
	

	

 
 
 
 
 

BS	ritgerð	
í	viðskiptafræði	

	

	

	

	

Using	EBBI	for	Benchmarking	Within	the	Financial	and	
Technological	Sectors	

	

	

Ólafur	Orri	Gunnlaugsson	

	

	

	

	

Leiðbeinandi:	Dr.	Friðrik	Rafn	Larsen,	lektor	

Maí	2018	

	

	



	

	

	
	

	
Using	EBBI	for	Benchmarking	Within	the	Financial	and	

Technological	Sectors	
	

	

	

	

	

	

	

	

Ólafur	Orri	Gunnlaugsson	

	

	

	

	

	

	

Lokaverkefni	til	BS-gráðu	í	viðskiptafræði	

Leiðbeinandi:	Dr.	Friðrik	Rafn	Larsen,	lektor	

	

Viðskiptafræðideild	

Félagsvísindasvið	Háskóla	Íslands 

Maí	2018



	

	

 
	

	

	

	

	

	

	

	

	

	

	

	

	

	

 

 

Using	EBBI	for	benchmarking	within	the	financial		

and	technological	sectors.	

	

Ritgerð	þessi	er	6	eininga	lokaverkefni	til	BS	prófs	við	

Viðskiptafræðideild,	Félagsvísindasviði	Háskóla	Íslands.	

	

©	2018	Ólafur	Orri	Gunnlaugsson	

Ritgerðina	má	ekki	afrita	nema	með	leyfi	höfundar.	

	

Prentun:	Háskólaprent	

Reykjavík,	2018		



	

	2	

Forward	

This	thesis	is	a	6	ECTS	credits	Bachelor's	degree	project	in	Business	Administration	at	the	

University	of	Iceland.	It	was	supervised	by	Dr.	Friðrik	Rafn	Larsen	who	I	would	like	to	thank	

for	good	advice	and	guidance	during	the	process.	I	would	also	like	to	thank	my	girlfriend	

Sigrún	Tinna	for	her	support	and	comments	on	the	project	during	this	period.	

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



	

	3	

Executive	summary	

Branding	 is	 an	 important	 part	 of	 distinguishing	 a	 similar	 good	 or	 a	 service	 from	 its	

competitors.	However,	brands	have	many	other	positive	aspects	of	a	good	or	service	and	

can	increase	the	value	significantly	when	a	strong	brand	image	has	been	established.	But	

for	companies	to	enhance	their	brand,	information	about	how	consumers	perceive	it	is	

essential	and	tools	to	gather	such	information	are	necessary.		

EBBI	 is	a	benchmarking	 tool	which	measures	how	consumers	perceive	a	brand	and	

supplies	companies	with	information	on	how	well	their	brand	is	performing	compared	to	

competitive	brands	also	using	EBBI.	It	was	originally	created	for	brands	within	the	energy	

sector	and	 its	 criterions	were	established	with	 that	 sector	 in	mind	but	 in	 this	project,	

these	criterions	were	examined	and	looked	into	with	the	idea	of	adapting	EBBI	to	financial	

and	technological	sectors.		

The	main	conclusion	of	the	project	was	that	information	on	many	of	the	criterions	EBBI	

already	uses	are	criterions	that	can	help	a	brand	improve	further	no	matter	what	sector	

they	operate	 in,	these	criterions	are	for	example	"Reflects	quality",	"Trustworthy"	and	

"Understands	all	ages".	Some	criterions	were	considered	less	important	than	others	such	

as	 "Fun"	 within	 the	 financial	 sector	 and	 "Tailored	 services"	 within	 the	 technological	

sector.	Suggestions	for	possible	new	criterions	were	also	discussed	with	"Transparency"	

and	"Communications"	as	new	criterions	 for	the	financial	sector	and	"Innovation"	and	

"Value"	as	new	criterions	for	the	technological	sector.	For	a	successful	adaption	of	EBBI	

to	the	financial	and	technological	sector,	the	need	to	change	criterions	is	not	high	and	

only	small	changes	are	thought	to	be	necessary	for	the	tool	to	work	as	it	should.	
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1 Introduction	

Consumer	perception	of	a	brand	can	be	different	for	many	people.	Somebody	might	see	

a	particular	brand	as	strong	and	trustworthy	when	another	person	can	see	 that	same	

brand	as	weak	and	untrustworthy.	That's	because	people	view	things	differently	and	each	

action	 of	 a	 brand	 will	 trigger	 different	 emotions	 in	 the	 minds	 of	 consumers.	 These	

emotions	will	shape	the	consumer's	perception	of	a	brand	and	the	willingness	to	be	in	

business	with	that	brand.		

For	brands	to	acquire	detailed	information	on	the	consumer	perception	of	their	brand	

is	invaluable.	That	information	can	lead	to	knowledge	about	what	areas	of	their	business	

should	be	focused	on	and	improved	and	what	areas	are	doing	good.	For	a	brand	to	be	

aware	of	consumer	perception	gives	it	a	competitive	advantage	over	other	brands	that	

have	any	information	on	that	subject.	To	acquire	the	necessary	information	brands	must	

contact	their	customers	with	questionnaires	asking	the	right	questions	to	gather	data	that	

can	be	 later	analyzed	via	a	benchmarking	tool.	When	the	data	has	been	collected	and	

analyzed	an	evaluation	of	the	overall	score	of	the	brand	can	begin.	A	brand‘s	data	can	

then	 be	 compared	 and	 benchmarked	 to	 other	 brands	 in	 the	 same	 sector	 if	 there	 is	

sufficient	information	about	other	brands	in	the	database.		

EBBI	 is	 a	 benchmarking	 tool	 that	 does	 all	 this	 and	was	 designed	 to	 service	 brands	

within	the	energy	sector.	But	knowledge	of	consumer	perception	of	a	brand	is	valuable	

information	no	matter	what	sector	a	brand	is	in.	For	brands	in	financial	and	technological	

industries,	consumer	perception	is	important.		

This	project	will	look	into	what	has	to	be	done	to	adapt	EBBI	for	usage	in	these	sectors	

and	what	 components	 are	 critical	 for	 success.	 Along	with	 the	 adaptation	 of	 EBBI	 for	

financial	 and	 technological	 brands	 this	 project	 will	 also	 explore	 the	 fundamentals	 of	

branding.	
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2 Brands	

The	 definition	 of	 the	 word	 brand	 has	 been	 described	 by	 the	 American	 Marketing	

Association	(n.d)	as	a	"name,	term,	sign,	symbol,	or	design,	or	a	combination	of	them,	

intended	 to	 identify	 the	 goods	 and	 services	 of	 one	 seller	 or	 group	 of	 sellers	 and	 to	

differentiate	 them	 from	 those	 of	 competition".	 So	 when	 a	 logo	 or	 symbol	 has	 been	

created	and	a	name	has	been	established	technically	speaking	a	brand	has	been	born.	But	

strong	 brands	 are	 not	 built	 only	 on	 a	 logo	 and	 a	 name	 but	 by	 creating	 awareness,	

reputation,	prominence	and	other	 related	 things	 in	 the	marketplace,	 and	when	 these	

factors	 are	 in	 place	 many	 managers	 believe	 a	 powerful	 brand	 is	 at	 play.	 The	 key	

ingredients	 that	 identify	 a	 product	 and	 distinguish	 it	 from	 another	 are	 called	 brand	

elements,	 they	 include	 the	 items	 listed	above,	 as	 in	 the	name,	 logo,	 symbol,	 package	

design	and	other	components.	(Keller,	Apéria	&	Georgson,	2008)	

