferences for packaging 

materials used by Sandvik Coromant. These questions were mainly added as Sandvik 

Coromant expressed a wish to collect this information from customers in order to use in the 

evaluation of new packaging solutions. Only one of these questions was relevant for this 

study, and the responses to the remaining questions were compiled and presented 

separately to Sandvik Coromant. However, for the sake of transparency, all questions have 

been included in the interview guide. The theme of sustainable packaging materials did, 

nevertheless, allow for a question considering prices and whether or not the informants 

would accept a higher price for a product from Sandvik Coromant that makes use of more 

sustainable and environmentally friendly packaging. This is the question that was included in 

the study, as it was relevant to the theoretical concepts studied. As argued by Chen (2010) 

many customers are willing to pay higher prices for greener products, and firms that 

demonstrate strong Green Brand Equity can hence benefit from charging higher prices for 

their products. Leek and Christodoulides (2011) apply the same reasoning to a B2B context, 

although in a more general sense, arguing that a strong brand will increase the demand for 

the product, which ultimately allows the supplier to charge higher prices. 

3.5 Semi-structured interviews 
The data in this study was collected through semi-structured interviews, which means that an 

interview guide with a number of questions and topics to be covered during the interviews 
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was prepared in advance (Bryman & Bell, 2015, p. 481). The questions were developed to 

reflect specific topics that were of interest to be addressed, and the structure of the interview 

guide initially presented relatively general and broad questions before the more complex and 

context-specific questions concerning the very core of the study were introduced. The 

interview guide was intentionally structured this way to make the informants feel more 

comfortable in the interview situation from the start. However, as the interviews proceeded 

and the informants started addressing more complex topics and questions, the sequence of 

questions as lined up in the interview guide was not always followed. In some cases when 

the informants were addressing one specific question they naturally began elaborating on the 

topic, ending up covering other questions too. In such cases, some questions from the 

interview guide were left out as the informants had already addressed them.  

 

The sequence of questions was also sometimes slightly adjusted to better fit the pattern of 

the conversation. As argued by Saunders et al. (2016, p. 391), semi-structured interviews 

allow for the order of the questions to be changed in order to follow the pattern of the 

conversation in a natural way. The interview process is further characterized by its flexibility 

as questions that are not included in the guide still can be asked when the interviewer picks 

up on things said by the interviewees (Bryman & Bell, 2015, p. 481). The interview guide 

used in this study was limited to a total of 18 questions, see appendix 1. However, various 

amounts of additional questions were asked during each interview depending on the 

responses received from the informants. Follow-up questions stemming from the topics 

discussed during the interviews are especially useful when the interviewer wishes to gain 

more in-depth responses from the interviewees. Semi-structured interviews are typically used 

when it is necessary to understand the reasons for the respondents' decisions or their 

attitudes and opinions (Saunders et al., 2016, p. 394). 
 

As Sandvik Coromant is a global actor that sells products to customers in many different 

regions and countries, the geographical distances between various customers are 

substantial. Due to the long geographical distances, telephone interviews and Skype 

interviews were chosen as a preferred method. In order to best meet the participants’ 

preferences, the informants were given the opportunity to freely choose between telephone 

or Skype interviews. One main advantage of telephone interviews is that the access to 

informants increases, as distances and other circumstances do not prevent the conduction of 

interviews (Saunders et al., 2016, p. 421). Although both telephone and Skype interviews 

provide flexibility regarding location and last-minute adjustments to the scheduling of the 

interview, the latter also provides a webcam option that allows for an interview situation 

similar to that of a face-to-face interview. According to Bryman and Bell (2015, p. 675), some 
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researchers highlight the visual element as an obvious advantage in favor of Skype 

interviews over traditional telephone interviews. The interviews in this study that were 

conducted over Skype did not, however, make use of the webcam option. The decision to 

only make use of the voice call option was mainly based on the informants’ preferences, as 

well as the desire to conduct all interviews under as similar conditions as possible. As all 

interviews were conducted using voice calls, the differences between the telephone based 

and Skype based interview situations were minor. However, Skype interviews are not free 

from limitations; potential technological problems, fluctuations in the quality of the 

connection, and the fact that familiarity with Skype by no means is universal, are all aspects 

to take into consideration when conducting interviews through Skype or other similar online 

platforms (Bryman & Bell, 2015, p. 675). The former issue concerning fluctuations in the 

quality of the connection was prominent in one of the Skype interviews in this study, where 

the call was cut off and had to be restarted twice during the interview. In order to not let such 

disturbing moments affect the data collection too much, certain questions had to be repeated 

once the connection was reestablished. Small moments of distraction leading to a need for 

repetition of questions also occurred during a few of the telephone based interviews, as 

some of the interviewees were distracted by questions from their coworkers or noise from the 

surroundings, such as machines in progress in the workshops.  

3.5.1 Selection of informants 

The informants in this study were selected through purposive sampling, which is a sampling 

approach in which participants are chosen strategically with reference to the goals of the 

research (Bryman & Bell, 2015, p. 430). The participants are hence chosen based on the 

belief that they can contribute with valuable insights needed to understand a certain 

phenomenon (Bryman & Bell, 2015, p. 429).  
 

All interviews except one were conducted in a sequence on Monday, April 29th 2019. Two 

interviews took place in the morning and the remaining three interviews in the afternoon. 

Scheduling and conducting the majority of the interviews on the same day was not a 

deliberate decision made in advance, however, the nature of the telephone and Skype based 

interviews allowed for this possibility. All participants were given the opportunity to select a 

date and time from a number of propositions or to provide their own preferred date and time 

when scheduling an interview. Out of coincidence, five informants expressed a desire to 

schedule the interview on the same day and I tried to meet this request.  
 

Following an opportunity to conduct a sixth interview, an additional interview took place on 

Friday, May 10th 2019. Although the data collected in the first five interviews showed certain 
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saturation, and I already was in the process of analyzing the data when the possibility to 

interview another informant emerged, the sixth interview was still decided to be conducted in 

hopes of further confirming the indicated saturation. The decision to include the sixth 

interview was further motivated by the fact that the final informant represented a large-sized 

firm, which contributed to an equal representation of small, medium and large-sized firms in 

the study. The final selection of informants hence came to include two representatives from 

each category. Almost all interviews were completed within the same time frame, and the 

average duration of each interview was approximately half an hour. 
 

