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Abstract 

As it is often said: “If you don’t see it, it doesn’t exist”. In this sense, the relevant 

choice of promotion tools has gained importance as a differentiating instrument 

for companies, in order to become popular and acquire a solid degree of 

reputation and status. Being the choice of more relational communication tools 

quite common among business markets, it is starting to be questioned if the use 

of those tools is sufficient alone or, if it is reasonable for business actors to reach 

out to other communication instruments typically used in consumer markets.  

 

This dissertation focuses, firstly, on the specificities of business markets, the 

communication molds within this field and the changing views regarding this 

matter, based on studies of other authors. Secondly, there will be an analysis to 

the promotion practices of a business-to-business brand that operates within the 

homeware industry, in light of good practices studied. Thirdly, it is discussed the 

appropriateness of communication channels outside businesses comfort zone – 

namely public relations and interactive marketing – highlighting the relevance of 

an integrated marketing communications’ approach. Finally, some suggestions 

regarding the brand’s current promotion strategy are proposed, which overall 

manifest themselves in potential gains in terms of brand awareness.  

 

The results show that there is a tendency to focus on somewhat more relational 

communication tools and, thus, facing the nature of the business, it is 

recommended to the company under study the continuous usage of those 

instruments. Nevertheless, there is also evidence of room for improvement, 

namely, the parallel (integrated) use of promotion tools characteristic of 

consumer markets.  

 

Keywords: Business markets | Promotion | Strategy | Communication channels  
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“Find a job you love, and you won’t have to work a day in your life” 

Confucius 

 

 



 
 

viii 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

ix 
 

Index 

1. Introduction................................................................................................................ 1  

2. Literature Review ..................................................................................................... 4  

2.1. Business-to-Business market specifications................................................... 4 

2.1.1. The complexity of the market ............................................................... 6  

2.1.1.1 Structure ........................................................................................ 7  

2.1.1.2 Demand.......................................................................................... 8  

2.1.1.3 The nature of the buying unit................................................... 10 

2.1.1.4 The decision environment – types of decisions and decision 

process……………………………………......………………………………. 11  

2.1.2 Business Buying Behavior..................................................................... 12  

2.1.2.1 Possible buying situations...................................................... 13  

2.1.2.2 Participants in the buying decision process......................... 15  

2.1.2.3 Main influences on Business Buyer Behavior...................... 17  

2.1.2.4 Decision buying process......................................................... 19  

2.1.3 The importance of relationships in B2B markets............................... 24  

2.2 B2B branding..................................................................................................... 28  

2.2.1. Definition of brand…...……................................................................. 28 

2.2.2. The growing importance of brands in B2B markets……................. 32  

2.3 B2B Marketing communication...................................................................... 34  

2.3.1 The communication Mix ……...……………........................................ 35 

2.3.2 The traditional view of communication in B2B…….......................... 37 

2.3.3 The changing view.................................................................................. 40 

2.3.4 The Integrated Marketing Communication approach...................... 44  

3. Case Study……………………………………………………………………….…48 

      3.1 Objectives and methodology…………………………………….........……..48 

3.2 Brief history of DaTerra................................................................................... 51 

3.3 The case: DaTerra.............................................................................................. 53  



 
 

x 
 

3.3.1 Marketing Mix…………………………………………………..……....53 

3.3.3.1 Product....................................................................................... 53 

3.3.3.2 Price................................................................ …………………55 

3.3.3.3 Placement………………..…………………………………….57 

3.3.3.4 Promotion………………….…………………………………..60 

3.3.2 The evolution of Marketing communication…………………….…..64 

3.3.3 The role of Marketing communication in building a brand….…….67 

3.3.4 The budget challenge…………………………………………………..69 

4. Discussion…………………………………………………………………………..70 

5. Limitations and suggestions for further studies…………..……………………74 

6. Bibliography………………………………………….....………………………….76 

7. Appendices…………………………………………………………………………81 

 7.1 Appendix I – Ceramics collections and inspiration………………...…81 

 7.2 Appendix II –  Oak boards technical file…………………………….…87 

 7.3 Appendix III – Textile collection details………………………………..89 

 7.4 Appendix IV – New developments for linen category..………………90 

 7.5 Appendix V – Retailers’ analysis………………………………………..94 

7.6  Appendix VI – DaTerra Press appearances  ………………………….99 

 

 

 

 

  

  

 

 



 
 

xi 
 

Abbreviations 

AMA – American Marketing Association  

B2B – Business to Business 

B2C – Business to Consumer 

DMU – Decision Making Unit 

IBB – Industrial Buying Behavior 

IMC – Integrated Marketing Communications 

IT – Information Technology 

PR – Public Relations  

 

 

 

 

 

 

 

 

 

 

 



 
 

xii 
 

Tables Index 

 

Table 1 – Characteristics of Business Markets………………………………………5 

Table 2 – Comparison of business and consumer buying process in relation to 

major buying situations………………………………………………………………19 

Table 3 – Common communication platforms ………………………………..……36 

Table 4 – Differences between consumer and business-to-business marketing 

communications………………………………………………………………………38 

Table 5 – Definition of types of case studies……………………………………….49 

Table 6: Research for new development in the linen category…………………...56 

Table 7 – Retailer analysis…………..………………………………………………..57 

Table 8 – Competitor’s analysis……………….........……………………………….61 

Table 9 - DaTerra’s visibility evolution: before and after communication plans 

implementation……………………………………………………………………….68 

 

 

 

 

 

 

 



 
 

xiii 
 

Figures Index 

Figure 1 – Model of business buyer behavior………………………………….…..13 

Figure 2 – Types of industrial buying situations……………………………….…14 

Figure 3 – Main influences on Business Buyer Behavior…………………………17 

Figure 4 – Stages of the Business Buying Process………………………………....20 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

xiv 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

1 
 

1.Introduction 

 

The present thesis assumes the form of Internship Report and represents the final 

assignment to obtain the master’s degree within the Marketing course taught by 

Universidade Católica Portuguesa. The internship was executed from 14th 

September to the 29th of January in the multinational company Li & Fung 

Products, more specifically, in the brands department working closely with a 

single brand – DaTerra. 

Ultimately, marketing is the art of attracting and keeping profitable customers – 

no matter if the business is developed in an exclusive business environment or in 

a typical consumer market (Kotler & Keller, 2011). Nevertheless, the whole 

marketing approach needs to adapt to the type of market and, consequently, 

marketing mix decisions should take under consideration the specificities of both 

business and consumer markets. 

With regards to promotion, which is the marketing mix variable in focus 

throughout this thesis, it is commonly assumed that business actors are 

somewhat more relational in their approach when compared to companies 

selling directly to final consumers (Fill, 2002). Previous studies support this idea 

and elect some communication channels as the preferred by firms in B2B markets 

– namely personal selling, sales promotions and direct marketing. Yet, more 

recent research has been defending the right appropriateness of typical B2C 

communication tools in business markets, as a means to develop promotion 

strategies.                                                                                                                                                                                                   

In this line of thought, and during the analysis of the communication activities 

carried out by DaTerra, it was possible to corroborate that there is indeed a 

tendency to focus on the preferred communication channels mentioned above. 

Still, there is an openness to go out of the comfort zone and try new promotion 
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tools in order to reach a wider audience and work on brand awareness. This 

challenge may be surpassed with suggestions from the intern’s study, in 

accordance with intervenient working colleagues’ feedback and academic theory 

available on this subject.  

According to Fill (2002), there is no single promotion strategy by excellence, this 

means there are no generic principles nor golden rules blindly applicable to all 

types of business in time or space. Not all common practices produce the same 

effects or results between organizational businesses – each business’ vision, 

capabilities and structure is unique and reflects the organization’s (marketing) 

performance. Overall, the entire business structure (and naturally the external 

competitive environment) should be considered when weighing the best 

approach to promotion strategies.  

The present report has as its main objective to address the importance of an 

integrated communications approach in B2B markets – and demonstrate the 

accomplishments coming from the changes made within DaTerra’s promotion 

strategy.  

The structure is divided in different parts, beginning with a literature review 

where the main concepts and perspectives of relevant academics are explored. 

The next section presents an explication regarding the used methodology and the 

associated limitations, followed by a brief business contextualization of the brand 

DaTerra. In the chapter regarding the case study, the evolution of marketing 

communications is addressed, followed by its importance with regards to brand 

building and its constrains due to budget limitation. Lastly, results, conclusions 

and ideas regarding the case study are discussed, and a suggestion of further 

studies is purposed. 

It is important to highlight that DaTerra’s management team is open to the idea 

of an integrated marketing communications approach to better promote the 
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brand and its business concept. However, it was decided that 2016 was not yet 

the year to increase budget in terms of communication, as there are other 

priorities with regards to internal matters’ adjustments. 
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2. Literature Review 

   2.1 Business-to-Business market specifications   

Traditionally marketing has always focused its attention in the last stage of the 

value chain, the one that deals closely with the final consumer. Nevertheless, long 

before the consumer actually acquires the product, it is subjected to a large set of 

alterations and actions performed by other actors in the value chain (Johansson 

et al., 2006). All those activities prior to the actual sale – from raw materials 

selection to manufacturing, packaging and so on – concern business transactions 

amongst companies carried out in the business markets (B2B). 

According to Andersen et al (2009), business markets are constituted by  “firms, 

institutions, or governments that acquire goods and services either for their own 

use, to incorporate into the products or services that they produce, or for resale 

along with other products or services to other firms, institutions, or 

governments.” If there is a market, one that is different from consumer markets, 

then there is the need for marketing – in this case B2B Marketing which consists 

in a set of activities that include the selection, development and management of 

customer relationships in a beneficial way for both parties, regarding their 

capabilities, resources, strategies, objectives and technological progress (Ford et 

al., 2006).  

As marketing has evolved in the two markets it has broken up into two main 

sectors, logically B2B and B2C marketing. Most attention has been paid to B2C 

marketing, but in recent years the importance of B2B marketing has also been 

recognized (Johansson et al., 2006).  

The differences between B2B and B2C markets have long been discussed in the 

literature and relevant findings can be found since the 70’s decade. For instances, 

Lilien (1987) defends that B2B markets must be handled differently than B2C 
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markets because of their uniqueness due to a derived demand, long purchase 

cycles, and a market structure that is shifting and fragmented. More recently 

Coviello and Brodie (2001) claim that the aspects that differ between B2B markets 

and B2C are the influences, buyer decision processes, and specially the buyer-

seller relationship which by nature is more complex, symmetric and formal. 

Close to these perceptions, despite the recognition of some similarities between 

B2B and B2C markets, Kotler and Armstrong (2011) highpoint three fundamental 

aspects in which they differ: market’s structure and demand, the nature of the 

decision unit, and the decision buying process – see table below. 

Table 1: Characteristics of Business Markets 

Source: Kotler and Armstrong, 2011. 

 

Theoretically the basic principles of Marketing are the same in both markets, 

however, there is a certain level of complexity attached to the B2B world that 

distinguishes it from the consumer market.                                       

The following paragraphs elaborate on some of the main aspects that draw the 

border between B2B and B2C markets. 

 



 
 

6 
 

2.1.1 The complexity of the market 

The business market is huge and it involves more money and products than 

consumer markets (Kotler & Armstrong 2007). In the business world, as 

mentioned above, companies and other organizations search for products for 

their own use, to incorporate in the products they sell and/or to resale to another 

party. As soon as the products enter the client’s production system they acquire 

a certain strategic relevance, and despite the objective of the sale, there is one 

thing common: the attention to technical details (Lambin, 2000).    

Consumers in B2C markets generally do not pay much attention to product 

technical features, they are often derived by feelings and emotions and don’t 

always have a great understanding of the products they buy (Johansson et al., 

2006). In the B2B world things happen a lot differently as technical details are of 

major importance. Industrial buyers’ expectations are very specific, technical and 

sometimes quite complex, therefore there is a need for the industrial seller to be 

able to communicate and clarify this sort of information to potential clients 

(Lambin, 2000). This exchange in information determines the buyer-seller 

relationship to be interactive and even educational to a certain level. 

Consequently, negotiating in this environment, stresses B2B companies to 

effectively communicate their value proposition (Peppers et al., cit in Cruz, 2013). 

Given the extremely competitive environment of business markets, the main 

danger to marketers is commoditization1. Commoditization consumes margins 

and weakens customer loyalty. It can only be overcome if target customers are 

convinced that significant differences exist in the marketplace, and that the 

distinctive benefits of the company’s offerings justify the added expense. Hence, 

                                                           
1Commoditization represents a movement toward undifferentiated competition between 

companies offering the same product or service. There is an almost total lack of meaningful 

differences of the manufactured products, and the products are sold on the basis of price and not 

brand.  
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an important move in business marketing is to create and communicate 

significant differentiation from competitors (Kotler & Keller, 2011). 

2.1.1.1 Structure  

Concerning its structure, in comparison with consumer markets, the business 

market relies on less buyers but greater ones. This means a company may have 

few clients, but some of those will purchase in large scale frequently – they are 

considered buyers in the long run, hence they’re more valuable when considered 

individually (Kotler & Armstrong 2007). A great part of B2B markets acts in 

accordance with Pareto principle regarding client’s distribution. This means 80% 

of sales comes from only 20% of the clients – a small group of clients buys the 

most from a supplier (Harrison et al., cit in Cruz, 2013).  

This ‘limitation’ when it comes to the number of clients should not be seen as 

problematic, but rather as an opportunity to identify the most relevant costumers 

when it comes to profit. This sort of client information, allows a company to 

strategically manage its customer relationships (Peppers et al., cit inCruz, 2013). 

Because of the smaller customer base and the importance and power of the larger 

customers, suppliers are frequently expected to customize their offerings to 

individual business customer needs (Kotler & Keller, 2011). Bearing this in mind, 

it is most advisable for companies to develop tailored relationships with the most 

profitable clients and attend this way special considerations of product requests, 

price, terms of payment and personalized communications (Lindon et al., 2009).  

If sales volume can account as a segmentation criteria in B2B Marketing, then it 

is only expectable that companies treat differently small and big clients (Cruz, 

2013). 

In B2B markets it is possible to distinguish three types of buyers: producers, 

resellers and organizations (Solomon et al., cit in Cruz, 2013). 
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− Producers 

Producers are companies that purchase goods and/or services to further 

transform them into other products. These businesses have to buy certain 

products to produce the goods and services they create, therefore they’re clients 

of a large amount of products, from raw materials to prefabricated items. This 

category includes both manufacturers and service providers. 

− Resellers 

Resellers sell goods and services produced by other firms without materially 

changing them. They include wholesalers, brokers, and retailers. Large resellers 

may have a great deal of market power. 

− Organizations 

Governments are considered B2B entities and might even be the only client for 

certain products. Also, non-profit institutions fit this category with regards to 

educational and communitarian objectives. Public services like hospitals, 

universities, museums and other institutions when acting within the business 

market tend to operate with small budgets. 

Within the business market, there is a general tendency for geographically 

concentrated buyers. The geographical concentration helps to reduce selling 

costs. At the same time, business marketers need to monitor regional shifts of 

certain industries (Kotler & Keller, 2011) 

2.1.1.2 Demand 

The demand for industrial products has the particularity of being derived, 

inelastic and wavering (Kotler & Armstrong, 2007).  
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− Derived demand 

The demand is derived because it is expressed by a company that utilizes bought 

products in its own production system, in order to respond to the demand from 

other organizations or the final consumer (Lambin, 2000). In other words, B2B 

market’s demand is ultimately derived from the demand for consumer goods. 

