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ABSTRACT 
 
A large number of products and services have almost identical physical specifications and 
performances. Corporations have traditionally used branding as a tool in order to 
differentiate and gain competitive advantage. However, it is only during recent years the 
interest towards branding within business-to-business has gained attention. The concept 
of corporate branding has received substantial attention due to the fact that the products 
and services are generally more complex and demand greater flexibility within industrial 
markets. In order to create a successful corporate brand it is crucial to understand the 
corporate identity. The identity consists of the corporate personality and how it is 
communicated. To be able to express the corporation as intended, towards all 
stakeholders, it is vital to have a solid appreciation of the corporation�s personality and 
how it is communicated. 
 
This thesis covers how corporate identity is used within business-to-business, which also 
is the purpose of the thesis. The focus is on the intended corporate brand personality and 
how it can be implemented. In order to reach our purpose we have conducted a case study 
on an Italian corporation that produces and supplies single portion food solutions towards 
the hospitality industry.  
 
Our main findings are that in order to generate initial interest it is crucial to have a 
sincere personality. Furthermore, it is also vital to be competent in order to generate 
continuous re-buys. When implementing the corporate brand personality, product 
category, package, price and attributes are the most important drivers in order to generate 
re-buys. Moreover, the country of origin is the most important driver in order to create 
added value regarding the quality of products. The director of sales is a vital driver 
regarding networking and communicating with clients.  



 

 

SAMMANFATTNING 
 
Ett stort antal produkter och tjänster har nästintill identiska fysiska specifikationer och 
prestanda. Företag har traditionellt använt sig av varumärkning som ett medel för att 
differentiera sig och skapa konkurrensfördelar. Emellertid, det är endast under senare år 
som intresset för varumärkning på industriella marknader har uppmärksammats. 
Konceptet av ett företags varumärke har mottagit avsevärd uppmärksamhet på grund av 
att produkter och tjänster på industriella marknader generellt är mer komplexa och kräver 
mer flexibilitet. För att kunna skapa ett framgångsrikt företagsvarumärke är det 
avgörande att förstå företagets egna identitet. Identiteten består av företagets personlighet 
samt hur den kommuniceras. För att kunna förmedla företaget som avsett, gentemot alla 
intressegrupper, är det vitalt att ha en gedigen uppfattning gällande företagets 
personlighet och hur den kommuniceras.      
 
Denna uppsats behandlar hur företagsidentitet används inom industriella marknader, 
vilket även är syftet med uppsatsen. Fokus riktas mot den avsedda 
varumärkespersonligheten av företaget och hur den kan implementeras. För att kunna nå 
vårt syfte har vi utfört en fallstudie på ett italiensk företag som producerar och säljer 
enportions-matlösningar till serviceindustrin.  
 
Vår studie visar att det är avgörande att ha en ärlig personlighet för att kunna skapa 
initialt intresse. Dessutom är det även vitalt att vara kompetent för att kunna generera 
regelbundna återköp. När ett företag implementerar sin varumärkespersonlighet är de 
viktigaste faktorerna för att kunna generera återköp, produktkategori, paketering, pris och 
attribut. Vidare är landets ursprung den viktigaste faktorn för att möjliggöra skapandet av 
mervärde gällande produktens kvalité. Försäljningschefen är en vital faktor gällande 
nätverk och kommunikation med kunderna.     
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1. INTRODUCTION  
 
This chapter provides an overall introduction to the thesis. Initially a background will be 
presented, followed by a problem discussion, a research purpose and specific research 
questions. The chapter will end with limitations and finally a disposition of the thesis. 
 
