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Abstract 
 
When someone meets you for the first time, you are being evaluated by you looks and 
judged within seconds. After a few minutes of conversation, an even stronger 
impression has been made, whether you like it or not. A good first impression, like 
having a strong hand shake or presenting yourself in a good way, is crucial in any social 
situation.  In the world of business, brands are being judged in the exact same way as 
humans. A customer is often able to provide a list of attributes to describe the 
personality of a particular brand.   
 
The purpose of this thesis, therefore, is to provide a better understanding about human 
characteristics in a brand.  In order to reach this purpose, research questions focusing on 
the brand personality and how companies achieve brand attractiveness were stated.   
Based on these research questions, a review of the relevant literature was conducted, 
resulting in a conceptual framework that was used to guide the study's data collection. 
 
A qualitative, case study approach was used using interviews at two service companies 
in Sweden: One tourism oriented company in the northern part of Sweden and one 
consulting company situated in Stockholm. The study shows that brand personality can 
be created and enhanced in a way that suits the company. It also shows that there are 
great possibilities to develop the visual elements of a brand in order to make it more 
attractive. 
 

 



 

Sammanfattning 
 
När någon träffar dig för första gången, blir du utvärderad beroende på ditt utseende och 
dömd efter bara några sekunder. Efter några minuters konversation, har ett ännu starkare 
intryck skapats om dig. Ett bra första intryck, som att ha ett stark handslag eller att 
presentera sig själv på ett bra sätt, är mycket viktigt i vilken social situation som helst.  
I företagsvärlden, blir varumärken dömda på exakt samma sätt som människor. En kund 
kan ofta uppge en hel lista med olika attribut som beskriver ett specifikt varumärkes 
personlighet.  
 
Syftet med den här C-uppsatsen är därför att förbättra förståelsen om de mänskliga 
egenskaper som ett varumärke besitter. För att uppnå detta ställdes forskningsfrågor 
med fokus på varumärkespersonlighet samt hur företag skapar attraktivitet i sina 
varumärken. 
Baserat på dessa forskningsfrågor sammanfattades relevant litteratur som slutligen 
resulterade i en referensram som sedan användes som mall för att leda uppsatsens 
datainsamling. 
 
En kvalitativ fallstudie bestående av två intervjuer genomfördes vid två svenska 
serviceföretag.. Ett turistorienterat företag i den norra delen av Sverige och ett 
konsultföretag i Stockholm. Studien visar att varumärkenspersonlighet kan skapas och 
förstärkas på ett sätt som företaget önskar. Den visar också på stora möjligheter när det 
gäller utvecklandet av de visuella element som ett varumärke består av. 
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Introduction 

1. Introduction 
 
In this first chapter we will introduce our research area by giving a background with a 
series of topics which are related to brand image, branding and branding strategies. 
Then we will provide a problem discussion where we identify the specific research area 
of this thesis. Finally we will state our purpose and research questions. 

1.1 Background 
 
As almost any market in the world today is characterized by intense competitiveness, 
companies need to differentiate their products or services from their competitors.  One 
of the most important and common ways of doing so is to develop a strong brand. The 
word brand is derived from the Old Norse word “brandr”, which means “to burn” as 
brands were and are still the means by which livestock owners mark their animals to 
identify ownership. However, a brand is not only the name of a product. (Jobber, 2004) 
According to (Meenaghan, 1995), a brand is "a name, term, sign, symbol or design or 
combination of them, which intend to identify the goods of one seller or group of sellers 
and to differentiate them from those of competitors" (ibid)  
 
A brand creates the ability to have people associate the product with positive features, if 
developed correctly. To have a superior brand means that the company can charge 
higher prices and also the power to resist distributor power. It is also an important tool 
to achieve customer loyalty. A loyal customer is less price sensitive than the ordinary 
customer and to have a loyal customer base can provide the company with more time to 
respond to actions taken by their competitors (Jobber, 2004). Today the brand itself has 
been the sign consumed. Since the brand contains features that are attractive to 
consumers, the brand is also a product. (Salzer-Mörling & Strannegård, 2002)  
 
The process that involves actions to develop a brand is called branding. The purpose of 
branding is to distinguish a product offering from the competition be developing a 
distinctive name, packaging and design. (Jobber, 2004). Doyle (1998), means that most 
suppliers wants to identify their own product and differentiate it from competitor's 
products, and that they do this by branding. It can also involve supporting the brand 
with logos, for example the prancing horse of Ferrari.  
 
By giving the brand an individual identity, branding allow customers to develop 
associations with the brand. The brand can be associated with things like prestige, 
economy and quality (Jobber, 2004). Further, Doyle (1998) states that companies also 
have to be aware that there are negative brands. These brands have gained high 
awareness but are disliked by large sections of the market. The characteristics of a 
successful brand are that, in addition to having a product which meets the functional 
requirements of consumers, it has added values which meets certain of their 
psychological needs. 
 
It is the marketing manager’s responsibility to ensure that the associations with the 
brand are positive and consistent with the chosen positioning objectives of the company. 
Tests have shown that the associations created through branding activities affect the 
perceptions of customers. In blind product testing consumers often fail to identify one 
brand from another. (Jobber, 2004) People buy things not only for what they can do, but 
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also for what they mean. Brands are therefore more than just a company sign. It sends 
social signals which reflect on the user’s self-image (Meenaghan, 1995). 
 
According to Doyle (1998), one major advantage of branding is the ability of adding 
value to a product. By added value, people will prefer the brand before others and also 
be willing to pay a higher price for it. Doyle also states that most buying decisions are 
influenced by brand values and that there are two reasons why this occurs. The first 
reason is that the process of choosing among competing products based on technical or 
rational grounds is too difficult, time consuming and expensive for most buyers. Buyers 
look for shortcuts through these decisions and reputable brand names that provides them 
with enough security to make these choices.  
 
The second reason is that brands are not only bought for their function but also for 
emotional reasons. A Gucci bag is bought to make a personal statement as well as fill its 
purpose as a handbag. This in turn means that brands are used to create a sense of 
wellbeing for the individual as well as fulfill their needs. In today's society brands are 
also used to strengthen a person’s self-esteem and build up the sense of belonging in a 
social group or class. (ibid) 
 
Brand identity essentially means "the sum of all the ways a company chooses to identify 
itself to all its publics”, compared to brand image which is the perception of the 
company by these publics (Meenaghan, 1995). According to Doyle (1998), a brand 
image refers to how people outside the corporation perceive the brand while brand 
identity is the message sent by the brand. In seeking to manage an image development 
process, a company will work with the element that they can control, its identity. This 
ultimately forms an image in the mind of the receiver. In short, identity is sent, while 
image is received and perceived. (Meenagan, 1995) 
 
Companies have to be aware by the corporate brand as represented by the corporate 
identity. Corporate identity represents the aims, values and ethos of the organization and 
helps creating an individual image that is differentiated from their competitors. It is 
important to have a visual cohesion to ensure that the corporate image is in line with the 
organizations desired values and character. The objective of having a consistent 
corporate image is to establish a favorable reputation with the company’s customers. 
(Meenagan, 1995) 
 
There are a number of elements to work with when developing a brand. These are often 
referred to as the Corporate Visual Identity System (CVIS). The elements of CVIS are 
name, symbols and/or logos, and slogans. The CVIS can be described as the graphic 
design at the core of a brand’s visual identity. At its best the CVIS provides the graphic 
language and discipline for the clear, consistent projection of a brand’s visual identity. 
(Melewar & Saunders, 1998) 
 
An acceptable corporate visual identity enhances the company’s reputation and 
goodwill and offers a sense of community and pride to the staff. A good corporate 
identity can also give an advantage over competitors, attract employees and help 
convince financial institutions and local governments that the company is a corporate 
citizen worthy of support. (ibid) 
 
Brand Image can be described as "the set of beliefs held about a particular brand" or "a 
set of associations, usually organized in some meaningful way" (Meenaghan, 1995). 
The brand and the functional product are usually separated from each other, with the 
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brand being grafted on by advertising and thereby transform the functional product into 
immortal brand. (Ibid) A product is a physical thing that is considered to provide core 
functional benefits for the customer. A brand does not have any tangible, physical, or 
functional properties, and yet it is just as real as the product. It is responsible for 
creating a magnetic human-like aura around the actual product. It exists like a myth in 
the imagination of the consumer (Ibid) 
 
Based on the fact that a brand adds a human-like aura around a product, we will now 
move on to our problem discussion and further explain the concept of brand personality 
and how the brand can be described by human characteristics.  