B2B clients look for products to satisfy, direct or indirectly, the final consumer 

needs. For this reason, the business marketer must closely monitor the buying 

patterns of ultimate consumers. Business buyers must also pay close attention to 

current and expected economic factors, such as the level of production, 

investment, and consumer spending and the interest rate. In a recession, they 

reduce their investment in plant, equipment, and inventories (Kotler & Keller, 

2011). Understanding the nature of B2B market’s demand, justifies the reason 

why some B2B companies promote their products directly to the final consumer 

– to increase organizational demand (Kotler & Armstrong, 2007)2.  

 

− Inelastic Demand 

Several segments of the business market present an inelastic demand, this means 

the overall demand for numerous industrial goods is not drastically affected by 

variations in price, especially in a short run3 (Kotler & Armstrong 2007). 

Generally it doesn’t really matter if the price of a certain good increases or 

decreases: facing a slight variation, industrial clients will continue to acquire the 

same product quantity. 

                                                           
2 Intel Corporation promotes closely to computer consumers, disclosing the innumerous 

advantages of its microprocessors. An increase in the demand for Intel’s chips stimulates the 

demand for computers that utilize those chips – example by Kotler & Armstrong in the book 

Princípios de marketing (12th ed.). São Paulo: Pearson Prentice Hall. 
3 Demand is especially inelastic in the short run because producers cannot make quick changes 

in production methods (Kotler & Keller, 2011). 
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− Fluctuating demand 

The demand for business goods and services tends to be more volatile than the 

demand for consumer goods and services. A given percentage increase in 

consumer demand can lead to a much larger percentage increase in the demand 

for plant and equipment necessary to produce the additional output. Economists 

refer to this as the acceleration effect4. Sometimes a rise of only 10% in consumer 

demand can cause as much as a 200% rise in business demand for products in the 

next period; a 10% fall in consumer demand may cause a complete collapse in 

business demand (Kotler & Keller, 2011). 

 

2.1.1.3 The nature of the buying unit 

When compared to a consumer purchase, business purchases usually involve 

more decision participants and a more professional purchasing effort.  

− Professional purchasing 

Often, business buying is carried out by trained purchasing agents who spend 

their working lives learning how to buy better. Therefore, companies must have 

well-trained marketers and salespeople to deal with these technically literate 

buyers – companies have to provide great technical information about their 

products and advantages compared with competitive products (Kotler & 

Armstrong, 2007). 

                                                           
4 The acceleration effect is an economic concept that draws a connection between production 

(output) and capital investment by companies. According to the acceleration principle, if demand 

for consumer goods increases, then the demand for machines and other investment necessary to 

make those goods will increase even more (and vice versa). In other words, if income increases, 

there will be a corresponding but magnified change in investment.  

 
 
 

http://www.investopedia.com/terms/c/capital-investment.asp
http://www.investopedia.com/terms/c/consumer-goods.asp
http://www.investopedia.com/terms/i/investment.asp
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− More purchasing participants 

The more complex the purchase is, the more likely it is that several people will 

participate in the decision making process. This group of people constitutes the 

decision making unit (DMU) and its composition depends upon the complexity 

of the purchase (Kotler & Armstrong, 2007).  People with different backgrounds 

can be part of this sort of buying committees and all of them play roles 

accordingly – for instances, engineering personnel usually have a major influence 

in selecting product components, and purchasing agents dominate in selecting 

suppliers.                                                                                                                                                                                    

In any case, B2B marketers need well-trained sales representatives to deal with 

these well-trained buyers. Although advertising, sales promotions and direct 

marketing play an important role in the business promotional mix, personal 

selling is often the main marketing tool (Kotler et al., 2013).  

 

2.1.1.4 The decision environment – types of decisions 

and decision process 

Overall, business buyers deal with more complex buying decisions than do 

consumer buyers – their acquisitions involve large amounts of money, technical 

considerations and interaction with several people in different levels within the 

organization (Kotler & Armstrong, 2007). Also, the buying process tends to be 

more formal than the simple purchase of consumer goods – large industrial 

purchases usually require detailed and technical products specifications, official 

documents, a thorough research of potential suppliers and formal approval 

(Lambin, 2000).   

A particular aspect of all the process is that generally the seller and buyer are to 

a certain extent dependent on each other. Companies in consumer markets 
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maintain a certain distance from its consumers, but B2B companies may have to 

work closely with prospect clients and partners throughout the entire negotiation 

– they need to help them define their problems, find a solution and offer support 

services after the sale. (Kotler & Armstrong, 2007).                                                                                      

In the short run, sales go to suppliers who meet the buyer’s immediate product 

and service needs. In the long run, however, B2B marketers keep a costumer’s 

sales and create costumer value by meeting current needs and by partnering with 

costumers to help them solve their problems (Kotler et al., 2013). 

Because a purchase in this context is naturally more intricate, it may take longer 

for buyers to reach a final decision (Johansson et al., 2006). Also, industrial buying 

is guided by precise and technical specifications of what is requested and 

business buyers are professional and active customers who carefully evaluate 

alternatives. These characteristics and the market’s complex environment 

indicate that purchasing, based on impulse and emotions, should be very rare 

as the buyers are assumed to focus on the offers’ price, quality, quantity, timing, 

services and availability (Blombäck, 2005). 

 

2.1.2 Business Buying Behavior 

It is of major importance to understand how business buyers respond to 

marketing stimuli. Figure 1 presents a model of the business buying behavior in 

which marketing and other stimuli affect the buying company and produce 

certain reactions.  
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Figure 1: Model of Business Buyer Behavior 

Source: Kotler and Armstrong, 2011 

Similarly to consumer goods purchase, the stimuli for business buys consists in 

the 4 P’s: Product, Price, Placement and Promotion. The other incitements are 

related to aspects within the economic, technological, political, cultural and 

competitive environments. Together, both types of stimuli permeate the 

organization, are processed by the buyer and eventually transformed into a 

response: the choice of product or service, selected supplier, order quantity, 

terms of payment, etcetera. (Kotler & Armstrong, 2007). 

To design effective marketing strategies, marketers must understand what 

happens within the organization to turn those stimulus into purchase responses. 

 

2.1.2.1 Possible buying situations 

The type of buying depends on the complexity of the problem being solved, the 

newness of the buying requirement, the number of people involved and the time 

required for the whole process (Lambin, 2000). Having these variables in 

consideration, there are three types of buying situations: straight rebuy (which is 

a routine decision), modified rebuy (which requires some research) and new task 

(calls for thorough research). Figure 2 exemplifies some of the possible 

purchasing situations. 
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Figure 2: Types of industrial buying situations 

Source: Kotler et al., 2013 

− Straight rebuy 

A straight rebuy is the purchasing or reordering of supplies on a routine basis 

from a supplier – based on past buying satisfactions, the buyer simply chooses 

from the various suppliers on its list. For the supplier benefiting from the re-

purchase this situation is ideal since the purchaser is not looking to evaluate other 

products.  For competitors who are not getting the order it may require extensive 

marketing efforts to persuade the buyer to consider other product or service 

options (Kotler & Armstrong, 2007). 

− Modified rebuy 

Modified rebuy is a buying situation in which an individual or organization 

purchase goods that have been purchased previously but changes either the 

supplier or some other elements of the previous order. There are many reasons 

why a product is moved to the status of a modified re-purchase.  Some of these 

reasons include: end of purchase contract period, change in who is involved in 

making the purchase, supplier is removed from an approved suppliers list, 

mandate from top level of organization to re-evaluate all purchasing, or strong 

marketing effort by competitors. In this case the “in supplier” has to protect his 

account whereas the “out supplier” sees it as an opportunity to make a better 

offer and gain some business. A modified rebuy is less critical and consumes less 
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time. A new product introduction from the earlier version always creates a 

modified rebuy situation (Kotler & Armstrong, 2007). 

 

− New task 

When buying a product or service for the first time, companies face great costs 

and risk. The buyer must decide on product specifications, suppliers, price, 

payment terms, order quantities, delivery terms and service terms. This demands 

a large number of decision participants and a greater need to collect information 

(Kotler et al., 2013). 

 

Some business buyers prefer to buy a packaged solution to a problem from a 

single seller – systems buying. Buying a packaged solution to a specific problem 

avoids making all the separate decisions involved in buying each item or service 

separately. Systems selling is a key business marketing strategy for winning and 

holding accounts (Kotler et al., 2013).  

 

2.1.2.2 Participants in the buying decision process 

In B2B markets, a purchase is a collective decision and it is made by a selected 

group of people, which recognizes the importance of the task that concerns the 

whole firm, in addition their own career – the decision making unit (DMU) 

(Lambin, 2000). The size and composition of this team will vary according to the 

complexity of the purchase, and each member acts as an active problem solver 

and processes information so that organizational goals are accomplished 

(Johansson et al., 2006). 

The DMU may involve, besides the buyer itself, people who one way or another 

are connected to different levels of the purchase and people that somehow deal 
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with the consequences of the overall deal. This unit is generally composed by 

people with different responsibilities, acting according to different objectives and 

motivations (Lambin, 2000).  

Generically the DMU is composed by individuals acting according to the 

following five functions (Kotler & Armstrong, 2007): 

1) User – the members of the organization who will actually use the product. 

In many cases they are the first to present a proposal for the product 

purchase and help define some product specifications. 

 

2) Influencer – generally help define product specifications and also provide 

relevant information for alternatives’ evaluation. Technical experts are 

important influencers.  

 

3) Buyers – people with the formal power to select the supplier and establish 

buying conditions. Buyers may also help in product specifications, but 

their main role is to select suppliers and negotiate all possible alternatives. 

In complex purchases they may request the top management team’s 

support. 

 

4) Decision maker – the person with the formal power to approve the 

selected and final supplier. In everyday purchasers the buyers usually are 

the decision makers. 

 

5) Gatekeepers – control the information flow to others. 

 

The DMU is not an established and formally identified unit within an 

organization; it is the sum of all buying roles assumed by different people for 

different purchases. Within a company, the size and constitution of the DMU 



 
 

17 
 

varies according to the product and purchase context. In everyday purchases, 

one individual may assume all the roles himself and be the only person involved 

in the decision. On the other hand, in a complex purchase, the DMU may include 

20 to 30 people from different levels and departments of the organization (Kotler 

& Armstrong, 2007) 

2.1.2.3 Main influences on Business Buyer Behavior 

In regards to buying decisions, business buyers are subjected to many influences. 

Some companies believe the main influences are economical, and therefore they 

try to offer great economic benefits to potential buyers. Nevertheless, industrial 

buyers are human and react towards reason as well as emotion (Pickton and 

Broderick, 2001). For instances, when suppliers’ offers are very similar, the 

business buyer choice is not strictly rational – if it is possible for the company to 

achieve its goals with either supplier, then the buyers allows for personal 

influences to intervene in his decision process (Kotler & Armstrong, 2007).  

The buying activity itself consists of two parts: the people who influence the 

decision making and the buying decision process. Both are influenced by internal 

organizational, interpersonal and individual factors and additionally by external 

environmental factors 

Kotler and Armstrong (2011) visualize the factors influencing business buyer 

behavior as seen below in Figure 3. 

Figure 3: Main influences on Business Buyer Behavior  

Source: Kotler and Armstrong, 2011 
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− Environmental factors 

Business buyers are heavily influenced by factors in the current and expected 

economic environment. As economic uncertainty rises, business buyers tend to 

cut back on new investments and attempt to reduce their inventories. Alongside 

this issues, another concern is the level of primary demand due to its influence 

in B2B markets (Kotler & Armstrong 2007). An increasingly important factor is 

the supply of key materials. Many companies are now willing to hold larger 

inventories of scarce materials or to commit to long-term price contracts to ensure 

adequately supply. Also, business decisions are affected by technological and 

competitive developments as well as possible changes in the political conjecture. 

Lastly, culture and costumes can influence buyers’ reactions, especially in an 

international environment. 

− Organizational factors 

Business marketers need to understand individual organizations objectives, 

policies, procedures, structure and systems, since these vary from company to 

company. Looking at the internal organizational factors of a specific company,  

marketers understand how many people, and who, are involved in decision 

making and based on what criteria do they buy (Kotler et al., 2013).  

− Interpersonal factors 

Since usually decisions are made by more than just one person, interpersonal 

factors are also present in business buying process, when these decision makers 

influence each other – these factors include authority, status, empathy and 

persuasiveness. Interpersonal factors and group dynamics are often subtle and 

difficult to evaluate. Some may influence a buying decision because they are well 

liked, have certain expertise, control rewards or have special relationship with 

key decision makers. Business marketers should try to design strategies that take 

interpersonal factors in account if possible. (Kotler et al., 2013).  
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− Individual factors 

Each participant of the buying process has different motivations, perceptions and 

preferences that are affected by personal characteristics like age, income, level of 

education, job position, personality and attitudes towards risk (Kotler & 

Armstrong 2007). Also, buyers have different buying styles. Some may be 

technical types who make thorough analysis of competitive proposals before 

selecting a supplier, while others may be intuitive negotiators looking to find the 

best deal possible.  

 

2.1.2.4 Decision buying process 

Business to business buying decision process is more deliberate and differs from 

the consumer decision process (Kotler et al., 2013) – table 2 summarizes its 

differences with regards to major buying situations. 

Table 2: Comparison of business and consumer buying process in relation to major buying 

situations 

Buying Step B2B B2C 

1. Problem 

recognition 

Anticipates and plans 

for a purchase on a 

routine basis 

Reacts to needs when 

they arise 

2. General need 

description 

Extensive, objective, 

cost-benefit analysis 

Limited analysis  of 

benefits 

Concern with total 

cost 

3. Product 

specification 

Precise 

Technical description 

Description more in 

terms of benefits 

4. Information and 

supplier research 

May take a long time 

Thorough research 

Extensive 

Several possibilities are 

selected 

Limited – 

geographically and in 

terms of sources 

(internet, WoM, 

magazines, etcetera) 
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5. Proposal 

solicitation 

Generally follows a 

formal procedure 

May be verbal 

6. Supplier selection Made after extensive 

analysis of objective 

information 

Limited analysis, 

with subjective and 

circumstantial 

information 

influencing the 

decision  

7. Order-routine 

specification 

Routinized calculation  

of reorder points as well 

as time and place of 

delivery 

It is not routinized 

8. Post-purchase 

performance 

Extensive comparison 

made and review 

feedback given 

Concern with quality of 

service 

Little basis for 

comparison 

management at 

source 

Source: Adapted from Kotler at al., 3013 

Focusing on B2B markets, the buying process varies according to the importance 

of the buying decision and with the size of the business. Buyers who face a new-

task buying situation usually go through all eight stages of the buying process, 

though the process may be less formal for small businesses. However, buyers in 

charge of modified or straight rebuys might skip some of the stages. The figure 

below illustrates the eight steps in the business buying process. 

 

Figure 4: Stages of the Business Buying Process 

Source: Kotler and Armstrong, 2011 
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1) Problem Recognition 

Someone recognizes the organization has a need that can be solved by 

purchasing a good or service. Users often drive this stage and need 

identification may be a consequence of internal or external stimuli.  

For instances, internally the company may decide to launch a new product 

that requires the acquisition of new equipment and materials for its 

production. Externally, the buyer may have new ideas after visiting a 

trade show or industrial exhibition (Kotler & Armstrong, 2011). 

 

2) The need is described and quantified/ General need description 

The buying center or DMU, work to put some parameters around what 

needs to be purchased. They describe what they believe is needed, the 

features it should have, how much of it is needed, where, and so on. For 

standard items this process is relatively simple. However, more technical 

or complex products probably require the buyer to work with other 

people and together define the product’s technical specifications. Users 

and influencers come into play here. 