1.1 Background 
 
A large number of products and services have nearly identical physical specifications and 
performances. The question of what differentiate a successful product or service from 
competitors arises. The primary explanation can be in what the customers perceive as 
superior value. This classical business dilemma combined with the increased global 
competition of today generates a situation where it is crucial for corporations to have a 
structured differentiation strategy in order to survive. (Mudambi, 1997)  
 
1.1.1 Branding 
 
The concept of branding is widely used as a tool to differentiate and create competitive 
advantage towards competitors. A brand is an intangible but critical component of what a 
company stands for. It is made of three components: what a company sells, what a 
company does, and what a company is. A brand represents a set of promises and implies 
trust, consistency, and a defined set of expectations. The strongest brands own a 
positioning in the consumer�s mind that is unique to that brand. To maximize the 
customer-brand relationship, a company must understand how customers think, act, 
perceive, and make purchase decisions. (Davis, 2002) Brands are important because they 
shape customer decisions and, ultimately, create economic value. Branding is a key factor 
behind the decision to purchase in both consumer and industrial markets. (Czinkota & 
Ronkainen, 2004) 
 
The most enduring meanings of a brand are its values, culture, and personality and they 
define the brand's essence. Take Mercedes as an example, which stands for high 
technology, performance, and success. Mercedes must project this in its brand strategy. In 
other words, Mercedes should resist marketing an inexpensive car bearing the name; 
doing so would dilute the value and personality Mercedes has built up over the years. 
(Kotler, 2000)  
 
Regarding the identity of the brand marketers must decide at which level(s) to set the 
brand�s identity. Kotler suggests visualizing a brand pyramid in constructing the image of 
a brand. (See figure 1.1) 
 
 
 
 
 
 



INTRODUCTION 

2 

 
 
 
 
 
 
 
 
 
 
 
  Figure 1.1: The Brand Pyramid  
  Source: Adapted from Kotler, 2000, p.180   
 
The lowest level is the brand attributes, at the next level are the brand�s benefits, and at 
the top are the brand�s beliefs and values. (Kotler, 2000) A vibrant brand identity is much 
more than just a corporate logo, signage, or marketing materials. It is a consistent set of 
values, benefits, and services defining how members and employees perceive an 
institution and how the institution differentiates itself from competitors. (Brymer, 2004) 
 
There are corporate brands and product brands. The key difference is that corporate brand 
values tend to be grounded in the values and similarities of company founders, owners, 
management and personnel, whereas product brand values tend to be contrived and are 
the product of the not inconsiderable skills of invention held by marketing and 
advertising creatives. Corporate brands are crucial to numerous stakeholder groups 
compared to product brands, which are not. (Gray & Balmer, 1998) Corporate branding 
involves multiple stakeholders interacting with numerous staff across many departments 
in an organisation. Effective corporate branding requires consistent messages about a 
brand�s identity and uniform delivery across all stakeholder groups to create favourable 
brand reputation and image. (Harris, 2001)  
 
In many cases the corporation is the brand. Corporations such as Bosch, Heinz, IBM and 
Christian Dior use their corporate name across their entire product range. However, the 
ways in which the names are used are different. There are generally two different 
approaches, monolithic and endorsement. In a monolithic approach, the corporate name is 
used to encompass several different sectors or market segments. In an endorsement 
approach, the aim is to endorse other brands, which may speed up the process of 
establishing product awareness and thereby reduce launch costs. (Hankinson & Cowking, 
1997) 
 
A corporate brand is a valuable resource: one that provides an entity with a sustainable, 
competitive advantage if specific criteria are met. The recent literature on corporate 
branding emphasises the importance of brand values: a brand is seen to sum up the 
additional values that are inherent in or associated with the corporation and its products 
and services. (Gray & Balmer, 1998) 
 

 

 
Brand Beliefs & Values 

 
Brand Benefits 

 
Brand Attributes 
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Corporate brands are seen as a guarantee of quality, as an insurance against risk of poor 
performance or financial risk. Corporate brands have an assessment in several regards: 
they communicate the brand�s values (often seen as a promise), they afford a means of 
differentiation from their competitors, and they enhance the esteem and loyalty in which 
its stakeholder groups hold the organisation. (Gray & Balmer, 1998) 
 