Table 1. Overview of informants 

Position of 
informant and job 
title 

Description and size of firm Type of 
interview 

Date of 
interview 

Informant 1: 

Workshop Manager 
 

Small-sized firm in the metal cutting 

processing industry 

Telephone April 29th 

2019 

Informant 2:  

Sales Coordinator 
 

Small-sized precision engineering 

firm 

Skype April 29th 

2019 

Informant 3:  

Supply Technician 
 

Medium-sized firm specializing in 

mechanical manufacturing 

Telephone April 29th 

2019 

Informant 4: 

Indirect Material 

Buyer  
 

Medium-sized firm specializing in 

manufacturing of components and 

systems 

Telephone April 29th 

2019 

Informant 5:  

Senior Commodity 

Buyer 
 

Large-sized firm in the automotive 

industry 

Skype April 29th 

2019 

Informant 6: 

Control Account 

Manager for 

Procurement 

Large-sized firm specializing in 

manufacturing of assemblies for the 

aircraft industry 

Telephone May 10th 

2019 
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3.6 Interpretation of collected data 
Interviews that are conducted by telephone or Skype provide the opportunity to record the 

call. Such recordings do not only facilitate the analysis of data, but also increase the 

credibility as the researcher can relisten to the interviews several times. Recordings also 

contribute to an accurate and objective documentation of interviews. (Saunders et al., 2016, 

pp. 412-413) After being informed of the purpose of the recording, all participants in this 

study were requested to accept or decline the proposal of being recorded. All informants 

willingly agreed to be recorded and their consent allowed me to use direct quotes in the 

thesis.  
 

After having transcribed the interviews from the recordings, I began the process of 

interpreting and coding the data. Coding of material is used to categorize data that have 

similar meanings. As argued by Saunders et al. (2016, p. 580), transcribed material can 

more easily be reviewed and clarified through coding. When analyzing the transcribed 

material, I searched for natural connections and found some recurring expressions among 

the informants' answers. They were used as in vivo codes, meaning that similar answers or 

variants of the same terms received the same coding (Saunders et al., 2016, pp. 582-583). 

Other responses had similar meanings, but were expressed differently by the informants. 

These responses were instead coded with regard to the core meaning of the informants' 

expressions and claims. To help structure the interpretation, I made use of color-coding in 

which each code was represented by a specific color.  
 

Bryman and Bell (2015, p. 595) stress the importance of coding to involve multiple steps, as 

the material is further processed each time it is reviewed. In line with their suggestion, I have 

carefully reread the transcripts and reviewed the codes multiple times throughout the 

interpretation process. This has allowed me to develop a deeper understanding of the 

collected data and detect patterns in the informants’ responses that were initially not 

recognized.  

3.7 Method discussion 
Bryman and Bell (2015, p. 414) claim that qualitative studies sometimes have been subject 

to criticism due to lack of transparency. In an attempt to reach transparency in this study, I 

have tried to provide the reader with insights into the choices made throughout the research 

process. This includes documentation of the method choices, such as motivation of the 

selected unit of analysis, a presentation of how the interviews were conducted, as well as a 

description of how the collected data was interpreted, coded and analyzed.  
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In addition to transparency, I have attempted to consider reflexivity in the research process. 

Reflexivity refers to the assumption that the researcher’s prior knowledge, experiences, and 

attitudes are likely to influence the interpretation of the phenomenon studied (Bryman & Bell, 

2015, pp. 40-41). In order to involve elements of reflexivity in the research process, Bryman 

and Bell (2015, p. 714) stress that researchers should reflect on the implications of their 

methods, values, biases and personal assumptions. Following their recommendation, I have 

attempted to account for possible biases by reconsidering and requestioning the outcomes of 

the study multiple times throughout the interpretation process.  

Lastly, I have also considered transferability when evaluating the research process. The 

concept of transferability concerns whether or not conclusions drawn from one study can be 

applicable to other contexts (Bryman & Bell, 2015, p. 402). Since the informants in this study 

did not constitute a statistically proven selection, no statistical generalizations can be made 

from this study and this thesis neither aims nor claims to do so. Bryman and Bell (2015, p. 

414) argue that qualitative studies constitute a poor basis for generalization to other settings, 

and suggest that findings from qualitative studies are to generalize to theory rather than to 

populations. In line with their recommendation, I have aimed to generalize to theory and not 

population.  

3.8 Ethical considerations 
The fact that I, as an author, am employed by the company whose customers are used as a 

unit of analysis in this study presents some ethical challenges to take into consideration. 

Performing a study related to a brand that I have a professional relation to may constitute a 

concern for bias that could influence the collection as well as analysis of data. As an 

employee it is unrealistic to completely separate my role as a researcher from that of an 

employee, but I am aware of the risks it imposes and have taken this challenge seriously 

throughout the entire research process. Aside from the concern for bias, there is also a risk 

that I have access to information that the company is reluctant to share publicly. To prevent 

that any confidential information is published, a representative from the company was given 

the opportunity to read the thesis before final submission. Bryman and Bell (2015, p. 134) 

lists informed consent, or lack of, as one of the main ethical considerations in business 

research. They further argue that “prospective research participants should be given as 

much information as might be needed to make an informed decision about whether or not 

they wish to participate in a study” (Bryman & Bell, 2015, p. 139). To ensure an ethically 

justifiable conduction of the study, all informants were informed about the purpose of the 
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study and what the empirical data were going to be used for before they gave their consent 

to take part in an interview.  

4. Empirical findings 

This chapter presents the empirical findings from the interviews with the six informants. 

Focus lies on the purchasers’ opinions about sustainability initiatives provided by Sandvik 

Coromant, where the carbide-recycling program constitutes a particular focal point. The 

presentation of the findings is divided into three categories, starting with findings from 

interviews with the small-sized firm representatives in section 4.1. This is followed by findings 

from interviews with the medium-sized firm representatives in section 4.2, and findings from 

interviews with the large-sized firm representatives are presented in section 4.3. Lastly, the 

chapter presents a summary of the findings in table 2. The chapter also includes selected 

citations from the informants to help illustrate the findings.  

