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Abstract
This study was undertaken to understand the brand positioning

of various brands of cement in B2B market & its buying behaviour in
Mumbai,India.The Inter correlation matrix was used to study the
relationship between Quality, Brand, Price, Credit terms, Ease of
ordering, Company Sales Personnel, Advertisement, Technical
support, Digital E marketing, & Trade shows and exhibitions. This
study found that company sales personnel played a major role in
Brand B as compared to Brand A.The study further found that Quality
and consistency of cement is strongly correlated withBrand Name &
company name. There is also a strong positive correlation between
Brand Name and Trade shows and exhibitions in both Brand A& B.
The findings would help the Manufacturers & B2B Marketers of cement
with better understanding of B2B consumer behaviour to meet their
expectations effectively.

I. Introduction
INDIA HAS MADE great strides in producing world class

cement.Cement industry also plays a significant role, in the rapid growth
and development of a country because cement is a fundamental requirement
of all construction activities. Cement is used in housing, dams, bridges,
industrial construction, roads etc, so cement is basic material which is used
in all types of constructions.

Till 1985 in India cement was a regulated commodity, with limited
production, pricing was arbitrary& quality was unheard of. After the
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context, that the present study which deals with the nature of B2B buying
process, parameters which B2B customers are looking for while buying a
brand, is carried out. It is expected that the study would help cement
marketing companies to evolve suitable strategies for B2B Marketing.

Reference
Aaker, D.A. and R. Jacobson, (2001), “The value relevance of brand attitude in

high-technology markets”, Journal of Marketing Research, Vol 38 No 4, pp. 485-494.

Aaker, David A., (1996), "Building Strong Brands", The Free Press, New York.

Abratt, R. (1986) “Benefits of B2B Branding”, “Industrial buying in high-tech
markets”, Industrial Marketing Management,Vol. 15 No. 4, pp.293-298,

Abratt, R. and T.N. Mofokeng, (2001), “Development and management of
corporate image in South Africa”, European Journal of Marketing, Vol 35, No 3-4,
pp. 368-386.

Ahmad, A.,and K.S. Thyagaraj, (2015), "Impact of brand personality on brand
equity: The role of brand trust, brand attachment, and brand commitment",
Indian Journal of Marketing, Vol. 45, No. 5, pp. 14-26.

Baumgarth, Carsten; Binckebanck Larsand Berlin, (2010), "Working Paper Sales
force impact on B-to-B brand equity: Conceptual framework and empirical test",
Arbeitspapiere der Nordakademie, No. 2010-07

Brennan Ross, Louise Canning and Raymond McDowell, (2017), "Business to
Business Marketing", 4th Edition , Sage publication California.

Desai, K.K., and K.L. Keller, (2002), "The effects of ingredient branding strategies
on host brand extendibility", Journal of Marketing Vol. 66, No. 1, pp. 73–93

Grewal Rajdeep,L Gary Bharadwaj, Sundar, Jindal Pranav(2015), “Business to
Business Buying: Challenges and opportunities”, Springer Science+ Business Media,
New York,Vol. 2,No. 3, pp. 193-208.

Horan,G.,O’Dwyer,M., and S. Tiernan, (2011), "Exploring management
perspectives of branding in services SMEs", The Journal of Services Marketing, Vol.
25, No. 2, pp. 114-121.

Keller Kevin Lane, Ambi M.G. Parameswaran and Jacob Issac,(2015)”Strategic
Brand Management:Building,Measuring,and Managing Brand Equity”, 4thEdition,
Pearson , pp. 6-55.

Kotler, P. and W. Pfoertsch, (2007), “Being known or being one of many: the
need for brand management for business-to-business (B2B) companies”, Journal
of Business and Industrial Marketing, Vol. 22 No. 6, pp. 357-62.

Mudambi, S. (2002) “Branding importance in business-to-business markets:
Three buyer clusters”, Industrial Marketing Management, Vol 31, No 6, pp. 525-533.

Prasad,S, V.S. Rathore and AA Kathawala, (2019), "An exploratory Study
of Positioning of Cement Brands in Rajasthan", Indian Journal of Marketing,
Vol. 49, No. 2, pp. 52-58.

R Wise and J Zednickova,(2009) ,"The rise and rise of the b2b brand, "Journal
of Business Strategy", Vol. 30 No. 1, pp. 4–13.