1.1.2 Business-to-Business 
 
It is generally the consumer market, business-to-consumer, that is thought of when 
branding is discussed. However, the industrial market is larger and it is an essential part 
of the economies of the industrialized nations, accounting for more than half the 
economy. Business-to-business is the marketing of products and services to other 
corporations, government bodies, institutions and other organizations. (Dwyer & Tanner, 
2002)  
 
The use of branding as a marketing tool has widely been used, however, it is only during 
recent years it has become an important factor within industrial markets, especially 
corporate branding. (Mudambi, 2002)   
 
1.2 Problem Discussion 
 
Marketing of industrial products is a very important element in the global economy. The 
major problem, however, is that the industrial products do not tend to vary widely, 
compared to consumer products. Industrial organizations have traditionally considered 
service and other more intangible aspects of the offer, in addition to price and product 
quality. A large share of the products within the industrial markets has nearly identical 
physical specifications and performance. The question arises as to what differentiate 
successful corporations that even charge a premium price. (Mudambi, 2002) 
 
Industrial markets are a nontraditional branding environment and it was previously 
believed that this area was not conductive to branding (Mudambi, 2002). To some 
industrial marketers the word �branding� still indicate a tricky method for less serious 
consumer products (Doyle, 2002). However, there is a growing believe that brands do 
have a value in industrial markets and corporations are starting to understand the 
importance of the positive effects of a branding strategy. The power of industrial brands 
remains largely unexplained and untapped. (Mudambi, 1997) 
 
However, changes that businesses make as they move towards globalization is a shift 
from product branding to corporate branding (Hatch & Schultz, 2001). The interest of 
corporate branding has increased during the latest decade and there is no single reason, 
however, there is a range of contributing factors that has generated an enhanced 
awareness towards this subject (Markwick, 1997): 
 
! Need to differentiate because of increased competition activity and rivalry 
! Shortening of product life cycles 
! Demerger and diversification/consolidation activities 
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! High rates of media cost inflation 
! Redefinition of marketing in terms of developing / maintaining marketing 

communications  
! Finer approaches to segmentation 
! Increased incidence of crisis situations impacting on organizations 

 
Differentiation demands positioning concerning the whole corporation, not the product. 
The values and emotions symbolized by the corporation become the key factor. The 
corporation itself becomes the center stage. (Hatch & Schultz, 2001) According to 
Rooney (1997) corporate branding is proactive, visionary, directional, targeted, and 
totally controlled means of creating a particular impression. This philosophy has 
traditionally described the consumer market. Many industrial purchases alternatives tend 
to be toss-ups and the decisive factors then can turn upon what a brand means to a buyer, 
just like in a business-to-consumer setting.   
 
It has been suggested that corporate branding may be the only new area for successful 
branding in the future (Mudambi, 2002). Businesses understand that an effective brand 
name do not provide long term industrial marketing performance without an effective 
product offering. However, businesses are starting to understand that once a corporate 
business-to-business brand satisfies a buyer, the possibility to become a permanent 
supplier increases. (Shipley & Howard, 1993) 
 
The problem, however, is that the research within this area is limited but studies show 
that there is a positive correlation between corporate reputation or corporate brand 
awareness and the level of supportive customer action. The awareness towards corporate 
branding is increasing. Today a growing number of executives recognize it as a critical 
corporate asset directly linked to competitive success. (Rooney, 1997) 
 
According to Gray and Balmer (1998) the concept of corporate branding consists of a 
number of components. (See figure 1.2) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1.2: Components of Corporate Branding 
Source: Adapted from Gray & Balmer, 1998, p. 2 & Markwick et al, 1997 p. 5 
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Corporate identity is the corporation�s presentation of itself to various stakeholders and 
the means by which it distinguishes itself from other corporations. Corporate personality 
is the sum total of the corporation characteristics from which the identity is generated.  
The linkage between identity and personality can be considered as a self-analysis. 
Corporations use self-analysis in order to understand their own qualities, capabilities and 
desired directions. (Markwick, 1997) 
 
According to Gray and Balmer (1998) the linkage between identity and image is 
characterised by the various ways a corporation communicate with its stakeholders. The 
identity is projected to the stakeholders by selecting various cues i.e. the corporate 
communication. Corporate communication can furthermore be described as �a process, 
which translates corporate identity into image�.  
 