An	 academic	 research	 by	 Hoeffler	 &	 Keller	 (2003)	 provided	 multiple	 benefits	

organizations	can	possibly	achieve	by	focusing	on	having	a	strong	brand:	

Ø Enhancement	of	product	performance	awareness	

Ø Customer	loyalty	increases	

Ø Marketing	 activity	 of	 competitors	 and	 the	 possibility	 of	 a	 marketing	 crisis	
becomes	less	of	a	threat	

Ø Wider	boundaries	

Ø Customers	 have	 a	 more	 elastic	 response	 to	 price	 decreases	 and	 inelastic	
customer	response	to	price	increases		

Ø Easier	access	to	intermediary	or	trade	cooperation		

Ø Marketing	communications	become	more	effective		

Ø Further	brand	extension	and	licensing	opportunities	

Brand	names	are	defined	as	any	word	or	illustration	that	helps	consumers	recognize	

one	product	from	another.	A	company	can	have	its	brand	name	however	they	want,	long	

or	short	or	even	initials.	Many	factors	are	to	be	considered	when	deciding	a	brand	name,	

for	example,	short	names	can	be	especially	good	as	brand	names	because	they	are	easily	

remembered	and	 can	be	understood	 in	most	 languages	 (Brassington	&	Pettitt,	 2001).	
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Brand	names	are	 specific	 signals	 to	 consumers	 and	are	 shared	often	by	 few	products	

within	a	competitive	line	of	product	(Dawar	&	Parker,	1994).		

Logos	can	be	used	as	an	association	with	brand	names	to	strengthen	their	position	in	

consumer	minds.	Apple	is	a	good	example	of	that,	their	brand	name	is	Apple	and	their	

logo	is	also	an	Apple,	very	easily	remembered.	Brand	names	can	even	both	be	names	and	

a	logo,	think	about	Coca-Cola,	the	name	is	the	logo,	people	recognize	the	font	and	design	

on	the	same	scale	as	the	name	itself.	Some	names	are	more	popular	than	others	so	when	

a	company	has	come	up	with	a	strong	brand	name	that	has	not	been	used	before	it	is	

important	to	trademark	it,	for	protective	purposes.	Along	with	brand	names	and	logos,	

organizations	 can	 also	 trademark	 other	 aspects	 of	 the	 brand,	 such	 as	 scents,	 sounds,	

packaging,	advertising	slogans	and	product	shapes	(Brassington	&	Pettitt,	2001).		

Studies	have	shown	that	when	positive	emotions	are	aroused	in	consumers	they	can	

be	of	great	 importance	 for	brand	engagement.	Positive	 feelings	of	 love,	 joy,	kindness,	

hope,	gratitude,	and	passion	are	feelings	that	brands	should	focus	on.	Sounds	associated	

with	brands	are	used	for	waking	emotions	in	consumers	through	for	example	advertising	

content.	Music	can	trigger	emotions	that	can	lead	to	positive	experiences	with	a	brand	

for	consumers.	Scents	are	also	emotion	arousing	which	brands	can	use	for	their	benefits.	

When	 a	 product	 associated	 with	 a	 brand	 has	 a	 certain	 smell,	 consumers	 can	 easily	

remember	that	experience	because	of	our	strong	ability	to	remember	certain	scents,	and	

it's	 the	brand's	 responsibility	 to	make	sure	 that	experience	 is	a	positive	one.	Text	can	

awaken	emotions	but	graphics	and	images	are	considered	more	effective.	And	like	stated	

before,	it	is	of	great	importance	for	graphics	and	images	to	arouse	positive	emotions	with	

consumers	(Bergh	&	Behrer,	2013).		

Branding	is	beneficiary	for	both	consumers	and	company's	and	is	considered	making	

all	 transactions	between	consumers	and	company's	more	 reliable	and	secure.	For	 the	

customer,	brands	serve	as	a	choice	making	tool	and	make	it	easier	to	recognize	and	locate	

the	things	they	need	and	want,	therefore	reducing	risks	and	making	purchase	decisions	

easier.	 Very	 strong	 brands	 have	 very	 loyal	 customers,	 these	 customers	 don't	 look	 for	

other	brands	but	rather	buy	from	their	brand	of	choice	(Keller,	2009).		
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For	consumers	the	benefits	of	branding	are	according	to	Brassington	&	Pettitt	(2001):	

Ø Easier	product	identification	

Ø Communicates	features	and	benefits	

Ø Helps	product	evaluation	

Ø Establishes	product's	position	in	the	market	

Ø Reduces	risk	of	purchasing	

Ø Creates	interest/character	for	a	product	

2.1 Brand	Awareness	
In	 businesses,	 there	 exists	 a	 created	 extent	 to	 which	 different	 customers	 familiarize	

themselves	with	 the	 business	 products	 and	 the	 degree	 of	 familiarity	 with	 the	 brand.	

Brand	 awareness	 refers	 to	 the	 extent	 to	which	 a	 brand	 is	 recognized	 by	 its	 potential	

customers,	investors,	and	is	correctly	associated	with	a	particular	product	(Brassington	&	

Pettitt,	2001)	

Brand	awareness,	therefore,	is	the	primary	goal	of	advertising	in	the	early	months	or	

years	 of	 a	 product's	 introduction.	 Companies	 decide	 on	 whether	 to	 create	 brand	

awareness	or	not	and	this	is	a	profit	measure	as	the	process	of	creating	brand	awareness	

is	 one	 of	 the	 key	 procedures	 in	 promoting	 and	 marketing	 specific	 products	 that	 a	

company	exhibits.	In	return,	brand	awareness	can	create	a	differentiating	element	from	

similar	competitors	that	offer	similar	products	and	services	(Kotler	&	Armstrong,	1991)	

There	 are	 several	 ways	 in	 which	 different	 companies	 build	 their	 brand	 awareness	

program,	which	is	dependent	on	the	products	offered	and	the	target	market.	Goods	and	

services	 that	 can	 hold	 significant	 brand	 awareness	 for	 a	 long	 time	will	 possibly	 fetch	

higher	sales	compared	to	those	that	retain	a	low	level	of	awareness.	A	soft	drink	company	

may	act	as	a	consideration	case.	Most	of	the	soft	drink	industries	market	their	products	

and	 research	 shows	 that	 most	 of	 them	 are	 indistinguishable	 similar.	 They	 possess	

different	 forms	of	 relations	and	 it's	only	 the	brand	name	 that	differentiates	 them.	An	

example	of	such	is	Pepsi	and	Coca-Cola.	These	two	unique	companies	use	their	brand	to	

showcase	their	products	and	drive	most	of	their	sales.	These	brands	have	implemented	

strategies	 to	 increase	 and	 maintain	 brand	 awareness	 among	 consumers,	 which	 has	

directly	translated	into	higher	sales	(Keller,	Parameswaran,	&	Jacob,	2011).	
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2.2 Brand	Image	
Brand	image	in	businesses	refers	to	the	general	impression	that	a	product	or	a	service	

creates	 to	 its	 customers	 or	 its	 potential	 market	 base.	 It	 is	 the	 current	 views	 of	 the	

customers	 about	 a	 brand	 product	 or	 service.	 It	 revolves	 around	 the	 associations	 that	

different	customers	get	 from	the	commodity	or	service	 itself.	 	Generally,	brand	 image	

signifies	what	the	brand	presently	stands	for	and	its	main	roles	in	the	society	(Biel,	1992).		

