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Abstract  
Companies’ use their brand in order to distinguish themselves from other companies and their 

products but also to reach out to the customers. The brand´s look is crucial since it affects how 

customers interpreted and associate the company and its products. The name, the use of color 

and the shape affects how the brand is recalled and recognized. The purpose with this thesis is 

to get a better understanding about a brand´s look. 

 

For this thesis we have used a case study with focus on four international brands. Data have 

been collected through interviews in form of focus groups. In the focus groups both Swedish 

and international students contributed in the discussion and we found similarities between the 

data we collected and the existing theories and literature. Some differences were found based 

on different cultures, specially connected to the associations between the name, color and 

shape. When companies design a brand, they need more knowledge about differences among 

different countries and their cultures. Furthermore, more research should be made on the area 

in order to be able to create stronger and more successful brands. 
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Sammanfattning 
Företag använder sina varumärken för att utmärka sig från sina konkurrenter och deras 

produkter men även för att nå ut till kunderna. Varumärkets utseende är viktigt eftersom det 

påverkar hur kunderna tolkar och vad de förknippar företaget samt deras produkter med. 

Varumärkets namn, användning av färger och formgivningen påverkar hur varumärket 

uppfattas. Syftet denna uppsatts är att få en bättre förståelse för ett varumärkes utseende. 

 

För denna uppsatts har vi använt oss utav en fallstudie med fokus på fyra internationella 

företag. Information har samlats in genom intervjuer i form av fokusgrupper. I 

fokusgrupperna deltog både svenska och internationella studenter. Vi fann likheter mellan 

deras åsikter och litteraturen inom ämnet. Skillnader vi fann, var mest kopplade till hur 

namnet, färgerna och formgivningen uppfattas baserat på olika kulturer. När företagen 

designar sitt varumärke, krävs kunskap om skillnader mellan olika länder och olika kulturer. 

Sammanfattningsvis så behövs mer forskning inom ämnet för att kunna skapa starkare och 

mer framgångsrika varumärken. 
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1. Introduction 
This chapter will go into the background of the chosen subject to create a general 

understanding about our thesis. The background is followed by the problem discussion, 

purpose and research questions. This is to narrow down the subject to a smaller area. 

 1.1 Background
Companies are trying to establish strong positions in customers mind and in order to do so 

they need to build a brand that distinguishes themselves from their competitors (Jobber & 

Fahy, 2009). Customers develop associations to brands such as prestige or economical 

associations, for example expensive or cheap. Therefore it is important for a company to 

create positive associations to their brand in order to gain the customers. (ibid) 

 

Different companies that are acting on the same market can have similar products, for 

example Coca-Cola and Pepsi. In a blind test, customers often fail to distinguish which 

product that belongs to which brand (Jobber & Fahy, 2009). According to the similarity 

between two different brands, continuing with Coca-Cola and Pepsi, customers may be 

indifferent to which product they prefer. Here, the brand plays an important role since 

customers often are brand loyal. Depending on whether Coca-Cola or Pepsi have managed to 

build the strongest position, the customer will choose the brand that they have the strongest 

connection to (Jobber & Fahy, 2009). Wheeler (2012) explains this in a simple but clear way; 

 

“People fall in love with brands, trust them, and believe in their superiority. How a brand is 

perceived affects its success, regardless of whether it´s a start-up, a non-profit, or a product” 

(Wheeler, 2012, p. 2). 

 

A brand consists of many components such as: name, symbol, design and packaging (Jobber 

& Fahy, 2009). Within these different ones there are many theories explaining how to create 

the perfect name, symbol, design, and packaging, some of these theories will be further 

explained in the theory chapter. All these components are important to consider when 

developing a brand and as mentioned earlier, it will affect how customers interpreters the 

brand and the company. 
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1.2 Problem Discussion 
Brands consist of symbols based on different variables, according to Usunier and Shaner 

(2002), pictographs (text, spelling), phonology (sounds), and brand logo and design (visual 

elements) are important when creating a brand. We find this really interesting since it is 

connected to the bachelor degree in business administration and often mentioned in our 

lectures. We also want to establish more knowledge about a brand and its components since 

this is an area that we can see a future carrer in. 

 

There are many components that affect the look of a brand; everything from the shape and 

colors of the logo to how the name is spelled and pronounced (Jobber & Fahy, 2009). The 

way companies create the look of their brand affects how customers interpreted the company 

(Herbst & Merz, 2011). In order to be successful on an international market, companies need 

to build a strong brand that customers recognize. The look of the brand is also connected to 

how the brand manages to differentiate itself from its competitors (Wild, Wild & Han, 2010). 

 

Developing a brand name is difficult for new companies. First of all, the name has to be 

unique and also not taken by another company since the name and logo is the trademark of the 

brand (Wild, et al., 2010). Then it needs to be easy to remember and pronounce (Jobber & 

Fahy, 2009). The sound of the name also affects how customers recall and recognize the 

brand, the use of plosives is an important strategy (Lowrey, Schrum & Dubitsky, 2003). The 

international market today, shows many big international companies that have manage to 

build strong name. How have these companies chosen to create their names? 

 

How are the colors and what shape is used? It is interesting to see how the use of different 

colors affects customers differently, based on what message colors are sending (Labrecque & 

Milne, 2011). According to Wild, et al., (2010), companies need to consider those preferences 

on what is considered as beautiful or interesting differs among countries. It also differs what 

are seen as appropriate use of colors, shapes and expressions, in another word also called 

aesthetics. 
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1.3 Purpose 
The main purpose with the study is to create a better understanding about a brand´s look.  

 

 1.4 Research Questions
RQ 1: How is the brand name described according to the linguistics? 

RQ 2: How is the color interpreted? 

RQ 3: How is the brand's logo shaped? 

 

1.5 Delimitations  
For our study the delimitations are first of all that we focus on the customers view regarding a 

brand´s look. The four brands that we have chosen for our study are also delimitation for our 

thesis. 

 

1.6 Outline of the Study 
This thesis starts with the introduction that will lead to the literature review. In chapter three 

will we present the methodology and after that moving on to the data that we have collected. 

The thesis will end with an analysis of the data and finally a conclusion with answers on our 

research questions. 

 

 

  

Chapter 1 
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Chapter 2 
Literature 
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Chapter 3 
Methodology 

Chapter 4 
Emperical 
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Chapter 5 
Data Analasys 

Chapter 6 
Conclusions & 
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2. Literature Review 
This chapter will focus on different literatures and theories related to the research questions, 

as mentioned in the previous chapter. The chapter will also be structured in the same way as 

the research questions. 

 

The figure below explains one way to create a brand. How to design a brand name based on 

the text and the sound but also the visual imagery of the brand which consist of the visual 

look. Within these there are many components to consider. For the brand name the text and 

sound consist of a few variables, these are pictographs, phonology and phonetics and are 

important to consider. The visual look of a brand consists of the brands logo and design. How 

the brand is interpreted is the result of these components together and the meaning of them. 

(Usunier & Shaner, 2002) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figur 1: Brand naming 

Source 1: Usunier and Shaner (2002) 

 

  



The Look of a Brand 

 

5 
Luleå University of Technology 

2.1 Brand Name 
According to Usunier and Shaner (2002) a brand name has many different key variables, such 

as sound, spelling and meaning. A brand is primary a name (text), based on different kinds of 

variables within pictographs such as, alphabetic, syllabaries, and ideographs (Usunier & 

Shaner, 2002). It is also related to linguistics that influences on its auditory, verbal, and 

intellectual meaning, also how it is interpreted by the customers (ibid). 

 

There are different key factors of a brand's name, the first one is the textual part (pictographs) 

and it is also the ‘spoken’ part of a brand name according to Usunier and Shaner (2002). 

Different words and numbers arranged to represent a signs or symbol, which is classified from 

the alphabetic set of letters signifying basic sounds of speech. Syllabaries are the set of letters 

signifying full spoken syllables or ideographs signs that signifies a notion or an object directly 

while often also having a sound value. When creating a brand name the most used writing 

system is the Roman alphabet, however it is not complete due to a lot of languishes have 

some special letters in their alphabet, the writing is also mediated by sound. (ibid) 

 

The second key factor of a brand name is sound (phonology). Studying the sound system of 

different languages is one kind of phonology: phonetics, analyzing to distinguish one word 

from another in any given languishes, speech of sounds (Usunier & Shaner, 2002).  

 

When selecting a brand name there are variables to consider such as semantic relationship, 

plosives, and paronomasias (ibid). Semantic relationship (between the name and the object) is 

an associative process over a long time, with a relationship of the words phonetic and its 

meaning (Dogana, 1967). Sometimes there is a close relationship between the phonetic 

structure of a word (brand name) and the object it represents (Usunier & Shaner, 2002). When 

a brand name begins with B, C, D, G, K, P or T, this naming process is called plosives (stops), 

there are strong-sounding consonants, they make it easier to recall and recognize the names 

(Vanden Bergh et al., 1984). Paronomasias (wordplays) require a great understanding of the 

language from where the brand name originates (Usunier & Shaner, 2002). In French orange 

juice is called Fédor, it also say fait d’or with means ‘made of gold’, this can only be 

understood by French natives, or people that are French speaking (Usunier & Shaner, 2002). 