In this stage, there is a good opportunity for marketing professionals to 

assist the potential buyer, provide relevant information regarding the 

company’s services and specify the value and main characteristics of the 

product (Kotler & Armstrong, 2011).  

 

3)  Product Specification 

The potential buyer develops the item’s technical product specifications, 

often with the help of experts. A value analysis is considered – it consists 

in an approach to cost reduction in which components are studied to 

determine whether they can be redesigned, standardized or made by 

cheaper methods of production (Kotler & Armstrong, 2011). 
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4) Supplier search 

At this stage, the people involved in the buying process seek out 

information about the products they are looking for and the vendors that 

can supply them. Most buyers look online to find vendors and products, 

attend industry trade shows and conventions and telephone or e-mail the 

suppliers with whom they have relationships. For marketers, the internet 

has levelled the playing field – small suppliers now have many of the same 

advantages as larger competitors. The challenge for the suppliers is 

therefore to be listed in relevant directories and build a good reputation 

in the marketplace, so that they stand the best chance of coming to the 

attention of potential buyers (Kotler & Armstrong, 2011). 

 

5) Proposal solicitation 

Suppliers are invited to submit proposals. In response, generally a catalog 

or a salesperson is are sent. However, when the item is complex or 

expensive, the buyer usually requires detailed proposals or formal 

presentations. If the good is a physical product, the vendors generally 

provide the purchaser with samples, which are then inspected and 

sometimes tested. They might also ask satisfied customers to make 

testimonials or initiate a discussion with the buyer (Kotler & Armstrong, 

2011). 

Business marketers must be skilled in researching, writing and presenting 

proposals – these should be seen as marketing documents and not only 

technical forms (Kotler et al., 2013). 

 

6) Supplier selection 

The proposals are reviewed and some suppliers are selected. During this 

stage, the DMU will often draw up a list of the desired supplier attributes 

and their relative importance. Such attributes commonly include product 
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quality, service quality, reputation, on-time delivery, ethical corporate 

behavior, honest communication and competitive prices. The buying 

center will then rate suppliers against these attributes and identify the best 

traders (Kotler et al., 2013). 

Buyers may attempt to negotiate with preferred suppliers for better prices 

and terms before making the final selection. In the end they may opt for a 

single or a few of the initial options. Many companies prefer multiple 

sources of supplies to avoid being totally dependent on one supplier and 

to allow comparisons of the prices and performance of several suppliers 

over time (Kotler & Armstrong, 2011). 

 

7) Order-routine specification 

This is the stage in which the actual order is put together. The order 

includes the agreed-upon price, quantities, expected time of delivery, 

return policies, warranties, and any other terms of negotiation. The order 

can be a one-time order or consist of multiple orders that are made 

periodically as a company needs a good or service. Some buyers order 

products continuously by having their vendors electronically monitor 

their inventory for them and ship replacement items as the buyer needs 

them – vendor managed inventory5 (Kotler & Armstrong, 2011). 

 

8) Post-purchase performance review 

The buyer reviews the supplier performance. Some buyers establish on-

time performance, quality, customer satisfaction, and other measures for 

                                                           
5Many large buyers now practice vendor-managed inventory – a system through which they turn 

over ordering and inventory responsibilities to their suppliers. Under such systems, buyers share 

sales and inventory information directly with key suppliers. The suppliers then monitor 

inventories and replenish stock automatically as needed (Kotler and Armstrong, 2011). For 

example, most major suppliers to large retailers such as Walmart or Home Depot assume vendor-

managed inventory responsibilities. 
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their vendors to meet, and provide those vendors with the information 

regularly, such as trend reports that show if their performance is 

improving, remaining the same, or worsening. This review may lead the 

buyer to continue, modify or drop the agreement. The seller’s job is to 

monitor the same factors used by the buyer to make sure that the seller is 

delivering the expected level of performance. Companies need to 

collaborate with their suppliers to look for ways to improve their joint 

performance (Kotler et al., 2013). 

 

2.1.3 The importance of relationships in B2B markets 

 

Cultivating the right relationships with business is paramount for any holistic 

marketing program. To improve effectiveness and efficiency, business suppliers 

and customers are exploring different ways to manage their relationships – more 

than ever, companies are using information about customers to enact precision 

marketing designed to build strong long-term relationships (Kotler & Keller, 

2011). Customer relationship management (CRM) makes more sense than ever 

as a tool to carefully manage detailed information about individual customers 

and all customers encounters with the brand and product (Kotler and Keller refer 

to these encounters as “touch points”) in order to maximize loyalty. Reaching out 

to CRM companies assume the position of providing excellent real-time customer 

service through the effective use of individual account information. Based on 

what they know about each valued customer, companies can customize their 

market offerings, services or programs. Also, CRM is quite vital because a major 

driver of company profitability is the aggregate value of the company’s customer 

base. 
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Throughout literature it is very common for authors to agree that relationships 

are particularly relevant in business markets – interaction and relationships can 

indeed add value to the simple product an industrial player is offering (Ahmad 

& Buttle, 2001). The underlying environment where business relationships may 

foster and the reasons for its relevance, however, are not strictly defined as there 

are many different opinions on the subject. The following section will address the 

main thoughts on this matter. 

 

Looking at business relationships as something more than just a business deal, 

Hallén (cit in Blombäck, 2005) states that personal relationships are undeniably 

important for business. The author claims that developing relationships beyond 

the business-tasks obligation provides a groundwork on which business networks 

can be (more safely) established. Similarly, Dubois and Håkan (2002) defend solid 

relationships may not only be used to increase cost efficiency (business concern) 

but may also function as an important foundation for value creation (beyond 

business concerns). In the same way, acknowledging business relationships are 

built upon personal interactions Gross et al., (cit in Blombäck, 2005) stress the 

need for sellers to work on enthusiasm and awareness if they wish to keep the 

relationship positive and long-term – stagnation and routine might be hazardous.  

 

Focusing on the purchase process, Håkansson and Gadde (1992) distinguish  

between simple and complex purchasing situations and suggest that the intricacy 

of a buying situation may engender lower or higher levels of uncertainty, which 

on their own might stress the need for trust between actors. The authors state 

uncertainty can never be entirely removed, but there is the possibility for its 

management. Reliable and close relationships can, therefore, work as a 

reassuring tool for the buyer.  Similarly, Anderson and Narus (1998) argue trust 

and commitment are vital parts of working relationships on the industrial 
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market. Close to Håkansson and Gadde perspective, trust is one of the factors 

that reduces the perceived risk for actors when acting in a business relationship.  

 

With a parallel view, Kotler and Keller (2011) defend that building trust is one 

prerequisite to healthy long-term relationships and a number of forces effect the 

improvement of a relationship between business partners. According to these 

authors, it is possible to name four relevant factors: availability of alternatives, 

importance of supply, complexity of supply, and supply market dynamism. 

Based on these influential factors, the authors further classify buyer–supplier 

relationships into eight categories: 

 

1. Basic buying and selling: simple, routine exchanges with moderate levels of 

cooperation and information exchange. 

2. Bare bones: relationships require more adaptation by the seller and less 

cooperation and information exchange. 

3. Contractual transaction: the exchanges are defined by formal contract and 

generally have low levels of trust, cooperation, and interaction. 

4. Customer supply: this traditional custom supply situation, competition rather 

than cooperation is the dominant form of governance. 

5. Cooperative systems: partners in cooperative systems are united in 

operational ways, but neither demonstrates structural commitment through legal 

means or adaptation. 

6. Collaborative: with regards to collaborative exchanges, much trust and 

commitment lead to true partnership. 

7. Mutually adaptive: buyers and sellers make many relationship-specific 

adaptations, but without necessarily achieving strong trust or cooperation. 

8. Customer is king: in this close, cooperative relationship, the seller adapts to 

meet the customer’s needs without expecting much adaptation or change in 

exchange. 
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Over time, though, relationship roles may change or be triggered under different 

circumstances. For instances, some needs can be satisfied with fairly basic 

supplier performance, and buyers then neither want nor require a close 

relationship with a supplier. Equally, some suppliers may not find it worth their 

while to invest in customers with limited growth potential. An interesting study 

regarding business relationships concludes that the closest relationships between 

customers and suppliers arise when the supply is important to the customer and 

there are procurement obstacles, such as complex purchase requirements and 

few alternate suppliers6. 

 

Another perspective on relationships’ relevance can be found in the change of 

the strategic focus from purchasing to supply management that occurred during 

the late years of the 20th century (Gadde & Snehota, 2000). This change relates to 

companies’ growing understanding that competitive advantages do not rely 

solely on the purchasing power of a company but rather in the relationships and 

linkages it has with other actors – its business network. Bearing this in mind, 

supplier relationships represents a vital aspect of a company’s success and, 

consequently, the choice of business partners and relationships must be wisely 

managed. Nevertheless, it is important to understand that establishing and 

handling close relationships incur costs, and therefore companies will not 

automatically invest their efforts in relationships with all suppliers – different 

relations are dealt with differently within a company, depending on the strategic 

importance of the supplier (Gadde & Snehota, 2000). Under these premises, it is 

then possible to address the depth of a relationship regarding three main aspects: 

coordination of activities, adaptations of resources and interaction among individuals. 

                                                           
6 In this matter it is recommended the reading of the 1999 article by Joseph P. Cannon and William 

D. Perreault Jr.:  Buyer–Seller Relationships in Business Markets, Journal of Marketing Research. 

Volume  36 p. 439–460. 
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Depending on the involvement business actors have within these three aspects, 

the supplier relationship can be labeled as either high or low involvement – the 

potential cost and/or revenue benefits gained from a particular supplier, the 

buyer will work to reach either one or the other.  

 

In their article “Assessing Relationship Quality”, Naudé and Buttle (2000) 

compile the varied discussions on value and quality of B2B relationships and 

categorize five attributes as the basis for a business relationship, namely trust, 

needs fulfilment, supply chain integration, power and profit. The authors further 

conclude that the qualified significance of those attributes will differ depending 

on what types of intervenients are included in the relationship. Under this note, 

even if it is not possible to consider all relationships as being defined by a general 

concept (Blombäck, 2005), all possible attributes go well with authors focusing 

on relationships and suggesting that marketing communications is a means to 

manage the necessary relationships which are the core of industrial markets (e.g. 

Fill, 2002). 

 

2.2 B2B branding 

It is common sense that a brand in the B2C market is important for a company as 

a source of sustainable competitive advantage and to capture consumer 

preferences and loyalty (Johansson, 2006). Therefore, firms need to work on 

awareness and knowledge about their brand (Kotler & Armstrong 2007). A 

question that arises is whether it is becoming equally important in B2B markets. 

The following sections elaborate on this issue. 

 2.2.1 Definition of brand 

Brands have been for centuries means to distinguish the goods of one producer 

from those of another (Keller, 2013). To some extent we are all familiar with the 
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brand concept as we continuously run into brands in our daily lives – we all have 

a brand we like, a brand we cherish, a brand that inspires us and so on.  

Nevertheless, defining the term brand is a quite complex task. So complex, an 

article written  by Maurya & Mishra (2012) providing an overview of the existing 

academic literature regarding this subject, was the result of the analysis and 

synthesis of more than three dozen definitions of brand amongst academicians. 

In order to do the systematic analysis of those dozen definitions, the authors used 

a framework suggested by De Chernatony and Riley (1998), through which they 

classified definitions of brand into 12 themes, namely: (1) brand as a logo, (2) 

brand as a legal instrument, (3) brand as a company, (4) brand as a shorthand, (5) 

brand as a risk reducer, (6) brand as identity system, (7) brand as an image in 

consumer's mind, (8) brand as value system, (9) brand as a personality, (10) brand 

as relationship, (11) brand as adding value and (12) brand as an evolving entity. 

Despite all the different perspectives on this subject, the definition of brand as a 

logo seems to be most commonly accepted and used in the literature. This 

definition was first presented by the American Marketing Association (AMA) in 

the 60’s, and it has been analyzed by marketing gurus such as Phillip Kotler and 

Kevin Keller.  To the AMA a brand is “a name, term, sign, symbol, or design, or 

a combination of them, intended to identify the goods or services of one seller or 

group of sellers and to differentiate them from those of competitors.”7 Keller 

takes this definition to another level by stating that practicing managers refer to 

a brand as something more than just that – as something that has actually created 

a certain amount of awareness, reputation, prominence, and so on in the 

marketplace (Keller, 2013). The name, logo, symbol, package design, or other 

                                                           
7 AMA (2016). Definition of Brand (AMA Dictionary) [Online] Available: 

http://www.marketingpower.com/_layouts/Dictionary.aspx?dLetter=B 
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characteristics are examples of different components of a brand that identify and 

differentiate it – they’re what is called brand elements8.  

 

The above-mentioned features, together with other elements make up the parts 

of a brand a company can manage.  This view is based on the logic that brands, 

are important for the organization as a source for sustainable competitive 

advantage (Johansson et al., 2006). The individual brand elements then function 

as a platform that can be used both to make audiences aware of the offer and to 

provide this audience with something they can attach perceptions and values in 

their minds. These perceptions are often called  brand’s image9 and represent the 

different values or ideas an individual attaches to a certain brand based on the 

degree of interaction he/she has developed with the brand (Blombäck, 2005).  

 

Research papers throughout the 60s and 70s found that consumers were using a 

more thorough process than purely searching for product functions when 

selecting what products to buy. This research suggests that through the use of 

different communication efforts a company can make audiences perceive 

different trademarks as representing different types of attitude, behavior and 

lifestyles (Blombäck, 2005). Based on this thought, brands prove equivalent to 

more than a logotype that serves as a means for identifying a product’s origin 

(Keller, 2013). From this perspective, companies tend to rely on their customers’ 

ability to perceive and form beliefs and make choices accordingly. As a result the 

product (goods or service) and trademark (or other brand element) only 

                                                           
8 Keller (2013) offers the following definition of brand elements: “Brand elements, sometimes called 

brand identities, are those trademarkable devices that serve to identify and differentiate the brand. The main 

ones are brand names, URLs, logos, symbols, characters, spokespeople, slogans, jingles, packages, and 

signage.”  
9 Kapferer (2012) defines brand image the following way: “Image is on the receiver’s side. Image 

centers upon the way a certain public imagines a product, brand, political figure or country, etc. 

The image refers to the manner in which this public decodes all the signals emitted by the brand 

through its products, services and communication program. It is a reception concept.” 
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represent one part of the brand while impressions and surrounding values 

represent another. Not only are there many different types of associations to link 

to the brand, but there are many different means to create them—the entire 

marketing program can contribute to consumers’ understanding of the brand 

and how they value it as well as other factors outside the control of the marketer 

(Keller, 2013). This insight leads to the idea that a brand is dependent on an 

audience’s attention and attitude to exist and be of some value (Blombäck, 2005).  

Bearing this in mind, one can argue the AMA definition of brand can be 

completed with Keller’s vision of a brand being much more than just a mix of 

tangible brand elements. From a wider perspective, which includes the idea of 

audiences’ perceptions, the creation and management of a brand is about making 

customers notice, understand and foremost believe that one company’s offer is 

better suited for them and their needs. It is not enough for a brand to exist 

visually and graphically through its elements, it has to gradually be built up by 

the interactions a person has with its different symbols, both tangible and 

intangible (Kapferer ,2012). 

 

Following Keller’s reasoning, it is important to understand that while a brand 

can be recognized by a name, logotype, symbol or perhaps a particular design, 

that is not what makes it remarkable for a company. Instead, it is the ideas 

consumers have about the brand and the added value it thereby brings which is 

worthwhile (Blombäck, 2005).  