It	only	concentrates	on	the	current	position	that	a	specific	brand	holds	in	the	economy	

and	it	usually	conveys	the	emotional	value	of	a	brand	and	not	just	its	mental	image.	Brand	

image,	therefore,	acts	as	a	measure	of	the	overall	impression	in	consumers’	minds	that	is	

formed	from	all	the	available	sources.	Consumers,	on	the	other	hand,	develop	a	form	of	

attraction	with	their	favorite	brand.	Based	on	these	associations,	then	a	brand	image	is	

formed	(Macdonald	&	Sharp,	2000).		

This	 formed	 image	 is	 about	 the	 brand	 and	 reflects	 on	 the	 basis	 that	 there	 is	 an	

association	between	it	and	its	consumers	at	 large.	An	example	of	such	is	 in	the	motor	

industry	where	Volvo	is	generally	associated	with	safety	and	Toyota	is	associated	with	it	

being	the	most	reliable.	The	underlying	idea	under	the	brand	image	is	not	just	purchases	

and	 sales,	 rather,	 the	 important	aspect	of	holding	an	 image	associated	with	what	 the	

product	holds.	Positiveness,	uniqueness	and	holding	an	instant	position	matters	 in	the	

company	as	well	(Urde,	2003;	Johar,	Birk	&	Einwiller,	2010)	

2.3 Energy	Branding	
Usage	of	energy	is	a	service,	which	companies	provide	to	those	who	pay	a	certain	fee,	but	

like	there	are	various	main	energy	sources	in	different	countries	the	prices	can	also	vary	

heavily	between	countries.	Some	countries	have	more	competition	on	the	energy	market	

than	others.	And	where	 there's	 competition,	 there's	a	 choice	 for	 the	consumer.	For	a	

market	 where	 there's	 stiff	 competition,	 branding	 becomes	 important.	 Marketing	

activities	haven't	been	of	great	importance	for	electricity	producers	over	the	years	but	in	

the	 past	 few	 years,	 they	 have	 begun	 to	 increase	 their	 marketing	 budgets.	 For	 an	

intangible	product	such	as	electricity	the	task	of	marketing	it	successfully	is	complicated	

(Friðrik	 Rafn	 Larsen,	 2014).	 Benchmarking	 tools	 can	 help	 brands	 understand	 their	

consumers	better	and	in	the	next	chapter	the	benchmarking	tool	EBBI	will	be	explained	

and	examined.	
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3 EBBI	-	Energy	Branding	Benchmarking	Index	

EBBI	 is	 the	first	benchmarking	tool	 for	companies	within	the	energy	sector.	Dr.	Friðrik	

Larsen	is	the	worlds	leading	energy	branding	specialist	and	based	on	his	research	through	

the	years	EBBI	was	created.	EBBI	analyzes	data	from	questionnaires	the	brands	send	to	

their	customers.	When	the	data	has	been	analyzed	each	brand	will	be	calculated	an	EBBI	

score	which	determines	consumer	perception	of	the	brand.	The	questions	that	are	asked	

when	 evaluating	 a	 brand	 regard	 relevant	 elements	 that	 consumers	 are	 influenced	 by	

when	 deciding	 whether	 to	 purchase	 or	 not.	 Differentiation,	 segmentation,	 and	

perception	are	all	constructs	that	these	elements	originate	from.		

Differentiation	measures	the	differences	between	brands	and	what	unique	qualities	a	

brand	 has	 over	 its	 competitors.	 When	 a	 brand	 successfully	 differentiates	 itself	 from	

competitors	it	creates	a	competitive	advantage.	Questions	relating	to	the	brand's	name	

and	logo,	uniqueness,	brand	promise	and	product	offer.		

Segmentation	 measures	 how	 well	 the	 brand	 aggregates	 potential	 buyers	 into	

segments	 that	 have	 common	 needs	 and	 respond	 similarly	 to	 marketing	 activities.	

Different	products	are	often	targeted	at	different	segments.	Questions	asked	that	help	

identify	segmenting	trends	such	as	age	and	price	sensitivity.		

Perception	 evolves	 around	 how	 the	 customer	 perceives	 the	 brand	 with	 questions	

relating	to	components	such	as	trust,	experience,	reliability	and	brand	responsibility.		

The	 EBBI	 score	 is	 calculated	 using	 a	 weighted	 mean	 formula.	 It	 includes	 all	 the	

components	EBBI	measures	and	weighs	in	all	the	values	that	have	been	assigned	to	its	

factors.	The	EBBI	score	is	on	a	scale	ranging	from	0-100	with	0	being	the	lowest	possible	

score	and	100	being	the	highest	possible	score.	If	a	brand‘s	score	is	under	40	then	the	

brand	fails	to	connect	with	its	customers,	the	brand	perhaps	performs	sufficiently	in	some	

areas	but	has	great	room	for	improvement	in	most	areas.	A	score	ranging	from	40	to	69	

is	considered	neutral	with	great	ratings	for	some	components	but	considerably	lacking	in	

others.	A	score	ranging	from	70	to	100	is	considered	very	good,	the	brand	has	generated	

a	 unique,	 good	 relationship	 with	 its	 customers.	 Examples	 of	 components	 used	 to	

calculate	the	EBBI	score	are	for	example	about	whether	or	not	a	brand	is	old	fashioned,	

trustworthy,	progressive,	corrupt	and	socially	responsible	(EBBI	INDEX	SCORE	–	Energy	

Branding	Benchmarking	Index,	n.d.)	
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4 EBBI	Within	Financial	and	Technological	Sectors	

EBBI	has	proven	to	be	a	successful	and	useful	tool	 for	energy	brands	to	find	out	what	

components	need	to	be	enhanced	to	increase	their	customer’s	perception	of	the	brand	

and	how	they	score	among	other	energy	brands.	In	this	chapter,	the	content	written	will	

be	based	on	cited	 references	but	also	on	 the	author's	 thoughts	and	knowledge	about	

each	component	with	permission	from	the	supervisor	of	this	dissertation.		A	tool	such	as	

EBBI	would	most	likely	be	a	valuable	asset	especially	for	companies	that	need	to	maintain	

a	strong	brand	and	good	customer	perception,	such	as	companies	 in	the	financial	and	

technological	 sector.	 But	 when	 looking	 at	 companies	 in	 these	 sectors	 some	 of	 the	

components	used	to	calculate	the	EBBI	score	for	energy	brands	may	be	unnecessary,	like	

fun,	for	example,	banks	perhaps	don't	need	to	score	high	when	it	comes	to	being	fun,	

most	people,	in	general,	would	probably	rather	have	a	trustworthy	bank	than	a	fun	one.	