4.1 Small sized firms 

Starting with the two small-sized firm representatives, Informant 1 considered price, delivery 

performance and quality as the most valuable aspects in a supplier. Informant 2 did not 

highlight price as one of the most crucial factors affecting her firm’s selection of suppliers, but 

did indicate that equal prices among different suppliers allowed for other aspects like 

relationships to be valued, stating “I do believe relationships are important […] because you 

build a relationship up with a particular person and you know the prices are going to be equal 

across both [the potential suppliers], I’d probably go on relationship” (Informant 2). In addition 

to relationships, Informant 2 argued that good service from the supplier was an important 

factor. 

  

Both Informant 1 and Informant 2 admitted sustainability aspects not to constitute a 

requirement in the procurement of goods and services for their firms. Aside from that, their 

responses did, however, differ significantly when discussing the importance of environmental 

sustainability and the way environmental consciousness influence their purchase decisions. 

Informant 1 was hesitant if his firm had implemented any sustainability policies, and out of 

uncertainty he neither wanted to confirm nor decline this. Informant 2 claimed that her firm 

did not have a formal sustainability policy, but stressed that such concerns still were of 

importance to the firm, suggesting “We don’t have a formal policy as a company, we try to be 

ethical and sustainable but it’s not an official company policy” (Informant 2). Informant 1 did 

not consider it important for his firm to be associated with suppliers that take responsibility for 
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their environmental commitments, arguing “I have not heard of any requests like that [from 

within the own firm]” (Informant 1). Informant 2, on the other hand, stressed that it is 

becoming more and more important for her firm to be associated with suppliers that take 

responsibility for their environmental commitments. Furthermore, when discussing whether or 

not a supplier’s sustainability initiatives would contribute to the preference for a certain brand 

over competitors’ brands on the market, Informant 2 highlighted the fact of personal 

preference: “It would depend on the purchasing person, whether or not it’s important to them 

personally […] for myself, yeah, it’s important” (Informant 2). 

  

Continuing the theme of personal preference, Informant 1 denied taking environmental 

concerns into consideration in his private purchases outside of work, stating “No, 

unfortunately I don’t do that” (Informant 1). Informant 2 claimed that environmental concerns 

do influence the purchases she makes in her private role outside of work, especially when 

shopping for groceries. 

 

Despite the two small-sized firm representatives’ different views regarding the importance of 

environmental sustainability in their purchases, both of them spoke in positive terms about 

the concept of Sandvik Coromant’s carbide-recycling program. Both Informant 1 and 

Informant 2 agreed that such sustainability initiatives helped their own firms meet their 

environmental needs and sustainable expectations. Moreover, the recycling program made 

them trust that Sandvik Coromant’s environmental commitments generally are reliable. As for 

the gaining of trust, Informant 2 particularly emphasized that it is important that supplier firms 

act through sustainability initiatives that are visible to customers to show that they are sincere 

in their environmental commitments: “It is important because in the past there have been lots 

of companies that put just a statement or a picture where they don’t actually prove that is 

what they’re trying to do […] anything that advertises sustainability does need to have the 

backup” (Informant 2).  

 

Informant 1 expressed hesitation regarding whether or not such sustainability initiatives 

provided by Sandvik Coromant contributed to his preference for the firm’s brand over 

competitors on the market, while Informant 2 argued that sustainability initiatives do 

contribute to her preference for the brand. As for prices of greener products, Informant 1 was 

negative towards the idea of paying a higher price for a product that uses packaging made of 

recycled waste materials. Informant 2 suggested that a slight increase in price could be 

accepted in a situation like that, especially if the environmental message was clearly 

communicated to be the reason behind the higher price, arguing “Obviously the price point 

has got to be right if you’re charging people for it, but you’ve really got to ensure that the 
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environmental message is alongside that […] You would probably expect it to be a little bit 

more expensive, but if the price point was vastly more expensive that would make a huge 

difference” (Informant 2). 
 

At various occasions throughout the interviews, Informant 1 and Informant 2 expressed ideas 

as to how Sandvik Coromant could improve to become even more environmentally 

sustainable. These ideas were not introduced by any specific question, but naturally 

emerged through the discussion around sustainable offerings. Both the informants requested 

packaging solutions of smaller sizes. Aside from emphasizing the benefits Sandvik Coromant 

could enjoy in terms of reduced environmental impact if less material would be used to 

produce packaging material, both the small-sized firm representatives further stressed how 

this suggestion would help solve practical problems in their own firms. Informant 1 argued 

that smaller packages would fit better into storages in his firm’s production facility. Informant 

2 suggested that smaller packages would lead to less waste and cheaper freight costs.  

4.2 Medium sized firms 

As for the medium-sized firm representatives, both Informant 3 and Informant 4 considered 

price as one of the most important aspects in a supplier. Both of them also suggested that 

the supplier’s environmental impact and sustainability efforts were important factors. One 

example of this was when Informant 4 was describing the most valuable aspects in a 

supplier, stating “The environment has become more important too”, and further explained 

this reasoning arguing “Several things affect the environment, that is a fact. How far away the 

supplier is, where the goods are located and what the shipping will be like” (Informant 4). 

Informant 3 also brought up quality of products as an important factor, while Informant 4 

claimed that delivery precision was of high importance.  
 

Both Informant 3 and Informant 4 were hesitant if their firms had implemented any 

sustainability policies. Informant 3 was also unsure whether or not sustainability aspects 

were considered a requirement in the procurement of goods and services for his firm. He did, 

however, suggest that the firm is ISO certified, and that potential suppliers hence have to live 

up to certain environmental requirements to be considered for procurement. Informant 4 

claimed that sustainability aspects were a requirement in the procurement of goods and 

services for his firm, and further described using a document that included certain 

environmental specifications when evaluating new suppliers: “Yes it is, we have different 

rules and routines when we accept new suppliers. We have a document that we use and it 

specifies different requirements [...] Then we have to decide in what direction we should go 
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and how it can affect us positively or negatively from an environmental point of view, for 

example, or from a quality point of view” (Informant 4). 
 