1.2 Problem Discussion 
 
The set of human characteristics associated with a brand is called brand personality. Just 
like a human personality, the brand personality is comprised of traits that are relatively 
enduring. (Freling & Forbes, 2005) In marketing research, consumers have been shown 
to have no difficulty consistently assigning human personality traits to brands. (Hayes, 
Alford, Silver & York, 2000). 
 
Rajagopal (2006) describes brand personality as one of the core dimensions of the brand 
identity. The personality idea responds to the tendency in society to value personal 
relationships and also to the idea that relationships are important in social life. Brand 
personalities are created in different ways and with different tools but it always involve 
active communications from the company toward their customers. The brand 
personality also has to be disseminated to the public in order to stay alive.  
 
The brand personality of a product is the internal, implicit features that are experienced 
by the subconscious primal brain. When brands become more and more homogeneous 
the consumers make their brand choices more on the basis of brand personality than on 
the brand identity. (Hussey & Duncombe, 1999) 
 
Hayes, Alford, Silver & York (2000), argues that certain dimensions of the brand 
personality are related to the customer-brand relationship. In a customer-brand 
relationship, the brand acts as an active relationship partner for the customer. In order 
for a brand to be called a true relationship partner, it needs to actively contribute in 
some fashion to the relationship.  
 
By having an animated brand character with interactive communications on a website, 
the activity criterion is met. To gain more knowledge about customer-brand 
relationships, researchers are looking at relationships between people and non-tangible 
or non-mortal partners like movie stars or superheroes. This has also helped proven the 
fact that there are relationships between people and brands. (ibid) 
  
As we mentioned, the relationship between customers and brands are influenced by the 
brand personality. But there is also another factor that affects the relationship, the 
attractiveness of the brand. This is crucial to people’s perceptions. To measure 
attractiveness of a brand, customers are asked to describe the brand as a person. A 
customer may then say: “If the Oakley brand of sunglasses was a person, I would like 
being seen with her in public” or “If the Oakley brand of sunglasses was a person, she 
would be very attractive”. (Hayes, Alford, Silver & York, 2000) 
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Brands influence consumer decisions to buy a product, sometimes with tremendous 
persuasive appeal. The brand-person associations can also have a personal nature. 
Brands can be associated with people who use or used that particular brand for example 
a friend or relative. When receiving brands as a gift, the brand can also be associated 
with the person from whom the gift was received. These personal associations serve to 
create the brand as a vital entity in the minds of the consumers. (Rajagopal, 2006) 
 
Brands and products like Marlboro, gold credit cards, watches and other prestige items 
are good examples of how companies understands and combines the physical and 
emotional elements that appeal to certain customers who live or would like to live a 
certain lifestyle and how they help people to express themselves to others by 
demonstrating that they are different and have achieved something. These products act 
as extensions of the customer’s personality. The key element for brand management is a 
clear understanding of what benefits the customer is looking for. As long as a brand 
offers the customers a superior perceived value, good market performance will follow. 
(Rajagopal, 2006) 

1.3 Purpose 
 
Based on the problem discussion above, the purpose of this thesis is to; 
 
provide a better understanding about human characteristics in a brand.  
 
Research questions 
 

RQ 1: How can brand personality be described? 
RQ 2: How do companies achieve brand attractiveness? 
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Literature Review 

2. Literature Review 
 
In this chapter we will present the theories that are related to our two research 
questions; how can brand personality be described, and how do companies achieve 
brand attractiveness? 
 

2.1 Brand personality 
 
It has been suggested that a strong brand personality may gain numerous benefits for 
brands. According to Freling & Forbes (2005), a strong brand personality may result in 
traits like: 
 

• Increased customer preference and usage. 
 
• Increased emotions in consumers.  
 
• Increased levels of trust and loyalty. 
 
• Encouraged active processing on the part of the consumer and provide a basis 

for product differentiation. 
 

When determining human personality, we use multi-dimensional factors like the 
individual's behavior, appearance, attitude and beliefs, and demographic characteristics. 
Based on these factors, a theory called "The Big-Five" was developed where five stable 
personality dimensions were observed. (ibid) 
 
According to Rajagopal (2006), the dimensions of the big-five theory for human 
personality are: 
 

• Extroversion/Introversion 
 
• Agreeableness 
 
• Consciousness 
 
• Emotional stability 
 
• Culture 

 
 
According to Matzler, Bidmon and Grabner-Kräuter (2006), researchers have been able 
to replicate the big-five theory numerous times and thereby confirming its validity.   
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Based on the big-five theory, a new theory was developed by Aaker (1996), with similar 
personality dimensions, but this theory involved the personality of a brand. The 
dimensions of the big-five theory for brand personality are: 
 

• Sincerity, which means traits like natural, down-to-earth, and honest. 
 
• Excitement, which means traits like brave, creative, and exciting. 
 
• Competence, which means traits like intelligent, secure, and confident. 
 
• Sophistication, which means traits like glamorous, smooth, calm, and charming. 
 
• Ruggedness, which means traits like strong, masculine, and western. 

 
These dimensions influence consumers’ preferences in different ways and for different 
reasons. The dimensions sincerity, excitement, and competence are applicable in the 
same way for all consumers, regardless of personality. Sophistication and ruggedness 
however, are dimensions which differ among individuals (Rajagopal, 2006). 
 
It has been proposed that customers identify with brands that have similar personality 
traits as themselves. This association between brands and persons can be of a very 
personal nature. For example, if someone receives a gift from a person, that someone 
will associate the brand with the personality of that person. (Rajagopal, 2006). 
 
Brand personality acts as personality extensions for consumers and is a way for them to 
express themselves and differentiate from others. It helps people to live certain lifestyles 
and send signals by driving certain cars or having gold cards with a high level of status. 
(ibid) 
 
When determining brand personality, consumers will be able to provide a list of 
attributes associated with that particular brand. But in the end it all comes down to one 
particular word which brings all these things together in peoples mind, value. 
Researches have been able to prove that the most important force behind a successful 
brand is perceived value. With a superior perceived value, a good market performance 
will follow automatically. (Rajagopal, 2006) 
 
The personality of a brand is the part of the brand which consumers identify with. A 
strong brand personality can increase the personal meaning of a brand for an individual. 
A consumer will prefer a brand with a personality similar to their self-perceived 
personality. The consumer will then use the brand as a symbolic device to express 
his/her own personality (Diamantopolus, Smith, and Grime, 2005). 

 

2.1.1 Personality Creation 
 
To create a brand personality is particularly useful for the creation of brand associations. 
Brand associations influence the "evaluation of alternatives" stage in the basic consumer 
buying model. One of the most visible and best known way of personality creation is 
celebrity endorsement. Public heroes, sports people, pop stars, and movie stars are hired 
to lend their personality to a brand. Even though celebrity endorsement is the most 
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common way to create brand personality, all advertising has an effect upon it. 
(Rajagopal, 2006) 
 
Communication approaches are generally used to create a brand personality. 
Researchers have found that brands are sensitive to communication and anchors which 
catalyze consumer behaviors. Brand personality is created in different ways and with 
different tools. The process is always characterized by active communications on the 
side of the firm. (Rajagopal, 2006) 
 

2.1.2 Brand personality and Brand Equity 
 
According to Diamantopolus, Smith, and Grime (2005), brand personality is an 
essential part of brand image and creates brand equity. Rajagopal (2006) defines brand 
equity as "the differential effect that brand knowledge has on consumer response to 
marketing activity for that brand". In order to build and enhance brand equity, marketers 
have to create a distinctive brand personality with a set of unique and favorable 
associations in consumers memory (Diamantopolus, Smith, & Grime, 2005).   
 
A brand can either have positive or negative brand equity depending on whether 
consumers react more or less positive to the marketing mix activity for a brand. 
Consumer response to marketing activity for competitive brands can also be useful for 
determining the uniqueness of brand associations. The effect of brand equity exist when 
a consumer is familiar with the brand and hold unique, favorable, and strong brand 
associations in memory.  (ibid) 
 
A brand image consists of three features: 
 

1. Physical attributes (e.g. having a blue color or a circular shape). 
 
2. Functional characteristics (e.g. fast running or great power). 
 
3. Characterization (e.g. glamorous or youthful).  

 
The last of these three features are also referred to as personality. And as mentioned 
before, the brand personality is an essential part of brand image (Diamantopolus, Smith, 
and Grime, 2005). 
 