That's	why	the	need	to	adapt	and	evaluate	all	 criteria’s	 is	necessary	 if	EBBI	should	be	

successfully	adapted	to	other	sectors.	

4.1 Evaluation	of	criteria’s	
An	evaluation	of	all	23	criteria’s	EBBI	uses	is	important,	and	if/how	they	affect	companies	

within	 the	 financial	 and	 technological	 sector.	 Here	 each	 criterion	 is	 examined	 and	

explained	with	 an	 end	 result	 of	 whether	 or	 not	 the	 criterion	 is	 important	within	 the	

financial	and/or	technological	sector	when	using	EBBI	as	a	benchmarking	tool.		

4.1.1 Modern	

In	 different	 brands,	 owning	 and	 embracing	 a	 modern	 concept	 usually	 works	 as	 a	

marketing	 and	 a	 supportive	 tool	 to	 the	 growth	 of	 the	 brand	 as	 well	 as	 offering	 the	

strength	 to	 compete	 with	 other	 similar	 brands	 in	 the	 industry	 (Holman,	Wall,	 Clegg,	

Sparrow,	&	Howard,	2003;	Kalia,	2002).		

A	great	example	is	how	different	companies	come	up	with	different	marketing	tools	

that	are	up	to	date	and	embrace	the	modernity	that	we	live	in.	Technological	brands	may	

use	 a	 different	 approach	 and	 embrace	 the	 modernity	 to	 show	 how	 their	 products	

conform	to	the	true	modern	days	and	actions.	For	financial	companies,	modernity	should	

be	important	also	to	stay	competitive	within	the	market.	However,	security	is	also	a	big	

factor	in	financial	sectors	and	to	stay	modern	brands	need	to	move	at	the	same	pace	as	
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society,	which	can	be	fast	and	changes	can	occur	rapidly.	So	if	financial	brands	are	going	

to	focus	on	being	modern	they	must	keep	in	mind	to	not	lower	their	security	standards.	

4.1.2 Fun	

Fun	is	the	great	feeling	which	individuals	or	group's	of	people	feel	when	something	joyful	

occurs	either	in	their	lives	or	as	a	result	of	a	certain	achievement.	Fun	in	human	beings	is	

usually	accompanied	by	several	benefits.	It	may	increase	the	brain	and	body	performance	

in	an	individual	and	therefore	boost	the	output	of	the	said	individual.	If	individuals	have	

the	chance	to	have	fun,	then	their	brains	and	body	mentality	are	likely	to	work	more	to	

gain	rewards	(Karl	&	Peluchette,	2006;	Lamm	&	Meeks,	2009).		

But	for	a	brand,	the	importance	of	fun	really	depends	on	which	industry	a	company	is	

in.	 Therefore,	 for	 a	 company	 that	 is	 within	 the	 financial	 sector,	 fun	 is	 not	 a	 vital	

component	because	customers	most	likely	don't	have	a	strong	need	for	banks	to	be	fun	

for	example,	but	rather	trustworthy	and	progressive.	For	the	technological	sector,	fun	is	

perhaps	a	more	vital	component	that	should	be	considered	and	can	play	a	significant	role	

in	the	consumer‘s	mind.	

4.1.3 Progressive	

Progressive	 is	 the	 detailed	 process	 and	 procedure	 of	 dealing	 with	 work-affiliated	

behavioral	 change	 that	 collides	 with	 the	 set	 and	 communicated	 work	 ethics	 and	

performance	standards	(Schoeffler,	Buzzell,	&	Heany,	1974).		

When	a	company	is	considered	progressive	they	emphasize	on	keep	getting	better	at	

what	they	do.	This	is	a	component	probably	most	brands	should	hold	in	high	regard	no	

matter	 what	 sector	 they	 work	 in.	 Therefore,	 in	 both	 the	 technological	 and	 financial	

sectors,	customers	do	need	a	company	that	is	progressive.		

4.1.4 Trustworthy	
Being	trustworthy,	or	rather	maintaining	trustworthiness	in	a	company	or	a	workplace	

literally	means	that	individuals	and	colleagues	can	count	on	each	other	when	it	comes	to	

accomplishing	 tasks	 assigned	 or	 in	 the	 assignment	 of	 new	 roles	 and	 specific	 tasks	

(Krosgaard,	Brodt,	&	Whitener,	2002).			

Brands	need	to	keep	promises	to	customer's	whether	associated	with	quality,	price,	

service	or	other	aspects	to	gain	customer	trust.	In	financial	and	technological	industries,	
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trustworthiness	is	a	key	factor	and	component	in	the	fact	that	all	customers	feel	secure	

in	any	transactions	that	occur	within	the	company.		

4.1.5 Old	Fashioned	

Old	 fashion	 is	a	way	 that	defines	how	actions	are	done	 in	a	manner	 that	 is	no	 longer	

modern,	or	rather	outdated.	Such	actions	may	include	the	use	of	written	notes	in	place	

of	e-mails	or	other	modern	modes	of	communication.	Most	of	these	old-fashioned	ways	

of	 doing	 things	may	 not	 really	work	 in	 financial	 or	 technological	 sectors	 because	 the	

modest	technological	advancements	and	the	willingness	to	try	out	new	ideas	has	helped	

in	resolving	consumer-related	problems	and	in	return	made	sure	that	customers	get	their	

needs	in	a	timely	manner	(Florida,	2014).		

For	a	brand	to	know	if	it's	customers	think	of	it	to	be	old-fashioned	or	not	is	important	

for	 both	 financial	 brands	 and	 technological	 brands.	With	 that	 knowledge,	 brands	 can	

better	understand	consumer	perception	of	their	brand.	

4.1.6 Experience	in	the	field	

The	field	of	experience	in	a	business	perspective	may	generally	refer	to	the	main	attitudes	

that	 are	 usually	 created	with	 time,	 the	 lessons	 learnt	 as	 a	 result	 of	 the	 venture,	 the	

challenges	faced	and	solutions	made,	all	 the	perceptions,	views	and	opinions,	and	the	

values	 that	an	 individual	or	a	group	 in	a	company	brings	 to	a	 situation	or	a	challenge	

(Gandz	&	Murray,	1980;	Weil,	2006).		

The	field	of	experience	is	an	integral	part	of	a	business	preparation.	Therefore,	in	both	

the	 financial	 and	 technological	 sectors,	 the	 field	 of	 experience	 is	 a	 vital	 part	 that	 the	

customers	look	to	before	making	a	decision	on	whether	to	be	involved	with	a	brand	or	

not.	Many	technology	companies	though	are	young	of	age	and	don't	necessarily	need	

experience	in	the	field	for	customers	to	do	business	with	them	and	therefore	the	need	

for	experience	in	the	field	is	much	greater	for	companies	in	the	financial	sector.	

4.1.7 Wide	product	range	
In	 a	 company,	 a	 wide	 product	 range	 ensures	 that	 failure	 of	 one	 of	 the	 product	 is	

accompanied	by	a	success	of	 the	other	 in	a	worst-case	scenario.	 In	a	 financial	aspect,	

investing	in	several	products	may	put	the	company	in	a	stable	financial	condition	as	one	
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product	may	act	as	a	supplement	to	the	other	and	recoup	profits	at	the	end	of	a	financial	

year	(Arnold	&	Quelch,	1998).		