According to Ladefoged (1975) there are also consonants that are called fricatives (spirants), 

these letters are F, S, V and Z (ibid). 
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According to Lowrey, et al., (2003) there are four linguistics variables for all languishes: 

phonetic (sound), orthography (Unusual or incorrect spelling), morphology (word formation 

such as prefixes, roots, and suffixes), and semantic (underlying meanings of linguistics 

components). There are also nine linguistic components that have been presented to be related 

to recall or recognition, these are: rhyme, onomatopoeia, initial plosives, acronyms, unusual 

spellings, affixation, paranomasia, metaphor, and semantic appositeness (ibid). However there 

are some linguistic components that are positively related to brand name memory, these are 

semantic appositeness, paranomasia, and initial plosives. 

2.2 Color 
Depending on which color the company chooses to use can establish an effective visual 

identity for the brand (Labrecque & Milne, 2011). It can also form strong relationships with 

the target market and it is also a way of positioning itself among the competitors. According 

to previously research, colors affect customers’ preferences of advertising. There also seems 

to be a connection between different colors and emotions. (ibid) 

 

Colors on Brand 

The brain reads colors before it read the content and therefore it is important to have 

knowledge about color. In most cases the primary color of the brand is assigned to the symbol 

and the secondary color is assigned to the logotype, business descriptor or business line. 

Developing a new brand means that you have to consider whether you should unify an 

identity or clarify it. (Wheeler, 2012) Colors are also used in order to create different 

emotional responses (Hynes, 2008). 

 

Three schools 

According to Hynes (2008) there are three main schools in the meanings of color; 

chromodynamics, the temperature and directs cultural effects. Literature claims that colors 

carries emotion and that they also can give neurophysiological value. These psychological 

effects are called chromodynamics. The temperature of colors is often connected to the nature, 

for example red can cause high blood pressure since it is the color of blood. The culture can 

also affect the meaning of colors depending on which colors that are preferred. For example 

red stands for good luck in China. (ibid) 
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Meanings of colors 

Colors can be connected to different words and are associated with different feelings and 

emotions (Hynes, 2008). In the study; Color and meaning in corporate logos; an empirical 

study by Hynes (2008) these connection are discussed. Their answers are presented below; 

 

 Blue; Protective, Stability, Trustworthiness, 

 Brown; Homely, Stability, Trust 

 Green; Reliable, Prestigious, Secure, Grow 

 Orange; Playful, Happy, Fun 

 Pink; Energetic, Fun, Healthy 

 Purple; Dynamic, Existing, Playful, Vision 

 

Temperature of Colors 

Colors can be classified into two main groups; warm or cool colors. Yellow and red are often 

associated as warm colors while blue and green are associated as cool. There are also a group 

of colors that seems to be neutral. White, black and gray is described as neutral colors. (Singh, 

2006) 

 

The temperature of colors can also be associated to health and have also been so for centuries. 

According to Singh (2006) colors affect our health in different ways. Red is believed to 

stimulate the liver, purple to lower blood pressure while scarlet increases the blood pressure. 

Orange can strengthen the lungs and also increase calcium metabolism, yellow stimulates the 

alimentary tract and green activates sympathetic nervous system. (ibid) 

 

Culture 

When developing a brand that will act on the international market, it is important that the 

marketing managers consider the differences in cultures (Madden, Hewett & Roth, 2000). 

According to Madden et al. (2000), ”if the meaning associated with a color or a combination 

of colors is different among cultures, marketers may benefit from pursuing a customized 

strategy with respect to the color associated with the brand, package and so on” (p. 91). 

 

How colors are interpreted differs among countries but it can also have similar meanings 

among different cultures. According to Madden et al. (2000) some colors seems to cluster 
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according to their meaning. Blue, green and white have similar meanings among different 

cultures; these colors are associated with peaceful, gentle and calming. Black and brown are 

often associated with words as sad and stale. In some cultures it is also seen as formal and in 

others masculine. In some Asian countries, purple is often connected to black and brown 

colors. Red is a color that often tends to stand alone and is often associated with hot and 

vibrant. In some cultures, red is also associated to be emotional and sharp. (ibid) 

2.3 Shape 
The logo is according to Henderson and Cote (1998), a ”graphic design that a company uses, 

with or without its name, to identify itself or its products” (p. 14). The logo should help 

customers to recognize the company´s brand in a shorter time. Therefore, the brand is often 

only viewed for a short time, for example when the customers driving by outdoor advertising 

(ibid). 

 

The value the brand establishes from its look and the feeling is called visual equity (Doyle & 

Bottomley, 2004). The visual look of the brand should also create awareness of the brand. A 

brand's name is important in order to be successful but so is the font and it is an important part 

of the brands projection. (ibid) According to Dowling (1994) the components of the visual 

identity mix are the name, the logo or the symbol, the color scheme and the type font. 

According to Wang, Hernandez and Miner (2009), a brand logo can and should strive for, a 

communication and reinforce the brand's promise. It can also strengthen customers’ 

relationship to the brand (Whan Park et al., 2013). 

 

A logo can be built in different ways, it can have a symbol, it can be only the brand name or it 

can be both a symbol and a brand name together. (Whan Park et al., 2013) For example, 

companies with only their name as their logo are Samsung and Skanska. 

 

Companies that are using combinations of both their brand name and a symbol are 

McDonalds and Mercedes. When companies choses to use a combination of these two, the 

symbol becomes the actually logo, while the name acts like a compliment, in some cases 

companies only uses a symbol as their logo, for example Apple. (Whan Park et al., 2013) 

 

According to Whan Park et al. (2013), the most effective brand is those who use both a 

symbol and a name and not only the brand name as their logo. Logos with symbols are more 
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effective when it comes to communicating the functional benefits of the brand compared with 

those only using the brand name as their logo. Using a symbol in the brands logo also creates 

aesthetic appeal to the customers and creates a better value for the brand. (ibid) 

 

Deciding which symbols to use is not an easy task, marketing managers needs to consider 

many aspects. Symbols can have many different meanings and should be valued and shared 

with the customer´s experience of the brand (Durgee & Stuart, 1987). According to Durgee 

and Stuart (1987, p.18), there are three aspects to consider regarding the fit between the 

products meaning and the brand meaning; 

 

1. ”The number of shared meanings and between consumption experience and symbol. 

2. The positive value that target consumers place on each meaning. 

3. How strongly meanings are shared between consumption and experience and 

symbol”. 

Finding a good name and symbol for advertising does not communicate the brand's identity. 

However, it can represent the best qualities the brand has to offer (ibid). 

 

The literatures about brands name, color and shape have now been presented and in the 

following chapter, the conceptual framework, we will present the main theories we will use in 

order to answer our research questions. 

2.4 Conceptual Framework 
In the previous chapter we have presented theories that will help us to answer our research 

questions. The reason for writing a conceptual framework is to highlight, either graphically 

or in narrative form, the main factors that will be studied (Miles & Huberman, 1994). For 

this research we will use a narrative form. The main purpose with a conceptual framework is 

to present the main factors, concepts or variables and the relationship among them (ibid). We 

will create our questions for the track charts and the focus groups with the theories presented 

in the literature review. In the next part we will present the research questions in order of 

appearance and the main theories that we have used.  

  

The literature and theories presented in the conceptual framework below are the ones that we 

will use in combination with the empirical data. For the brand name we have chosen Usunier 

and Shaner (2002) since he explain the theories behind the recall and recognition of a brand 
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name. Hynnes (2008) will be used in order to get an understanding for how colors are 

interpreted and what feelings the colors carry.  In order to get a better understanding we will 

also use Singh (2006) and Madden (2000) in order to explain the temperature of colors and 

cultural effects. For the final research question, how is the brand´s logo shaped we will use 

theories from Dowling, (1994) and his explanation of a brand´s visual identity. In a 

combination with Dowling, (1994) we will use literature from Whan Park, (2013) in order to 

answer the third research question in the best way.   

 

Research Question 1: How is the brand name described according to the linguistics? 

The research question above will be answered mainly with help of the article written by 

Usunier and Shaner (2002). In this article they discuss different theories to use when creating 

a brand name. The main theories are; Syllabaries (symbols creating words), Semantic 

relationship (between the name and the object), Plosives (stops) and Paronomasias 

(Wordplay). Usunier and Shaner (2002) refer to other sources when they explain semantic 

relationship and plosives to give a more detailed explanation. Semantic relationships are 

written by Dogana (1967) and plosives are written by Vanden Bergh et al., (1987). Fricatives 

are also one of the theories that will be used and is written by Ladefoged, (1975). 