Marketers have a number of assets to their disposal when trying to affect the 
consumers’ image of a brand; 
  

• Name 
• Tradition  
• Packaging  
• Advertising  
• Promotion posture  
• Pricing 
• Customer satisfaction 
• Repurchases patterns 

 
Some of the assets are more important to marketers involved with products than for 
those involved in services, and vice versa. Some assets are interrelated and do not exists 
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as isolated concepts in consumers' minds. It has been shown by researchers that major 
discounts lower the value of the brand due to a subconscious belief by the customer that 
the quality also has been lowered. (Rajagopal, 2006) 
 
Strong brand equity makes it possible for companies to gain loyal customers, provide 
them with the services they demand, and increase their profits. By offering value to 
customers and listening to their needs, companies can increase the brand equity. To 
have a strong brand is to have high brand equity. To measure the value of a brand "the 
brand equity may be described as the highest value paid for the name during buyouts 
and merges." (ibid) 
 
 
 
 

2.2 Brand Attractiveness 
 
Research has demonstrated that human relationship may partly be based on how 
attractive the partner is perceived. Perceived attractiveness can be based on either non-
physical or physical attributes, for example; looks, charm, humor or personality.  
Perceived attractiveness traits have been shown to influence the behavior toward a 
brand. A brand with a higher perceived attractiveness by the customer is better related 
to and more often bought in front of other similar products on a market dominated by 
brands with a lower perceived attractiveness. (Hays, Alford, Silver & York, 2000) 
 
Feelings toward the type of person represented by the brand and their perceptions of the 
personified brands feeling toward themselves, helps in order to generate relationships 
between the perceived brand personality traits and various favorable behavioral 
intentions toward the brand. The more positive the evaluation of the brand as a person 
is, the stronger the linkages between the brand personality and the behavioral outcome 
will be. (ibid) 
 

2.2.1 Core Visual Identity System (CVIS) 
 
The CVIS is the visual identity and the core of a firm’s graphic design. The elements of 
CVIS are: 
  

• Name.  
 
• Symbols 
 
• Logo 
 
• Slogan 
 

At its best, the CVIS provides the graphical language and discipline for a clear and 
consistent projection of a firm’s visual identity. (Lievens, 2001). 
 
An accepted corporate visual identity enhances the company's reputation and goodwill 
and offers a sense of community and pride to the workers. A good corporate identity 
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can also give an advantage over competitors, attract employees and help convince 
financial institutions and local governments that the company is a corporate citizen that 
is worthy of their support. (ibid)  
 
Slogans 
In advertising, catchy slogans are often used in order to persuade consumers to purchase 
a particular product from a certain brand. The same is true for political campaigns 
where slogans are used and aims to convey the main message of a political party. 
(Lievens, 2001) 
 
Name 
Symbolism and the meaning of names has been of interest for researchers and scholars 
both within the business field and outside in many other fields. Psychologists and 
Sociologists have shown a great interest in names by studying issues such as symbology 
and semiotics, and by developing theories on the power of symbols and names to evoke 
attention and evince desire responses. (Koku, 1997) 
 
In marketing, a product’s name has been shown to either directly cause its failure, as in 
the case of Chevrolet’s Nova in Spain. In Spanish the name Nova translates into “it 
doesn’t go”, or stimulate the purchase. (ibid) 
 
Logo  
Empirical evidence shows that the added value of logos is limited. Logos can only have 
added value if two preconditions are fulfilled. First, the customer must remember seeing 
the logo and second, the customer must remember which company the logo belongs to. 
Ultimately, companies wants their logo to be synonym with their name, making the logo 
serve as a shorthand for the company. (Riel, van den Ban & Heijmans, 2001) 
 
Logos with familiar looks tend to be perceived and processed faster which is an 
important factor for logos. This familiar stimulus can be evoked by making the logos 
design similar to well-known logos or by making the logo evoke a familiar meaning. A 
familiar meaning can be created by selecting a unique, but easily interpreted, design of a 
familiar object. (ibid) 
 
Symbols  
According to Karathanos & Peettypool (1998), “a symbol is a sign which denotes 
something greater than itself, and which calls for the association of certain ideas … in 
order for it to be endowed with its full meaning and significance” 
 
There are many different types of symbols used by organizations such as legends, 
awards, logos, jokes metaphors, etc. these are used to create and sustain a shared 
corporate meaning Organizations carefully structure symbols and symbolism in order to 
create a strong organizational culture. When sharing symbols, a shared symbolic 
exchange and meaning derives between the individuals interacting with one another. 
The individuals eventually come to share meaning. (Karathanos & Peettypool, 1998)   
 
Symbolic exchange creates a shared meaning within the workforce and the meanings 
they come to share effect the future meaningful social constructions. 
Symbols function to create, rationalize and legitimize a particular reality for people 
within an organization. The culture within the organization determines what will be 
noticed and what will be excluded as part of one’s perception and the culturally derived 
meaning systems make some things important and some things not so important. (ibid) 
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2.2 Conceptual Framework 
 
In this section we will present the main things that will be studied. This will be done in 
order to answer our research questions and fulfill the purpose of this thesis. We will 
treat one research question at the time and present one theory for each of them. The 
theories will testable, which means that data can be collected to see whether the theories 
can be validated or rejected.  
 

2.2.1 Conceptualization of the research questions 
 
The conceptual framework works as a graphical or narrative section where the 
researcher explains the main things that will be studied. This is done by stating the key 
factors, constructs or variables. (Miles & Huberman, 1994) 
 
Brand Personality: Research Question One 
According to Aaker (1996), brand personality can be determined by five different 
dimensions called the Big-Five. Aaker's theory is often used by researchers to describe 
brand personality in many articles and research reports. 
The dimensions are: 
 

o Sincerity (natural, down-to-earth, honest) 
o Excitement (brave, creative, exciting) 
o Competence (intelligent, secure, confident) 
o Sophistication (glamorous, smooth, calm, charming) 
o Ruggedness (strong, masculine, western) 

 
Brand Value/Attractiveness: Research Question Two 
According to Lievens (2001), the CVIS is the visual identity and the core of a firm’s 
graphic design. A good visual corporate identity enhances the brand’s image. The 
elements of CVIS are:  
 

o Name 
o Slogan 
o Logo 
o Symbols  
 

This theory describes the visual elements for a brand and how these can make a brand 
more attractive and enhance the value of the company. (ibid) 
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2.2.2 Frame of References 
 
In this session we will show how our research questions and purpose are connected to 
the theories we have examined in our conceptual framework. 
 
 

 
Figure 3.1 A visual figure showing the frame of references. 

Brand Personality Brand Value/Attractiveness 

Dimensions of brand 
personality: 

- Sincerity 
- Excitement 
- Competence. 
- Sophistication 
- Ruggedness 

Elements of the CVIS: 
- Name 
- Slogan 
- Logo 
- Symbols 

 

“Human characteristics in a brand” 

 
 
Brand personality and brand attractiveness work together to achieve certain human 
characteristics in a brand. The dimensions of brand personality differ between products 
and brands, depending on the targeted market and the signals sent out by the company. 
These signals can be communicated through the CVIS-framework. By working with the 
visual elements of a brand, companies can enhance its perceived value. 
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3. Methodology 
 
In this chapter we will describe our direction of approach of our thesis. This is done so 
that the reader can follow our path. Initially we will describe our research approach, 
then how we collected our data, and also how we analyzed it. 
 

3.1 Research Purpose 
 
According to Wiedersheim-Paul and Eriksson (2006), there is no defined difference 
between problem and purpose. The purpose of a research can be sorted into groups in 
different ways. We chose the following deployment, where the purpose can be to; 
describe or to explain. 
 
