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Åbo Akademi University, Finland

Natalie Fallström School of Business and Economics,
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Åbo Akademi University, Finland

David Mullo School of Business and Economics,
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Åbo Akademi University, Finland

Johan Wilenius School of Business and Economics,
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Preface

In planning and writing this book, it has become increasingly apparent

that the role of corporate branding is a topical area for both business

practice and academic research. The brand management research area

has developed since the 1980s, but has been, up until now, strongly

dominated by business-to-consumer (B2C) perspectives. Despite its

importance for modern companies’ business operations, the corporate

branding approach in business-to-business (B2B) marketing has so far

gained much less attention from both marketing scholars and

practitioners.
Business marketing denotes the significant role of business relation-

ships and networks as regards corporate branding. The “market,” as

such, consists of firms and organizations, which are interdependently

producing value in the form of products and services, or combined

offerings to other firms on the market. These key characteristics of busi-

ness markets furthermore set the scene for how corporate branding of a

single company, or group of companies, in business markets could and

should be managed. With this in mind, we believe that it is time to

develop our understanding of this relevant field of marketing research

and practice.
This book started as a joint effort at our business school, where the

graduate student teams wrote chapters on diverse themes related to cor-

porate branding, during an advanced level course titled “Management

of Industrial Brands.” During the course, we could see a clear interest

in exploring different perspectives of the concept, and how the topics

explored would have a practical relevance for business managers. The

aim of the book was to tackle the key concepts of corporate branding,

and evaluate them in specific practical settings. In most chapters, the

themes have been explored through specific case firms, and practical

examples of how they have dealt with corporate branding in B2B mar-

kets. The presentations have gone through several peer reviews, and the

texts are written in an easy-to-follow manner. In each of the chapters,

the authors have addressed the implications for practitioners as regards

to corporate branding. Subsequently, we have been able to present a

multi-facetted view on corporate branding through the 11 chapters of

this edited volume.
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We hope that the book finds its readers both in business schools

around the world and among practitioners and aids in identifying the

importance of corporate branding in business marketing.
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