Informant 4 also considered it important for his firm to be associated with suppliers that take 

responsibility for their environmental commitments. Informant 3 was uncertain whether or not 

it was important to his firm, but indicated that it was of greater importance to him as an 

individual, arguing “Within the company itself I’m not sure, but for me personally I think it’s 

important” (Informant 3). Similarly, Informant 4 also emphasized personal preference, and 

personal impact influencing the selected brands in relation to sustainability factors. He 

explained that purchase decisions tend to involve multiple people in his firm, and that he 

sometimes has to motivate the choice of a supplier that demonstrates environmental thinking 

when he is making purchase decisions together with his coworkers: “I have to work for the 

environmental part. The product technicians at the company select the tools, but then I have 

a little bit of freedom to select a different supplier if I can get hold of an equal product and I 

see that the supplier has a better way of thinking in environmental terms, then I can suggest 

that one instead” (Informant 4).  
 

Continuing the theme of personal preference, both Informant 3 and Informant 4 confirmed 

that environmental concerns, to various extents, influence the purchases they make in their 

private roles outside of work. Informant 3 further stressed that the price level for 

environmentally friendly or green products has to be reasonable for him to choose such 

products, arguing “The price is also very important” (Informant 3). 
 

Both the medium-sized firm representatives were in favor of Sandvik Coromant’s carbide-

recycling program. Their opinions about the program were expressed in terms like “I think it 

works really well” (Informant 3). In addition to expressing a positive attitude towards the 

program, Informant 4 further emphasized that he had been the driving force in implementing 

the recycling program in his firm, stating “It is something I have chosen, I am the one who 

sells [the worn out tools] back. I collect the carbide [...] it’s pretty simple, it’s not burdensome, 

it’s a simple job to do” (Informant 4).  
 

Both Informant 3 and Informant 4 were of the opinion that such sustainability initiatives 

provided by Sandvik Coromant helped their own firms meet their environmental needs and 

sustainable expectations. Informant 3 emphasized the fact that the carbide-recycling 

program helped both Sandvik Coromant and its customers in becoming more sustainable: 

“Yes I think so, it’s a win-win” (Informant 3). Both Informant 3 and Informant 4 further 

confirmed that sustainability initiatives provided by Sandvik Coromant, such as the carbide-
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recycling program, made them trust that Sandvik Coromant’s environmental commitments 

generally are reliable. This was stated by Informant 4 as follows: “Yes, I think they are, 

because carbide contains, for example, constituents that are taken from the ground and 

when they [Sandvik Coromant] say that they want it back to reuse it, you understand that 

they want to protect the environment, that you shouldn’t drain the resources”  (Informant 4). 

 

Both Informant 3 and Informant 4 argued that it is important for supplier firms to act through 

sustainability initiatives that are visible to customers to show that they are sincere in their 

environmental commitments. This opinion was expressed in terms like “I want information 

from them to feel that is it meaningful. It is very important that the suppliers show their 

willingness, no matter what kind of supplier it is, they should show me what they are doing” 

(Informant 4).  

 

Although both the medium-size firm representatives spoke in highly positive terms about the 

carbide-recycling program, they expressed some hesitation regarding whether or not such 

sustainability initiatives contributed to their preference for Sandvik Coromant’s brand over 

competitors on the market. Even if sustainability initiatives were appreciated, they were still 

stressed not to affect brand preferences as much as the quality of the product did. This 

reasoning was expressed in terms like “I think all improvements for the environment are very 

good, but firms will still buy from them if they have a strong brand and good products [...] If 

Sandvik Coromant would do very good things for the environment, but their tools are very 

bad, well then nobody would buy products from them” (Informant 3) and “I feel like, for 

Sandvik Coromant for instance, they do so much [in terms of sustainability initiatives] that I’m 

satisfied. There are some other suppliers that I think would have to step up more in this 

regard [...] We purchase a lot from Sandvik Coromant and it has a lot to do with quality, so in 

many cases quality is more important, but we get the environmental aspect in addition to 

that” (Informant 4).  

 

Both Informant 3 and Informant 4 were hesitant towards the idea of paying a higher price for 

a greener product that uses packaging solutions made of recycled waste materials. Informant 

3 stressed that higher prices would affect his firm’s financial result, and perhaps even his 

own and his coworkers’ job opportunities, arguing “Well, it’s not my wallet, but at the end of 

the day it is about our jobs” (Informant 3). As for Informant 4, the hesitation mainly stemmed 

from the belief that many firms use the concept of reduced environmental impact as a way to 

raise prices without actually having justified reasons to make the goods more expensive: “It 

depends on why the price has increased [...] Many firms use the environmental thinking as a 

reason to raise prices [...] but I see no reason to raise the price just because it’s recycled 
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material. I’m thinking like this instead, I would question why it’s more expensive?” (Informant 

4). 

 

Similarly to the two small-sized firm representatives, Informant 3 and Informant 4 shared 

suggestions as to how Sandvik Coromant could act to become even more environmentally 

sustainable. The suggestions were not initiated by any specific question, but were brought up 

by the informants’ own initiatives. Informant 3 proposed an idea regarding the efficiency of 

transportations. As his firm is located closely to one of Sandvik Coromant’s manufacturing 

plants, shipments going straight from the manufacturing plant to his firm, as opposed to 

shipments taking the route through Sandvik Coromant’s central warehouse, were requested. 

The proposition of shorter shipments was argued to allow for quicker deliveries, as well as 

reducing Sandvik Coromant’s environmental impact. Informant 4 suggested that some of 

Sandvik Coromant’s packaging boxes could be collected and reused for future orders. This 

proposition was argued to help facilitate the handling of waste within the own firm, while 

simultaneously reducing Sandvik Coromant’s environmental impact.  

4.3 Large sized firms 

Moving on to the large-sized firm representatives, both Informant 5 and Informant 6 

considered quality, delivery performance, technical support and customer service from the 

supplier as highly valuable features. The latter was expressed in terms like “It’s a tension to 

the detail of service that we require [...] we differentiate [suppliers] based on the individual 

service that the supplier can provide” (Informant 6). 