This	applies	to	the	financial	sector	and	the	services	they	offer	and	the	same	may	be	

applicable	to	the	technological	sector.	For	customers,	the	aspect	of	a	wide	product	range	

is	a	key	factor	that	they	base	their	decisions	on.	If	a	brand	only	offers	one	kind	of	service	

or	product	a	brand	that	offers	five	kinds	of	similar	services	or	a	product	is	most	likely	the	

one	that	customers	will	choose	in	the	end	because	of	the	probability	of	finding	a	more	

customized	service	or	product	for	their	needs.	

4.1.8 Reflects	quality	
Quality	is	the	standard	of	when	something	is	measured	against	other	things	of	a	similar	

kind.	It	is	the	level	of	excellence	of	something	which	may	be	a	good	or	a	service	provided.	

Different	companies	offer	different	amounts	of	quality	in	their	brands	and	services.	This	

may	be	in	reference	to	the	relevance	or	the	need	as	to	why	a	particular	service	is	being	

offered.	Some	companies	may	choose	to	offer	better	services	which	actually	over-define	

what	is	expected	as	part	of	the	objectives	of	the	company	(Meyer	&	Lehnerd,	1997).		

In	 financial	 sectors,	 this	 is	 a	 key	 component	 and	 customers	 usually	 put	 this	 into	

consideration	before	deciding	on	a	brand	to	do	business	with.	The	same	is	observed	in	

the	technological	 sector.	Consumers	need	products	 that	actually	 last	 longer	and	serve	

their	needs	and	fully	act	as	a	value	of	their	money.		

4.1.9 Supplier	is	reliable	

For	a	supplier	to	be	regarded	as	reliable,	then	he	or	she	must	act	according	to	the	set	

rules	and	regulations	of	a	company.	This	may	include	a	timely	and	quality	supply	of	the	

required	material	or	service,	referrals	on	other	services	and	offering	after	sale	services	to	

the	company	itself	(Chopra,	Reinhardt,	&	Mohan,	2007;	Ruiz-Torres	&	Mahmoodi,	2007).	

In	 the	 technological	 sector,	 customers	most	 likely	 prefer	 a	 reliable	 supply	 of	 their	

desired	goods	and	services.	This	may,	in	turn,	make	them	conform	to	the	said	company	

for	other	future	projects	and	activities.	For	financial	brands,	it's	important	to	be	reliable	

even	though	many	financial	brands	are	not	selling	tangible	goods.	Services	provided	by	

financial	brands	need	to	be	reliable	too	for	a	brand	to	continue	to	be	trustworthy	in	the	

minds	of	consumers.	



	

	16	

4.1.10 Social	responsibility	
Many	business	ventures	mainly	consider	the	profits	gained	from	a	business	but	not	the	

impact	 created	 by	 the	 society	 around	 the	 environment	 itself.	 An	 ethical	 framework	

defines	social	 responsibility	as	an	obligation	 to	act	and	perform	for	 the	benefit	of	 the	

company	and	of	the	society	as	well.	Every	 individual	 involved	has	the	responsibility	to	

perform	 so	 as	 to	 maintain	 a	 balance	 between	 the	 economy	 and	 the	 surrounding	

ecosystems	(Collier	&	Esteban,	2007;	McWilliams	&	Siegel,	2001;	Moir,	2001).		

This	maintains	an	equal	balance	between	the	company	and	the	society	and	ensures	a	

smooth	 flow	of	 the	main	business	 operations.	 Social	 responsibility	 can	differentiate	 a	

brand	from	its	competition	and	attract	new	customers.	Therefore,	social	responsibility	is	

an	important	factor	in	both	the	technological	and	financial	sectors	of	the	economy.		

4.1.11 Green	Brand	
Green	 brands	 are	 those	 brands	 that	 consumers	 associate	 with	 environmental	

conservation	and	sustainable	business	practices.	Such	brands,	in	reality,	sound	appealing	

to	 consumers	who	have	 the	 tendency	of	 protecting	 the	 environment.	A	 green	brand,	

therefore,	can	add	a	unique	selling	point	to	a	product	and	can	boost	the	corporate	image.	

Green	brands	come	in	hand	with	social	responsibilities	(Bansal	&	Roth,	2000).		

It	 is	a	vital	 role	 to	 take	care	of	 the	surroundings	which	 include	 the	society	and	 the	

environment	 itself.	 In	the	technological	sector,	green	brands	 is	a	vital	component	that	

customers	refer	to.	This	is	in	relation	to	the	needs	of	the	customers	as	they	are	not	willing	

to	 venture	 into	 companies	 that	 lead	 to	 degradation	 of	 the	 surrounding	 environment.	

However,	this	may	not	be	a	key	consideration	in	the	financial	sector	as	most	companies	

offer	intangible	services	and	therefore	the	environment	is	not	affected	in	a	big	way.		

4.1.12 Corruption	
Corruption	is	the	inappropriate	use	of	the	assigned	and	entrusted	power,	which	may	be	

gained	by	different	 forms	such	as	education,	career	growth,	and	experience,	heritage,	

and	appointments,	as	well	as	through	an	elective	system.	Corruption	may	be	purposely	

used	for	selective	personal	gains	or	by	allowing	other	colleagues	to	take	advantage	of	the	

leadership	vows	to	misuse	and	mistreat	others	under	one's	name	and	authority	(Robinson	

&	Bennett,	1995).		
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It	may	 also	 present	 itself	 in	 a	 systemic	 form	where	 certain	major	 institutions	may	

dominate	in	selected	processes,	and	in	which	the	competing	institutions	may	not	be	in	a	

position	 to	 deal	 with	 the	 menace.	 In	 both	 the	 financial	 and	 technological	 industry,	

corruption	is	a	factor	which	customers	regard	as	important	and	determines	how	open	the	

company	 is	to	their	target	customers.	 In	the	financial	sector,	customers	need	to	know	

how	the	transactions	relate	and	how	the	management	is	appointed	in	a	free	and	no-favor	

manner.	This	case	is	similar	in	the	technological	sector	although	playing	a	more	important	

role	when	 it	 comes	 to	 financial	 brands.	Most	 customers	 feel	 that	 they	 need	 to	 be	 in	

corruption-free	 zones	 and	 in	 which	 all	 ideas	 and	 actions	 are	 presented	 in	 an	 equal	

manner.		

4.1.13 Kind	to	nature	
Being	kind	means	that	one	is	of	a	good	or	benevolent	nature	or	disposition,	and	acts	as	a	

loving	person	(Heidegger	&	Lovitt,	1977).		

This	may	be	through	actions	which	show	and	create	a	form	of	kindness.	Being	kind	to	

nature,	therefore,	is	showing	love	to	the	phenomena	of	the	physical	world,	which	may	

include	plants,	animals,	 landscape,	and	any	other	features	of	the	world.	Also,	showing	

love	to	oneself	and	others	may	be	a	form	of	the	latter.	Customers	in	general,	therefore,	

may	prefer	a	company	that	shows	all	these	forms	of	kindness	to	the	environment	through	

their	actions	and	positions,	be	it	in	the	financial	or	the	technological	sector.	