 

Research Question 2: How is the color interpreted? 

Colors can be interpreted in many ways and the meaning of them differs among different 

cultures. The main literature we will use in order to answer our research question and to build 

questions for our empirical data collection is written by Hynes (2008).  

 

Hynes (2008) describes theory about how colors are affecting emotions. Theories discussed 

in this area are; Chromodynamics, Temperature of colors and Cultural effects. Hynes (2008) 

also covers the meaning of colors and described them as below; 
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 Blue; Protective, Stability, Trustworthiness, 

 Brown; Homely, Stability, Trust 

 Green; Reliable, Prestigious, Secure, Grow 

 Orange; Playful, Happy, Fun 

 Pink; Energetic, Fun, Healthy 

 Purple; Dynamic, Existing, Playful, Vision 

 

In order to establish a better analysis, we will also rely on literature from Singh (2006) and 

Madden (2000). Singh (2006) covers theory about the temperature of colors and Madden 

(2000) covers different cultural meanings with colors.  

 

Research question 3: How is the brand’s logo shaped? 

The research question; how is the brand´s logo shaped, will be answered with help from the 

following literature. We have chosen to use different literature but will focus on one that will 

help us construct questions and answer the research question. The main theories we have 

chosen cover the Visual identity mix for a brand and are written by (Dowling 1994). The 

components in the visual identity mix are the name, the logo or the symbol, the color scheme 

and the type font. We will also use literature from Whan Park, Eisingerich, Pol and Whan 

Park (2013) as a complement in order to get the best result in our study.  

 

The theories will help answer our research question but before we can collect the empirical 

data we need to decide which methods to use which will be described in the next chapter. 
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3. Methodology 
This chapter will present the methods that will be used in this study. There will be an 

explanation of the research method we have chosen and also a discussion of how the 

empirical data will be collected. 

3.1 Research Purpose 
What is the purpose with the study? There are different ways of designing a research and 

there are some existing methods that are often used for this. According to Saunders, Lewis 

and Thornhill (2006) there are three different methods when it comes to designing a research. 

These three are exploratory study, descriptive study, and explanatory study. A further 

explanation of the different methods will be given in the section below together with a 

motivation for which method that will be used for this study. 

 

Exploratory 

According to Saunder et al., (2006) an exploratory study is based on open questions in order 

to gain insights in the chosen topic. Exploratory studies are useful when you want to develop 

a better understanding of a problem and also if there are questions regarding what the main 

problem is. There are different research methods that are characteristic for exploratory 

studies. These are search for literature, interviewing experts in the subject, conducting in-

depth individual interviews or conducting focus groups interviews. Interviews in exploratory 

studies are often relatively unstructured to its character and often rely on the quality of the 

contributions of those who participate. (ibid) 

 

Descriptive 

The purpose with a descriptive study is to gain a true profile of events, person and situations 

(Saunder et al., 2006). Using a descriptive purpose means that it is necessary to have a clear 

picture of the subject that you want to collect data on and also to the collection of the data. 

One problem with the method is that the research can be too descriptive. This means that it 

rather focus on describing data instead of drawing conclusions from the collected data. 

Descriptive studies are often used in business and management research. (ibid) 

 

Explanatory 

According to Saunders et al. (2006) a research that establishes causal relationships between 

variables is called an explanatory study. This research method aims to explain a situation or a 

problem and the relationship between the variables (ibid). 
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The purpose with this study is to get a better understanding about a brand´s look. In order to 

do so, an exploratory research method will be used. An exploratory research method makes it 

possible to create an understanding of what makes a brand successful and how companies use 

existing theories in the area in order to be successful on the market. 

3.2 Research Approach 
There are two main approaches when it comes to research; quantitative – and qualitative 

research method (Bryman & Bell, 2003). A quantitative research method focuses on 

relationships between variables (ibid). According to Saunders et al. (2006) the relationships 

between variables is measured numerically and analyzed with different statistical techniques. 

Research strategies for quantitative method are mostly experimental and surveys (ibid). 

 

Qualitative research method is, compared with quantitative method, based on words rather 

than numbers. Researchers needs to make sense of the subject and socially constructed 

meanings (Saunders et al., 2006). Another aspect to consider with qualitative research 

methods is whether to use an inductive or a deductive approach. An inductive approach means 

that you find new theory in order to draw conclusion compared with a deductive approach 

which means that the research aims to develop a richer theoretical perspective than the theory 

that already exists in the literature. Using a qualitative research method, data collection is 

often non-standardized, so questions and the procedure may alter and emerge during the 

process (ibid).  

 

For this study the qualitative research method will be used, since the study aims for a better 

understanding about a brand´s look. There will also be a deductive approach since the 

research is based on already existing theory. 

3.3 Research Strategy 
Our main purpose with this study is to get a better understanding of a brand´s look. In order to 

do so, three research questions will work as guidelines and will be discussed in order of 

appearance; 

 

RQ 1: How is the brand name described according to the linguistics? 

RQ 2: How is the color interpreted? 

RQ 3: How is the brand’s logo shaped? 
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According to Yin (1994) there are five primary research strategies in the social science; 

experiments, surveys, archival analysis, histories, and case studies. There are three conditions 

that decide the selection of any of these strategies. 

 

1. “The type of research question posed: 

This study asks primarily how and why research questions.” 

2. “The extent of control an investigator has over actual behavioral events: 

This researcher has none; his job is to observe and interview.” 

3. “The degree of focus on contemporary as opposed to behavioral events: 

This study focus on the how and why of a contemporary project.”(ibid). 

Since our purpose with this research is to develop a better understanding about a brand´s look, 

the most suitable strategy would be a case study. A case study focus on questions stated as 

How and Why, then they do not require any control over behavioral events (Yin, 1994). Since 

our questions are stated as How, a case study will be the best option. This in order to achieve a 

better understanding of the context of research and to be declared (Saunders et al., 2006). 

 

For our thesis we will have four different brands, which will be the cases that we will analyze. 

The brands we have chosen are international brands that originate from Sweden. The four 

brands are; VOLVO, H&M, Spotify and IKEA. The reason for our choice is that they are all 

well-known both in Sweden and internationally. Since we wanted everyone to know a little of 

each brand, we think these four are the most suitable. 

3.4 Data Collection 
According to Saunders, et al., (2012) there are two main methods for collecting data; Primary- 

and Secondary data. Primary data is data collected specific for this study. Secondary data is 

data that already been collected in another study and for another purpose. In order to answer 

our research questions we will use primary data collection since we are collecting new data 

specific for our purpose. 

 

The data collecting process, for studies can be gathered by six different sources: 

documentation, archival records, interviews, direct observation, participant observation, and 

physical artifacts (Yin, 2009). According to Yin (2009), to get a good result it is important to 

use many sources. The table below presents the sources that we will use and their strengths 

and weaknesses. 
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Table 1: Six Sources of Evidence: Strengths and Weaknesses 

Source of Evidence  Strengths Weaknesses 

Interviews  Targeted: focuses directly 

on case study topic 

 Insightful: provides 

perceived causal 

inference  

 Bias due to poorly constructed 

questionnaires 

 Response bias 

 Inaccuracies due to poor recall 

 Reflexivity: interviewee gives 

what interviewer wants to hear 

Direct Observations   Reality: covers events in 

real time 

 Contextual: covers 

context of event 

 

 Time consuming  

 Selectivity: unless broad 

coverage  

 Reflexivity: event may proceed 

differently because it is being 

observed  

 Cost: hours needed by human 

observers 

Adapted: Yin, 2009, p.102 

 

We will use focus groups; a focus group is one kind of interviews and direct observations, 

mixed together at one occasion. The focus group/interview will be semi-structured since a 

semi-structured interview is more open and free, following a theme instead of controlled 

questions, the questions can change order, and new questions can be added during an 

interview (Bryman & Bell, 2003). 

 

We will conduct two focus groups/interviews with six to eight students in each group, the 

length of the focus groups will approximately take 40 minutes. Focus group is one kind of 

group interview. The difference is that a group interview covers different subject areas in their 

questions, while the focus group are more focused on a theme and/or more deep going into 

one subject area (Bryman & Bell, 2003). Direct observation, entails that the focus group will 

be observed of the interviewer, as people can change their answers while discussing with the 

group (Bryman & Bell, 2003). It is also a way of collecting primary data. The reason for our 

choice is that we can follow the discussion about the brands and see the different views 

between the companies that created the brand and the customers. 

 

We also decided to conduct a track chart, which is used in a qualitative content analysis 

(Bryman & Bell, 2003). With the content analysis, we can in an easy way compare the 

existing theory with the empirical data collected for our thesis. By using a track chart it will 

be easier to analyze different companies. The content of the track chart depends on what to 

analysis. We chose to do this since we are basing our study on creating better understanding 
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about brand’s look. With a track chart we can see how companies have created their brand 

and how the looks of the brands are connected to existing theories. Since we know the 

theories behind designing the look of a brand, we can see how companies are using these 

theories. In the track charts we are able to see which theories that are used and also compare 

the answers both with each other and also to the answers collected in the focus groups. 