Brands are conditional, intangible and legal assets for a firm, and they act like a 

signal of perceived value to all the stakeholders – while offering added value to 

its customers, a brand can be seen as a source of value (brand equity)10 to the 

company (Blombäck, 2005).  

                                                           
10 Kotler and Armstrong (2007) state brand equity is the positive differential effect that knowing 

the brand name has on consumers’ response to the product or service. In the same direction, 

Keller (2013) argues brand equity occurs when the costumer has a high level of awareness and 
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The perceived value (benefits) may range from functional to psychological 

associations and it is influenced by the interaction between the firm and the 

various stakeholders through the several points of contact and interactions. The 

challenge for the organization lies in minimizing the gap between the brand 

identity and the generated perceptions (Maurya & Mishra, 2012). 

 

Conclusively, it seems elements and perceptions are both necessary for 

discussing the existence of a brand. Thus, the brand concept in this thesis is 

understood and treated from the wider perspective. 

 

 2.2.2 The growing importance of brands in B2B markets 

Based on its definition, either the AMA (1960) statement or the wider perspective, 

a brand is not unavoidably restricted to a particular type of company or market. 

Nevertheless, for a long time brand research and literature focused on consumer 

goods markets, and only recently a growing focus has been placed on the subject 

in connection to industrial markets (Low & Blois, 2002). This neither means that 

brands have not always been something characteristic and applicable to all types 

of businesses nor that the concept and ideas cannot be applied to B2B markets. 

According to Nilson (1998) the former consumer market attention was a result of 

the fact that brands and the process of branding were originally focused on 

consumer businesses. Consequently, most models and techniques suggested for 

branding were designed for the consumer goods market and the concept 

typically connected with this background. 

 

During the end of the 19th century, as manufacturers gradually began using their 

name on industrial goods, the objective was not primarily to make people think 

                                                           
familiarity with the brand and it holds some strong, unique and favorable associations in 

memory. 
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something special as they saw it. Rather the use of  the producer’s name was a 

main feature to distinguish the offer – the use of brands was then limited to 

naming products, often by using the founder’s, investor’s or inventor’s name 

(Rooney, 1995). In accordance, it is not very surprising that branding was not 

related to industrial markets as long as it was mainly considered to be a tool for 

identification. However, as the brand discussion developed into being about 

perceptions that relate to some type of value, it is possible that it has brought 

more attention to the potentials of branding for industrial companies. The wider 

description of the brand concept leaves more room for discussing brands related 

to different types of offers and purchasing. All in all, this suggests that the 

previous negligence of brands was not necessarily a result of branding’s possible 

application to the market but rather that there might have been little 

understanding of the brand’s construct (Blombäck, 2005). 

 

In an intensive study regarding corporate branding, Blombäck (2005) presents 

several reasons why branding potential started being recognized in industrial 

markets. From all the possible reasons, we wish to highlight three:  

 

(1) the similarity between competing offers – just like in consumer 

markets, branding becomes a way to help differentiating a product 

from those offered by other actors;  

(2)  B2B companies realized that the benefits which branding can yield in 

a competitive market are not exclusive of consumer markets and also 

apply to their context; 

(3)  companies begin to recognize that there are differences between 

industrial branding and consumer branding that needed to be brought 

forward; 
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Since the 90’s there has been an effort in regards to research in the branding field 

of B2B markets (Keller, 2013). Despite the fact that this research still isn’t enough, 

there seems to be a general understanding that competition can be seen as one 

main reason why in industrial markets it becomes crucial for actors to 

differentiate their products to reach a competitive advantage. On a competitive 

market where customers are both experienced and selective, working with 

brands becomes necessary to create an impression that makes customers prefer a 

particular offer and thus might also willingly pay more to obtain it. One must 

understand, however, that brands are not strictly necessary in all markets. Even 

if a brand exists in the legal sense, it does not always play a role in the buying 

decision process – other factors may be more important (Keller, 2013). 

Categorically, it is proposed that in order to maintain or gain client’s interest a 

company needs to have suitable images both of the company and its products 

(Blombäck, 2005). 

 

2.3 B2B Marketing communications 

Marketing communications are the means by which firms attempt to inform, 

persuade, and remind consumers—directly or indirectly—about the products 

and brands they sell (Kotler & Keller, 2012).  When communicating through 

marketing, the company can establish a dialogue and build relationships with 

consumers, strengthen customer loyalty, and ultimately contributing to customer 

equity. Marketing communications allow companies to link their brands to 

people, places, events, brands, experiences and feelings, establishing this way an 

idea of the brand in the memory of consumers (brand image). 

Understandably, Marketing communication is of substantial importance in both 

B2B and B2C markets. It is essential for all firms to communicate its message to 

customers in order to drive their sales. To be able to communicate efficiently with 



 
 

35 
 

the customers, firms need to decide which marketing communication tools they 

will use. 

Research in this field of study shows that B2B firms are more relational in their 

approach to the market, whereas consumer firms are somewhat more 

transactional (Johansson et al., 2006). Starting with what could be seen as 

traditional ideas, the next section continues by pointing at perception changes 

which have influenced the literature in the area.  

 

 2.3.1 The Communications Mix 

To Kotler and Keller (2011) the marketing communications mix consists of eight 

major modes of communication: 

1. Advertising: any paid form of nonpersonal presentation and promotion of 

ideas, goods, or services by an identified sponsor via print media (newspapers 

and magazines), broadcast media (radio and television), network media 

(telephone, cable, satellite, wireless), electronic media (audiotape, videotape, 

videodisk, Web page), and display media (billboards, signs, posters).  

2. Sales promotion: variety of short-term incentives to encourage trial or 

purchase of a product or service including consumer promotions (such as 

samples, coupons, and premiums), trade promotions (such as advertising and 

display allowances), and business and sales force promotions (contests for sales 

reps).  

3. Events and experiences: company-sponsored activities and programs 

designed to create daily or special brand-related interactions with consumers, 

including sports, arts, entertainment, and cause events as well as less formal 

activities.  
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4. Public relations and publicity: variety of programs directed internally to 

employees of the company or externally to consumers, other firms, the 

government, and media to promote or protect a company’s image or its 

individual product communications.  

5. Direct marketing: use of mail, telephone, fax, e-mail, or Internet to 

communicate directly with or solicit response or dialogue from specific 

customers and prospects.  

6. Interactive marketing: online activities and programs designed to engage 

customers or prospects and directly or indirectly raise awareness, improve 

image, or elicit sales of products and services.  

7. Word-of-mouth marketing: people-to-people oral, written, or electronic 

communications that relate to the merits or experiences of purchasing or using 

products or services.  

8. Personal selling: face-to-face interaction with one or more prospective 

purchasers for the purpose of making presentations, answering questions, and 

procuring orders.  

The table below lists numerous communication platforms: 

Table 3: Common communication platforms 

Source: Kotler and Keller, 2011. 
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A firm’s marketing communication, however, goes beyond these platforms. The 

product’s styling and price, the shape and color of the package, the salesperson’s 

manner and dress, the store décor, the company’s stationery — they all 

communicate something to buyers. Every brand contact delivers an impression 

that can strengthen or weaken a customer’s view of a company (Kotler & Keller 

2011). 

 

 2.3.2 The traditional view of communication in B2B 

In general, business marketing communication theory has suggested that B2B 

clients should not be treated like private consumers and that only certain types 

of information and media are efficient. The reason for the difference lies in the 

nature of the environments, the tasks involved and the overall need of the 

recipients for particular types of information – information need, therefore, can 

be seen as a primary reason for the differences in which promotional mixes are 

configured (Fill, 2002). Following the same reasoning, authors advocating the 

relationship perspective of industrial marketing (e.g. Coviello & Brodie, 2001), 

unsurprisingly seem to emphasize the interaction part of communication.  

Marketing in a B2C world is one-way communication to a passive buyer whereas 

in a B2B context the buyer is active and interactions take place (Johansson et al., 

2006). The idea of customers as active parties only makes it more important to 

understand what kind of information is necessary to exchange and how the 

buyer behaves in order to understand which marketing communication tools are 

reasonable to the product’s provider (Blombäck, 2005). 

The following table summarizes the main differences between B2C and B2B 

communications. 
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Table 4: Differences between consumer and business-to-business marketing communications 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Source: Fill, 2005 

 

Fill (2005) thus suggests some characteristics of industrial marketing 

communications: 

(1) usage of formal messages,  

(2)  personal sales dominance,  

(3) below the line tools with high level of integration,  

(4) great use of financially rational, logic and information-based messages,  

(5) limited use of targeting and research although increasing usage of 

segmentation,  

(6) budgets focus on sales management,  

(7) and a limited number of alternative approaches for evaluation.  

 

 

Analyzing this table, one can easily jump to the conclusion that B2B 

communication deeply relies on below the line marketing strategies (BTL), whereas 
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in consumer markets an above the line strategy11 (ALT) is more common. In 

business markets, the greater need to provide thorough information is better 

fulfilled if the information flows directly between buyer and seller, in a formal 

environment where rational and economic logic have some weight.                                                   

Šehović et al., (2014) refer to below the line12 communication as “non-media 

communication which is short-term incentive and mainly oriented at 

consumers.” The authors further discuss its advantages, highlighting the benefits 

of a narrow target, the direct and often personalized communication, the 

possibility for better control of the information flow and its measurability (return 

on investment can be measured) – benefits that suite the nature of business 

transactions. 

 

A good advertisement can on its own create a buyer in B2C, but advertisement 

in B2B has a different role. Due to the smaller amount of customers in B2B, word-

of-mouth has a greater effect than what it has in B2C. In B2B the brand tends to 

have a smaller influence on the buyers whereas in B2C, the power of brands can 

be a tremendous tool for influencing the buyers. (Ford et al., 2006). Promotion in 

B2B markets is hence focused upon rational and economic concerns as well as 

performance and functionality (Andersen et al., 2009). 

 

Due to the outlined characteristics of the market and its buyers, B2B marketing 

theory consequently has focused on rational information, long-term contracts 

and personal relationships (Fill, 2002). In turn this has shaped assumptions of 

                                                           
11 According to Šehović et al., (2014) above the line is a communication strategy based on all types 

of communication, which involves the use of mass media channels (television, cinema, radio, 

print, etc.) in order to promote brands. The objectives of ATL activities are to strengthen brand 

awareness, to build a brand identity and to improve the brand image about the company’s 

product or service. This type of communication is conventional and impersonal to customers, and 

much more effective when the target group is very large and difficult to define.  
12 Most common examples of BTL tools are: sales promotions, personal selling, sampling 

(tastings), sweepstakes and contests, loyalty programs, direct mail, public relations and event 

marketing. 
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how marketing communications should be handled and what communication 

tools are is realistic in the B2B universe (Johansson et al., 2006). Nevertheless, 

these conclusions are neither proof that these communications tools are more 

efficient in the industrial market, nor that others cannot be valuable. What they 

suggest is solely that business companies often act according to the 

communications mix conventionally presumed viable for the context (Blombäck, 

2005). 

 
 

 2.3.3 The changing view 

Recently perceptions have been changing and it is said that B2B and B2C markets, 

have more similarities than previously assumed (e.g. Ede et al., 2004). In regards 

to communication, this might affect the decision about which marketing tools to 

implement. Acknowledge the differences between the two markets and 

comprehend their similarities may lead to a change in the old way of thinking, 

which states that B2C marketing tools can’t be successfully used in a B2B market 

(Johansson et al., 2006).  

 

When studying most of the industrial marketing literature throughout the 20th 

century, some widespread ideas and business market’s characteristics are 

constantly addressed (Blombäck, 2005). The basis for all assumptions can be 

summarized as follows:  

 

1) business customers presumably act on behalf of a larger entity (their 

actions are guided by organizational and operational efficiency goals as 

well as budget limitations); 

2) purchase decisions often involve many people and the buyers routinely 

have specific and technical specifications of what is requested (technical 

knowledge and experience is mandatory);  
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3) business buyers are seen as professional and active customers who wisely 

evaluate alternatives – purchases on impulse are very rare in the industrial 

market and that the buying process is more time consuming; 

4) the number of customers is normally reasonably small, which means the 

individual buyer has more power and that the money spent and the size 

of orders is great; 

5) industrial buyers are not passive actors but active experts who interact, 

build relationships and are part of business networks larger than the 

single seller-buyer duo. 

 

Focusing solely on these market’s specificities has, consequently, an influence on 

the assumptions made of how marketing communications should be handled 

(Blombäck, 2005). With no surprise, communication in B2B is mostly seen as 

rational, objective, formal, technical and deeply reliable on products’ quality and 

performance.  

 

One can, however, deviate the attention from the unique business market’s 

characteristics and address the communication issue from another perspective – 

the industrial buying behavior (IBB). 

Earlier academics on industrial buying behavior, suggest the industrial 

marketers challenge is to understand how to become increasingly effective and 

earn more money. In the early 90’s Sherlock (1991) presents a slightly critical 

opinion on the general expectations for industrial buyers, proposing that the idea 

of entirely technical and objectively analytical buyers is not accurate. Following 

the author’s view, the discussion on IBB indicates that marketers will only solve 

the communication issue by understanding buyers in terms of: 

 



 
 

42 
 

− what the purchase represents to the buying firm13; 

− what persons are part of the decision-making unit14;  

− what the decision process looks like15 ; 

− lastly, but very important, what factors affect the buyers’ behavior16.  

 

The underpinning idea of Sherlocks’s (1991) understanding is that once sellers 

comprehend the buying process exhaustively, they can become more and more 

proficient in adapting their actions in order to affect the buyer’s behavior, and 

hence be profitable. 

More recently, (Clow & Baack, 2002) state that an understanding of how and what 

to communicate ought to be based on the buying process of the particular 

audience a company wishes to profit from.  

Today, most academics and practicing marketers in the business world recognize 

that emotion plays an important role in the business buying process (Kotler & 

Armstrong, 2011)1718.  Fill (2002) claims, for example, that instead of only 

concentrating on the traditional industrial communications mix (exhibitions, 

trade advertising, financially rational messages, technical texts), companies, are 

gradually turning their attention towards more emotional messages. The author 

further stresses the importance of emotion and feelings in B2B advertising as he 

                                                           
13 See point  2.1.2.1 
14 See points 2.1.1.3 and 2.1.2.2 
15 See points 2.1.1.4 and 2.1.2.4 
16 See point 2.1.2.3 
17 Kotler and Armstrong (2011), with regards to the role of emotions in business buying behavior, 

give as an example the campaign by premium heavyduty truck maker Peterbilt. The add does 

stress performance — its dealers and Web site provide plenty of information about factors such 

as maneuverability, productivity, reliability, comfort, and fuel efficiency – but also appeals to 

buyers’ emotions as well. They show the raw beauty of the trucks, and the Peterbilt slogan —

“Class Pays”— suggests that owning a Peterbilt truck is a matter of pride as well as superior 

performance. Says the company, “Peterbilt . . . the class of the industry. On highways, 

construction sites, city streets, logging roads—everywhere customers earn their living — 

Peterbilt’s red oval is a familiar symbol of performance, reliability, and pride.”  
18 Also, with regards to this matter, it recommended the reading of a case study of the Swedish 

company Volvo. The case study addresses the viral success of the advertising campaign “Volvo 

Trucks – the Epic Split ft. Van Dame” – available at: http://www.best-marketing.eu/case-study-

volvo-trucks-live-test-series/ 
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believes that a persons’ level of involvement in a purchase affects their 

properness to be influenced by principal and/or secondary communication 

activities. 