In order to make strategic decisions it is crucial that these linkages are further explored. 
Various attempts have been made to construct a methodology that identifies and manages 
the corporate identity in order to gain competitive advantage. (Markwick, 1997)  
 
As seen in figure 1.2 corporate image and reputation are exogenous factors i.e. how the 
stakeholders perceive the corporation. These factors are perceived in the mind of each 
stakeholder and cannot be directly managed. In order to gain competitive advantage it is 
essential to have a solid appreciation of the corporation�s personality and how it is 
communicated. Therefore, it becomes crucial for a corporation to understand its 
personality in order to be able to express itself as intended. (Markwick, 1997)    
 
Based on the previous discussion an overall purpose emerges and also some more 
specific research questions. 
 
1.3 Purpose and Research Questions 
 
The purpose of this study is to gain a deeper understanding of how corporate identity is 
used within business-to-business.   
 
To be able to achieve the stated purpose above, following research questions will be 
further investigated. 
 
RQ1: How can the intended corporate brand personality be described?  
 
RQ2: How can the corporate brand personality be implemented? 
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1.4 Limitations  
 
The concept of branding is very interesting, especially within a business-to-business 
setting where it has recently gained growing attention. Due to time and resource 
limitations we have decided to focus on corporate branding in a business-to business 
setting.  
 
Since corporate image and reputation are exogenous factors, we have chosen to further 
investigate how corporations internally can structure and manage corporate identity 
through corporate personality.  
 
1.5 Disposition 
 
In this section we will outline how the thesis is structured. 
 
Chapter 2: In this chapter we will present theories related to our research questions: 

the brand identity and the implementation of the brand. 
 
Chapter 3:  In this chapter we will explain and justify our choices of methodology that 

will be used in order to conduct our thesis. 
 
Chapter 4:  This chapter encompasses the empirical findings based on our case study 

of a business-to-business corporation.  
 
Chapter 5:   In this chapter we will combine the theories and the empirical findings in 

order to conduct an analysis. 
 
Chapter 6:  In this chapter we will present the conclusions and implications based on 

our findings.  
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2. LITERATURE REVIEW 
 
The purpose of this chapter is to present our theoretical framework. Initially we will 
present theories regarding the corporate brand personality. Furthermore, we will present 
how the corporate brand personality implementation can be described. Finally a 
conceptual framework of the theories will be presented.  
 
2.1 Corporate Brand Personality 
 
The most important factor when developing a brand identity is the brand personality. The 
corporate personality is considered as the sum of total of a corporation�s characteristics 
from which the identity is created. These characteristics is the unique combination of 
product, offering, facilities, culture, values, beliefs, capabilities, staff, structures, systems 
and skills. Corporate personality is what the corporation actually is. (Markwick, 1997) 
 
Aaker (1996) states that brand personality can be compared with how a person is 
perceived and how the personality is affected by almost everything associated with the 
person; neighbourhood, clothes, friends, social status et cetera. The thought behind the 
creation of an attractive brand personality is based on the assumption that corporations 
choose brands in the same way they choose friends (Melin, 1997).   
 
In order to manage a corporate identity it is crucial that the corporation has a clear 
appreciation of its personality. Before a corporation can articulate through its identity 
there is an urge to understand itself in order to express itself. (Markwick, 1997)  
 
2.1.1 Variables of Brand Personality 
 
The similar words used to describe an individual can be used to describe a brand 
personality. A brand can, furthermore, be described by: (Aaker, 1996)  
 
! Demographics (age, gender, social class and race) 

 
! Lifestyle (activities, interest and opinion)  

 
! Human personality traits (extroversion, agreeableness and dependability)   
 

Aaker (1996) has developed a Brand Personality Scale (BPS) in order to structure and 
measure a brands personality. The objective with the model is to develop a trustworthy, 
valid, and generalized scale to describe personality dimensions.  
 