4.1.14 Uniqueness	
Being	unique	means	that	the	business	product	exhibited	by	a	certain	company	is	far	much	

different	from	those	exhibited	by	a	different	company	with	similar	goals	and	objectives.	

This	may	vary	from	type	to	type	as	different	companies	possess	different	objectives	to	

meet	and	whatever	they	sell	may	also	depend	on	the	consumer's	preferences.	A	great	

example	is	the	Coca-Cola	company	and	the	products	they	sell.	Their	main	products	which	

have	the	same	objective	as	that	of	a	similar	company	such	as	Pepsi	are	different	in	various	

forms.		This	includes	the	packaging	and	the	different	flavors	processed	(Silayoi	&	Speece,	

2004).		

Therefore,	 customers	might	 consider	 uniqueness	 as	 a	 key	 element	 in	 the	 technology	

sector	as	it	will	favor	the	specific	product	they	get	and	the	quality	of	the	good	purchased.	
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However,	they	may	not	consider	this	as	a		huge	factor	in	the	financial	industry.	The	reason	

behind	this	is;	most	of	the	sold	products	are	mostly	the	same	and	it's	only	the	terms	and	

conditions	 that	matter	 and	not	 possessing	 that	 uniqueness	 factor	 in	 them.	Here,	 it	 is	

possible	consumers	need	services	which	are	provided	in	a	similar	manner	without	any	

form	of	bias,	except	where	tailored	services	are	provided.		

4.1.15 Brand	promise	
In	a	specific	company,	a	brand	promise	acts	as	the	extension	of	its	real	positioning.	One	

may	consider	this	positioning	as	a	tool	that	allows	the	brand	to	establish	itself,	form	its	

roots,	grow	and	thrive	to	become	a	promising	fruit.	Therefore,	a	brand	promise	 is	the	

communications	with	its	that	describe	their	promises	of	said	services	or	tangible	goods.	

Customers	benefit	from	this	because	companies	make	the	products	to	become	desirable	

and	acceptable	 in	 context	with	 the	brand's	promise	 (Apéria	&	Back,	2004;	Punjaisri	&	

Wilson,	2007).		

In	the	technological	sector,	tangible	assets	are	of	great	importance	as	customers	need	

to	 know	 what	 item	 they	 are	 purchasing	 and	 of	 what	 value	 it	 is	 to	 them.	 Therefore	

knowledge	of	how	customers	perceive	the	brand	promise	is	important.	In	the	financial	

industry,	 even	 though	 most	 services	 provided	 are	 intangible,	 a	 brand	 promise	 is	

important	for	customers	to	get	a	better	understanding	of	what	they	will	be	getting	out	of	

their	services.	

4.1.16 Product	
In	business,	a	product	generally	refers	to	an	article	or	a	substance	that	is	manufactured	

or	refined	for	sale.	This	may	be	 in	 form	of	a	 tangible	thing	such	as	 food	products	and	

clothing.	Also,	a	product	may	be	a	thing	or	a	person	that	is	the	result	of	an	action	or	a	

process	(service).	A	great	example	is	the	services	offered	by	financial	institutions	such	as	

banking,	insurance	and	such.	These	are	intangible	services	and	serve	a	great	purpose	in	

the	evolution	and	growth	of	a	company	(Lovelock,	2011).		

In	 relation	 to	 technological	 and	 financial	 institutions	 and	 what	 customers	 actually	

expect,	 a	 product	 and	 product	 description	 are	mandatory	 structures	 that	 need	 to	 be	

defined	in	the	creation	and	establishment	of	the	business.	Customers	need	to	know	what	

goods	or	services	they‘ll	purchase	or	get	as	a	result	of	their	involvement	in	the	company.		
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4.1.17 Name	

In	businesses,	the	title	under	which	a	sole	trader	or	a	partnership	carries	on	its	business	

is	what	we	call	a	business	name.	It	is	the	combination	of	words	or	symbols	that	uniquely	

identify	the	business	or	a	firm	instead	of	a	good	or	a	service.	This	is	sometimes	referred	

to	as	a	brand	name	or	a	trade	name.	(Kotler,	2012).		

A	strong	brand	name	along	with	other	factors	can	help	companies,	for	example,	gain	

new	customers	and	should,	therefore,	be	considered	important	criteria	for	both	financial	

and	technological	brands.	

4.1.18 Logo	
In	most	business	ventures,	there	are	the	set	techniques	in	which	the	business	markets	

itself	in	a	unique	way.	An	example	of	this	is	by	the	use	of	unique	logos.	A	logo	is	defined	

as	 the	recognizable	graphical	element,	which	 incorporates	 the	use	of	certain	symbols,	

trademarks	and	business	names,	 to	 represent	an	organization	or	a	specific	product	or	

service	(Chesbrough,	2007a;	Grönroos	&	Ravald,	2011).		

Logos	vary	from	brand	to	brand	and	their	use	may	also	vary	in	a	respective	manner.	In	

relation	to	the	consumer's	needs,	logos	are	most	likely	not	of	great	importance	in	both	

the	technological	and	financial	sectors	of	the	industry	but	they	can	of	course	help	with	

establishing	a	brand	when	a	strong	logo	is	in	place.	A	great	understanding	of	the	customer	

needs	matters	more	and	therefore	logo's	should	not	be	put	into	great	consideration	when	

understanding	consumer	perception	of	the	brand.	

4.1.19 Understands	all	ages	
As	a	business	objective,	all	 companies	must	consider	how	they	will	 relate	 to	different	

people	that	they	will	find	a	chance	to	interact	with.	This	may	include	the	gender	balance	

and	age	relation.	In	age	relation,	companies	are	expected	to	have	products	or	operate	in	

a	form	that	is	favorable	to	all	ages	and	which	is	understandable	from	all	angles	(Pretty,	

Conroy,	Dugay,	Fowler,	&	Williams,	1996).		

An	example	is	in	the	Coca-cola	group	where	their	range	of	products	is	defined	for	all	

ages.	There	are	certain	brands	that	are	specifically	designed	for	the	young	children	and	

others	for	the	older	generation.	This	is	also	similar	to	the	financial	industry	where	banks	

create	student	accounts,	accounts	for	the	elderly,	not	forgetting	the	toddler's	accounts.	
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Therefore,	understanding	all	ages	involved	in	a	business	is	a	vital	factor	to	the	customer's	

needs	 and	 preferences	 and	 should	 be	 considered	 in	 both	 the	 technological	 and	 the	

financial	sectors.		

4.1.20 Different	offers	
Different	 companies	 provide	 different	 offerings	 in	 the	 market.	 A	 business	 offering	

involves	 the	 goods	 or	 services	 that	 the	 particular	 business	 offers	 the	 public	 or	 other	

businesses	(Chesbrough,	2007b).		

The	business	may	offer	the	good	or	service	upon	which	the	consumers	will	decide	on	

which	particular	business	to	purchase	from	based	on	the	offerings.	A	similar	approach	is	

seen	 in	 service	 providers.	 The	 business	may	 decide	 to	 offer	 specific	 services	 and	 the	

customers	 may	 then	 decide	 on	 what	 to	 undertake	 and	 what	 to	 drop.	 In	 financial	

institutions,	 customers	may	 prefer	 a	 company	 that	 provides	 different	 offers	 for	 their	

services.	This	may	help	in	shaping	the	kind	of	need	that	one	needs	to	fulfill	and	get	better.	