Within this reasoning, individuals with a high involvement in the purchasing 

process are likely to be affected by the traditionally supported, technical and 

instructive communications. On the other hand, once several people are 

frequently involved in the decision process and, possibly, people can differ in 

their involvement, also the secondary channels of communication might be 

important to gain awareness and interest.  

Fill’s (2002) assumption is that business marketing communications must be 

planned according to the situation – depending on the level of involvement 

among the purchasing parties, different promotional strategies should be 

adopted. 

 

Recent studies regarding emotional influences within the business market give a 

picture of differentiated behavior and buyers that are affected by their emotions, 

and sometimes use a different logic than the strictly technical-informative one 

(Blombäck, 2005). Looking at this behavioral side of the industrial actors, it is 

possible to get a different understanding of which marketing practices and tools 

are feasible for a company on that market. 

While the foundations for business marketing discussions in literature have so 

far been very much based on the initially mentioned characteristics (e.g. smaller 

number of customers, large purchased quantities, corporate responsibilities, 

financial risks and so on), recent literature and discussions have been 

highlighting the importance of relationships, networks and interactions (e.g. Fill, 

2002). Once these features are somewhat related to emotions and trust issues, 

they gradually open the way towards the idea of a less technical and cold rational 

organizational buyer.  
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This type of discussion indicates that B2B marketing cannot be dismissed in 

marketing as relating simply to purchases based on finance, products, 

performance and technical features. Instead it proves more intriguing and other 

issues are relevant than those customarily considered (Pickton & Broderick, 

2001). 

Bearing this in mind and striving away from the traditional view of B2B 

communication, more attention should be paid to IBB – to cope with the attitude-

behavior approach and to state something relevant about communications, it is 

necessary to have an in-depth understanding of buying process (Blombäck, 

2005). 

 

2.3.4 The Integrated Marketing Communications 

approach 

Today marketers face two main dynamics which seem to be rapidly changing the 

communication’s scenario: a shift away from mass marketing and improvements 

in digital technology accompanied by internet usage (Kotler & Armstron, 2007). 

First, as mass markets are fragmenting, companies tend to walk away from mass 

marketing – there is an obvious trend to create more elaborate and focused 

marketing programs. Secondly, once technology is a nonstop force, information 

technology (IT) has been changing the way companies and consumers 

communicate – more than ever companies have almost unlimited access to 

relevant data regarding their clients and consumer habits. 

With regards to communication channels, organizations have a widespread of 

options to choose from, therefore the problem is not a quantity matter, but rather 

a quality issue – not all channels of communication suite all types of markets, nor 

there is a standardized management model across all them. Rather, 

communication goals should be set forward in order to delineate a proper 
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strategy for each business, which means communication decisions should be the 

result of reasoned objectives.   

Regardless the type of market a firm develops its business, the possibility to select 

more than one communication channel accounts for greater responsibility as 

companies are expected to deliver coherent messages transversally. From the 

moment firms opt to communicate through various channels, they should use all 

available tools in an integrated way. This leads us to the concept of integrated 

marketing communications (IMC) which is defined by Pickton and Broderick 

(2001) as “...a process which involves the management and organization of all 

‘agents’ in the analysis, planning, implementation and control of all marketing 

communications contacts, media, messages and promotional tools focused at 

selected target audiences in such a way as to derive the greatest economy, 

efficiency, effectiveness, enhancement and coherence of marketing 

communications effort in achieving predetermined product and corporate 

marketing communications objectives.” 

The underpinning idea behind this concept is that marketing communications, 

instead of focusing solely on one promotional instrument, such as advertising, 

personal sales, sales promotion etc., as individual parts, should treat them as 

parts of the same communication, fighting for the same objectives. The suggested 

reason for an extensive focus on the integration is that organizations on a highly 

competitive market need to co-ordinate all communications to convey a coherent 

brand or product image (Blombäck, 2005). It is essential for companies to 

communicate as clearly as possible with their consumers in order to disseminate 

a memorable message. Furthermore, once integration occurs at the consumer or 

perceiver level, there is a special need for coherence (Fill, 2002). 

The major benefit of IMC is then to be able to communicate a clear message and 

keep a steady identity towards diverse publics independently of what 

communication tools are used.  
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Developing in an increasing difficult environment (due to the fragmentation of 

the target audiences, rapid diffusion of Internet and/or the proliferation of media 

and entertainment options) there are still many reasons to integrate 

communication, namely: 

− Loss of faith in mass media advertising  

− Need for more cost-effectiveness and efficiency  

− Media fragmentation  

− Audience fragmentation 

− Low levels of brand differentiation 

− Availability of new marketing communication tools  

− Need to build more customer loyalty  

− Move towards relationship marketing  

− Globalisation of marketing strategies 

Bearing in mind integrated communication requires a holistic and coherent 

approach to everything that communicates the company’s message, then it is only 

natural that packaging, sponsorship, corporate identity, word of mouth, 

merchandising, direct marketing and exhibitions all become plausible parts of an 

organization’s marketing communication (Smith & Taylor, 2004).  

IMC therefore accurately means that every message from an organization, no 

matter via what channel it is divulged, should be harmonized in order to make 

audiences perceive a consistent set of messages (Fill, 2002). 

 

One of the foremost reasons for the growing significance of IMC is that this 

strategy plays a major role in the process of developing and sustaining brand 

identity and equity. With more and more products and services competing for 

attention by consumers who have less time and less patience to make choices, 

well-known brands have a major competitive advantage in today’s marketplace. 

Building and maintaining brand identity and equity requires the creation of 
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brands that have favorable, strong, and unique associations in the mind of the 

consumer (Belch & Belch, 2004).  

Despite its growing importance and usage amongst companies as main 

promotion strategy, IMC face some barriers: 

 

− In some organizations the various tools of the communications mix are 

managed by different individuals or departments; 

− Communications instruments within the mix have traditionally been 

managed by different organizational entities as discrete activities: 

− The struggle for a better budget – there’s a history of fighting between the 

departments of finances and marketing 

− Lack of internal communication 

− The perceived complexity of planning and co-ordination The functional 

specialization of external communications agencies 

 

If some decades ago mass communication was the word of order, today its 

dominance is declining (Kotler & Armstrong, 2007). Balancing all out, we are 

witnessing the growing importance of a new communication model. Despite the 

difficulties, IMC has remain steady and research has shown that IMC is indeed a 

new paradigm and can be quite successfully deployed by all types of firms in the 

new millennium (Kim et al., 2004).  
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3. Case study 

3.1 Objectives and methodology 

There are different ideas about what a case study is. If one tries to find a common 

denominator that case study researchers like Yin, Stake, Merriam19 and others 

who have wide experience in this methodology might agree on, it would be 

something like this: the case study should have a “case” which is the object of 

study. The “case”, on its own, should be a contemporary complex functioning 

unit, investigated in its natural context with a multitude of methods (Johansson, 

2003). 

Regardless the extensive definition of case study, all case study research starts 

from the same compelling feature: the aspiration to derive a close or otherwise 

in-depth understanding of a single or small number of “cases,” set in their real-

world contexts. The main goal of a close approach is to produce a valuable and 

profound understanding of the case—hopefully resulting in new knowledge 

about real-world behavior and its meaning (Yin, 2011). Thus, among other 

features, case study research assumes that examining the context and other 

complex conditions related to the case being studied are integral to 

understanding the case. Additionally, the objective of a case study is to 

understand the event under study and, at the same time, develop generic theories 

related to the observed phenomenon.  

Robert Yin and Robert Stake use different terms to describe a variety of case 

studies. Yin categorizes case studies as explanatory, exploratory, or descriptive 

and also differentiates between single, holistic case studies and multiple-case 

studies; Stake (1995) identifies case studies as intrinsic, instrumental, or collective 

                                                           
19 For further understanding of the authors’ perspectives on case study methodology read article 

“Three Approaches to Case Study Methods in Education: Yin, Merriam, and Stake” by Bedrettin Yazan 

which compares the three main influential views on this subject. 



 
 

49 
 

(Baxter & Jack, 2008). Table 5 summarizes the definitions of these types of case 

studies. 

Table 5: Definition of types of case studies 

Case Study Type Definition 

 

 

 

Explanatory 

This type of case study would be used if you were 

seeking to answer a question that sought to explain the 

presumed causal links in real-life interventions that 

are too complex for the survey or experimental 

strategies. In evaluation language, the explanations 

would link program implementation with program 

effects (Yin, 2003). 

 

Exploratory 

This type of case study is used to explore those 

situations in which the intervention being evaluated 

has no clear, single set of outcomes (Yin, 2003). 

 

Descriptive 

This type of case study is used to describe an 

intervention or phenomenon and the real-life context 

in which it occurred (Yin, 2003). 

 

 

 

Multiple-case studies 

A multiple case study enables the researcher to explore 

differences within and between cases. The goal is to 

replicate findings across cases. Because comparisons 

will be drawn, it is imperative that the cases are chosen 

carefully so that the researcher can predict similar 

results across cases, or predict contrasting results 

based on a theory (Yin, 2003). 

 

 

 

 

Stake (1995) uses the term intrinsic and suggests that 

researchers who have a genuine interest in the case 

should use this approach when the intent is to better 

understand the case. It is not undertaken primarily 
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Intrinsic 

because the case represents other cases or because it 

illustrates a particular trait or problem, but because in 

all its particularity and ordinariness, the case itself is 

of interest. The purpose is NOT to come to understand 

some abstract construct or generic phenomenon. The 

purpose is NOT to build theory (although that is an 

option; Stake, 1995). 

 

 

 

 

Instrumental 

Is used to accomplish something other than 

understanding a particular situation. It provides 

insight into an issue or helps to refine a theory. The 

case is of secondary interest; it plays a supportive role, 

facilitating our understanding of something else. The 

case is often looked at in depth, its contexts 

scrutinized, its ordinary activities detailed, and 

because it helps the researcher pursue the external 

interest. The case may or may not be seen as typical of 

other cases (Stake, 1995). 

Collective Collective case studies are similar in nature and 

description to multiple case studies (Yin, 2003) 

Source: Adapted from Baxter and Jack, 2008 

 

This thesis leans towards a descriptive-exploratory type of case study, once its 

objective is to explore the appropriateness of marketing communication 

instruments in a business environment. More specifically, this study wishes to 

comprehend if a company within the tableware industry should restrain to 

traditional B2B communication tools (which might be sufficient alone), or should 

reach out to other instruments typically used in consumer markets.  
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Based on an internship-context experience and reviewing relevant literature on 

this issue, the following section presents a realistic view of business 

communications of a national brand, describing the judgements made along the 

way, their foundations and the implications they had in the upcoming 

conclusions.    

For this specific research, the data collection techniques and analysis was 

essentially: 

− Direct and participatory observation of the events; 

− Informal interviews to people involved in the main activities and with a 

degree of responsibility with regards to communication decisions; 

− Documentation analysis, namely intern reports and documents, coupled 

with academic studies 

The analysis of case study is one of the least developed aspects of the case study 

methodology. The researcher needs to rely on experience and the literature to 

present the evidence in various ways, using various interpretations (Tellis, 1997). 

 

3.2 Brief history of DaTerra 

DaTerra was born out of the passion  for  ceramics, through the hands of a 

seasoned team with more than 20 years of expertise in the design, development 

and distribution of home products all around the world. The  experience  with  

the development  of  stoneware products,  allied  to  the expertise  of  the  regional 

manufacturers, resulted in the creation of tableware products with distinctive 

traits.  

The idea for the brand’s creation was to retaliate the chronic decline in the 

lifespan of industrial goods within the Home Décor sector, through the 

development of continued collections with a perennial appeal. Reaching out to 
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the team’s experience in travels, retail trips and contrasted concepts of style, the 

goal was then to create something unique with a touch of sophistication and 

artisanal expertise.  

The pilot project took off in 2011 with the launch of five ceramic collections.  Fully 

hand painted or decorated with reactive glazes, and using different biscuits, such 

as earthenware and fine stoneware, DaTerra presented at 2011 Maison & Objet 

Paris tradeshow five ranges of bowls, plates, mugs and serving platters.  

The first launch was very successful and ever since the brand has been launching 

four new lines per year – two new collections for Autumn/Winter and two others 

for Spring/summer season)20.  

After  the  ceramics  DaTerra  wanted  to  try  new  materials to  create  useful  

tableware products  that  invoked  elements  of  the  earth,  while  appealing  for  

the tradition  and  heritage  of  Portugal.  The brand then risked the development 

of cutting and serving boards made of Oak, one of the most traditional elements 

of the Portuguese nature. The idea with this range complement was to produce 

new tableware items with colors and original shapes, to mix and match with the  

stoneware  pieces  or  to  be  used  individually  to cut  and  serve.  

Shortly after the Oak boards launch the brand decided to add another product to 

its current offer – table linen. Just like all previous products DaTerra remains 

faithful to the use of organic and natural materials. 

DaTerra’s ambition is to continue to produce unique tableware products with 

bold designs and with natural, yet noble materials experience has taught to work 

well. All the products are manufactured in Portugal by the hand of fellow 

ceramists, wood workers, textile technicians and other artists and craftsmen. 

                                                           
20 The new lines are officially launched at Maison & Objet Paris twice each year in September 

and January editions. 
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 3.3 The case: DaTerra 

DaTerra is in the situation of being a small, young and successful business but 

facing the problem of having a non-existent brand. Dealing with changes in the 

market and the increased competition, DaTerra has recently come under the 

realization that a strong brand is necessary for its continued growth and success. 

Previously DaTerra did business and sold products without any specific 

marketing strategy. However, it has come to the conclusion that it needs to 

engage in marketing activities and to communicate its brand in order to develop 

its business in a solid and coherent way.  

 

The present chapter will present an analysis of the DaTerra’s marketing mix, with 

a special emphasis on the Promotion variable regarding the experience as public 

relations and communication intern assistant for the brand, plus the overall 

objective of this thesis. Right after, some ideas will be suggested in order to 

contribute, directly or indirectly, for the DaTerra’s pursuit of brand recognition 

 

 

 3.3.1 Marketing mix 

 3.3.1.1 Product 

As briefly mentioned above, DaTerra first started producing ceramic lines, then 

extended its offer to cutting boards and finally table linen. The brand is currently 

working on new developments within two of its product lines. 

− Ceramic Collections 

Combining the  efforts  of trendy  designers and the expertise of Portuguese 

ceramists,  DaTerra offers a product  very  difficult  to  produce and unlikely to 

find anywhere else. The raw material is fine stoneware, which is finished in a 
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way that makes it almost porcelain. The manual treatment each piece is 

submitted to  allows  it  to  be  thinner  than  usual,  while  maintaining  physical  

properties  like mechanical resistance, oven, dishwasher and microwave safe. 

Despite the similarities to porcelain, the stoneware allows the brand to be creative 

with hand painted designs and decorations in reactive glazes. All ceramics lines 

are produced in factory in the center of Portugal and the country of origin has 

proved to be a relevant factor regarding product’s quality and reliability. 

Each  collection  is  inspired  in  a  natural  or  cultural  feature  of  our  planet, 

promising to entice one’s wanderlust and bring culture to the table21.  Also, all 

the lines display different designs and shapes while maintaining its structure22: 

dinner plate, side plate, cereal bowl, pasta bowl, mug, salad bowl and platter.  