 

Both the large-sized firm representatives also expressed certainty regarding an existence of 

their firms’ sustainability policies, arguing “We have that, sustainability is one of our core 

values” (Informant 5) and “We have environmental policies, so as opposed to sustainability 

we use the word environmental policies, and those environmental policies extend to include 

how we consider products coming into our business and waste leaving our business” 

(Informant 6). 

 

Informant 5 further suggested that sustainability aspects were a requirement in the 

procurement of goods and services for his firm. Informant 6 expressed hesitation regarding 

whether or not sustainability aspects were a requirement for the firm’s procurement of goods 

and services, but did argue that certain context-specific environmental concerns were of 

importance, such as “Concerns over the amount of waste packaging associated with 

purchases” (Informant 6). 
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Both the large-sized firm representatives considered it important for their firms to be 

associated with suppliers that take responsibility for their environmental commitments. 

Moreover, both of them confirmed that environmental concerns influence the purchases they 

make in their private roles outside of work. Informant 5 claimed that the influence of 

environmental concerns affecting his private purchases was continuously increasing over 

time, stating “I become more and more environmentally conscious” (Informant 5). Further 

developing his reasoning, Informant 5 also mentioned the importance of acceptable price 

points for greener products, arguing “It is a matter of price too of course” (Informant 5). The 

affordability of greener products was further emphasized by Informant 6, who attempted to 

incorporate environmental consciousness even when purchasing larger and more expensive 

items, arguing “I get the greenest car I can get, the greenest affordable car that I can get” 

(Informant 6). 

 

Both Informant 5 and Informant 6 were in favor of the concept of Sandvik Coromant’s 

carbide-recycling program. Their positive opinions about the program were expressed in 

terms like “It’s a good initiative, I see a financial gain from it, it’s convenient” (Informant 6). 

The general consensus between the two large-sized firm representatives was that such 

sustainability initiatives provided by Sandvik Coromant can help their own firms meet their 

environmental needs and sustainable expectations. This was expressed in terms like “Yes, 

absolutely” (Informant 5). Furthermore, both Informant 5 and Informant 6 confirmed that such 

sustainability initiatives provided by Sandvik Coromant made them trust that Sandvik 

Coromant’s environmental commitments generally are reliable. Both Informant 5 and 

Informant 6 further agreed that it is important that supplier firms act through sustainability 

initiatives that are visible to them as customers in order to show that they are sincere in their 

environmental commitments. Informant 6 stressed the importance of this visibility concerning 

the carbide-recycling program, arguing “The fact that Sandvik Coromant provides the 

recycling service, and advertise the fact that they provide that recycling service, suggests 

that they’re proactive in sustainability” (Informant 6).  

 

Despite their positive stance on the carbide-recycling program, both Informant 5 and 

Informant 6 expressed some hesitation regarding whether or not such sustainability initiatives 

contributed to their preference for Sandvik Coromant’s brand over competitors on the market. 

As for the idea of paying a higher price for a greener product that uses packaging solutions 

made of recycled waste materials, Informant 5 was negative towards the idea. It is also worth 

noting that Informant 5 suggested that Sandvik Coromant already charges relatively high 

prices, which was evident when he described Sandvik Coromant’s brand as follows: “Good 



	
29	

technical support and high quality of goods, but perhaps their prices are a bit higher than 

those offered by competitors” (Informant 5). Informant 6, on the other hand, suggested that a 

slight increase in price could be accepted for a greener product that uses packaging made of 

recycled waste materials, arguing “If I’m going to have to pay a little bit more, I’m not going to 

worry about it” (Informant 6). 
 

Similarly to the small-sized firm representatives, Informant 6 requested packaging solutions 

of smaller sizes from Sandvik Coromant, arguing that it would lead to less waste. This 

suggestion was brought up by his own initiative at the end of the interview. He further argued 

that an implementation of his proposition would not only benefit his own firm, but also 

Sandvik Coromant from a financial and environmental point of view, arguing “You’ll reduce 

your cost and you’ll reduce your impact on the environment” (Informant 6).  
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Table 2. Summary of the findings 

Size of firm: Small sized  Medium sized Large sized 

Informant: 1 2 3 4 5 6 

 

 

 

Green 

Policies 

Formal 
sustainability 
policy 

    ✓ 
 
 

✓ 
 
 

Requirement 
for procurement  

   ✓ 
 
 

✓ 
 
 

 

Importance for 
the firm to be 
associated with 
green suppliers  

 ✓ 
 
 

 ✓ 
 

✓ 
 

✓ 
 

 

 

 

 

 

Green 

Concerns 

Personal desire 
for the firm to 
be associated 
with green 
suppliers/buy 
products from 
green suppliers 

 ✓ 
 

✓ 
 

✓ 
 

✓ 
 
 

✓ 
 

Consideration 
of 
environmental 
sustainability in 
private 
purchases 
 

 ✓ 
 
 

✓ 
 
 

✓ 
 
 

✓ 
 
 

✓ 
 
 

Sustainability 

initiative’s 

influence on 

Green Brand 

Equity 

Green Brand 
Image 

✓ 
 

✓ 
 

✓ 
 

✓ 
 

✓ 
 

✓ 
 

Green 
Satisfaction 

✓ 
 

✓ 
 

✓ 
 

✓ 
 

✓ 
 

✓ 
 

Green Trust ✓ 
 

✓ 
 

✓ 
 

✓ 
 

✓ 
 

✓ 
 

Benefits of 

strong Green 

Brand Equity 

Brand 
preference 

 ✓ 
 

 
 
 

   

Willingness to 
pay higher 
prices  

 ✓ 
 

   ✓ 
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5. Analysis 

In this chapter the empirical findings are analyzed through the application of the analytical 

model, which is illustrated again below. The applicability of the Green Brand Equity concept 

in a B2B context is analyzed through the buyer firm’s Green Policies in section 5.1, and the 

individual professional buyer’s Green Concerns in section 5.2. The sustainability initiative’s 

effects on Green Brand Equity are then analyzed through the three drivers Green Brand 

Image, Green Satisfaction and Green Trust in section 5.3. 