This	is	also	an	important	consideration	in	the	technological	sector.	Different	offers	in	a	

product	may	enable	different	clients	to	choose	their	preferred	quality	and	in	return,	get	

a		value	of	what	they	like.		

4.1.21 Local	products	
Local	products	refer	to	the	goods	and	services	that	a	specific	company	offers	to	a	local	

population.	This	can	also	be	used	to	refer	to	a	franchise	or	corporate	branch	operating	

within	a	local	area.	This	may	be	a	country	or	a	specific	region	in	a	country.	Local	products	

can	be	used	as	a	means	to	control	the	inflow	of	imports	and	exports.	If	a	company	decides	

on	majoring	in	selling	all	their	products	and	services	locally	rather	than	exporting	them,	

then	 this	 creates	 a	market	 surplus	 and	 the	 local	 consumers	enjoy	 this	 as	 they	have	a	

variety	to	choose	on	when	deciding	on	what	to	purchase	(Collier	&	Esteban,	2007).		

In	the	technological	sector,	local	product	is	a	factor	that	customers	look	to.	They	may	

decide	on	what	 to	purchase	depending	on	 the	specifications.	This	 is	not	 the	case	 in	a	

financial	institution.	Here,	clients	look	on	the	trustworthiness	and	the	brand	promise	that	

a	company	provides	and	hence,	local	products	may	not	be	a	great	need	to	them.		
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4.1.22 Tailored	services	
Tailoring	is	the	process	by	which	a	companies	events	and	actions	is	modified	based	on	

the	application	of	the	scoping	guidance	and	the	specifications	of	the	existing	customer	

baseline.	 In	 businesses,	 tailored	 services	 are	 usually	 implemented	 in	 cases	 where	

particular	 clients	 need	 different	 forms	 of	 approach	 to	 a	 certain	 problem	 (Juntunen,	

Ovaska,	Saarti,	&	Salmi,	2005).		

This	may	be	described	as	a	different	approach	to	the	already	established	objectives	

and	business	forms.	An	example	of	this	is	an	approach	to	a	case	management	service	that	

matches	the	services	to	the	particular	individuals	or	a	family’s	needs	rather	than	using	a	

one-size-fits-all	 approach	 to	 handle	 similar	 cases	 in	 the	 field.	 In	 the	 financial	 sector,	

tailored	 services	 are	 a	 vital	 key	 in	 establishing	 the	 needs	 of	 customers	 and	 what	

preferences	they	actually	have.	With	this,	different	clients	will	find	an	extra	bonus	as	to	

why	they	should	enroll	in	a	specific	company	to	receive	the	benefits	and	services	to	them.	

This	is	not	a	key	factor	in	the	technology	sector	since	most	of	the	benefits	are	defined	by	

the	customers	in	the	initial	build	stages	and	therefore,	the	company	finds	no	need	to	build	

other	forms	of	tailored	services	to	cater	for	the	extra	requirements.		

4.1.23 Appealing	
An	appealing	product	is	generally	a	product	that	is	attractive	and	sounds	interesting	every	

time	it	is	mentioned.	In	the	service	industry,	an	appealing	service	may	be	regarded	as	one	

that	expresses	a	desire	to	offer	help	or	solution	to	a	specific	problem.	This	may	include	a	

situation	where	one	is	in	a	financial	fix	and	needs	a	solution;	a	financial	institution	may	

come	up	and	boost	the	status	of	the	 individual	which	will	make	them	recover	to	their	

original	state	(Ulrich,	2003).		

Also,	a	specific	product	may	be	appealing	to	the	eye	of	the	consumer	by	offering	the	

required	 needs	 that	 the	 customer	 feels	 important.	 Customers	 do	 need	 appealing	

products	in	their	lives	and	therefore,	appealingness	is	a	key	component	that	should	be	

put	 into	 consideration	 in	 the	 establishment	 and	 valuation	 of	 the	 financial	 and	

technological	industry.	

As	all	criterions	have	now	been	examined	it	is	important	to	determine	which	of	them	

are	necessary	when	adapting	EBBI	to	the	financial	and	technological	sectors.	In	the	next	

chapter	discussions	about	the	project	and	what	criterions	are	crucial	for	each	sector	and	
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why	will	take	place.	New	criterions	that	should	possibly	be	implemented	to	EBBI	will	also	

be	looked	into.	
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5 Discussions	

Energy	brands	are	beginning	to	realize	the	power	of	strong	brands	and	how	brands	can	

attract	 new	 customers	 and	 help	 keep	 current	 customers.	 But	 because	 of	 the	 sectors	

newly	found	interest	in	branding,	it	hasn't	had	any	benchmarking	tools	to	use	to	evaluate	

how	 strong	 brands	 within	 it	 are.	 Strong	 brands	 can	 help	 consumers	make	 decisions.	

Consumers	are	more	 likely	 to	 choose	brands	 they	know	over	brands	 they	don't	 know	

(Apenes	Solem,	2016).	So	for	the	energy	sector	where	branding	has	not	been	of	a	high	

degree,	it	can	possibly	become	the	source	of	competitive	advantage	if	done	right.		

Therefore,	if	a	company	wants	to	benefit	from	having	a	strong	brand	its	better	to	be	

informed	 on	 how	 strong	 their	 brand	 is	 and	 what	 consumers	 think	 of	 it.	 With	 EBBI	

originally	 designed	 for	 measuring	 consumer	 perception	 of	 brands	 within	 the	 energy	

sector,	some	criteria’s	may	be	a	better	fit	than	others	when	adapting	the	tool	for	financial	

and	technological	companies.	

5.1 Financial	sector		
When	adapting	EBBI	to	the	financial	sector	the	need	to	change	criteria's	is	mild.	Many	

criteria’s	 EBBI	 uses	 can	 be	 applied	 easily	 to	 other	 sectors.	 Modern,	 progressive,	

experience	 in	 the	 field,	 tailored	 services	 and	 trustworthy	 are	 all	 traits	 that	 financial	

companies	 especially	 need	 to	 look	 after.	 For	 a	 financial	 company	 to	 be	modern	 and	

progressive	 is	 essential	 as	 service	 standards	 are	 considered	 to	 be	 getting	 higher	 and	

higher.	Customers	likely	want	to	feel	that	the	company	they	do	business	with	uses	all	new	

ways	to	achieve	the	highest	possible	level	of	efficiency.	Trustworthy	is	perhaps	the	most	

important	trait	brands	within	the	financial	sector	need	to	 look	after.	When	customers	

choose	whether	to	start	a	business	relationship	with	a	company	in	financial	services	trust	

is	 key.	 These	 companies	 handle	money	 their	 customers	 have	 earned	 and	 trust	 is	 the	

foundation	for	a	successful	relationship.	Corruption	is	also	a	factor	related	to	trust	and	

it's	important	for	financial	brands	to	keep	corruption	levels	as	low	as	possible.	Experience	

in	the	field	can	make	or	break	a	decision	a	possible	customer	faces	on	whether	or	not	to	

start	 a	 business	 relationship.	With	 experience	 in	 the	 field	 financial	 brands	may	 have	

proven	 to	 consumers	 their	 success	 at	 being	 progressive,	modern	 and	 trustworthy	 for	

example,	and	therefore	made	decision	making	easier	for	consumers.	Tailored	services	fit	
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greatly	for	financial	brands	since	consumer	needs	can	vary	heavily	within	this	sector,	and	

are	therefore	considered	an	essential	criterion.	