 

− Oak boards 

The cutting and serving boards represent the first range complement for the 

brand. All boards are 100% oak and food safe – this  means the wood is submitted 

to a special treatment with kitchen oil (no polish is used). The wood pores are 

filled with kitchen oil that prevents food sediments/combings to permeate the 

board - there in no inconvenience regarding health security. 

The boards come in three different shapes (one of the shapes has two sizes) and 

three possible rime colors23. 

 

                                                           
21 See appendix I to read about the inspiration for each collection. Since its beginning DaTerra has 

launched 22 collections. 
22 Technical details of all collections: made of stoneware, hand painted, dishwasher safe, 

microwave safe, oven safe and freezer safe. To note that due to the handmade nature of the 

ceramic products’, there will always be some variation in colour, texture, weight ,dimensions or 

design between pieces. 
23 For details on size and material see appendix II 
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− Table linen   

Table linen is the most recent development. There are four different collections 

based on the type of linen (natural or fil à fil). Each collection presents 4 pieces – 

coaster, napkin, placemat and runner – and has an overlock finish which is 

considered a valuable detail. For all the collections (Nile Natural, Nile Blue, Nile 

Black and Nile Red) there are two possible colors for the handmade fine points24. 

Being part of the homeware industry, more specifically the tableware sector, 

DaTerra wishes to develop a full offer of tableware products capable of 

conquering a space in the table of design eager hosts. Hence the need of a steady 

marketing strategy. 

 

 3.3.1.2 Price 

In practice it is not possible to restrain DaTerra’s pricing tactic to a single 

theoretical pricing strategy. Rather, DaTerra has come up with its own price 

scheme based on crucial aspects of widespread pricing strategies – competition, 

cost, demand and pricing objectives. Still, it is possible to explain DaTerra’s price 

determination as a complex process able to be resumed in the following steps25: 

1)  In a brainstorming session the creative team discusses what should be the 

next move in terms product development – a new line of product? a range 

complement? seasoned collections of existing items?  

For this session prior research is required – the new development shall be 

analyzed with competitor’s offer in in terms of attributes, quality and final 

                                                           
24 See attachment nº III for further details about the linen. 
25 Economic values, markup value, margins and other percentages shall not be disclosed for 

business related reasons, as requested by the management department. 
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price. For instances, table 6 presented below exemplifies the overall research 

criteria for this step26: 

Table 6: Research for new development in the linen category 

 

 

  

 

 

 

 

 

2) Once it is determined which product to create, management defines the 

recommended retail price (RRP) – this decision is mostly based on 

positioning aspirations; 

3) Once RRP is set, it is dived by a certain value to obtains retailer’s markup; 

4) Distributors’ price has a discount over retailers’ price; 

5) Sourcing activity takes place in order to study potential manufacturing and 

production suppliers; 

6) Once the supplier(s) is(are) chosen, management team verifies potential 

profit margin – should remain between a minimum and maximum  

percentage; 

7) If the margin is not a value within the desired percentage then negotiation 

takes place; 

8) In case the margin represents an inviable value than product strategy is 

reconsidered (attributes, RRP price, production process, etc.) 

 

                                                           
26 The entire research regarding new developments in the linen category follows in appendix IV. 
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 3.3.1.3 Placement 

Today DaTerra has a presence in over 20 countries in all five continents, Europe 

representing the larger market27. Regarding distribution, DaTerra relies on a 

multi-channel strategy that combines: 

1. Agents and distributors in geographically strategic locations; 

2. Direct sales to prospect leads (where it does not have an agent or 

distributor) 

The majority of DaTerra’s clients are small boutiques and concept stores that 

value the modernity and design of homeware products, but also appreciate the 

artisanal appeal of handmade creations. Aside these independent retailers, the 

brand has been expanding its presence across well-known department stores and 

large retailers worldwide. Within this segment, however, DaTerra carries a 

careful strategy has it might be premature to reach the attention of potential 

clients at the present level of brand’s expansion – this decision results from the 

reasoning of a study conducted during the internship period. The main 

conclusions of this analysis were summarized in the table below28. 

                                                           
27 Portugal, Spain, France, United Kingdom, Ireland, Germany, Poland, Switzerland, Norway, 

Belgium, Lebanon , Italy, Russia, Greece, Reunion Island, Australia, United States of America 

(Texas), Japan, China, South Korea, Chile, Peru and Colombia.  
28 Further details and relevant findings of this study follow attached in appendix V.  

Table 7 : Retailer Analysis 

Brand 
 

  Obs. 

 

Macy’s (USA) 

 

Brand needs to 

mature                               

Wide scope of tableware brands | Casual | Well-known | Popular| 

Charismatic 

 

  

Bloomindale’s (USA) Brand needs to 

mature                               

Large scope of tableware brands | Concern to represent upscale and 

reference brands  
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Nordstrom (USA) Brand needs to 

mature                               

Medium scope of tableware brands | Mostly Casual | Introduction to 

some creative and fashion forward brands  

 

  

John Lewis (UK)   Improve  

relationship 

Large scope of tableware brands | Casual | Well-known | Popular| 

Few Charismatic brands 

 

  

Williams-Sonoma (USA) Difficult match 

Narrow scope of tableware brands |Essentially retailer’s own brand | 

Reference names 

 

  

West Elm (USA) Brand needs to 

mature                               

Exclusive collaborations between West Elm and brands/designers  

  

Hudson’s Bay (Canada) Costa Nova as 

precedent 

Large range of tableware brands |Casual | Well-known |Popular| 

Charismatic  

 

  

Heal’s (USA)  Improve 

relationship 

Narrow scope of tableware brands | Interest for creativity and design 

forward brands  

 

  

Crate and Barrel (USA) Brand needs to 

mature 

Own brand | Collaborations with artists and designers   

  

El Corte Inglés (Spain) Opportunity  

Retailer’s own brand | Small mix of premium and casual brands   

  

Le Bon Marché (France)  

 

Narrow scope of tableware brands | Premium | Design and Artistic 

Effort towards 

more sales 
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Lastly, DaTerra also serves the HoReCa channel with a small representation in 

small hotels and restaurants – generally this type of clients purchases a large 

quantity of items and therefore are offered special conditions. 

Overall, with regards to distribution, DaTerra wishes to reinforce its presence in 

worldwide stores with a fashion sense of homeware, and simultaneously a taste 

for traditional processes of creation – the brand believes that the growth potential 

and attractiveness is highest in this segment and consequently has been focusing 

on product development within.  

 

3.2.1.4  Promotion 

Only recently DaTerra has been strategically investing (more time and money) in 

communication initiatives as they were not treated as a priority – the recognition 

of its importance for business was never disregarded, but only time and 

experience have urged the brand to take on further actions.  

Just like the literature review has predicted, DaTerra as a B2B actor has relied 

essentially on typical business communication channels: personal selling, sales 

promotions and direct marketing. Within this channels, the brand places a special 

emphasis in tradeshows and exhibitions – management team believes it is a good 

way for the brand to grow organically and to achieve sales with little investment. 

The will to mature and develop business has, however, reinforced the necessity 

to implement a planned communication strategy.  

 

During the internship, when considering the best approach to a promotion 

strategy, the student was asked to develop a competitor analysis - the manager 

believes learning about competitors and understand their actions, will enhance 

the development of the brand’s own marketing strategies. This analysis 
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represents a strategic move in the design of the brand’s communication tactics as 

it allows for promotion strategies to be aligned with competitors’ behavior:  

 

- DaTerra needs to know who is competing with; 

- It is important to understand competitor’s message; 

- Knowing where the competitors are may help in terms of communication 

channels’ selection (as well as distribution decisions and strategies); 

 

The main results of competitors analysis are presented in the following table:  
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Brand ID 

 

 

 

    

Origin Sweden, 2010 France, 1857 Belgium, 1987 USA, 2001 Portugal, 2006 

Brand’s Presentation All products are 

handmade in 

Portugal by 

skilled artisans, 

each lending a 

personal touch 

and uniqueness 

to each and every 

piece. The 

enduring quality 

of the design 

offers an endless 

range of 

combinations for 

creating the 

perfect setting 

for each occasion. 

 

From its roots in 

horticultural pottery 

through to today’s 

much sought-after 

contemporary 

tableware collections 

in glazed stoneware.  

Since it was founded 

the traditional craft of 

potters’ skills passed 

down the generations 

still lives on today 

with the related 

making secrets of 

their forebears being 

closely guarded. 

Serax stands for 

innovative and 

affordable design. 

The business’ single-

minded view of 

current trends clearly 

meets the needs of 

florists and interior 

stores. To guarantee 

innovation and 

creativity, Serax 

works with leading 

designers. Over the 

years, Serax has 

become an established 

name in the 

decoration sector. 

 

Juliska makes 

hundreds of items in 

over a dozen 

categories for the 

table and home, all 

inspired by the joy of 

bringing people 

together and helping 

create a happy home. 

Above all else, their 

people and designs 

are guided by two 

stars: Love and The 

Art of Knowing How 

to Live Well. 

 

 

Costa Nova presents a 

table concept, based on 

fine stoneware plates 

and accessories, 

together with cutlery, 

glasses and textile. It 

combines tradition, 

design, quality and 

durability to create fine 

stoneware unique 

pieces. 

Collections are inspired 

on the traditional know 

how of European 

handcraft, as well as on 

the region of Costa 

Nova. 

 

Table 7: Competitors’s Analysis 
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Brand Message “Its all about 

feelings” 

 

Instinctive freedom 

Ecology 

The Luxury of time 

Material  

Handmade 

 

“Innovative and 

affordable design” 

 

L'Amour et Savoir 

Vivre 

 

Price Spectrum Medium – High High – Premium   Medium – High  High – Premium  High - Premium 

 

 

 

 

 

 

 

 

Where 

to find 

the 

brand? 

 

 

 

 

Geographic 

Presence 

 

Sweden | 

Benelux 

Australia | USA 

Canada | 

Finland 

Japan | Norway 

Switzerland 

USA | France  

Canada | UK 

Switzerland 

Germany 

 

Netherlands | UK 

Italy | Germany 

Portugal | France 

USA | UK Over 40 countries 

 

 

 

Distributers, 

Wholesalers, 

Retailers, E-

commerce 

and 

Department 

Stores 

 

B.I.A Cordon 

Blue 

Nordic Rooms  

Bloomingdale’s 

Crate&Barrel 

Williams-Sonoma  

Distinctive Décor 

ChinaSearch 

Terrestra 

Amazon UK 

Amazon Germany 

The fisherman’s 

wife 

Heal’s 

Selfridges 

Polyvore (online 

retailer) 

Goodfellows 

Manor Home&Gifts 

Yoox.com  

Manor Home&Gifts 

Bloomingdale’s 

Amazon.Com 

Amara 

The fisherman’s 

wife 

Hudsons’ Bay 

Amazon.de 

Amazon.ca 
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Own Store 

 

 Online sale 

available in 

website 

Online request n 

website 

Online sale 

available in website 

Juliska Flagship 

Store 

Juliska Island Store 

Online sale on 

website (ship 

outside the US) 

No 

 

Boutiques 

 

Stores 

 

Reiventare 

Zwaanzinning 

Temp 

Orling & Wu 

Home 

The polished Plate 

A ma table 

Chintze & Company 

Didricks 

Aria 

Tondel 

Mohed 

June’s 

Mania 

Goodwood 

Mon Colonel 

Over 100 stores 

across USA sell 

Juliska brand 

Undisclosed 

information 

Social Media Presence Strong Officially non 

existent 

Strong and 

influential  

Very Strong and 

influential 

Officially non existent 
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3.3.2 The evolution of Marketing Communication 

The present section will focus on the promotional changes and new 

communication initiatives DaTerra has been investing in.  

Initially communication played a secondary role in the entire business strategy. 

The focus was on the product as it was truly differentiated and had conquered 

the attention of demanding customers. Communication was then limited to 

necessary actions to keep the business moving and was focused on business 

awareness – the main investment was in tradeshows and fairs and all the 

associated elements (catalogs, leaflets, merchandise). Occasionally DaTerra was 

featured in the press, both national and international, and started to realize the 

potential of this sort of channel – those mentions in the press were not the result 

of a planned communication initiative, but triggered the will to proactively 

search for this kind of publicity.   

Today, with regards to promotion, things have been changing and the brand has 

fully committed to work on communication not only in the business market, but 

also trying to reach final consumers – the main objective is to improve brand 

awareness.  In this sense, in the course of the internship, two communication 

plans were carefully designed. The first plan was implemented from September 

2015 to February 2016, the second plan is currently active until the end of the 

present year. 

With regards to sales promotions and personal selling no alterations nor new 

initiatives were introduced – both these channels are fully controlled by the 

management team as they are closely linked to business procedures.  

When it comes to direct marketing, a quarterly newsletter was added as a tool to 

maintain relationships with costumers and contact new prospect leads. The 

newsletter was named Ceramista and has a list of over 300 subscribers. 
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Thinking about building a presence close to final consumers, interactive 

marketing initiatives were planned as a way to disclose the brand’s lifestyle and 

simultaneously promote its products. Within this channel, DaTerra has opted by: 

 an active and dynamic presence on facebook29 – the page management 

focuses on sharing information and other news on a weekly, ideally, 

daily basis  (press appearances, welcoming new stockists, sharing 

clients’ facebook pages, photos, ceramic curiosities, promotional 

material, etc); 

 creation of an instagram account –  relies on fast speed promotion and 

disclosure of the brand and its lifestyle; 

 presence on pinterest – this particular social media tool aims at 

reaching out to the public and professionals more involved with art 

and design; 

Still with regards to the final consumer, DaTerra has been investing in 

partnerships with influential personalities who have manage to build a brand on 

their own through social media30. Looking for some publicity, DaTerra has 

established some contacts with food bloggers and freelance photographers who 

identify themselves with the brand’s concept. Aside from favorable publicity and 

positive associations DaTerra gains from these collaborations, the brand also has 

access to high quality content to use and share in accordance to the partnership 

agreements. This type of alliances has proved to be of relative importance in 

generating a solid network of people who represent the brand’s concept – all 

those contacts, one way or another, help the brand to communicate its products 

and lifestyle and also may lead to other contacts in the business. 

                                                           
29 https://www.facebook.com/daterrawithlove/?ref=aymt_homepage_panel 
30 Official partners: Nos no Mundo (a young couple who travels the world with two mugs from 

DaTerra); Sweet Bigas (portuguese food blog written by Ana Chaves); The Food Joy (New York 

based blog written by Nina Joy) and  Saliva.pt (Portuguese blog with recipes, restaurant reviews 

and product suggestions). 
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Also within public relations, the press has revealed to be a channel of major 

importance once prospect clients and final consumers tend to follow well-known 

publications regarding architecture, home décor, interior design, travels and 

lifestyle. Thus having a systematic presence in business magazines accounts for 

popularity and, most importantly, credibility. Bearing this in mind, DaTerra has 

been dedicating a substantial part of its promotion efforts to press requests and 

enquiries31. Generally the regular presence of DaTerra in business exhibitions is 

a great way to gather this sort of contacts, the problem before was not having a 

PR correspondent who would treat and process the contacts. Presently, as the 

relevance of this instrument is better acknowledged, no press contact is 

disregarded. Also,   outside the fairs’ season the brand actively pursuits contacts 

within the press and works on product features in several media platforms 

(online and printed press, blogs, editorials, etc.). 

Merchandise has existed since the beginning of the brand, essentially as a helpful 

tool for tradeshows and fairs. It used to resume to pencils and other useful 

material people could collect during the exhibitions. However, thinking about 

point of sale communications, DaTerra has developed an identity item to be 

placed next to DaTerra’s products in store. The overall goal in to increase brand 

presence but this idea is still to be budgeted and tested. For this initiative five 

pilot stores will be selected and in due time this action will be activated. 