3.5 Literature Review 
To get a better understanding about a brand´s look, we will start by reading literature about 

the subject. This we will do through studying books and articles. With more knowledge 

within the subject, we started to search for literature closer to our research questions, how 

companies’ design their brands. We will search through scientific articles, journals, and books 

in order to find theories that can provide us with a better knowledge. To find different 

scientific articles and journals for this research we will use the database Primo, the search 

engine Google Scholar and theories from books found at Luleå University Library (LRC). 

The books that we will use are; Qualitative data analysis, Business Research Methods, 

Research Methods for Business Students, Case Study Research: Design and Methods, 

Foundations of Marketing, and International Business. 

3.6 Sample Selection 
In this study we will focus our research on getting better understanding about a brand´s look, 

in the view of customers and with focus on the different literatures within each research 

question/variables that influences the brands look. We will have two focus groups, one with 

international students and one with Swedish students. There will be a non-random sample, 

which means that we will choose six to eight individuals that will participate in each of the 

focus groups (Bryman & Bell, 2003). The focus groups will have a sample selection of 

students from Luleå University of Technology. The students chosen for our focus groups are 

students from business programs but also international students from the course International 

Business Environment. These decisions we made based on economic facts but also that it is an 

effective way to select a sample. Also this study has a limited time period and the resources 

are limited which makes it a good alternative. We have also chosen to do this on four 

international brands that originates from Sweden; IKEA, H&M, Spotify, and VOLVO. We 

chose these brands because they are some of the biggest ones that originate from Sweden, and 

can easily be found almost all over the world. We also wanted all of the students to have some 

knowledge about the brands, therefore these four are a good choice. With help of literature 

and the track charts will we analyze how people react, interpret and the association of the 
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brands look, and if they react “as they are supposed to” according to the literature. While 

doing the focus groups we have to consider and be aware that people will have different 

knowledge about brand and how this may affect the analysis. 

3.7 Data Analysis 
Before data can be analyzed, within a case study there are two general analytical strategies to 

choose between. Developing a case description should, according to Yin (1994), only be used 

when there is little previous research on the subject. Relying on theoretical propositions is the 

most common strategy when it comes to analyzing data (Yin, 1994). With this strategy, the 

data collected for the research questions will be compared with already existing theory. This 

is the strategy that will be used for this research. 

 

After deciding which strategy to use, Yin (1994) also refers to two forms of analysis for case 

studies, Within-case analysis and Cross-case analysis. A within-case study means that you 

compare data against the theory you are using. Cross-case studies are when data in one case is 

compared to data in another case. For this study we will use both. In the beginning we will 

use a within-case analysis to analyze the data towards the literature and theory. Then in the 

end we will also use a cross-case analysis in order to compare the four different brands.  

 

According to Miles and Huberman (1994) a qualitative data analysis consist of three flows of 

activities; Data Reduction, Data Display, and Conclusion Drawing and Verification. A further 

description of each one of these will be given. These flows you can see in the picture below; 

 

 

 

 

 

 

 

 

 

Figur 2: Data Analysis 

Source: Miles & Huberman, 1994, p. 12  
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Data Reduction 

According to Miles and Huberman (1994) data reduction is the “process of selecting, 

focusing, simplifying, abstracting, and transforming the data that appear in written-up field 

notes or transcriptions” (p.10). Data reduction is conducted from the beginning, even before 

the data is collected until the final report is completed (Miles & Huberman, 1994). It makes 

final conclusions possible since it sharpens sorts, focuses, discards, and organizes data (ibid). 

 

Data Display 

The second step of analysis is the data display. “A display is an organized, compressed 

assembly of information that permits conclusion drawing and action” (Miles & Huberman, 

1994, p. 10). Displays help us to understand what is happening around us and also help us to 

react on it. The creation and use of displays, is as with data reduction, not separate from the 

analysis, it is a part of analysis. (ibid) 

 

Conclusion Drawing and Verification 

The third step of analyzing is to draw a conclusion and verification. According to Miles and 

Huberman (1994), conclusions are “verified as the analyst proceeds” (p. 11). Verification can 

be brief as a thought during the process or it may be systematic and elaborate, or extensive 

efforts to replicate findings in another set of data (ibid). 

 

When the analysis is conducted the results “need to be tested with their plausibility, their 

sturdiness, their confirmability“(Miles & Huberman, 1994, p. 11), in other word its validity. 

This will be discussed further in the section below. 

3.8 Quality Standards 
In the following section a discussion about the quality standards will be conducted. 

Definitions of validity and reliability will be given and how these will be included for this 

research. 

 

Validity and Reliability 

Validity is “ the extent to which data collection method or methods accurately measure what 

they were intended to measure” (Saunders et al., 2008, p. 603) Reliability, on the other hand, 

is if the research would lead to the same result if the research were conducted a second time. 

A research has high reliability if the result is the same in the second research as in the first. 
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(Bryman & Bell, 2003) In order to establish quality in empirical social researches four usual 

tests can be used (Yin, 2009): 

 

 “Construct validity; name correct operational measures for the concepts being studied. 

 Internal validity; striving to establish a causal relationship, whereby certain conditions 

are believed to lead to other conditions, as distinguished from untrue relationships. 

 External validity; determining the domain to which a study's findings can be 

generalized. 

 Reliability; shows that the result of operations of a study can be the same when 

repeated” (Yin, 2009, p. 40). 

 

In order to establish validity and reliability in our study we make sure that our purpose 

reflects what we want to find out with help from this study. The research question will also be 

formulated so they reflect what we want to know and therefore they will be the guidelines for 

this study. The theory chapter is based on literature collected for other research which makes 

them secondary sources. We choose theory that is connected to our purpose and research 

questions and will also make sure that we have more than one source for each theory. 

 

To establish validity with the track chart, we will do the track charts separately and then 

compare our answers in order to see if we find the same result. I there will be inconsistency in 

the results of the track charts we will discuss the differences in order to see how both of us 

interpreted the brand and the question. If we still have a inconsistency we will go back to the 

literature and look for answers.  This will increase validity if the results are the same. Validity 

will be established in the focus group since the questions are based on the track charts and that 

we will have two focus groups. Then the focus groups/interviews will be conducted in 

English, which means we can use the same questions and do not have to translate the 

questions and the answers. During the focus groups we will be two observers and we will also 

record the whole interview. Since we decided to do two data collections this will also increase 

validity and reliability and we can provide a more correct analysis.  

 

The methodology is completed and we can move forward to the next step in our study. Next 

chapter will be about the empirical data that we have collected.  
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4. Empirical Data 
In this chapter we will present the empirical data that we have collected with eight track 

charts, two for each company and two focus groups (focus group 1 whit Swedish students and 

focus group 2 whit international students), with questions based on existing theory. Four 

international companies and their brand´s look have been the objects studied for this data 

collection. The result will be presented below in the same order as the questions were asked 

and case for case. The track charts can be found in exhibit one to eight, the Interview guide 

can be found in exhibit nine. 

4.1 VOLVO 
RQ 1: How is the brand name described according to the linguistics? 

Track Chart 

The word VOLVO means roll in Latin and since they are selling cars and trucks, we would 

say that the name has a semantic relationship. 

 

Focus Groups  

According to the focus group 1 without the knowledge behind the brand and its history or 

knowledge about the Latin languages, VOLVO does not have a special meaning. With that 

knowledge as some in the group had, they knew it meant rolling in Latin. With this 

information they also said it connected with the product. Without this information about Latin 

and background information about the company, there would be no connection to the product. 

They also thought the name was stable, quality, and trustworthy. It was also easy to recall and 

recognize, and also easy to pronounce international according to the group. VOLVO was also 

easy to pronounce and they thought it “rolled” of the tongue.  

 

According to focus group 2 the name gives the impression of quality and safe. They also 

thought the pronunciation was easy, like a “flow” and “rolled” of the tongue, VOLVO. Focus 

group 2 did not think it was easy to recall or recognize because it does not have a meaning, it 

is just a word. They did not connect the name with the product, “could be anything”. After 

telling them some facts about VOLVO they saw the connection between the name and 

product.  
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RQ 2: How is the color interpreted? 

Track Chart 

From our track charts we found that VOLVO uses three colors in their logo. The logo is 

mostly blue, with white text and a metallic symbol in the background.  

 

Focus Groups 

The colors used in VOLVO´s logo are blue, metallic and white. These colors were discussed 

in focus group 1. The group thought that the metallic symbolize industry and strength. The 

blue color symbolizes stability and calmness. They also thought the dark blue to be a 

masculine color. Overall, the colors used by VOLVO are cold colors.  