	 Criteria’s	considered	not	important	when	adapting	EBBI	to	the	financial	sector	are	

fun,	local	products,	green	brand,	and	uniqueness.	Fun	is	not	a	factor	brands	that	provide	

financial	services	need	to	hold	in	high	regard.	If	a	brand	within	the	financial	sector	focuses	

heavily	on	maintaining	a	fun	image	rather	than	a	trustworthy	one	that	can	perhaps	push	

customers	away.	Local	products	aren't	necessary	when	financial	services	are	involved	as	

consumers	are	likely	to	choose	a	brand	that	provides	them	the	services	they	need	in	the	

best	possible	manner,	with	no	need	for	the	brand	to	be	local.	Since	most	brands	within	

the	financial	sector	offer	intangible	services	the	need	for	measuring	how	green	a	brand	is	

would	likely	be	useless	and	therefore	that	criterion	is	considered	not	important	within	

the	financial	sector.	Uniqueness	is	not	considered	an	essential	trait	for	financial	brands	

as	most	 core	 services	 financial	brands	offer	are	generally	quite	 similar.	Brands	 should	

instead	focus	on	providing	the	best-tailored	services	possible	as	mentioned	before.	

	 When	thinking	of	what	criterions	could	be	added	to	EBBI	when	adapting	to	the	

financial	sector	transparency	comes	top	of	mind.	Transparency	within	financial	services	

is	when	all	actions	performed	are	easily	traceable	and	accessible	to	customers.	This	factor	

plays	a	role	when	evaluating	if	a	brand	is	trustworthy	or	not	but	transparency	is	such	an	

important	 part	 of	 financial	 services	 that	 it	 should	 probably	 be	 a	 criterion	 in	 itself.	

Communications	is	another	criterion	that	could	be	added	to	EBBI,	but	that	criterion	would	

evaluate	 how	 communicative	 a	 financial	 brand	 is	 to	 its	 customers	 and	 environment,	

providing	them	with	necessary	information	at	all	times.	

	 So	when	adapting	EBBI	to	the	financial	sector	most	criteria’s	hold	their	place	since	

they	provide	general	necessary	information	no	matter	what	sector	a	company	operates	

in.	But	four	criteria’s	lose	their	spot	and	two	new	ones	should	be	added,	with	the	final	

criteria's	being	modern,	progressive,	trustworthy,	old-fashioned,	experience	in	the	field,	

wide	product	range,	reflects	quality,	supplier	is	reliable,	social	responsibility,	corruption,	

kind	to	nature,	brand	promise,	product,	name,	logo,	understands	all	ages,	different	offers,	

tailored	services,	transparency,	and	communications.	
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5.2 Technological	sector	
As	stated	before	many	EBBI	criteria's	are	important	factors	for	a	brand	no	matter	what	

sector	it	operates	in.	To	adapt	EBBI	for	usage	within	the	technological	sector	mild	changes	

are	 necessary.	 The	 main	 criterions	 with	 technological	 brands	 in	 mind	 are	 modern,	

progressive,	 reflects	quality	 and	brand	promise.	Due	 to	 technological	 innovations	 and	

other	factors,	social	norms	change	rapidly	and	the	need	for	companies	to	be	modern	is	

great,	 especially	 for	 the	 companies	 that	 innovate	 the	 technology	 that	 causes	 society	

norms	to	change.		For	these	innovations	to	take	place	a	brand	needs	to	be	progressive	

and	 constantly	 continue	 to	 develop	 new	 ideas	 that	 might	 push	 the	 brand	 forward.	

Reflects	quality	is	an	essential	criterion	for	a	brand‘s	long-term	success.	Quality	can	be	a	

differentiation	factor	from	main	competitors	and	can	establish	a	competitive	advantage	

and	therefore	it's	most	necessary	when	using	EBBI	as	a	benchmarking	tool	that	brands	

can	 see	 how	 quality	 in	 their	 products	 is	 perceived	 by	 consumers	 and	 how	 other	

competitive	brands	are	scoring.	A	brand	promise	is	important	for	customers	to	return	and	

do	business.	When	a	brand	doesn't	deliver	on	set	promises	to	customers	chances	are	that	

they	might	not	return.	Word	of	mouth	from	unsatisfied	customers	who	the	brand	has	

broken	its	promise	to	can	also	be	damaging	to	the	brand	image.	

Tailored	 services	are	probably	 the	 least	useful	 criterion	when	adapting	EBBI	 to	 the	

technology	sector	and	will	therefore	not	be	included	in	the	final	criteria	list.	Since	most	

technological	brands	offer	rather	standardized	products	the	need	for	tailored	services	is	

minimal,	although	consumers	can	choose	from	a	wide	array	of	products.		

Criterions	 that	 could	 be	 added	 to	 the	 technological	 brand	 version	 of	 EBBI	 are	

innovation	and	value.	For	brands	within	this	sector,	 innovation	 is	key	and	 information	

about	how	consumers	perceive	the	brand's	efforts	to	innovate	can	help	a	brand	know	if	

they	 need	 to	 step	 up	 their	 innovation	 activities	 compared	 to	 other	 brands.	 Value	

acknowledges	how	customers	perceive	quality	and	performance	of	a	product	compared	

to	the	price.	Information	about	how	customers	perceive	a	value	of	a	brand	is	necessary	

to	get	a	good	understanding	of	the	overall	perception	of	the	brand.	

As	 in	 the	 financial	 adaption	 of	 EBBI,	 most	 criterions	 hold	 their	 place	 but	 tailored	

services	loses	their	place.	Innovation	and	value	come	in	as	a	new	criterion	with	the	full	

list	of	criteria	being	modern,	fun,	progressive,	trustworthy,	experience	in	the	field,	wide	
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product	 range,	 reflects	 quality,	 supplier	 is	 reliable,	 social	 responsibility,	 green	 brand,	

corruption,	kind	 to	nature,	brand	promise,	product,	name,	 logo,	understands	all	 ages,	

different	offers,	local	products,	appealing,	value,	and	innovation.	

5.3 Conclusion	
For	the	successful	usage	of	EBBI	within	the	financial	and	technological	sectors,	the	need	

for	change	in	criterions	is	not	considered	high	based	on	the	assumption	that	most	of	the	

criterions	 already	 in	 place	 provide	 necessary	 information	 how	 consumers	 perceive	 a	

brand	no	matter	what	sector	the	brand	operates	in.	Before	developing	the	tool	for	the	

financial	and	technological	sector,	further	inspection	needs	to	be	concluded	to	make	a	

decision	on	what	criterions	should	be	included.	The	discussions	in	this	project	should	only	

be	considered	as	a	start	to	further	research.	
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