Descriptive  
Many researchers have the purpose to describe a certain occasion or event. Things to 
describe can for example be; a certain condition, a happening, a course of events or 
certain actions. (Wiedersheim-Paul & Eriksson, 2006) 
 
To describe something is the same as reproduce, register and document something. 
When describing a certain occasion the researcher often tries to identify and map out the 
occasion. The description also has to be conducted from a certain point of view. This 
point of view has to be stated and described before the researcher conduct the 
description. The point of view to conduct the description from can be chosen within a 
number of different aspects such as: perspective, aspects, levels, terms and conceptions. 
(Ibid) 
 
To have any use of the descriptive model, the researcher must specify how the 
description will be used, what it should be about and what knowledge the researcher 
wants to gain from it, it must therefore have a purpose. In order to conduct a good and 
useful description, it is crucial that the description has a purpose. A good description is 
often a necessary base in order to explain, understand and to see a certain occurrence. 
(Ibid) 
 
Explanatory 
To explain something the researcher must analyze different causes and connections. In 
the same way as when describing, an explanation is conducted from a specified point of 
view that has to be stated before the explanation is conducted. This includes the reason 
why the explanation is conducted, who it will be for and the knowledge the explanation 
will gain the researcher. To conduct a good description using an explanatory model, 
often more than one explanatory model has to be conducted from different angles of the 
scenario. (Wiedersheim-Paul & Eriksson, 2006) 
 
The purpose of this study was to provide a better understanding of human 
characteristics in a brand. The study was mainly descriptive. This is because we 
described the data that we collected in our case study in chapter four. However, we 
compared all of our data to the theories presented in chapter two in order to either 
confirm or reject them, and that makes the study partly explanatory as well.  
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3.2 Research Approach  
 
There is one major difference between qualitative and quantitative research. Qualitative 
research is characterized by having words as the central research unit and quantitative 
research have numbers as the central research unit. A qualitative research strategy is 
also characterized by being descriptive while a quantitative strategy uses more of an 
analytic approach. In small-scale studies, it is most common to have a qualitative 
approach. This is because it tends to have a limited number of people and situations to 
investigate and therefore is timesaving (Denscombe, 2000). As our purpose is to 
provide a better understanding about human characteristics in a brand, we had to use a 
qualitative research approach. This is further motivated by the fact that we wanted to 
look at words instead of numbers. As we strived to describe the different units and 
components presented in our conceptual framework, we wanted the research to have 
more of a descriptive approach instead of an analytic approach. 
 

3.3 Research Strategy   
 
According to Denscombe (2000) a case study is recognized by only focusing on one 
research unit. By studying a single case the researcher can gain knowledge that might 
not be noticed or brought up if a research strategy with a large number of units would 
have been used.  
 
The case study also provides a depth to the study, it also provides an opportunity to 
study a case in detail. When a researcher makes the strategic decision to spend the 
energy on studying one single research unit, there are much larger opportunities to go 
deep and discover things which would not have been brought up in a more shallow 
research. (ibid)  
 
Denscombe states that in order to confirm the interview data the researcher should use 
secondary resources within the research area. This is called method triangulation. We 
have chosen to conduct an interview and then to compare it whit the literature and 
articles in order to see if the data we have collected is accurate and relevant.  
 
We chose to conduct a case study because it suits our purpose and research questions. 
As we had no intention to compare research units against each other, we had nothing to 
gain by looking at many units. The case study allowed us to go deep and investigate the 
units of our conceptual framework in detail.  We did this in order to provide a better 
understanding about human characteristics in a brand.  
 

3.4 Data Collection 
 
Denscombe (2000), means that a researcher must understand that the choice of data 
collection method is a question of “the right thing at the right place”. Our ambition with 
the data collection is to se how the brand image can be identified and enhanced to suit 
the companies preferred image.  
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We chose the data collection method interview in our case study. According to 
Denscombe (2000), an interview does not require any major technical equipment, only a 
notebook and a portable recorder, and the technique is based only on the skills of the 
researcher to conduct a basic conversation. Therefore an interview is a particular luring 
recipe. The major choice whether to use an interview or not is based on if the researcher 
strives to gather more detailed information from a small number of people or less 
detailed information from a larger number of people. (Denscome, 2000). 
 
According to Denscome (2000), a semi structured interview is an interview where the 
researcher has a fixed list with subjects and questions that will be answered. The 
interviewee has the possibility to be flexible with the answers and the order of the 
subjects and to further develop the answers and speak more freely about it. Our 
interview was semi-structured as we wanted the interviewee to speak freely and provide 
us with as much information as possible about the subjects concerning brand images. 
 
Since we strive to gain a more detailed picture of human characteristics in a brand, an 
interview suited our purpose perfectly and nice. We based this on the fact that we 
strived for quality in front of quantity in our case study. The units brought up in our 
conceptual framework can be interpreted in many different ways. Therefore we wanted 
to give the respondent an opportunity to develop his answers and let him speak freely 
about the different questions. This was made possible by having a semi structured 
interview that directed the questions but allowed us to ask resulting questions when 
needed. 

 

3.5 Sample Selection  
When choosing sample, it is important to be able to motivate why that particular sample 
was picked. The most common motivation for choosing sample is that it is typical. This 
means that the sample is similar to other potential samples that could have been chosen. 
When the sample is similar to other samples, the findings of the study can be 
generalized to the entire group. (Denscombe, 2000) 
 
Our case study was conducted at Rantajärvi AB and Drive Management AB. Rantajärvi 
AB, situated in the community of Övertorneå in Norrland, is a tourism oriented 
company with course and conferencing facilities. They also offer hostel possibilities. In 
2005 the company had a turnover of approximately 400 000 SEK and it has decreased 
over the past few years. The company has tree employees and currently 26 shareholders. 
The Arctic Circle March tries to do what many other companies do; attract customers to 
attend an event that takes place annually.  
 
Drive Management AB is a consulting company situated in Stockholm. They provide 
companies with organizational help. They have six employees and a turnover of around 
nine million SEK. The company have intense contact with their customers and like all 
consulting companies, they have their competence as their product or offering.   
 

3.6 Data Analysis 
 
Data reduction refers to the process of selecting, focusing, simplifying and transforming 
the data that comes from the field notes. The data reduction process continues after the 
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field notes all the way until the final report is completed. Data reduction is a part of an 
analysis and should not be considered to be a part of its own. The researcher’s choice to 
keep or to discard parts of the collected data is analytic choices that help in order to 
create a story to tell and finally, to create the final report. (Miles & Huberman,1994) 
 
Miles & Huberman (1994) states that data reduction can involve quantification of data 
but also qualitative data can be reduced and transformed in a number of ways. This can 
be done through selection, summary or paraphrasing.  
 
Data display is generally an organized, compressed assembly of information that 
permits conclusion drawing and action. Looking at displays helps us in order to 
understand what is happening and to react to it. (Miles & Huberman, 1994) 
 
According to Miles & Huberman (1994), extended text is a frequent way of displaying 
qualitative data.  But using only extended text may make it hard for the researcher to see 
the whole picture. This may result in hasty, partial and unfounded conclusions. It is 
easier for humans to process smaller amounts of information which reduces the 
complexity. 
 
Good displays are a mayor factor when creating valid quantitative analyses. Displays 
can include graphs, charts, networks, and matrices and are all designed so that the 
researcher can view the information in an organized, compact form. (Miles & 
Huberman, 1994) 
 
The creation of displays is also a part of the analysis. Deciding the rows and columns in 
a graph and which data in which form that should be entered in the cells are all analytic 
activities. (ibid) 
 
Conclusion drawing is the third stream of the analytic activities. Final conclusions may 
not appear until data collection is over but they often have been prefigured from the 
beginning by the researcher. (Miles & Huberman, 1994) 
 
Miles & Huberman (1994), argues that conclusion drawing occurs when the researcher 
starts to decide and conclude a meaning from the collected and processed data. This is 
done by looking at patterns, explanations, possible configurations, casual flows, and 
propositions.  
 
Our study is conducted in the way suggested by Miles & Huberman (1994). The data 
display and data reduction is conducted and presented in our data analysis chapter and 
the conclusions drawn from these are presented in chapter six, named Findings and 
Conclusions.  
 

3.7 Validity and Reliability  
 
 
According to Denscombe (2000), there are many ways to control the validity of the 
collected data. It is important that the results are triangulated toward other sources in 
order to confirm their validity. 
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Triangulation means that the researcher identifies a specific result by referring to two or 
more sources. By looking at things from different perspectives and also the possibility 
to confirm the results provides an opportunity to increase the validity of the data.   
We have triangulated our results by looking at both theory and conducting an interview. 
That way we could have the interviewee to confirm the theories or vice versa. (ibid) 
 
Denscombe also states that the researcher must be able to prove that he or she has not 
fallen for the simplest explanation by showing that the competing theories have been 
controlled. This is to show if there are any hidden problems in the suggested 
explanation. We allowed our interviewees to get the prepared questions prior to the 
interview so that they had an opportunity to prepare for our questions and to gather the 
information needed in order to provide us with as detailed answers as possible. 
 