 

Focus group 2 considered the use of color in VOLVO´s logo to be calm and harmonic to each 

other. They also considered the colors to be neutral and classic. The metallic in the logo 

symbolizes cars according to focus group 2. The blue background and the white text works 

well together since the text becomes in focus against the dark blue background.  

 

RQ 3: How is the brand’s logo shaped? 

Track Chart 

Through the track charts we found that VOLVO uses both a symbol and a brand name.  

 

Focus Groups 

Focus group 1 thought that the shape of VOLVO´s logo symbolized the symbol for iron and 

looked like a typical industry symbol. They also considered it to be a masculine symbol. 

According to focus group 1, VOLVO´s symbol is typical for cars and since the name is in the 

middle it is easy to see. The symbol is also stylistically pure and gives a strong impression of 

quality.  

 

According to focus group 2 the shape of the logo can give an impression of innovation since 

the symbol has a positive shape. The iron symbol in the background point up into the right 

corner which give a positive impression. Focus group 2 also thought of quality when they saw 

the logo and according to them the symbol could be a “Q” if it was angled in a different way. 

The symbol could also be a tire which would connect the name to the product. The shape of 

the text was seen as stable and together with the symbol it was also seen as masculine, 

according to the group.  
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4.2 H&M 
RQ 1: How is the brand name described according to the linguistics? 

Track Chart 

The name H&M is short named for Hennes and Mauritz, this is a kind of paronomasias 

(wordplays). 

 

Focus Groups  

Focus group 1 thinks that H&M is a shortening for something. It is short and easy to 

pronounce and they also think it is easy to adapt to different languages, due to the simple and 

short name. The group also thinks that there is no connection between the name and the 

product.  

 

Focus group 2 thought H&M was distinctive and short, which also makes it easy to recall and 

recognize. Since it was short they also thought the pronunciation was easy and that the name 

H&M “goes” of the tongue. They were disjointed when it came to the impression of quality or 

not, some thought it was cheap with quality, and some sad just cheap and low quality. The 

group did not see any connection between the name and the product.  

 

RQ 2: How is the color interpreted? 

Track Chart 

H&M uses red as their color in their logo.  

 

Focus Groups 

According to focus group 1, when they saw the red color they thought of something on sale. 

The red color was described by the group as soft and warm. Focus group 1 also considered the 

red color to be both a feminine and masculine color. On the other hand they also thought the 

red color to stand for women and clothes together. 

 

According to focus group 2 the use of red in H&M makes the logo to stand-out from other 

companies. Focus group 2 also considers the red color to be an aggressive color that in some 

cases also can stand for “warning”. 

 

RQ 3: How is the brand’s logo shaped? 

Track Chart 

Their logo consists of the initials of the company's full name (Hennes & Mauritz). 
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Focus Groups 

The shape of the H&M´s symbol was also discussed by focus group 1. They thought it looked 

like a signature. There is no symbol in the logo so there are only two letters together as the 

company’s logo. Focus group 1 described H&M´s logo as simple and cheap and that it almost 

looked like graffiti. 

 

The shape of H&M´s logo is according to focus group 2 simple but in the same way stylish. 

The text leaning towards the right and looks painted. According to focus group 2, the shape of 

the logo is different from many other companies which make H&M to “stick-out”.  

4.3 Spotify 
RQ 1: How is the brand name described according to the linguistics? 

Track Chart 

The name Spotify has strong-sounding consonants (plosives) such as Spotify. 

 

Focus groups 

According to focus group 1 Spotify is a modern and trendy name. They do not think it stands 

out on the market since it looks like all other computer programs. However they thought the 

name should work international. The pronunciation was connected to plosives, a few in focus 

group 1 thought Spotify. Focus group 1 did not connect the name with the product, or some of 

them did but mostly toward Wi-Fi and Internet.  

 

According to focus group 2 Spotify is a short and weird name. They also thought it sticks out 

from all other names. Focus group 2 also thought the pronunciation was special, “spot” was 

equal to look and what are we looking for, and “fy” in the end is what you put the pressure on. 

They connected the name towards Wi-Fi.  

 

RQ 2: How is the color interpreted? 

Track Chart 

Spotify has a green circle as their main logo. In the circle there are three white lines and black 

text. 
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Focus Groups 

According to focus group 1, the green color used in Spotify´s logo give the impression of 

something new and modern. The green color is also seen as a masculine color but it can also 

have a connection to the environment, this according to focus group 1.  

 

Spotify use three colors in their logo; green, white and black. According to focus group 2 the 

green color gives the impression of something new. The green color is also seen as trendy and 

together with the white and black it increases the impression of something trendy. 

 

RQ 3: How is the brand´s logo shaped? 

Track Chart 

They use both a symbol and a brand name in their logo.  

 

Focus Groups 

Spotify’s logo consist of both a symbol and a brand name. According to focus group 1 

Spotify´s symbol symbolize a connection to the Internet. Some of the students in focus group 

1 thought of something with Wi-Fi. The symbol is seen as modern and focus group 1 thought 

it could be the symbol for their app. The text used in Spotify´s logo is according to the group 

simple but in the same way strong. Some thought is also to be masculine and that it together 

with the symbol distinguishes themself from other similar companies.  

 

According to focus group 2, the shape of Spotify´s logo symbolizes the sound of the music. 

The three white lines in the green circle could be seen as music waves but also as the 

connection to the Internet, Wi-Fi. The shape of the logo is also according to focus group 2 

innovative and modern. 

4.4 IKEA 
RQ 1: How is the brand name described according to the linguistics? 

Track Chart 

As presented in the track charts, IKEA is shortened for Ingvar Kamprad Elmtaryd Agunnaryd, 

we would say this is paronomasias (wordplays) and it also includes strong-sounding 

consonants such as IKEA. 
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Focus Groups 

According to focus group 1 the name of IKEA is old, outdated and boring. They all know that 

IKEA was shortened for “Ingvar Kamprad Elmtaryd Agunnaryd”, but without the background 

of the company no one would know that. They did not consider it to be an easy name to 

remember, and it was neither easy to connect the product with the name. The group also did 

not think it sounds Swedish and they got the feeling of cheap. They also thought that the 

pronunciation was weird and that it is not an easy international name. 

 

The first thought for focus group 2 was do it yourself, but they were disjointed if they 

connected it to Sweden or not. They also thought the name of IKEA was easy to recall and 

recognize. The pronunciation was easy, maybe harder to pronounce in some international 

countries. The focus group 2 did not connect the name with the product.  

 

RQ 2: How is the color interpreted? 

Track Chart 

IKEA has blue in their background, with blue text and a yellow circle in the background. 

 

Focus Groups 

According to focus group 1 the colors used in IKEA´s logo is traditionally Swedish colors. 

The use of the blue and the yellow color are typical for Sweden. During the discussion some 

also thought the use of colors gave the impression of something old.  

 

IKEA uses both blue and yellow in their logo. According to focus group 2, IKEA uses 

traditionally Swedish colors. On the other hand, this is nothing they think about when they for 

example drive by an IKEA store.  

 

RQ 3: How is the brand´s logo shaped? 

Track Chart 

IKEA has only its brand name with a background as their logo. 

 

Focus Groups 

The shape of IKEA´s logo was also discussed by focus group 1. They found the whole logo to 

be old and had a very simple design. Some of the student in the group also thought that it 
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looked like it was made at home. According to focus group 1 the text used in the logo gave 

the impression of something cheap. 

 

According to focus group 2, the shape of IKEA´S logo is easy to remember. Focus group 2 

also considered it to be a bit distracting compared to H&M and VOLVO. The text is not in the 

focus since there are so much happening in the background of the logo.  

 

The empirical data will be analyzed in the next chapter before we can find answers for our 

research questions.  

  



The Look of a Brand 

 

27 
Luleå University of Technology 

5. Data Analysis  
In this chapter we will present our analysis that we have done with help of chapter 2 and 4. 

This chapter will be structured as a with-in case analyzes (Yin, 1994). We will also follow 

Miles and Huberman (1994) way of presenting the qualitative data analysis, it consist of three 

flows of activities; Data Reduction, Data Display, and Conclusion Drawing and Verification.  

5.1 VOLVO 
RQ 1: How is the brand name described according to the linguistics? 

According to Dogana (1967) there is a theory called Semantic relationship which stands for 

the relationship between the name and the object. According to track charts and focus group 1 

they could see a semantic relationship between VOLVO and its products, based on the facts 

that they had some knowledge about VOLVO’s background. Focus group 2 with international 

student did not see a semantic relationship between VOLVO and its products, in the end of 

the session we gave them some facts about VOLVO and then they saw the semantic 

relationship. 

 

According to theory by Ladefoged (1975), VOLVO uses fricatives in their name since they 

use the letter V and this makes a special sound when you pronounce the name. Both focus 

groups and the track charts said the name “rolled” of the tongue VOLVO. 