 

 
Figure 3. Analytical model illustrating Green Brand Equity in a B2B context  

 

The majority of the purchasers considered price, quality and delivery performance as the 

most valuable aspects in a supplier in B2B buying situations. These findings comply well with 

the traditional view within academia, describing B2B purchase decisions as being very 

rational and functional in nature (Gomes et al. 2016). The reoccurrence of these three 

aspects among the informants’ responses complies with claims presented by Blombäck and 

Axelsson (2007) as well as Gomes et al. (2016), suggesting that is it crucial for purchase 

decisions to add value to the buying firm and to be financially feasible. Seeing as all 

businesses ultimately are profit-driven, it is natural that any expenditure the informants make 
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in their roles as professional purchasers for their firms should be reasonable and justifiable 

from a price point of view. As all these informants are responsible for purchases of tools that 

will be used for manufacturing in their own firms, the quality and delivery performance 

aspects may very well be financially driven too. Long-lasting tools of high quality that do not 

need to be replaced too often will in the long run contribute to keeping manufacturing costs 

low. The delivery precision of ordered tools may also affect a manufacturing firm from a 

monetary perspective, seeing as downtime in the running of a machine can lead to dire 

financial consequences. Moreover, the guarantee of on-time deliveries from suppliers allows 

the purchasing firm to keep internal stocks of tools to a minimum, reducing tied-up capital.  
 

Other appreciated aspects in a supplier that were expressed by the purchasers, such as 

relationships, as well as levels of service and support, however, challenge the view of B2B 

purchase decisions as being mainly rational and financially driven. These findings comply 

with claims made by Mudambi (2002), Lynch and de Chernatony (2004), and Gomes et al. 

(2016), suggesting that emotional factors, to a greater extent than previously known, affect 

buyers in B2B purchase decisions. Worth noting is that the suppliers’ environmental impact 

and sustainability efforts were brought up by the two medium-sized firm representatives 

already early on in the interview when describing the most valuable aspects in a supplier. 

This remark is of special interest to the study, as it indicates that Green Brand Equity, being 

the very core concept in the analytical model, may be applicable to a B2B setting. These two 

purchasers were particularly favorable towards suppliers that demonstrate environmental 

consciousness in their offerings, which goes in line with Chen’s (2010) reasoning that 

customers will be more favorable towards a firm’s brand when the firm provides products and 

services that satisfy the customers’ environmental needs.  

5.1 Green Policies 
When investigating the buyer firms’ Green Policies, the purchasers gave mixed responses 

regarding whether or not their firms had implemented any sustainability policies or if 

sustainability aspects were considered a requirement in the procurement of goods and 

services for their firms. Overall, the findings suggested that such policies and routines were 

common in the large, and to some extent medium-sized, firms, while being notably less 

prominent in the small-sized firms. In line with Mudambi’s (2002) claims that professional 

buyers take pride in making the right choices and use purchases to say something about 

their companies, these findings give further strength to the applicability of Green Brand 

Equity in certain B2B contexts. The existence of company policies and routines concerning 

environmental sustainability among large and medium-sized firms in particular indicates that 
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Green Brand Equity may be of importance for professional purchasers operating in such 

settings. The urge to follow company policies and expectations concerning environmental 

sustainability in purchase situations was evident among the purchasers whose firms had 

implemented any type of Green Policies or norms. One example of how this urge was put 

into action was noticeable when Informant 4 described using a document specifying different 

environmental requirements when evaluating new suppliers. 

 

The indication that purchasers who face requirements from their own firms to consider 

sustainability aspects in their purchases are likely to favor supplier firms that demonstrate 

Green Brand Equity was further confirmed through those informants’ coherent desire for their 

firms to be associated with suppliers that take responsibility for their environmental 

commitments. The expressed desire to be associated with suppliers that demonstrate strong 

Green Brand Equity in order to comply with internal Green Policies gives further strength to 

the argument presented by Leek and Christodoulides (2011), suggesting that buyer firms can 

gain legitimacy and enjoy benefits of being associated with a strong brand. 

5.2 Green Concerns 
Lacking presence of formal sustainability policies in the purchasing firms did not, however, 

imply that the purchasers did not take environmental sustainability into consideration in their 

purchase decisions. On the contrary, with the slight exception of one of the small-sized firm 

representatives, all informants argued that it was important to them that their firms are 

associated with suppliers that take responsibility for their environmental commitments.  
 

Several of the purchasers working for firms that did not have any formal sustainability 

policies emphasized that while it may not be of importance to their firms, it was still important 

to them on an individual level. One example of this is how Informant 3 admitted that he did 

not know if it was important to others within the firm to be associated with suppliers taking 

responsibility for their environmental commitments, but stressed that it was important to him 

personally. Similar views of personal preference influencing their purchases were expressed 

by several of the informants, which complies well with the claims made by Mudambi (2002), 

suggesting that professional buyers take pride in making the right choices, and gain self-

expressive benefits when they use purchases to say something about themselves.  

Moreover, these findings indicate that an individual professional buyer’s Green Concerns 

also contribute to the applicability of Green Brand Equity in a B2B context. The individual 

purchasers’ own interest in environmental sustainability was also confirmed when all except 

one claimed that they consider sustainability aspects in the purchases they make in their 
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private roles outside of work too. Furthermore, the findings suggested that several of the 

informants felt that they were becoming increasingly more environmentally conscious in their 

professional and private purchases over time. These findings give further support to the 

arguments presented by Chen et al. (2006), suggesting that an increased environmental 

consciousness among consumers has been witnessed the past few decades.  

5.3 Green Brand Equity 
When exploring how sustainability initiatives affect Green Brand Equity, Sandvik Coromant’s 

new-life cycle program, in which worn out carbide tools are bought back from the customers 

to be reconditioned or recycled, was used as a real-life example of a sustainability initiative. 

As suggested by Chen (2010), Green Brand Equity is positively influenced by its three 

drivers: Green Brand Image, Green Satisfaction and Green Trust. All these drivers will be 

discussed in detail in the following paragraphs. 
 

Starting with Green Brand Image, the majority of the informants argued that it is important 

that supplier firms act through sustainability initiatives that are visible to their customers to 

show that they are sincere in their environmental commitments. This belief was further 

confirmed as all informants spoke in highly positive terms about the carbide-recycling 

program and agreed that the program helped proving that Sandvik Coromant takes 

responsibility for its environmental commitments. As argued by Chen (2010), Green Brand 

Image can be measured through the customers’ belief that the brand has a well-established 

environmental concern, is trustworthy about its environmental promises, and succeeds in its 

environmental performance. The findings seem to indicate that a firm’s sustainability 

initiatives do have a positive effect on its Green Brand Image in a B2B setting.  
 