Yin (2003), states that there are four ways to judge the quality of an empirical social 
research design. The tests are shown in figure 3.1 
 

 
Tests 

 
Case Study Tactic 

 

 
Phase of research in 
which tactic occurs 

Construct validity • Use multiple sources of evidence 
• Establish chain of evidence 
• Have key informants review draft 

case study report 

data collection 
data collection 
 
composition 

Internal validity • Do pattern-matching 
• Do explanation-building 
• Address rival explanation 
• Use logic models 

data analysis 
data analysis 
data analysis 
data analysis 

External validity • Use theory in single-case studies 
• Use replication logic in multiple 

case studies 

research design 
 
research design 

Reliability • Use case study protocol 
• Develop case study database 

data collection 
data collection 

 
Figure 3.1 Case Study Tactics for Four Design Tests 
Source: Yin (2003), p.34 
 
The four tests stated by Yin (2003) can be explained as follows: 
 
Construct validity means to establish a correct operational measure for the studied 
concept. Yin (2003) 
 
Internal validity means to establish a causal relationship, whereby certain conditions are 
shown to lead to other conditions. (ibid) 
 
External validity means to establish the domain to which a study’s findings can be 
generalized. (ibid) 
 
Reliability means demonstrating that the operations of a study, such as the data 
collection procedures, can be repeated with the same results. (ibid) 
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Denscombe (2000) states that the reliability of a study depends on whether the means of 
the research is neutral in its cause, and if they would provide the same results if the 
research would be done again. However, when the research is qualitative and the 
researcher is a part of the research means, the definition of reliability changes. It then 
becomes defined by the degree of the results that would be the same if another 
researcher did the research again 
 
We made two separate interviews with two companies in order to strengthen the 
construct validity of our study. The questions were sent to the respondent in advance so 
that they had the opportunity to prepare for the interview. During our data analysis we 
compared the data to the theories brought up in our conceptual framework. This helped 
to increase the internal validity of our study. In order to strengthen the external validity, 
we used several sources when reviewing the literature within our research area. We also 
tried to get the latest editions from each author in order to have as updated and relevant 
information as possible. By describing our methods of research in this chapter, we 
provide an opportunity and make it easier for other researchers to perform the same 
research. Also by provide the reader with all of our sources we can be sure that other 
people can access our research area.  
 
According to Denscombe (2000) sound recordings offer a permanent and complete 
documentation when it comes to what is being said during the interview. It can easily be 
controlled by other researchers. We chose to use Pamela Voice Recorder to record our 
interview. Field notes are used as a complimenting tool of the tape recorder. It provides 
the opportunity to catch information which cannot be recorded by sound. This 
information can be for example; gestures, the atmosphere, facial expressions and non 
verbal communications. (ibid) During the interview, Joel Wretborn listened in the 
background and took field notes and Linus Åström asked the questions. This was made 
in order to increase the interviews validity. 
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4. Empirical Data 
 
In this chapter we will present the data we collected during our interviews. We will start 
by providing a short introduction of each company, and also about the respondents. 
 

4.1 Sub-unit One: Arctic Circle March by Rantajärvi AB 
 
We will now introduce you to the Artic Circle March, Rantajärvi AB, and Mr. Sven 
Kostenius. We made an interview with Sven Kostenius, who is the Vice President of 
Rantajärvi AB and one of the front figures when arranging the Arctic Circle March. 
 
Rantajärvi AB is a tourism company situated above the arctic circle close to Övertorneå 
in the northern part of Sweden. The company is owned by 12 shareholders and has a 
turnover of around 1.5-2 million SEK. Rantajärvi offers conference facilities, 
accommodations and a hostel. They have three employees for the moment. 
 
The Arctic Circle March is arranged annually during midsummer by Rantajärvi AB. 
The whole march is 140 kilometers long and is divided into four stages. The entire 
event lasts for 5 days due to the 24 hour break between each of the stages. The 
participants are guided through the entire march by guides. They start of at midnight the 
first day from Rantajärvi's main facility in Rantajärvi and walk along Torne River which 
they cross on day two. On the third day the participants cross the Finnish border and 
walks down towards the arctic circle and then heads back to Rantajärvi on the fourth 
day.  
 
The interviewee, Sven Kostenius, who has been living in the area for many years is 
responsible for the arrangements of the Arctic Circle March which he started in 1995. 
He is 63 years old and besides working with Rantajärvi AB and the Arctic Circle March 
he is a local politician and is a front figure in many areas within the community, such as 
being responsible for the local newspaper. 
 

4.1.1 How does the Arctic Circle March describe its brand personality? 
 
Sincerity 
The Arctic Circle March has a very sincere dimension to its personality. To walk is the 
most natural way of transportation and people have been walking since we were 
monkeys. When we walk, we are relaxed and not stressed.  
 
To walk in the midnight sun is what many of the participants think is the most luring 
feature of the march. The midnight sun is guarantied by the universe and adds an honest 
side to the concept’s personality. Extensive parts of the stages go in untouched nature 
and the roads have very little traffic. This makes the calm and stillness of the wilderness 
even greater and provides participants with a strong down- to-earth feeling. 
 
The Arctic Circle March is according to the respondent very reliable, it is well 
organized and has worked every year since it started 13 years ago.  Many of the 
participants have said that the event is very well organized in comparison to other 
similar events, Mr. Kostenius explains. 

 18



Empirical Data 

 
Excitement 
It is very exciting for people to travel above the arctic circle and to see the sun during 
the entire night is an experience in itself. There are a lot of marches, approximately 
20.000, every year all around the world and people chose the one that can offer 
something extra, something exciting.  
 
The march itself is not very creative as it is the same concept as many others. But the 
location and surrounding environment, the arctic circle, and the midnight sun provides 
an imaginative dimension in the sense of being new. Many of the participants are 
adventurers and identify something daring about the march as it is one of the longest 
marches in the world, and in that sense it is also brave. 
 
Competence   
Mr. Kostenius says that the product offered by Rantajärvi AB, the Arctic Circle March 
is secure because it always has worked. It is easy to fulfill the expectations of the 
customers because they do not require much more from the event than just to have 
somewhere to walk.  
 
To walk does not require much brain activity, it is almost more to the opposite, when 
walking, people fall into a peaceful thinking mood with a relaxed feeling to it. 
According to Mr. Kostenius, this makes the brand not very intelligent but very relaxing 
and peaceful. 
 
Sophistication 
When it comes to sophistication, Mr. Kostenius describes the Arctic Circle March as 
very charming, this is because of the unique local culture that exists in the surrounding 
area with local languages, special scenery and architecture people living in the area 
usually come out the watch and talk to the participants of the march. 
 
The midnight sun brings a sense of smoothness to the brand. But it is not very 
glamorous because the walk is quite hard to complete and when doing so the 
participants get both tired and sweaty.  
 
Ruggedness 
The final dimension of brand personality, ruggedness, is not identified as one of the 
Arctic Circle March's main features by Mr. Kostenius. Except for requiring a lot of 
strength to complete the march, the brand is not very masculine. Both men and women 
can attend the march and it is more of a family event than a strength competition. 
However, the participants got to have some walking experience and a good mental 
strength in order to complete the march.  
 

4.1.2 How does the Arctic Circle March achieve brand attractiveness? 
 
Name 
The name Arctic Circle March tells the customer where and what the concept is. 
According to Mr. Kostenius this helps to increase the entire value of the brand. People 
from other countries attend the march as the name sound luring and interesting. The 
name is in English in order to communicate the message of what the march is to 
potential customers. Mr. Kostenius believes that it is of great importance to have a name 
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that is understandable by many people as there are about 20 million organized marchers 
all over Europe and many marches to choose between. 
 
Slogan 
By the use of slogans, marketers can communicate metaphors which give customers 
positive associations with the brand. Mr. Kostenius believes that it is important that the 
slogan communicates a message and that it is easily understandable. For the moment, 
the Arctic Circle March does not use a slogan but it is planned to do so in the future. An 
example of a good slogan is the one that Rantajärvi AB uses for one of its other 
products, Narajärvi, which is a conference facility in the wilderness. The slogan, 
translated into English, is “here you can hear you own heart beat”. This is exactly what 
the company wants to communicate as the calmness of the nature is the brand’s main 
exclusive feature. 
 
Logo 
In order to gain as much value as possible from a logo, Mr. Kostenius means that it has 
to be simple, clean, and clear. It should be simple so that people of any age or culture 
can understand the message it communicates, clean and clear in order to not confuse 
people but to be easily recognized. It is important that the logo is of a familiar nature 
and that people can identify with it. The Arctic Circle March is using a logo that tries to 
communicate calmness and friendship.  
 
 

 
Figure 4.1 The logo of the Arctic Circle March 
 
 
The big sun in the background represents the midnight sun and the two people walking 
together symbolize the friendship and social aspects of the march. 
 