 

RQ 2: How is the color interpreted? 

In our track charts we have found that VOLVO uses three colors in their logo; blue, white and 

metallic. According to Hynes (2008) the blue color carries emotion like protective, stability 

and trustworthiness. This was also some of the feelings both focus groups discussed when 

they saw the use of colors in the logo. Both groups used the word calmness when they saw the 

use of colors. Focus group 1 also got the feeling of stability and strength, while focus group 2 

thought the colors to be harmonic and calm. 

 

During focus group 1 the blue color where described as a cool while during focus group 2 

considered all the colors together to be neutral. Within the groups they agreed to each other 

and their feeling was kind of similar. Theories on the temperature of colors are written by 

Singh (2006), which covers both cool and warm colors. According to the theory blue is a cool 

color while the white and grey (metallic) are considered to be neutral.  
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RQ 3: How is the brand’s logo shaped? 

According to Whan Park (2013), companies can use both symbol and brand name together in 

the logo or they can choose to only us the brand name or only a symbol. Dowling (1994) 

explain the visual identity of a brand and the components within the identity, these are name, 

logo, symbol, color scheme and type of font. VOLVO uses both a symbol and the brand name 

in their logo. According to focus group 1 VOLVO´s symbol is the symbol for iron. It can also 

be seen as a masculine symbol and it is a typical industry symbol. Focus group 1 also found 

the brand name clear and that the symbol gave the impression of quality. Focus group 2 

thought that VOLVO´s symbol symbolizes innovation since it is angled in a positive 

direction. They also found that it could be connected to quality since the symbol could be a Q 

if it was angled a bit differently. As focus group 1, focus group 2 also described the symbol as 

the symbol for iron. The text used for the brand name in the logo is according to focus group 

2 stable and together with the symbol it gives a masculine impression. 

5.2 H&M 
RQ 1: How is the brand name described according to the linguistics? 

According to Usunier and Shaner (2002) there is a theory called paronomasias which means 

wordplay. Both the track chart and focus group 1 saw that H&M is using wordplay with the 

meaning of Hennes & Mauritz. This was something focus group 2 did not see, they thought 

the name was easy and simple but not a shortened name.  

 

There are some theories that are good for recall and recognition according to Vanden Bergh et 

al., (1984) as plosives in the pronunciation, none of these were found, however focus group 2 

thought the name was short and “goes” of the tongue easily.  

 

RQ 2: How is the color interpreted? 

H&M uses only one color in the logo which we also confirmed with our track charts. The 

color is red which in theory is considered to be a warm color (Singh, 2006). During the focus 

groups the red color used in H&M´s logo was discussed. Focus group 1 which consisted of 

only Swedish students at Luleå University of Technology, thought the color to be soft and 

warm but they also connected it to something on sale. On the other hand, focus group 2 which 

consisted of only international students from abroad though the color to be aggressive and 

they connected it to a ”warning”. 

 

Red has like other colors, different meanings among different cultures. According to Madden 

(2000) red can be associated with hot and vibrant in some cultures and in some it can be 



The Look of a Brand 

 

29 
Luleå University of Technology 

emotional and sharp. Since there is cultural differences between the two focus groups, the 

cultural differences can be the answers to why their feelings regarding the colors differs. Still, 

some of the answers for both of the groups were connected to the theories.  

 

RQ 3: How is the brand’s logo shaped? 

H&M only uses their brand name (the initials) in their logo without a symbol, which is one 

way of designing a logo according to Whan Park (2013).  The name, the logo or the symbol, 

the color scheme and the type font are components within the visual identity of a brand, 

according to Dowling (1994). Focus group 1 thought the logo looked like a signature since it 

only consists of two letters. They also thought the logo to be simple and look a bit cheap. 

Focus group 2 found the logo stylish. They thought the brand name looked like it was painted 

with a pencil and that it was leaning towards the right. Even if H&M´s logo is simple, focus 

group 2 found it to be different from other companies which make H&M able to distinguish 

themself from its competitors that are active on the same market.  

5.3 Spotify 
RQ 1: How is the brand name described according to the linguistics? 

Plosives are one of the theories that are good to use when creating a name according to 

Vanden Bergh et al., (1984). Spotify is using plosives (Spotify) in their pronunciation and this 

we saw in the track charts. Focus group 1 did also mention this in the discussion. However 

focus group 2 did not see this, in the pronunciation they thought more about “spot” and “fy”, 

like what we are spotting and puts the pressure on the “fy” in the end of the word.  

 

Fricatives are also used in the name Spotify, the letters S and F counts as fricatives 

(Ladefoged, 1975). 

 

According to Dogana (1967) there is a theory called Semantic relationship which stands for 

the relationship between the name and the object. Both of the focus groups saw a connection 

between the brand name and Wi-Fi, it is not straight towards music, however Spotify’s music 

is wireless.  

 

RQ 2: How is the color interpreted? 

In both the track charts that were conducted regarding Spotify´s logo we found that they use 

three colors; green, white and black. According to Hynes (2008), feelings associated to green 

are; reliable, prestigious, secure and growth. Focus group 1 found the use of the color green to 
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be new and modern. They did also connect the green in the logo with the environment. 

Almost the same results were conducted within focus group 2. The international students did 

also describe Spotify´s use of color as trendy. 

 

In the theory they also described the green color as a cool color (Singh, 2006). This was never 

mentioned in the discussions within the focus group. According to Madden (2000) green 

together with the white are seen as gentle, peaceful and calming colors. The black that also 

exist in the logo can in some cultures be associated as a masculine color. This was not either 

discussed in any of the focus groups.  

 

RQ 3: How is the brand’s logo shaped? 

In our track charts we found that Spotify uses both their brand name and a symbol in their 

logo. To use both a symbol and a brand name is an effective way of designing logo according 

to Whan Park (2013). According to Dowling (1994) the visual identity of a brand consists of a 

few components. According to focus group 1, Spotify´s symbol could be connected to the use 

of the Internet. It could be the symbol for Wi-Fi. Focus group 1 also considers the symbol to 

be modern and that it could be the symbol for Spotify's app. The font used for their brand 

name is, according to focus group 1, simple and strong. The brand name and the symbol 

together create a masculine impression according to focus group 1. Focus group 2 thought the 

symbol to symbolize the sound of music. They did also, like focus group 1, connect to Wi-Fi. 

According to focus group 2 the logo is also innovative and modern.  

5.4 IKEA 
RQ 1: How is the brand name described according to the linguistics? 

According to Vanden Bergh et al., (1984) there are plosives that are good to use when it 

comes to the pronunciation process of the name. According to track charts there are plosives 

in IKEA’s name. However none of the focus groups pointed out plosives or something about 

the pronunciation, except the pronunciation was weird according to focus group 1 and focus 

group 2 thought it was an easy pronunciation. However none of the groups thought it was an 

easy international pronunciation of the name. 

 

According to Usunier and Shaner (2002) there is a theory called paronomasias which means 

wordplay. Both the track charts and focus group 1 saw that IKEA is using this theory, IKEA 

is shortened for “Ingvar Kamprad Elmtaryd Agunnaryd”. Focus group 2 did not find any signs 

of paronomasias.  
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RQ 2: How is the color interpreted? 

Like with the other companies we started the collection for empirical data with two track 

charts. Two colors are used in IKEA´s logo; blue and yellow. Blue carries feelings like 

protective, stability and trustworthiness (Hynes, 2009). Blue is also, as mentioned earlier as a 

cool color while the yellow is considered to be a warm color (Singh, 2006). 

 

In the discussions in both focus groups they thought the colors to be typical Swedish colors. 

Focus group 1, which consisted of only Swedish students, thought the use of colors to be old 

fashion. Focus group 2, with only international students, did not think the colors to be old 

fashion but they also said that they did not connect the colors used in IKEA´s logo to Sweden 

when they saw it in their home countries. 

 

RQ 3: How is the brand’s logo shaped? 

In our track charts we have confirmed IKEA´s use of the brand name in their logo. According 

to Whan Park (2013), it is usual that companies use only their brand name for their logo. The 

visual identity of a brand consist of a few components; the name, the logo or the symbol, the 

color scheme and the type font, according to Dowling (1994).  In focus group 1 they found the 

design old and very simple. Some of the Swedish students that were a part of focus group 1 

thought the logo looked like it could be home made. Focus group 1 also thought it looked 

cheap. Focus group 2 found the brand name and the logo easy to remember but they also 

considered it to be a bit distracting. This since there is so much happening in the background 

regarding colors. The text is not in focus.  
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5.5 Abstract of the Analysis 
In tables two to four below, we have done an abstract of the analysis to help summarize 

everything and to create better understanding before the next chapter findings and 

conclusions. We have done three tables one for each question, first the Name then the Color 

and last the Shape. In the boxes with only dots we did not find any data in our focus groups or 

track charts.  