 

 

 

 

                                                           
31 Please see appendix VI for the latest DaTerra press appearances 
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 3.3.3 The role of marketing communications in building 

a brand 

A few months after the implementation of the first and second communication 

plans, it is already possible for DaTerra to observe relevant progresses in terms 

of brand promotion.  

Overall, the communication efforts focused mainly on public relations initiatives. 

Of these, press appearances and the establishment of several partnerships 

required the most time and economic resources. Unsurprisingly, these represent 

the better results in terms of promotion, as it was possible to reach a large 

segment of consumers both nationally and internationally. 

Also, social media has proved its potential to disclose brands. In less than six 

months the number of Facebook followers has almost tripled counting today 

with over 2500 likes (the original number of followers before the planned page 

management was 980). One of the major changes in regards to social media, is 

the dynamic relationships DaTerra has been establishing with current clients. It 

is now very frequent for DaTerra to receive requests from clients, asking to be 

mention in the brand’s official page. Also, clients actively share pictures of 

DaTerra’s products in store and production photoshoots where the pieces are 

featured. But this interaction surprisingly does not limit to clients, also final 

consumers have been interacting with the page and sending private messages 

asking where DaTerra’s products are available in their home countries. 

 

The newsletter has helped DaTerra to keep in touch with current clients, prospect 

leads and important connections. It allows for a regular contact, passing to all 

interested parts the right amount of information regarding new products, latest 

press appearances, product developments and other business topics, but also 

offering an entertainment component to make it light and pleasurable to read. It 
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has proven to be more effective right after the appearances in tradeshows and 

exhibitions – new contacts gathered during these fairs appreciate the reminder 

and tend to respond. 

 

DaTerra’s official website has been dealing with more traffic than usual, probably 

as a consequence of all the previous mentioned communication activities. This is 

shown by the analysis tool ‘Google analytics’ which produces real time reports 

on trafficking and other data. Regardless the increase in visits to the website, 

DaTerra feels the need to better use it also as a communication platform – this 

has only not happened yet due to time constrains and focus on other channels.  

 

The main improvements are summarized in the table below: 

Table 9: DaTerra visibility evolution: before communication plan and after communication 

plans’ implementation 

 Before Communication 

Plan 

After 

Communication 

Plan  

Partnerships (to help with 

publicity) 

0 4 

Press appearances32 3 13 

Facebook Likes 980 > 2600 

Instagram followers - > 290 

Clients and partners’ social 

media mentions33 

< 20 > 50 

                                                           
32 These numbers represent press features DaTerra has been informed about or discovered itself 

after research – there is a probability for other appearances the brand isn’t aware about. See 

appendix 7. 
33 Clients share DaTerra presentation video, products in store, promotional pictures, press 

appearances, etc. Even though it is not simple to keep a track on these mentions, it is possible to 

affirm they more current now than ever before. 
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Video features34 0 2 

 

To successfully promote a brand there is no magical formula or standard 

procedures, however, an adequate communication strategy proves to be a step 

further in building brand awareness. This means DaTerra must disclose its 

unique identity using the communication tools that better suite its brand concept 

and communication objectives in an integrated way. 

 

3.3.4 The budget challenge 

The conflict between the marketing and financial departments is no strange battle 

to any marketer trying to implement marketing initiatives within a company – 

unfortunately this criticism holds to be true.  

The biggest challenge for DaTerra is to develop a long course promotion plan on 

a very tight budget. Again, management recognizes its importance but prefers to 

allocate the economic resources available for promotion in business exhibitions, 

which alone are very expensive – products shipment, booth rental price, booth 

design and construction, staff expenses, etcetera.  

 

DaTerra participates at least in two international exhibitions, namely Maison & 

Objet Paris September edition and Maison & Objetc Paris January edition. This 

two fairs alone consume a great part of the total budget for promotional 

initiatives, which constrains the rest of the activities the brand can invest in.  

 

                                                           
34 Olive show TV (Korean cooking show) and Cuisine Actuelle (online food magazine) – both 

videos available at https://www.facebook.com/daterrawithlove/?ref=aymt_homepage_panel. 



 
 

70 
 

4. Discussion 

Presently, DaTerra is one relatively unknown company in its home market of 

Portugal. Although DaTerra supplies many strong branded and mainstream 

retailers worldwide, such as Heal’s, Le Bon Marché and Tomorrowland Co., Ltd, 

its products are somewhat overlooked since no one associates the products with 

the brand.  Until today, DaTerra has been satisfied with being unknown and paid 

little attention on marketing as the main focus relies on sales, which are going 

quite frankly well. However, the ambition to develop and the increased sense of 

competition has forced the brand to re-evaluate the promotion policy.  

The market the company operates within is tough and it has become more 

competitive throughout recent years. There are many large, competent, and 

proficient brands competing for the existing customers who market themselves 

as being in the tableware industry. In order to cope with this increased 

competition, retain old customer relations and gain new ones, DaTerra needs to 

develop its current brand into a strong and highly recognized one.  

In the third point of the case study it was possible to ascertain the evolution of 

the role of marketing communications within the brand. In the beginning 

promotion was not a primary concern but almost a merely consequence of the 

high quality and uniqueness of the products – there were no concrete efforts of 

brand communication, solely what the business would indirectly produce 

through good performance. Today, despite the recognition of the necessity of a 

planned promotion strategy, DaTerra struggles to find budget approval for some 

of the designed activities. With regards to promotion, in the planning stage, the 

leading assumption is that the majority of initiatives should constrain costs and 

spend as little as possible – a limitation of budget is to be expected in any 
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company, however, this kind of severe restrictions may hazard the potential of 

marketing communication strategies35.  

With regards to the original promotional instruments Daterra has been using 

since it was born – direct marketing, personal selling and sales promotion – they 

are in concordance with literature. Until very recently, DaTerra has opted for 

traditional business communication tools and those were sufficient alone to 

maintain business to a certain level. Within these tools, the greater attention and 

investment goes to the planning and organization of a few national and 

international business exhibitions throughout each year. Nevertheless, as soon as 

the ambition to develop in regards to product range and brand recognition 

started to grow, the wish to generate more brand awareness screamed for 

attention.  

Even though DaTerra makes a good use of the above mentioned tools, focusing 

on clients and creating solid relationships, no relationship marketing tool can 

alone be seen as the most efficient tool in B2B markets (Johansson et al., 2006). 

Those tools have to be used as complements to others since they are used in 

different phases  Although these tools are useful, especially in the first contacts 

with a prospect lead (an introduction email, an agreed telephone call, etcetera), 

they are not sufficient to be independently employed in order to reach brand 

awareness. Further, research showed that professional buyers can become 

influenced outside work by everyday impressions – this implies that B2C 

marketing tools could be beneficial to use in B2B markets as a mean to reach the 

goal of brand awareness – hence the suggestion for integrated marketing 

communications. 

 

                                                           
35  The second plan, which is supposed to last the entire year of 2016 had to obey severe budget 

constrictions and was only allow to spend almost the same as the previous plan which lasted only 

half year. 
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Theory coupled with field experience during the internship experience, have 

shown that increased competition is providing the industry with more similar 

products, which urges the importance of using subjective factors to influence a 

buyer’s decision process. These subjected factors closely relate to the use of B2C 

marketing tools, such as online and printed press, advertising and social media, 

where emotions and brand associations are better explored and have greater 

potential to stand out – consequently they are growing in importance in B2B 

markets.  A purchaser is not always consciously aware of how he/she is impacted 

by impressions, however these impressions still tend to affect the outcome of the 

suppliers marketing actions. 

 

Having this in mind, DaTerra needs to place more authority it its own promotion 

strategy – modern marketing calls for more than developing a good product, 

pricing it attractively, and making it accessible. The brand must communicate 

with its present and potential stakeholders and the general public. Therefore, the 

question is no longer wether to communicate but rather what to say, how and 

when to say it, to whom, and how often (Kotler & Keller, 2012). Recently the 

competition has become harsher in the home decor market and it has become 

more important than ever to be visible in order to exist. Hence the importance of 

brand awareness in a B2B environment has increased and has now become 

similarly important as in B2C environments.  

The internship period as PR and communications’ assistant for DaTerra was, 

undoubtedly, an experience that allowed me to grow, both professionally and 

personally. During those five months I had the chance to work within various 

business fields, crossing information from financial, commercial, design and 

marketing departments.  

I truly believe to have developed a  better adaptation capability to different socio-

economic and professional contexts, preparing myself for what the future holds. 
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All the team members I have been lucky to work with were fundamental 

elements, both in my integration in the company, as in the learning process of 

DaTerra’s business and greater autonomy in performing tasks. 

Even though the essential objective of this thesis has an academic character, I 

believe a greater challenge was accomplished: to work with great professionals 

and individuals within a growing and promising brand in an international 

environment.  
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5. Limitations and suggestions for further 

investigations  

The analysis of the gathered data may be biased by the writer’s own experience 

during the internship and overall marketing knowledge. There can also be an 

interpretation problem when dealing with the informal interviews performed 

next to DaTerra’s associates, since words are more difficult to analyze – it can be 

hard to understand and grasp the exact meaning that the interviewed people 

wish to communicate. 

 

Also, during the data collection period for the purpose of this dissertation, some 

adversities were felt in regards to access to some sorts of information, which were 

partially address by DaTerra’s brand manager – the internship’s advisor that lead 

to the present thesis.  

 

The biggest limitation, or better said constrain, was time. Five months seem too 

much to wait for a lot of things, but when one’ conducting a comprehensive study 

on communication performance by a company it’s barely enough. Between the 

time to design, get approval and implement the promotion program, apart from 

all other internship daily tasks, little time is left for a post-implementation 

evaluation.  

 

Lastly, there are some auxiliary studies’ recommendations that might be useful 

to conduct, in order further explore the broad communication topic within the 

organization in question: 

 

1. DaTerra’s Customer Relationship Management program 
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2. Suppliers’ relationship – does better brand awareness influence 

negotiation power? 

3.  DaTerra’s branding – do clients’ and final consumers’ perceptions 

match? 
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7. Appendices 

 7.1 Appendix I – Ceramics collections and inspiration 

Year Collection’s Name Inspiration 

2011 Sugary Rio

 

Sugary Rio is all about what happens between 

the sunrise to sunset in the second largest city 

in Brazil, but definitely the happiest one. 

Inspired by the famous Sugarloaf mountain’s 

various facets, we hope this range also lights up 

your day. 

2011 Funky Rio 

 

If Sugary Rio concerns the daytime of Brazil’s 

previous capital, Funky Rio is about what 

happens when the moon lights up the 

‘Marvelous City’. Its nightlife is not only about 

preparing for the Carnival, improving Samba 

moves or looking for the best Caipirinha. 

Rather, the funkiness of Rio’s night comes from 

a never-ending authentic desire for joy. 

 

2011 Samburo 

 

Samburu is a language and a tribe concealing 

one of the few remaining nomadic people in the 

world. The Samburu live in Kenya from their 

cattle, sheep, goats and camels, and express 

their culture through facial paintings and 

patterned dresses, necklaces, earrings and 

bracelets. We hope these decorations take you 

to their land if you are not able to go there yet. 

 

2011 Cuzco 

 

We love patterns from peculiar places of the 

earth. With Cuzco being both the original 

keystone and capital of the Inca Empire as well 

as a landmark of development for the Spanish 

exploration of Latin America we hope this 
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range is able to bring some good old awe to 

your everyday table. 

 

2011 Coral Sea 

 

Many know the colourful Great Barrier Reef in 

Australia, but the world’s biggest single 

structure made by living organisms is not the 

only wonder of the Coral Sea, where it is 

located. 

Only one of its thousand of islands is still 

populated, by three people in a weather station. 

We wonder if they would let us visit it if we 

offered them this line… 

2014 Rabbit Beach

 

Many say Rabbit Beach, in the Mediterranean, 

is the best beach in the world. So this line has 

the same turquoise blue that characterizes its 

cherished waters, as well as a sandy rim to 

symbolize the little stretch of sand that pops up 

in between the rocky cliffs. Try it! 

 

2014 New York 

 

Part of DaTerra’s team has lived in New York 

for several years and feels that what makes the 

city what it is are the different moods, rhythms 

and movements. So, each piece in this range is 

decorated with a different geometric pattern 

that mimics those different pulses we feel in the 

Capital of the World. 

 

2014 Pantanal 

 

The Pantanal in Brazil is Earth’s biggest swamp. 

Surprise, surprise, it means swamp in 

Portuguese! Being larger than England, it 

reminded us that not all green is created equal, 

and that behind a great swamp there is always 

a great rain. A good place for your bucket list if 

you enjoy the aquatic wildlife. 
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2014 Falassarna 

 

After Rabbit Beach, we wanted to continue 

exploring the best beaches of the 

Mediterranean, and Falassarna is the next best 

place to go. Located in Cape Gramvousa, in 

Crete, it was also one of Greece’s most powerful 

city-states, with its own laws and currency, due 

to its strategically located port that often hosted 

pirates. 

 

2014 Cox’s Bazar 

 

We all know that feeling of a crowded beach, 

elbows rubbing on other people while trying to 

find a small space in the sand. 

Well, in Cox’s Bazar, Bangladesh, you get the 

opposite. The world’s longest natural sandy 

beach spreads unbroken through 125 km (78 

miles) so if you find it crowded you can surely 

keep on walking until the next deserted space. 

 

2014 Vrindavan 

 

The Holi Festival is a millennial Hindu 

celebration of the victory of good over evil, of 

spring over winter, of light, or colour, over 

darkness. It is famous all around the world due 

to the famously vibrant dyes applied on one’s 

beloved, but it is in Vrindavan, 

Uttar Pradesh, that Holi is most passionately 

celebrated. 

 

2014 Buñol 

 

You might have heard of Buñol even though 

you don’t recognize the name. This Spanish city 

hosts one of the most famous festivals in this 

world: La Tomatina! A tomato fight of epic 

proportions that occurs each last Wednesday of 

August and is now replicated in other places 

too. But it is still in this Valencian city that the 

action truly takes place. 
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2014 Mariana Trench 

 

Concentric white circles in a submarinely 

profound blue decorate this DaTerra range and 

the more we look the deeper we feel submerged 

into this Earth’s oceans most buried part: the 

Mariana Trench. Located east of the 

Philippines, with a depth of ‘only’ 11 km, this is 

perhaps the most difficult world wonder to 

visit! Lucky us that James Cameron has just 

filmed it! 

 

2014 Industrial London 

 

This range honors the chimney sweeps, the 

hard-working breadwinners that painstakingly 

cleaned XVIII century’s chimneys with the help 

of their ‘Climbing Boys’, trying against all odds 

to reach those narrow flues. Nonetheless, the 

revolution is still around. But now London is 

swarming with new creative industries instead 

providing a breath of fresh air. 

 

2015 Douro Lágrima 

 

A very appreciated variant of white Port, so 

sweet that it flows slowly like tears through the 

walls of the glass. 

2015 Douro Bastardo 

 

An old cast of red wine popular in the XVIII 

century which is getting recovered and trendy 

again. Tradition and mastery leading 

innovation of the palate. 

 

 

 

2015 Amalfi Sirena Characters of the Homer’s Odyssey, the sirens 

were beautiful half-woman and half-fish 

singing for the sailors who would crash on the 
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rocks to their enchantment. Just let yourself 

go… 

2015 Amalfi Limoncello 

 

A traditional liquor native from Amalfi made of 

lemon. Be careful, its sweetness and freshness 

may bring eternal summer to your home! 