Symbols 
According to Mr. Kostenius, symbols are an important tool to strengthen the 
organizational culture. The Arctic Circle march uses a number of symbols, such as, 
metaphors humor, and awards. In order to make customers loyal to the brand and to 
have them return to the march, they give awards to the participants after a certain 
number of marches have been completed. As we mentioned before, metaphors are used 
in their logo. According to Mr. Kostenius the march has a natural sense of humor to it. 
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4.2 Sub-unit Two: Drive Management AB 
 
We will now introduce our second sub-unit. We made an interview with Mr. Ulf 
Dahlgren, vice president of Drive Management. Drive Management is a management 
consulting company situated in Stockholm, Sweden. The company has six employees 
and a turnover of around nine million SEK. Their target market is companies ranging 
from major company groups to small business both in the private sector and in the 
governmental sector. 
 
The interviewee, Mr. Ulf Dahlgren, is 43 years old and was the person who founded the 
company. He studied economics and organization at the University of Technology in 
Luleå.  
 

4.2.1 How does Drive Management describe its brand personality? 
 
Sincerity 
Drive Management has stated five important values that the firm strives to stick to. One 
of these values is integrity. This is makes the brand very honest, Mr. Dahlgren explains. 
They only recommend solutions and strategies for companies that they honestly believe 
in. Further, Mr. Dahlgren explains, they do not try to create an image of a reality that 
does not exist and this makes the brand feel down-to-earth. By not being superficial, but 
themselves, they are perceived as very natural by their customers. 
 
Excitement 
As consultants, Drive Management has to find the most appropriate solution for their 
customer. Sometimes it is not the easiest alternative that wins. And some solutions 
involve big economic and time consuming investment, so to be brave is very important 
in order to succeed as consultants. They also need to be creative in their solutions and 
that particular feature along with being brave makes the brand personality exciting.  
 
Competence 
Another value that the company strives for, and believes is important, is competence. 
They have to communicate a lot of security to convince their customers that they know 
and believe in what they are doing. They also need to be confident which Mr. Dahlgren 
means goes hand in hand with the feature secure, as one thing leads to another. If the 
brand is confident, it also communicates security and vice versa. 
 
Sophistication 
Another feature that Mr. Dahlgren mean is connected to competence is calm, which is 
part if the dimension sophistication. They do not work at an extremely high tempo but 
instead take time to make sure that everything is made in the right way.  They also 
know that change does not come over night and work hard to get things done in the 
right way instead of doing it in a hurry.  
 
Ruggedness 
Drive Management has a very strong personality. This is one of the features placed 
under the dimension ruggedness. They are strong in the sense of having a very clear 
value base and business mission. They know where they want to go and how to get 
there. They are strong both economically and culturally. They are culturally strong as 
they have a good work force with strong discipline. 
 

 21



Empirical Data 

4.2.2 How does Drive Management achieve brand attractiveness? 
 
Name 
Mr. Dahlgren explains how important he believes the choice of name is. Drive 
Management even hired a consulting company to help them with their own name. 
However, he believes the name is less important after they started working with a 
customer. It will then be other factors that are important to create a good image of the 
brand. But in advertising and marketing, when the customer knows very little about the 
company, the name is of great importance. Also, to have a name that is international is 
a requirement to do business with customers outside of Sweden.  
 
Slogan 
By having a slogan, Drive Management can communicate their business mission in an 
easy and understandable way. If a company can have a slogan that is directly associated 
with the brand, it is positive. Drive Management’s slogan is: “att höja verkningsgraden 
mellan strategi och handling”, which translates into “to increase the efficiency between 
strategy and action”. 
 
Logo 
Logos are, according to Mr. Dahlgren, a very good way to create desired associations of 
a brand. If a company wants to develop a unique product or offering they should use a 
logo that is independent and not connected to the company logo. However, it is often 
somehow connected to the company logo by having similar typography and design. 
Further more, Mr. Dahlgren believes that having a unique logo that catches people’s 
interest is of greater importance than having a familiar logo. 
 
 

 
 
Figure 4.2 The logo of Drive Management AB 
 
 
 
Symbols 
In order to strengthen the company culture, Mr. Dahlgren believes that symbols can be 
of great use. Drive management has legends, humor, and metaphors as their main 
symbols. However, Mr. Dahlgren explains that legends can be better described as 
stories in their firm. He expounds his view by explaining how the employees have 
certain places, names, and persons with which they all associate to the same event. For 
example, he mentions “Grands Veranda”, which is a place in Stockholm. When 
someone says the name of that place they all think of a particular event that happened 
there which had positive effects for their company.  
 
They also have different artifacts and symbols which function as metaphors for 
particular events and natural humor is also important in order to be relaxed and have a 
calm atmosphere at work.  
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5. Data Analysis 
 
In this chapter we will analyze our collected data by comparing it to the theories 
presented in our conceptual framework. We will treat one research question at a time 
and the result will then be used to draw conclusions in our final chapter. 
 

5.1 RQ 1: How can brand personality be described? 
 
To analyze the data we collected for research question one, which concerned brand 
personality, we will use Aaker's (1996) theories about the five dimensions of brand 
personality. The theory describes how a brand’s personality can be explained in the 
same way as for a human. The dimensions are sincerity, excitement, competence, 
sophistication, and ruggedness. 
 

5.1.1 Within-Case Analysis of the Arctic Circle March 
 
The Arctic Circle March states that sincerity is one of its personality’s main dimensions 
as the brand is very honest and down-to-earth. The theory states that people chose 
brands with similar personality as their own. This can be confirmed by the fact that 
adventurous people find their way to the Arctic Circle March as it is one of the longest 
marches in the world and a great challenge.  
 
Sincerity was the dimension that the Arctic Circle March easiest could identify with, but 
they where able to find some feature and characteristics from every dimension which 
could describe the brand. The least suitable dimension however, was ruggedness. That 
is because the march is neither masculine nor feminine. It is more of a family event. The 
Arctic Circle March is sophisticated as it is both charming and smooth. It has a 
charming culture and the midnight sun is very smooth. 
 
The dimension competence was also identified by the Arctic Circle March, but not as 
very intelligent. Secure and confident however, are features that the brand can be 
described by as it is very reliable. The event does not require any major planning or 
special conditions.   
 

5.1.2 Within-Case Analysis of Drive Management 
 
Drive Management identifies all of the five dimensions of brand personality in their 
brand. Sincerity, can be found in the brand as they have integrity as one of their basic 
values in the firm. They agree on the suggestion that features like down-to-earth and 
honest helps contributing to a perceived personality that feels sincere. 
 
Excitement can also be identified in Drive Management as they need to be brave and 
creative in their decisions. Competence is of great importance in a consulting company 
as they have knowledge as their product. Drive Management extended this dimension 
by making a connection between secure and confident, stating that one thing will lead to 
another. Further more, a connection was identified between competence and 
sophistication by the statement that if a brand is competent, it communicates a senses 
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calmness. This is also proposed by Drive Management to be a result of being very 
confident in what they do. 
 
Drive Management identifies ruggedness in their personality. They claim to have a 
strong business mission, a clear value base, and straight goals. They know where they 
want to go and how to get there. 
 
 

5.2 RQ 2: How do companies achieve brand attractiveness? 
 
When analyzing the data we collected from our second research question, which 
concerned how to achieve brand value and brand attractiveness, we will use the CVIS 
theory that Lievens (2001) stated. This theory involves the elements Corporate Name, 
Symbols, Logo, Typography, Color, and Slogan and how these elements affect and 
projects a companiy’s identity, value, and attractiveness. 
 

5.2.1 Within-Case Analysis of the Arctic Circle March 
 
According to the Mr. Kostenius, the founder of the Arctic Circle March, the event name 
help customers and potential customers to understand what the concept of the march is 
about. He says that the name sounds luring and interesting to people from foreign 
countries and that it increases the brands value and attractiveness. The theory states that 
it is very important to have a good name that evokes attention and desire responses from 
customers. A products name can if used right, stimulate the purchase of the product, or, 
if used wrongly, cause its failure.  
 
The Arctic Circle March also explains that it is of great importance that the name is 
understandable to a big number of people. This is because most of the company’s 
potential customers are situated outside of Sweden. The theory states that a certain name 
can be interpreted in different ways than intended by people who speak foreign 
languages and that this also has to be taken under consideration when selecting a brand 
name.  
 
The Arctic Circle March does not have a slogan, but The Arctic Circle March still 
thinks that it is of great importance with a slogan that communicates a message and that 
is easily understandable for customers. The Arctic Circle March also says that a slogan 
always should give customers and potential customers positive associations toward the 
brand.  
 
The theory suggests that catchy slogans often are used in order to persuade consumers 
to purchase a particular product from a certain brand. Slogans are also often used in 
order to convey a certain message that the brand wants to be identified with.  
 