 

NAME Focus Group 1 Focus Group 2 

Syllabarie 

 

----- ----- 

Semantic relationship 

 

1: VOLVO 

2: Spotify 

1: Spotify 

Plosives 

 

1: Spotify  ----- 

Paronomasias 

 

1: Hennes & Mauritz 

2: Ingvar Kamprad Elmtaryd Agunnaryd 

----- 

 

 

  

COLOR Focus Group 1 Focus Group 2 

Blue 

 

VOLVO: Calm, Secure 

IKEA: Sweden, Old fashion 

VOLVO: Harmonic, Calm 

IKEA: Sweden but no connection 

Yellow 

 

IKEA: Sweden, old fashion IKEA:  Sweden but no connection 

Red 

 

H&M: Sale H&M: Aggressive, Warning 

Green 

 

Spotify: Modern, New Spotify: New, Trendy  

Metallic 

 

VOLVO: Cold, Hard VOLVO: Cars 

White 

 

 ----- ----- 

Black 

 

Spotify: Masculine, ----- 

SHAPE Focus Group 1 Focus Group 2 

Brand name 

 

1: H&M 

2: IKEA 

1: H&M 

2: IKEA 

Brand symbol 

 

----- ----- 

Brand name + 

Symbol 

1: VOLVO 

2: Spotify 

1: VOLVO 

2: Spotify 
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6. Findings and Conclusions  
In this chapter we will present our findings and conclusions of this study, in the form of a 

cross-case analysis. We will also answer our research questions in this chapter with help of 

chapter two, four and five. After the conclusions we will discuss implications for theories, 

implications for managers, and implications for further research.  

6.1 RQ 1: How is the brand name described according to the linguistics? 
When creating a brand name there are many variables to consider such as sound, text and 

spelling. These are important for recall and recognition of a brand name, the name is supposed 

to be easy to pronounce and remember. (Lowrey, et al., 2003) To create this there are a lot of 

theories to consider. All companies do not use these theories when creating their name or they 

just use some of them. 

 

In our study we can see that VOLVO and Spotify are having a relationship between their 

names and their products, which means they are using a theory called Semantic relationship. 

The Swedish student saw this relationship because they know some background information 

about VOLVO and Spotify. The international students saw the relationship for Spotify but 

they did not see the relationship for VOLVO, until we told them some background 

information about VOLVO. 

 

Spotify and IKEA have a special pronunciation such as strong-sounding consonants in their 

names and this is called plosives or stops. This we saw in the focus group with Swedish 

students. The international focus group did not recall this, instead they discussed the use of 

“spot” and “fy” in the brand name. That can be because the Swedish students may have more 

background knowledge about brands. We also found that some brand names have fricatives 

that are also sounding consonants, such as Spotify and VOLVO. 

 

There are some companies that are using shorted names or wordplays, and we found out in 

our study that H&M (Hennes & Mauritz) and IKEA (Ingvar Kamprad Elmtaryd Agunnaryd) 

are using this theory, so called paronomasias. The entire Swedish focus group saw this, but 

the international focus group did not think of it or did not recall it.  

 

In this study we can also see that most of the companies or three out of four companies are 

using at least two linguistic variables when creating their brand name. This makes the brand 

name for these companies international and easy to recall and recognize. However, we found 
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that the syllabaries where never used in the cases that we have studied. Therefore according to 

us, syllabaries are not so common used when designing a brand name.  

6.2 RQ 2: How is the color interpreted? 
Colors carries different emotions which companies need to consider when they choose the 

colors for their logo. If you want the customers to associate your product with calmness and 

give the impression of trustworthy, blue is a good color to use. Both VOLVO and IKEA use 

the blue color. VOLVO with cars as their product needs to establish secure and trustworthy 

feelings among their customers. According to both focus groups, VOLVO´s use of colors 

gave the impression of calmness and stability. IKEA use the dark blue color in their logo, 

both for the background and for the text in combination with yellow. The blue carries a calm 

feeling, which can be good since the company offers interior decoration. On the other hand, 

yellow creates a warm feeling which also is important in a home. In our study with help from 

the focus group we found out that IKEA´s use of colors connects back to Sweden. The 

Swedish student also considered the use of colors to be old. 

 

Red and yellow are warm and intense colors, which can give a more ”on the edge” feeling. 

Since H&M is in the fashion business they need to follow the trend or they will risk losing 

their position on the market. With the focus groups we found out that red is considered to be 

both a feminine and a masculine color, which for this case is good since H&M offers both 

women and men cloths. The other focus group with international students found the red color 

to be aggressive. 

 

White, black and grey are described as neutral colors, which make them effective to use in 

combination with other colors. Based on our study we can see how these neutral colors are 

used together with symbols. H&M and IKEA does not have a symbol so compared with 

Spotify and VOLVO, they use for example red or blue for their text color. 

 

Green is like the blue color considered to be a secure and reliable color but also a prestigious 

color. Spotify use the green color in their symbol but according to our focus groups they 

found the green color to be new and modern. This can be connected to the product and that 

every one of them knew about the company and the product. 
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According to this study, colors are mostly interpreted in a similar way of Swedish students 

and international students, but still there are some differences. The differences can be 

connected to different cultures. It also shows that companies use special colors that can be 

connected to their products and how they want to be perceived. 

6.3 RQ 3: How is the brand’s logo shaped? 
Companies can choose to build their logo in different ways. The visual identity of the brand 

consists of the name, logo, symbol, color scheme and type of font (Dowling, 1994). They can 

choose to only have brand name, only a symbol or both a symbol and the brand name together 

(Whan Park et al., 2013). VOLVO, H&M, Spotify and IKEA have different combinations of 

these options. Based on the opinions from the students in our focus groups regarding the 

companies’ logo´s we can see which logo the students prefer. 

 

Both VOLVO and Spotify uses a combination of both a symbol and brand name. VOLVO has 

their iron symbol behind the brand name. According to the focus groups, the symbol goes 

together with the company´s products. They found the logo very clear and that it works well 

for the company. Spotify on the other hand uses a green circle as their symbol. In the circle 

there are three white lines that could represent music waves. The focus groups did not think 

the name was connected to music, instead they connected the three lines in the symbol to the 

symbol for Wi-Fi. So, without information about the company´s product they would have 

thought it was something with the Internet connection, not music on the Internet. Symbols can 

be comprehended in different ways; therefore companies need to consider how customers can 

interpret the symbol of the brand. 

 

H&M and IKEA use only their brand name in their logo. According to the focus groups, 

H&M´s logo looks like a signature that is made by hand. Since they used their initials for 

Hennes & Mauritz, there is difficult to see the connection between the product and the logo. 

Some of the students knew about the whole name and but still they had problems to find the 

connection. Since the logo looks like it is made by hand there can be a connection to the 

product since historically, clothes was made by hand. Therefore, fashion could be the 

signature of the people. 

 

IKEA on the other hand also uses color in the background together with their brand name. 

The font is yellow in a combination with a blue and yellow background. In IKEA´s logo the 
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font is not in focus since there is so much color in the background. According to the Swedish 

students, IKEA´s logo looked old and simple while the international student thought it to be a 

bit distracting. The reason for the use of so much color could be a way to get customers to 

recognize them. The shape of the logo gave the impression of something old according to the 

Swedish student. That could symbolize that IKEA´s products are simple and works in all time 

during a life. 

 

These four companies have chosen different ways of designing their logo. As we can see, 

these companies have managed to build strong brands and create memorable logo´s, some 

with only the brand name and some with a combination of a symbol and the brand name. 

6.4 Implications and Recommendations  
In the next part we will discuss findings and conclusions and what we can contribute to 

existing theory. We also write implications for managers and implications for further 

research.   

6.4.1 Implications for Theory 

The purpose with this study was to create better understanding about a brand´s look. In order 

to do this we have developed three research questions which focus on the name, color and 

shape. To answer these questions we have search and used theory from different scientific 

journals. The main theories for this study are presented in the conceptual framework. We also 

conducted two focus groups to help us answer the questions. We compared the data collected 

with theories and found mostly support for the theories but also some inconsistencies. We 

found that cultures affects how people interpret a brand´s name, color and shape which also 

differs from the theories in the area. These differences are seen in how they pronounce the 

name, their feeling regarding different colors and different combinations in the shape of the 

brand´s logo. We have not found any theories covering cultural differences regarding 

interpretation of the band name and logo. The conclusion is that more research should be 

made regarding some of the research questions and more consideration towards difference in 

cultures regarding name and logo. 

6.4.2 Implications for Management 

 Managers need to consider that if customers’ lack background information about the 

company, the name may not be comprehended as it is supposed to. 
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 In order to create an international brand name, managers need to consider how the 

brand name will be pronounced in different languages. The name needs to be 

manageable to pronounce in an easy way globally. 