Moving on to Green Satisfaction, there was a general consensus among the informants that 

the carbide-recycling program provided by Sandvik Coromant helped their own firms meet 

their environmental needs and sustainable expectations. One concrete example that gives 

further strength to this expressed opinion is how Informant 6, even before getting to the 

questions revolving around the carbide-recycling program, mentioned that his firm has 

environmental policies that extend to include how waste is leaving their business. This was 

an interesting remark, as the carbide-recycling program’s very purpose is to handle carbide 

waste and thus seemed to succeed in helping his firm meet their environmental needs. As 

the name suggests, Green Satisfaction refers to a pleasurable level of fulfillment to satisfy a 

customer's environmental desires, sustainable expectations, and green needs (Chen, 2010). 
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The findings indicated that the recycling program had a positive influence on Green 

Satisfaction as well. 
 

Looking at Green Trust, all informants suggested that sustainability initiatives provided by 

Sandvik Coromant, such as the carbide-recycling program, made them trust that Sandvik 

Coromant’s environmental commitments generally are reliable. As an example of this, 

Informant 4 argued that the carbide-recycling program gave him the impression that Sandvik 

Coromant cares about protecting the environment and not draining the earth’s resources. 

Chen (2010) claims that customers’ Green Trust in a brand can be measured through their 

feelings that the brand’s environmental commitments are generally reliable, that the brand’s 

environmental argument is generally trustworthy, and that the brand keeps its promises and 

commitments for environmental protection. According to the findings, the customers’ Green 

Trust in Sandvik Coromant hence also seemed to gain strength through the carbide-recycling 

program. 
 

As the carbide-recycling program seemed to have generally positive effects on Green Brand 

Image, Green Satisfaction and Green Trust, being the three drivers influencing Green Brand 

Equity, a natural assumption would be that such a sustainability initiative ultimately would 

strengthen Green Brand Equity too. According to Chen (2010), strong Green Brand Equity 

should lead to certain benefits, such as an increased willingness among customers to buy 

products from the brand instead of others due to its environmental commitments. The 

majority of the informants did, however, express hesitation regarding whether or not the 

carbide-recycling program contributed to their preference for Sandvik Coromant’s brand over 

competitors on the market. Although it was not denied to influence their preferences, other 

aspects like quality were pointed out as more important. The findings indicating that brand 

preference was not considerably strengthened through a sustainable offering and its positive 

influence on Green Brand Image, Green Satisfaction and Green Trust thus contradict Chen’s 

(2010) reasoning. Moreover, the majority of the informants were either hesitant or negative 

towards the idea of paying a higher price for a greener product from Sandvik Coromant. Yet 

again, these findings contradict another claim made by Chen (2010), suggesting that many 

customers are willing to pay a higher price for a greener product and that firms thus can 

benefit from strong Green Brand Equity through charging higher prices than competitors. 

One possible explanation why the informants’ positive attitudes towards Sandvik Coromant’s 

sustainability initiatives did not translate into a willingness to pay a higher price for the 

brand’s products may be that Sandvik Coromant already charges relatively high prices. This 

was, for example, stressed by Informant 2 who suggested that Sandvik Coromant’s prices 

are a bit higher than those offered by competitors. The general unwillingness to pay higher 
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prices for greener products also further strengthen the claims made by Blombäck and 

Axelsson (2007) and Gomes et al. (2016), suggesting that is it crucial for purchase decisions 

in B2B settings to be financially feasible. 
 

Another reason why the informants were hesitant whether or not sustainability initiatives like 

the carbide-recycling program made them prefer Sandvik Coromant’s brand over 

competitors, as well as why they did not express more willingness to pay higher prices for 

greener products from the brand, may be that the brand is not yet demonstrating Green 

Brand Equity that is strong enough. Although the carbide-recycling program had a positive 

influence on Green Satisfaction, many of the informants brought up their own suggestions 

regarding how Sandvik Coromant could continue the work for reduced environmental impact 

in various ways. As a concrete example, this was evident in the responses given by 

Informant 4. On the one hand, he suggested that Sandvik Coromant already does so much in 

terms of sustainability initiatives that he was satisfied and argued that there are other 

suppliers he would like to see do more in this regard. On the other hand, he also suggested 

that Sandvik Coromant could do more to reduce its environmental impact related to the 

packaging materials used. Interestingly, this pattern of thought was detected among many of 

the informants. While expressing contentment with Sandvik Coromant’s current work for 

environmental sustainability, they also gave their own suggestions as to how this work could 

be further improved. The informants’ suggestions indicate that there is an interest in 

environmentally friendly offerings, which goes in line with the Chen’s (2010) claims and also 

supports the applicability of Green Brand Equity in a B2B context. However, perhaps 

purchasers who are operating in B2B settings and are influenced by environmental concerns 

will demand extensive environmental commitments from a brand before that brand can enjoy 

the benefits of strong Green Brand Equity.  
 

Worth noting is also that Green Brand Equity seemed to be of moderate importance to one 

informant representing one of the small-sized firms. The firm he represented did not have 

any formal Green Policies, which suggests that there were no incitements for him to consider 

environmental sustainability in his purchase decisions unless he had strong individual Green 

Concerns. Although he did show appreciation for the carbide-recycling program, the liking 

rather seemed to stem from a monetary interest and the fact that the recycling program 

helped solving a practical problem handling waste, rather than an environmental concern. 

The fact that Green Brand Equity was not of high importance to him does not have to imply 

that the brand in general was not of importance to him or the firm he represented, however, 

the findings do give a certain level of support to the arguments presented by Mudambi (2002) 
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and Gomes et al. (2016), suggesting that brands may not be important to all customers or in 

all purchase situations. 

6. Concluding discussion 

This thesis has focused on the influence sustainability initiatives and environmentally friendly 

offerings provided by firms in industrial B2B markets may have on perceived Green Brand 

Equity among customers to answer the following research question:  

 

How do an industrial firm’s sustainability initiatives affect its Green Brand Equity among 

customers in a B2B market? 