According to the Arctic Circle March, a logo should be simple, clean, and clear and also 
of a familiar nature. This improves the value of the logo and makes the message that it 
tries to convey more easily understandable for people of any age and cultures. It also 
makes it more easily recognized.  
 
The theory that we have used states that logos only can add value if two criterions are 
fulfilled. First the customers must remember seeing the logo and second, they must 
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remember which company the logo belongs to. The theory also states that logos with 
familiar meanings and looks tend to be more easily perceived and processed. A familiar 
meaning can be created by selecting a unique and easily interpreted, design of a familiar 
object.  
 
The Arctic Circle March states that symbols are an important tool in order to strengthen 
the organizational culture. The march uses a number of symbols such as metaphors, 
humor and awards. The participants will after completing a certain number of marches 
get an award. The more marches they complete the better award they will receive. The 
Arctic Circle March has this kind of award in order to make participants come back year 
after year.  
 
The March also uses metaphors in its logo. The big sun represents the midnight sun that 
is typical for the march and the two people walking together symbolize the friendship 
and social aspect that also involves participating in the Arctic Circle March. There is not 
really any specific humor to the march only a natural sense of humor among the 
participants.  
 
The theory claims that a symbol is a sign that denotes something greater than itself and 
which calls for an association of a certain idea. There are many different types of 
symbols used by organizations. These can for example be Legends, awards, logos, 
jokes, metaphors etc. These are used to create and sustain a shared corporate meaning.  
 
When sharing symbols, a shared symbolic exchange and meaning derives between the 
individuals interacting with one another. This exchange of symbols finally creates a 
shared meaning between the interacting people and this means that they come to share 
the effect of future meaningful social constructions. 
 

5.2.2 Within-Case Analysis of Drive Management 
 
Drive Management shares the great interest found in theories about which effect a 
brand name can have. The company hired a consulting company to help them with their 
own name. They also agree on the statement that a brand name is important in 
advertising. Drive Management adds that the name becomes less important once a 
company have started working with a customer. To have a name that is functional 
internationally is also confirmed by Drive Management.  
 
Slogans are believed by Drive Management to be a good way to communicate a 
business mission in an easy and understandable way. The theory states that a slogan can 
be used to persuade consumers to purchase a particular product from a certain brand. 
Drive Management has their consulting service as their product and uses their business 
mission as their slogan. 
 
Drive Management does not agree with the theory about the importance of having a 
familiar logo. Instead, they claim that the important thing is to have a logo that catches 
people's interest. Further, the statement that companies wants their logo to be synonym 
with their name is extended by Drive Management. They mean that it depends on 
weather the company wants their product or offering to stand out from the company by 
being unique or not. But still, having the same typography and design is common.  
 

 25



Data Analysis 

The theories state that symbols is a good way to create a strong organizational culture. 
Drive management confirms that theory by describing how they use both metaphors, 
legends, and humor in their company. Drive Management referred to stories instead of 
legends as they have different places, names, and persons with which all employees 
associate with the same particular event.   
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5.3 Data Display 
We will now present two matrixes in order to summarize the data concerning each 
research question. The data origins from the theories brought up in chapter two and the 
two interviews that we conducted.  

5.3.1 Matrix Summary: RQ 1 
Our first research question concerned brand personality. The matrix in exhibit 5.1 
shows the five dimensions that Aaker (1996) identified. It also shows whether the 
companies were able to identify these dimensions in their own brands. 
 
 

Theory - Brand 
Personality  

The Arctic Circle March Drive Management 

 
Sincerity 
- Honest 
- Down-to-earth 
- Natural 
Excitement  
- Brave 
- Creative 
- Exciting 
Competence 
- Intelligence 
- Confident 
- Secure 
Sophistication 
- Glamorous 
- Calm 
- Charming 
Ruggedness  
- Strong 

 
 
/  
/  
/  
 

/○ 
/○ 
/  
 

/  
/  
/  
 

/  
/  
/  
 

/○ 
/  
 

 
 
/  
/  
/  
 

/  
/  
/  
 

/○ 
/  
/  
 

/  
/  
/  
 

/  
- Masculine 

 

/  

Codes to understand the matrix: 
 

/  Identified in theory and by the company. 
 

/   Identified in theory but not by the company. 
 

/○ Identified in theory and to some extent by the company. 
 

/  Not identified in theory but by the company. 
 

/   Not identified in theory or by the company. 
 
 
Exhibit 5.1 Matrix summary of Brand Personality 
 
As seen in the matrix above, both companies identifies sincerity as one of the main 
dimension in their brand. It is easy to see from the matrix that the companies are in two 
very different branches. The Arctic Circle March strives to be calm and natural while 
Drive Management needs to be competent and sincere.  
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5.3.2 Matrix Summary: RQ 2 
Our second research question involved brand attractiveness and the CVIS theory stated 
by Lievens (2001). In the matrix summary presented in exhibit 5.2, the different units of 
the CVIS are presented. The statements brought up in the matrix are either confirmed or 
rejected by the theory or by the company. 
 
 

Theory - Brand Attractiveness  The Arctic Circle 
March 

Drive 
Management  

 
Name 
- The name must be internationally 
understandable 
- The name must be unique 
- The name must be easy to recognize and to 
associate with 
Slogan 
- It is important to have a slogan 
- It is important to have a slogan that 
communicates a message 
- Slogans should be easily understandable 
Logo 
- The logo must be of familiar nature 
- It must be simple 
- It must communicate a message that reflects 
the company image 
- A logo should Catch peoples’ interest  
Symbols 
- Symbols strengthen the organizational culture 
- Awards strengthen the customer loyalty 
- Stories strengthen the organizational culture  
 

 
 
 

/  
/  
 

/  
 
/  
 

/  
/  

 

/  
/○ 
 

/  
/  
 

/  
/  
/  

 
 
 
/  
/  
 

/  
 
/  
 

/  
/  

 

/  
/  
 

/  
/  
 

/  
/  
/  

 
 
Codes to understand the matrix: 
 

/  Both the theory and the company agree with the statement. 
 

/   The theory agrees with the statement but not the company. 
 

/○ The theory agrees with the statement. The company agrees to some extent. 
 

/  The theory does not agree with the statement but the company does. 
 

/   Neither the theory nor the company agrees with the statement. 
 
Exhibit 5.2 Matrix summary of Brand Attractiveness 
 
The matrix shows that most of the statements are confirmed by both company and 
theory. The only major inconsistence between company and theory is visible under 
logo. Drive Management does not find it important to have a familiar logo. They 
believe it is of greater importance to logo that catches peoples’ interest instead. 
However, the Arctic Circle March agree on that statement. 
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6. Findings and Conclusions 
 
In this final chapter we present our findings and conclusions. We will use the theories 
and our data to answer one research question at a time. By answering each question we 
will achieve the purpose of this thesis. 
 

6.1 RQ 1: How can brand personality be described? 
 
Brand personality is a way to describe a brand by identifying certain characteristics 
which can be associated to human personality characteristics. These characteristics can 
be divided into five dimensions, which are sincerity, excitement, competence, 
sophistication, and ruggedness. These dimensions are not independent, but connected to 
each other and vice versa. Companies have no problem identifying each dimension in 
their brand, although to different degrees. Which dimension that is the strongest 
depends on what kind of business they are conducting. Companies are aware of the 
importance of brand personality and strive to enhance specific dimensions.  
 
Customers chose brands with similar personality as their own, so it is important to know 
which characteristics that are held by the customers in the targeted market. To have a 
strong brand personality is important as it can increase the personal meaning of a brand 
for an individual.  
 
Sincerity is something that all companies strive to communicate to their customers, as it 
involves being honest and down-to-earth, which is a very positive quality. Ruggedness 
is the least desired dimension that companies wants to be identified with. However, it is 
preferred to have a strong mission and to have straight goals. 
 
Thus we conclude that: 
 

 Sincerity is the most important dimension of brand personality for all 
companies. 

 
 The five dimensions of brand personality are related to each other. 

 
 To be perceived as sincere, a brand is required to be perceived as calm. 

 
 
 

6.2 RQ 2: How do companies achieve brand attractiveness? 
 
Brand attractiveness is essentially the features that make the brand appealing to people. 
It enhances the brand personality and make the product something more than just a 
product. It can enhance the companies’ reputation and goodwill, and also differentiate 
their products from similar products of their competitors. There are a number of core 
elements to work with when striving to achieve brand attractiveness.  
 