 Colors carries different emotions so managers need to think of which color they use 

depending on their products and how they want their customers to interpreted the 

company. For example VOLVO should give the impression of calm and secure, 

therefore they need and should use the color blue. 

 If managers want to go abroad with their business, they need to consider the fact that 

the cultures from which the customers come from affect how they see colors. For 

example the red color used by H&M was connected to sales but also as warm and soft 

by the Swedish students while the international thought the color signal a warning. 

 Managers should consider using both the brand name and a symbol in the logo. The 

reason for this is that they can stand alone but together they create a stronger 

appearance which also makes the customers more likely to recall and recognize the 

brand. 

 Managers should consider every variable when they create their logo. The symbol can 

send out many messages and therefore it is important to know what it stands for and 

how customers will understand the symbol. 

6.4.3 Implications for Further Research 

 This research is an overview over the brands look in order to create a better 

understanding about a brand, with focus on the look. Further research could go deeper 

into each of the research questions since we have only covered the surface of the 

theories regarding the research questions. 

 Another implication to consider for further research is the number of focus groups and 

the sample selection for the focus groups. We have chosen two groups with only 

Swedish students in one and only international students from abroad in the other. It 

would have been interesting to have a third focus group were you mix Swedish 

students with international students in order to see how they affect each other’s 

opinions. 

 For further research the choice of international companies can also be considered. We 

choose four well known international brands that originate from Sweden which meant 
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that the students in our focus groups already had an opinion about the company and 

therefore they also had some background information about the company. With more 

unknown companies the students thoughts would be more focused on the look without 

already existing opinions about the companies and their products.  

6.5 Limitations  
Limitations for our study have first of all been our purpose, to get a better understanding 

about a brand´s look together with our research questions covering the name, color and shape. 

Since we have three research questions we have only covered the surface of the subjects 

instead of going deeper in to one area. Another restriction is that we have chosen four 

international companies that originate from Sweden. Then we used only two focus groups one 

with international students and one with Swedish students. This is a limitation since students 

often have pretty similar knowledge and opinions regarding different brand´s. 
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Appendices 

Appendix 1  

Track Chart  

Name: Lisa Höglander 

Name   

Interview Planning Checklist Items Yes No Comments  

The use of Syllabarie (symbols creating words)     

Semantic relationship (between the name and 

the object) 

  The latin meaning of the name “roll”    

Plosives (strong-sounding consonant)   V-friction sound  

Paronomasias (wordplays)     

Color  

Interview Planning Checklist Items Yes No Comments  

Which colors are used in the logos?     

 Brown     

 Green     

 Red     

 Orange     

 Pink     

 Purple     

 Black     

 White     

 Yellow     

 Blue        

 Others   Metallic    

Shape 

Interview Planning Checklist Items Yes No Comments  

Brand name     

Brand symbol     

Brand name + Symbol     
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Appendix 2 

Track Chart  

Name: Louise Hertz 

 

 

Name   

Interview Planning Checklist Items Yes No Comments  

The use of Syllabarie (symbols creating words)     

Semantic relationship (between the name and 

the object) 

  Volvo means roll in Latin and they sell 

cars  

 

Plosives (strong-sounding consonant)   The name is rolling, V sound   

Paronomasias (wordplays)     

Color  

Interview Planning Checklist Items Yes No Comments  

Which colors are used in the logos?     

 Brown     

 Green     

 Red     

 Orange     

 Pink     

 Purple     

 Black     

 White     

 Yellow     

 Blue        

 Others   Metallic = car  

Shape 

Interview Planning Checklist Items Yes No Comments  

Brand name     

Brand symbol     

Brand name + Symbol     
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Appendix 3  

Track Chart 

Name: Lisa Höglander 

 

 

Name   

Interview Planning Checklist Items Yes No Comments  

The use of Syllabarie (symbols creating words)     

Semantic relationship (between the name and 

the object) 

  No connection between name and object  

Plosives (strong-sounding consonant)     

Paronomasias (wordplays)   The two first letter from the name  

Color  

Interview Planning Checklist Items Yes No Comments  

Which colors are used in the logos?     

 Brown     

 Green     

 Red     

 Orange     

 Pink     

 Purple     

 Black     

 White     

 Yellow     

 Blue        

 Others     

Shape 

Interview Planning Checklist Items Yes No Comments  

Brand name     

Brand symbol   The initials acts as the brand symbol  

Brand name + Symbol     
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Appendix 4 

Track Chart  

Name: Louise Hertz  

 

 

Name   

Interview Planning Checklist Items Yes No Comments  

The use of Syllabarie (symbols creating words)     

Semantic relationship (between the name and 

the object) 

    

Plosives (strong-sounding consonant)     

Paronomasias (wordplays)   Hennes and Mauritz = H & M  

Color  

Interview Planning Checklist Items Yes No Comments  

Which colors are used in the logos?     

 Brown     

 Green     

 Red     

 Orange     

 Pink     

 Purple     

 Black     

 White     

 Yellow     

 Blue        

 Others     

Shape 

Interview Planning Checklist Items Yes No Comments  

Brand name     

Brand symbol   H & M is the logo or the short name   

Brand name + Symbol     
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Appendix 5 

Track Chart  

Name: Lisa Höglander 

 

 

Name   

Interview Planning Checklist Items Yes No Comments  

The use of Syllabarie (symbols creating words)     

Semantic relationship (between the name and 

the object) 

    

Plosives (strong-sounding consonant)   P and T works as plosives   

Paronomasias (wordplays)     

Color  

Interview Planning Checklist Items Yes No Comments  

Which colors are used in the logos?     

 Brown     

 Green     

 Red     

 Orange     

 Pink     

 Purple     

 Black     

 White     

 Yellow     

 Blue        

 Others     

Shape 

Interview Planning Checklist Items Yes No Comments  

Brand name     

Brand symbol     

Brand name + Symbol     
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Appendix 6 

Track Chart  

Name: Louise Hertz 

 

 

Name   

Interview Planning Checklist Items Yes No Comments  

The use of Syllabarie (symbols creating words)     

Semantic relationship (between the name and 

the object) 

    

Plosives (strong-sounding consonant)    Plosives ‘P’T’  

Paronomasias (wordplays)     

Color  

Interview Planning Checklist Items Yes No Comments  

Which colors are used in the logos?     

 Brown     

 Green   Lime green = feels new  

 Red     

 Orange     

 Pink     

 Purple     

 Black     

 White     

 Yellow     

 Blue        

 Others     

Shape 

Interview Planning Checklist Items Yes No Comments  

Brand name     

Brand symbol     

Brand name + Symbol   Connection between logo and product  
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Appendix 7 

Track Chart  

Nam: Lisa Höglander 

 

 

Name   

Interview Planning Checklist Items Yes No Comments  

The use of Syllabarie (symbols creating words)     

Semantic relationship (between the name and 

the object) 

    

Plosives (strong-sounding consonant)   The K works as a plosive   

Paronomasias (wordplays)   Initials on the founders name & and his hometown  

Color  

Interview Planning Checklist Items Yes No Comments  

Which colors are used in the logos?     

 Brown     

 Green     

 Red     

 Orange     

 Pink     

 Purple     

 Black     

 White     

 Yellow     

 Blue        

 Others     

Shape 

Interview Planning Checklist Items Yes No Comments  

Brand name   Only IKEA in the logo  

Brand symbol     

Brand name + Symbol     
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Appendix 8 

Track Chart  

Name: Louise Hertz  

 

 

Name   

Interview Planning Checklist Items Yes No Comments  

The use of Syllabarie (symbols creating words)     

Semantic relationship (between the name and 

the object) 

    

Plosives (strong-sounding consonant)   Plosives ‘K’  

Paronomasias (wordplays)     

Color  

Interview Planning Checklist Items Yes No Comments  

Which colors are used in the logos?     

 Brown     

 Green     

 Red     

 Orange     

 Pink     

 Purple     

 Black     

 White     

 Yellow   Stands for Sweden  

 Blue        

 Others   Stands for Sweden   

Shape 

Interview Planning Checklist Items Yes No Comments  

Brand name   Name = logo  

Brand symbol     

Brand name + Symbol     
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Appendix 9 

 

 

 

 

 

Name  

What is your first thoughts regarding the brand name? 

Is this brand name easy to recall and recognize? Why?  

How is it to pronounce the brand name? Is there something special with the pronunciation? 

Is it easy to connect the name with the product? 

 

Color  

What are your first thoughts regarding the use of the colors? 

Why do you think the company has chosen these specific colors for its brand?  

- VOLVO (blue and metallic) 

- H&M (red) 

- Spotify (green) 

- IKEA (blue and yellow)  

 

Shape  

What are your first thoughts regarding the logo? 

What do you think about the look of the logo?  

- Use of brand name 

- Use of Symbols 

- Use of symbols and brand name together (Volvo and Spotify) 

 

 

As a final question, which of these brands is the easiest one to recall and recognize? 

 

Interview guide – Focus group 