 

Chen’s (2010) concept of Green Brand Equity, as well as additional literature on B2B 

branding and brand relevance in B2B purchasing contexts have all been used as a 

foundation for the analytical model. The analytical model was used to explore how a firm’s 

sustainability initiatives influence its Green Brand Equity among customers in an industrial 

B2B market. To develop a better understanding of the customers, their preferences and 

choices, they were studied from their roles as professional purchasers representing their 

firms and themselves. The results from the study confirmed that factors like price, quality and 

delivery performance all are of great importance to professional buyers, which complies with 

the traditional view within academia, describing B2B purchase decisions as being mainly 

rational and financially driven. The further findings did, however, also contradict this 

traditional view and gave support to recent claims suggesting that emotional factors, to a 

greater extent than previously known, affect buyers in B2B purchase decisions. This was 

noticeable when aspects like relationships with particular persons, support and service, as 

well as the suppliers’ environmental impact and sustainability efforts were considered 

important among the professional buyers in their purchase decisions.  

 

The desire to follow company policies and expectations concerning environmental 

sustainability in purchase situations was evident among the purchasers whose firms had 

implemented any type of Green Policies. The findings also indicated that professional buyers 

are influenced by their own individual Green Concerns, or lack of, in the purchases they 

make in their professional roles at work and private roles outside of work. The positive 

influence of the individual buyer’s Green Concerns was noticeable even if no formal 

company policies concerning environmental sustainability had been implemented in the 

buyer firm. These findings do not only support the applicability of Green Brand Equity in a 

B2B context and present incitements for supplier firms to provide sustainable offerings to 



	
38	

meet the customer firms’ requirements and individual buyers’ preferences concerning 

environmental sustainability, but also strengthen recent claims that professional buyers take 

pride in making the right choices, and gain self-expressive benefits when they use purchases 

to say something about their firms and themselves.  
 

The findings indicated that sustainability initiatives provided by supplier firms have a positive 

impact on customers’ perceptions of Green Brand Image, Green Satisfaction and Green 

Trust, being the three drivers behind Green Brand Equity. However, the findings gave little 

support that sustainability initiatives strengthening Green Brand Equity in a B2B context 

would lead to benefits like brand preference and the possibility for supplier firms to charge 

premium prices. One reason for this might be that one single sustainable offering may not be 

able to strengthen Green Brand Equity enough for a firm to enjoy the benefits from it. 

Environmentally conscious customers may demand extensive environmental commitments 

from a brand before they express brand preference and a willingness to pay higher prices for 

products due to the perceived greenness of the brand. The benefits of Green Brand Equity in 

consumer markets may also not be directly transferable to B2B markets, and more extensive 

research is needed to identify the benefits of strong Green Brand Equity in B2B markets.  

6.1 Limitations and suggestions for future research 

One limitation in this study is the relatively low number of informants. Even though the data 

collected from the informants indicated certain saturation, there is still a risk that crucial 

aspects concerning sustainability initiatives’ influence on customers’ perceptions of Green 

Brand Equity in industrial B2B markets were left out. Future studies with a higher number of 

informants are therefore needed to ensure the validity of the results. Another limitation in this 

study is the inability to generalize the conclusions to other settings. Moreover, seeing as this 

study was conducted within a relatively short time frame and followed the research design of 

a cross-sectional study, there is a risk that the findings reflect a polished view of reality, as 

the informants may have highlighted mainly positive aspects. A longitudinal study allowing 

the researcher and informants to establish closer relationships characterized by trust would 

thus be of interest for future research. Furthermore, as this thesis focused on Green Brand 

Equity in industrial B2B markets, it would also be of interest to replicate the study in other 

types of B2B industries.  
 

Lastly, one further suggestion for future research would be to explore if differing distances to 

the end consumer influence customers’ perceptions of Green Brand Equity in B2B markets. 
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This would be of interest as some B2B customers are in turn suppliers to other businesses, 

while other B2B customers sell their products and services directly to end consumers. 
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Appendix 1  
Interview	guide	
	
1) In your professional role as a purchaser for your firm, what aspects or factors do you value 

the most in a supplier? 

 

2) If various suppliers offer similar price, quality and delivery precision, what other aspects 

would make you choose one brand over another and why? 

 

3) What are the brand attributes you associate the most with Sandvik Coromant? 

 

4) Does your firm have a sustainability policy? If yes, can you describe how it affects your 

selection of suppliers? 

 

5) Are sustainability aspects a requirement in your procurement of goods and services? 

 

6) How important is it for your firm to be associated with suppliers that take responsibility for 

their environmental commitments? 

 

7) How do you perceive sustainability initiatives provided by Sandvik Coromant, such as the 

new-life cycle program in which worn out carbide tools are collected and reconditioned or 

recycled? 

 

8) Do such sustainability initiatives provided by Sandvik Coromant make you trust that their 

environmental commitments are generally reliable? Why or why not? 

 

9) Do such sustainability initiatives provided by Sandvik Coromant make you feel that your 

environmental needs/sustainable expectations/green needs are met? Why or why not? 

 

10) Do such sustainability initiatives provided by Sandvik Coromant make you prefer their 

brand over competitors? Why or why not? 

 

11) How important is it that supplier firms act through sustainability initiatives that are visible 

to customers to show that they are sincere in their environmental commitments? 

 

12) Would you prefer to buy products from Sandvik Coromant if they make more 
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environmental commitments than competitors on the market? Why or why not? 

 

13) In your private role outside of work, do you consider sustainability aspects in your 

purchases? Why or why not? 

 

The last set of questions concerned packaging materials used by Sandvik Coromant and 

referred to pictures showing samples of plastic surfaces that were sent to the informants 

before the interview. 

 

14) Do you prefer pure newly produced plastic or material from waste products like recycled 

plastic and wood fibers? 

 

15) Does the look of the plastic matter? 

 

16) Which one is more appealing? 

 

17) Which one looks more environmentally friendly? 

 

18) Would you accept a higher price for a product that uses packaging material that is more 

environmentally friendly? 

	