The brand name is one important factor. The name should be unique but in the same 
time easy to both recognize and associate to. The name is of great importance in 
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advertising, when the customer knows very little about the company or product. If the 
company do business with foreign customers, it is important to have a name that 
functions internationally, in order to gain all the opportunities that a name can provide.  
 
The logo is also one important factor in order to achieve brand attractiveness. It should 
be of a familiar nature so that people can identify with it, but it is also important that it 
catches people’s interest. Further, the logo has to be simple and communicate a message 
that reflects the company’s or product’s value. It is really important that customers 
know which corporate name the logo belongs to in order to have as much use as 
possible of the logo.  
 
Slogans are used in order to catch customers’ interest before the actual purchase. It is a 
very important tool to use as it helps to tie the brand name and the logo together in the 
first stage when approaching customers. It should communicate a message and be easily 
understandable for customers. Slogans are also helpful in order to catch customer’s 
attention and to create metaphors to remember the company by, this makes it easier for 
the customers to remember and associate with the company. 
 
Symbols are also an important factor to achieve brand attractiveness as they act to 
strengthen the organizational structure and to attract both employees and customers. A 
symbol can be metaphors, awards, legends, humor, or stories. Stories are a good way to 
enhance the organizational culture by having specific places, names, or persons which 
all employees associate and connect to the same particular event. The event can be 
anything that had positive outcome for the company, like a good sale or a good 
decision.   
 
Awards are also an important symbol in order to gain customer loyalty, and internally, 
to strengthen the organizational culture. Awards create a desire to return to an event, 
work harder or repurchase a product.  
 
Thus we conclude: 
 
 

 Awards results in customer loyalty and strengthen the organizational culture.  
 

 Stories strengthen the organizational culture. 
 

 The name is of less importance when contact between the company and the 
customer has been established. 

  
 
 

6.3 Implications and Recommendations 
In this final section we will provide the implications for theory, practitioners, and 
further research. We base this on the findings from our empirical data and our data 
analysis in chapter four and five, and also on our conclusions in chapter six.   

6.3.1 Implications for Theory 
This study was conducted in order to provide a better understanding of human 
characteristics in a brand. To fulfill that purpose we stated two research questions were 
we looked at brand personality and brand attractiveness. The study was mainly 
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descriptive as we strived to describe the data that we collected in our case study. The 
data was then compared to the theories in order to either confirm or reject them, which 
made the study partly explanatory as well. We gathered our information by interviewing 
two companies in Sweden. Rantajävi AB, which arrange the Arctic Circle March and 
Drive Management, a consulting company in Stockholm.  
 
The previous theories on brand personality, which we based our conceptual framework 
on, were confirmed by our study. The five dimensions of brand personality stated by 
Aaker (1996) were identified in both companies, but each dimension to different extent. 
All of the statements brought up in the theories on brand attractiveness were also 
confirmed by at least one company. However, our case study presented one aspect of 
symbols which we were unable to find in any theory. Our study shows that stories are an 
applicable tool for companies to strengthen the organizational culture within their firm. 
 

6.3.2 Implications for Practitioners  
This study investigated how companies use human characteristics in their brand. The 
implications for practitioners will focus on the two companies where we conducted this 
study and also on other companies who strives to use human characteristics in their 
brand. 
 
The Arctic Circle March and Drive Management should try to use the components of 
the CVIS in order to communicate their personality to their potential customers. By 
developing a slogan, The Arctic Circle March will have people associate it to the march. 
Both companies also have homepages, which is a great tool to reach out to their 
customers. There are 20 million organized marchers around the world, and by bringing 
the personality to their webpage, the Arctic Circle March can communicate the desired 
dimensions in a way that is effective and at the same time not very expensive.  
 
We recommend companies who want to use the aspect of human characteristics in their 
brand to follow these three steps: 
1. Identify the personality of the brand.  
2. Confirm that the dimensions are in line with the companies objectives.  
3. Use the elements of the CVIS theory to communicate the personality to both 
customers and employees.  
 

6.3.3 Implications for further Research 
Our study confirmed the theories that we based or conceptual framework on, and there 
have also been a lot of research done on the area. Therefore we recommend researchers 
to focus on the new findings brought up in our study. The connections between the five 
dimensions of brand personality needs further research in order to be either confirmed 
or rejected. We also believe that the statement that stories strengthen the organizational 
culture is really interesting. We have not been able to find any theory concerning 
stories, and if further research could confirm that statement we believe it could be very 
useful for companies.
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http://www.drive.se (For company information about two) [on-line] available: (2007, 
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Interviews 
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09:00. 
 
Drive Management AB: Ulf Dahlgren: Vice President of Drive Management AB, 13th of 
May 13:00. 
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Appendix 

Appendix 1: Interview Guide, Swedish Version 
 
Intervju Guide 
 
1 Frågor om företaget  

 - Företagets namn 

 - Bransch  

 - Antal anställda 

 - Omsättning / år 

 

2 Frågor om respondenten 

 - Namn 

 - Ålder 

 - Befattning i företaget 

 

3 Frågor angående varumärket 

 - Vilka varor/tjänster tillhandahålls 

 - Vilken målmarknad riktas varumärket mot 

 - Vad står varumärket för 

 

4 Frågor angående brand personality 

Om erat varumärke skulle beskrivas som en personlighet, vilken eller vilka av följande 

dimensioner skulle ni kunna identifiera erat varumärke med. 

A Uppriktig 

  - Ärlig 

 - Jordnära 

  - Naturlig 

B äventyrlig 

 - Modig 

 - Kreativ 

 - Spännande 

C Kompetent  

 - Intelligent 

 - Självsäker 

 - Trygg 
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D Sofistikerad 

 - Glamorös 

 - Lugn 

 - Charmig 

E Robust 

 - Stark 

 - Maskulin 

 

5 Frågor angående brand attractiveness 

A Namn 

 - Anser du att valet av namn påverkar varumärkets attraktivitet?  

 - Anser du att valet av namn påverkar det upplevda värdet på varan? 

 - Är det viktigt att namnet är förståeligt internationellt? 

B Slogans 

 - Anser du det vara viktigt med ett bra slogan? 

 - Bör man välja en slogan som förmedlar ett budskap? 

- Anser du att det finns något övrigt som du vill tillägga angående 

slogans? 

C Logo 

 - Anser du att en logo kan öka det upplevda värdet på ett varumärke? 

 - Bör produkt och företag använda samma logo? 

 - Anser du att en familjär logo är att föredra? 

D Symboler 

 - Använder ni någon av följande symboler för att stärka er företagskultur? 

 a. Legender 

 b. Utmärkelser 

 c. Humor och skämt 

 d. Metaforer 

 - Anser du att symboler är viktiga för att stärka företagskulturen? 

 - Anser du att det finns något mer att tillägga angående symboler? 
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Appendix 2: Interview Guide, English Version 
  
Interview Guide 

 

1 Questions about the company 

- Company name 

- Branch 

- Number of employed  

- Turnover/ year 

 

2 Questions about the interviewee  

- Name 

- Age 

- Position in the company 

 

3 Questions regarding the trademark  

- Which products/ services do you supply 

- What is your main target market 

- What does the trademark stand for 

 

4 Questions regarding Brand Personality 

If your Trademark would be described as a personality, which of the following 

dimensions would you identify your trademark with? 

 

A Sincerity 

 - Honest   

 - Down to earth  

 - Natural 

B Excitement  

 - Brave 

 - Creative 

 - Exiting 

 

 

 



Appendix 

 

C Competence 

 - Intelligence  

 - Confident 

 - Secure 

D Sophistication  

 - Glamorous  

 - Calm  

 - Charming  

E Ruggedness 

 - Strong  

 - Masculine 

 

5 Questions about Brand Value/ Attractiveness  

 

A Name  

- Do you believe that the choice of Name, affects a trademarks 

attractiveness? 

- Do you think that the choice of name affects the experienced value of a 

product? 

 - Is it important that the name is internationally understandable? 

B Slogan 

 - Do you thing that there is important to have a good slogan? 

 - Is a slogan that expresses a feeling to prefer? 

 - Is there anything else that you want to add regarding slogans? 

C Logo 

- Do you think that a logo can increase the experienced value of a 

trademark? 

 - Should both product and company use the same logo? 

 - Do you believe that a familiar logo is to prefer?  

 

 

 

 

 

 



Appendix 

 

D Symbols  

 - Do you use any of the following symbols in order to strengthen your 

 organizational culture? 

 a. Legends 

 b. Awards 

 c. Humor and jokes 

 d Metaphors  

 - Do you consider symbols to be important in order to strengthen the 

 organizational culture? 

 - Is there anything else that you would like to say regarding symbols? 
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