2015 Papua 

 

 

If you’re looking for adventure, Papua New 

Guinea is the right place. More than 800 

languages are spoken by the Papuan tribes, 

which can be as fascinating as dangerous. You 

may either be chased by poisonous spears or 

end up in the middle of an explosion of color, 

feathers, music and dance in the Goroka Show, 

a festival that gathers over 100 tribes coming 

from all parts of the island. Time to let the wild 

spirits take over your table. 

 

2015 Galapagos 

 

Inspiration for Darwin’s evolutionary theory, 

Galapagos islands lie isolated across the 

equator line. These volcanic islands are home to 

plenty of unique species, from an ancient giant 

tortoise emerging from a lava tunnel to a group 

of Flamingos occupying a lagoon. These islands 

breath nature, color and life, exactly what we 

wish your table breathes too. 

 

2016 Uyuni Earth's largest salt desert it's located in Bolivia, 

near the crest of the Andes Mountains. Covered 

by a few meters of salt crust, Salar de Uyuni has 

such an extraordinary flatness, it seems to meet 

the clear skies in the horizon. The way the salty 
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landscape reflects heaven's serenity is so 

perfect, you may find yourself wondering if the 

clouds are above your head or under your feet. 

Placed high above mean sea level, its closeness 

to heaven has inspired us. 

 

2016 Blue Lagoon 

 

A shipwreck in the South Pacific doomed the 

life of two young children to the wilderness of a 

tropical Island. In a ravishing scenery, Richard 

and Emmeline grow up enchanted by the isle’s 

alchemy, and eventually fall in love. This 

magical place we now know to be part of Fiji 

Islands, will eternally be remembered as The 

Blue Lagoon. 

 

Note: The inspiration story for the newest collections (Uyuni and Blue Lagoon) 

were written by the student as the result of a creative task carried out during 

the internship. 
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7.2 Appendix II –  Oak boards technical file 

 
1) Material: 100% natural Oak 

2) Shapes: Circular | Egg | Oval  

 

 

 

 

 

 

 
 

 

3) Colors: red | blue | green 
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3) Dimensions: 

 

 

Oak circular boar with green rim: ø50 cm . 20 in DIA  

Oak egg board with red rim: 47 x 38 cm . 15 in x 18 ½  in  

Oak oval board with blue rim: 24 x 50 cm . 9 ½ in x 19 ½ in  

Oak oval board with red rim: 19 x 40 cm . 7 ½ in x 15 ¾ in  
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7.3 Appendix III – Textile collection details 

 

1) Collections: Nile Blue | Nile Black | Nile Red | Nile Natural 

 

2) Colors: 

Nile Blue – Plum | Rose 

Nile Black – Umber | Hot Pink 

Nile Red – Ink | Azure 

Nile Natural – Moss Green | Baby Blue 

 

3) Pieces: Napkin | Placemat | Runner | Coaster 

 

4) Material: 100% linen 

 

5) Dimensions: 

Napkin – 47 × 47 cm 

Coaster – 10 × 10 cm 

Runner – 180 × 40 cm 

Placemat – 45 × 35 cm 
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7.4 Appendix IV – New Developments for linen category 

// Apron Research  

  

  Crate &Barrel  Anthropologie     Linum    

Material  Cotton  Cotton  

Cotton  

Chambray36  

Cotton Poplin37  

Linen   Leather  Cotton + 

leather 

details  

Cotton  

(64%) +  

Linen  

(36%)  

100%Linen  100%Cotton  

Price  19€  36€ - 43€  62€   159€  75€  45€  59€  16€ - 35€  

Dimensions  69 L× 91 W  79 L, 37.5 W   

68.5 L, 81 W   

76L, 79 W  

71 L, 81 W   

96.5 L, 86.5 W  

 109  × 102   70 × 90  70 × 90  80 × 105  70 × 90  70 × 90  

80 × 105    

Characteristics  Machine wash 

cold; tumble  

dry;           low 

iron as  

needed; made  

in India  

Machine wash  Machine 

wash  

 Country of 

Origin:  

India  

Country of 

Origin: India  

Country of 

Origin:  

India  

Country of 

Origin:  

Lithuania  

Country of 

Origin: India  

Apron offer  Small  Large     Large    

Japanese Style  No  No     No    

                                                           
36 A lightweight cotton fabric that combines colored and white yarn.   
37 Poplin fabric is medium-weight, durable, and features a very fine ribbed texture. Perfect for creating shirts, dresses, lightweight jackets, and skirts. Poplin 

fabric is made with cotton or cotton and polyester blends for added comfort and ease.  
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38 When a fabric is yarn dyed the color is placed in the yarn or threads before weaving as opposed to the color being printed on the fabric after being woven.  

 Fog Linen 

Work   

Williams Sonoma  The Blunt Roll   Zara Home  

Material  100% Linen  Cotton  

  

100%Linen 

(yarn dyed)38  

Cotton 

(68%) + 

Linen 

(32%)  

Leather  Cotton + 

leather 

details  

Cotton  

(45%) +  

Linen  

(55%)  

Cotton  100% Linen  

Price  42€- 58€  17€ - 30€  36€  31€  210€ - 238€  95€ -105€  30€  16€ - 26€  26€  

Dimensions  80W × 90L  

92 W x 97 L  

84  W x 85 L  

Regular:   

69W 91L  

Petite:   

69 W 73 L   

69W×93L  

  

69W×93L  

  

Depends on 

waist size  

(s 25-36”  

L 34-50”+)  

Depends on 

waist size  

(s 25-36”  

L 34-50”+)  

84 × 101  85 × 70  85 × 70  

Characteristics  machine wash 

gentle  

dry cool or line 

dry  

Machine wash  

Made in India  

Made in India  

Machine 

wash  

Made in India  

Machine 

wash 

Made in 

China  

Wash cold and 

tumble  

dry;  

Made in  

Canada  

Wash cold 

and  

tumble dry;  

Made in  

Canada  

Machine 

wash 

Dry  

Machine 

Dry 

cleaning   

Machine 

wash  

No dry  

Machine 

No dry 

cleaning  

Machine 

wash 

Dry  

Machine 

Dry cleaning  

Apron offer  Large  Large  Small(1)  Small (1)  Large  Small (1)  Medium  Small (1)  

Japonese Style  Yes  No  No  No   No  
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// Notes 

-  All measures in cm; 

-  Cotton is the most common fabric for textile aprons that are for sale on medium / large retailers; 

-  Linen begins to be an option for brands that are dedicated to the marketing of home goods; 

-  The 100% linen options are the most expensive; 

-  The mixture linen + cotton is not considered less noble than 100% linen and has a value in consideration; 

-  Colors always sober for linen (beige, gray variation, variations of blue, one or a different color); 

 Marimekko   The Linen Works  MacKenzie- Childs  Made by Objective  

Material  100% Cotton  100% Linen  100% Cotton  100% Linen  

Price  42€  45€- 74€  25€ - 70€  65€  

Dimensions  85 L × 84   -  -  Xs-L  

Characteristics  Machine wash 

Made in Estonia  

-  Machine wash 

Handmade  

Machine wash cold,  

Line dry,   

Iron when slightly damp  

Made in Europe  

Apron offer  Medium  Medium  Small  Small  

Japonese Style/ 

Crossback  

No  Yes  No  Yes   
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-  The Japanese style is very much associated with the brand Fog Linen Work and is more rare, even in the options 100% linen; 

-  Within some Japanese style itself are already variations (+ cuts straight, softer and circular cuts, details of pockets, some points, buttons, 

handles, size, etc ...) - crossback style 

-  

 // DaTerra recomendations 

 

 

  

Material Cotton + Linen blend (45/55) 

Price 40€ 

Dimensions 105 cm × 80 cm 

Characteristics Made in Portugal 

Hand finishing 

Machine wash (máx 30º) 

Low iron (máx 110C) 

Crossback/Japonese style 

 

Apron Offer Small (2) 
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7.5 Appendix V – Retailers’ analysis 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Retailer analysis | Profile Draft | Recommendations 

SUMMARY 

Retailers’ spectrum of featured brands has an underpinning reasoning that somehow allows to understand 

their preferences. Drafting a profile of such preferences, may help brands to identify the right timing to reach 

out to the retailers, and move towards to a successful business relationship. 
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Table 1 Retailer’s tableware brand spectrum 

 
 

 
  
Obs. 

Macy’s (USA) 
 

Brand needs to 
mature                               

Wide scope of tableware brands | Casual | Well-known | Popular| 
Charismatic 

 

  
Bloomindale’s (USA) Brand needs to 

mature                               
Large scope of tableware brands | Concern to represent upscale 
and reference brands  

 

  
Nordstrom (USA) Brand needs to 

mature                               
Medium scope of tableware brands | Mostly Casual | Introduction 
to some creative and fashion forward brands  

 

  

John Lewis (UK)   Improve relationship 

Large scope of tableware brands | Casual | Well-known | Popular| 
Few Charismatic brands 

 

  
Williams-Sonoma (USA) Difficult match 

Narrow scope of tableware brands |Essentially retailer’s own brand 
| Reference names 

 

  

West Elm (USA) Brand needs to 
mature                               

Exclusive collaborations between West Elm and brands/designers  

  

Hudson’s Bay (Canada)  
Large range of tableware brands |Casual | Well-known |Popular| 
Charismatic  

Costa Nova as 
precedent 

  
Heal’s (USA)   

Narrow scope of tableware brands | Interest for creativity and 
design forward brands  

Improve 
relationship 

  
Crate and Barrel (USA) Brand needs to 

mature 

Own brand | Collaborations with artists and designers   

  

El Corte Inglés (Spain) Opportunity  
Retailer’s own brand | Small mix of premium and casual brands   

  
Le Bon Marché (France)  Effort towards 

more sales 
Narrow scope of tableware brands | Premium | Design and Artistic           
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CONCLUSIONS | RECOMENDATIONS 

Heal’s  Crate and Barrel West Elm  

 
The retailer is very selective and solely displays its own brand, reference brands within 
the tableware products’ category or collections that result from its collaboration with 

artists/designers. There is also a tendency to present design and creativity forward 
brands, whose products have some distinct characteristic – the design itself, price-quality 

relation, … 
 
 

The requirements to be presented as part of these retailers’ offer are strict. Becoming a 
displayed brand implies a solid brand image, product’s premium quality and a certain 

degree of differentiation, preferably by product’s uniqueness. 
 
 

These retailers tend to focus more on brand’s image and status and not only consider the 
products features – which in DaTerra’s case are already a favorable point. 

 Having a premium quality product, the brand is one step closer to enter these retailer’s 
doors, however DaTerra needs to put its name out there and work on becoming a 

relevant brand within the tableware products category in order to fuse C&B and West 
Elm attention. 

 
El Corte Inglés 

 
This retailer’s tableware product category is relatively small when compared to other 
retail chains such as macy’s or John Lewis, which justifies the smaller brand offer. This 
could mean there is interest and room to represent new brands and therefore expand 

the tableware category. 
There is a good opportunity for DaTerra here – the products quality is recognized and the 

brand’s image at this moment can be enough to initiate a partnership. In the long run 
DaTerra should reinforce its image and strengthen the business relationship. 

 
Bloomingdale’s Le Bon Marché 

 
Both these retailers have as a common denominator a legacy of luxury. This fact alone 
determines much of the retailers’ brands representation, as only brands with a certain 

degree of status shall be selected. 
 
Bloomingdale’s offer of tableware brands, includes the most prominent ceramic makers 
– Jars Céramistes and Juliska – and mixes their names with well- known and established 

brands, such as Versace and Vera Wang, that might not be specialists in tableware 
designing, but certainly own a status and therefore confer a certain degree of prestige to 

the product category. 
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DaTerra should reinforce its brand image and work on achieving a certain status within 

the homeware product’s category, prior to attempt to make part of Bloomingdale’s offer 
– a premature contact could compromise the future of a possible successful partnership. 

 
When it comes to Le Bon Marché…well done! DaTerra is considered by this retailer as a 
creativity and design forward brand, and therefore won a place in Le Bon Marché. The 
continuous effort to improve DaTerra’s image and positioning shall lead to a closer and 

solid business relationship. 
 

           Hudson’s Bay 

 
This retailer represents a large nº of brands within the tableware category and embraces 

all their different statuses – from casual/mid-market brands to relevant names in the 
fashion world. 

 
Regarding this retailer there is a favorable precedent – it represents the Portuguese 

brand Costa Nova. 
When compared to DaTerra, Costa Nova is more mature from a businness’ point of view 

– the age difference provides for better market knowledge that might help decision 
making. Nevertheless, what DaTerra may lack in experience, it makes up in market 

ambition.  
DaTerra might have an opportunity here. This hypothesis should, however, be cautiously 

thought out, once there is some work to do regarding brand image. 
 

John Lewis 

 
This retailer represents a large nº of brands within the tableware category, but curiously 

does not display reference ceramist names. 
 

DaTerra caught this retailer’s attention and was given an opportunity. There is, however, 
a remaining issue to be addressed: John Lewis attributes its own denomination to the 

brand’s collections 
 

Nordstom 

 
Even though the brand spectrum is medium size, some attention is given to brands that 

somehow give their products a degree personality – poetic wanderlust is a good 
example. 
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DaTerra’s product are very unique and for sure distinguish themselves regarding quality 
standards, this means that in terms of authenticity of product the brand might get some 

attention. Nevertheless, such as West Elm, Creat and Barrel and Heal’s, this retailers 
tends to focus more on brand’s image and status and not only consider the products 

features – DaTerra needs to increase its degree of brand awareness in order to become 
attractive to this retailers eyes . 

 

Macy’s 

 
Macy’s well-known across the globe due to its long path in the retail business and variety 
of products offer – no matter what one is looking for, if it exists than Macy’s sell it. This 
retailer has a wide target audience, therefore it is no surprise it represents smaller and 

premium brands simultaneously. 
 

 
Being part of Macy’s product spectrum allows a whole other level of exposure, which 

certainly contributes increase brand awareness. 
Regarding the possibility of entering Macy’s world, DaTerra should be careful and 

prepare its entrance – the brand aims at macy’s upscale locations, as it wishes to be 
associated to a certain status. Once again, the need to work on brands image appears as 

a xxx of opportunity timing 
 
 

Williams-Sonoma 

 
This retailer specializes his offer in home products. Regarding the tableware category it 

presents only a few brands, and amongst these it’s possible to find reference brands 
such as Jars Céramistes and Wedgwood. 

 
It might be difficult to reach this retailer’s attention as it is focused it its own brand 

products and reference brands.  
Table 2: Retailers’s profile analysis
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7.6 Appendix VI – DaTerra Press appearances   

 

1) April 2015: Le Journal de la Maison (France) 

 

 

2) July 2015 : Up Magazine – TAP (Portugal) 
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3) September: Elle Decoration (France) 

 

 

 
 

4) October: Brigitte (Germany) 
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5) November: Nouvelle République (supplement)  

 

 

 

6) November: Domus Design (Russia) 
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7) December: Máxima – online edition (Portugal) 
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8) December 2015: Daily Mail – online (United Kingdom) 

 

 

 

 

 

 

 

 



 
 

104 
 

9) January 2016: Weranda Country (Poland) 

 

10) February 2016:  Home Journal of Hong Kong (China) 
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11) March 2016: P3 (Portugal) 
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12) March 2016: Sale & Pepe Veg (Italy) 

 

 

 

13) March 2016: Elle Decoration (Poland) 
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14) March 2016: House Beautiful (United Kingdom) 
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