The BPS-model is based on five key dimensions � Sincerity, Excitement, Competence, 
Sophistication, and Ruggedness. The purpose with the dimensions is to explain the 
observed differences between brands. Each of the five dimensions has further been 
divided into fifteen facets in order to provide texture and descriptive information 
regarding the nature and structure of the dimensions (See figure 2.2).  
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Figure 2.1: Brand Personality Scale    
Source: Aaker, 1996, p. 144 

 
The fifteen facets are considered as strategic options in order to break the dimensions 
down. The facets are further divided into various personality traits. According to Aaker 
(1996) the Brand Personality Scale can be used as a framework to identify both 
theoretical and practical knowledge about the antecedents and consequences of the brand 
personality. The brand can range across the five dimensions. When measuring a brand 
personality it is crucial to understand that it could have a complex personality, just like an 
individual.  
 
2.2 Corporate Brand Personality Implementation   
 
The communication of the corporate brand personality is a critical link between corporate 
personality and corporate image and reputation. However, the implementation of the 
corporate brand personality is very complex. (Gray & Balmer, 1998)  
 
2.2.1 Corporate Brand Communication 
 
The corporate brand personality is projected to the various stakeholders through different 
cues. These cues can be deliberately planned messages in order to communicate with its 

SINCERITY (Campbell�s, Hallmark, Kodak) 
Down-To-Earth: family-orientated, small-town, conventional, blue-collar  
Honest: sincere, real, ethical, thoughtful, caring 
Wholesome: original, genuine, ageless, classical, old-fashioned 
Cheerful: sentimental, friendly, warm, happy 
 
EXCITEMENT (Porsche, Absolut, Benetton) 
Daring: trendy, exciting, offbeat, flashy, provocative 
Spirited: cool, young, lovely, outgoing, adventurous  
Imaginative: unique, humorous, surprising, artistic, fun 
Up-to-date: independent, contemporary, innovative, aggressive  
 
COMPETENCE (AMEX, CNN, IBM) 
Reliable: hardworking, secure, efficient, trustworthy, careful 
Intelligent: technical, corporate, serious 
Successful: leader, confident, influential  
 
SOPHISTICATION (Lexus, Mercedes, Revlon) 
Upper class: glamorous, good-looking, pretentious, sophisticated 
Charming: feminine, smooth, sexy, gentle 

RUGGEDNESS (Levi�s, Marlboro, Nike)  
Outdoorsy: masculine, western, active, athletic 
Though: rugged, strong, no-nonsense 
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target audience. (Markwick, 1997) According to Balmer (1995) communication consists 
of everything a corporation says, makes or does. In order to structure the various cues, 
Gray and Balmer (1998) conducted a classification of the principal communication 
sources (See figure 2.3).   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
    

Figure 2.2: Corporate Communications Sources 
   Source: Adapted from Gray & Balmer, 1998, p. 7  
 
 
Nomenclature & Branding concern the names used to identify the corporation, its 
divisions and its products. In recent years many large corporations have changed their 
corporate name in order to communicate a major change in identity. An example is the 
U.S Steel Corporation, which changed the name to USX in order to communicate a 
diversification into new industries.  
 
Graphic Design concerns the overall visual presentation of a corporation, i.e. visual 
identification. The graphic designs system should dictate the number and type of logos in 
use. Furthermore, it should include the design style of the corporation�s literature, signs 
and stationery. It also concerns the co-ordination of the style of typeface, photographs, 
illustrations, layouts and colorings.  
 
The Graphic designs can be changed over time in order to modernize the identity. An 
example is Alitalia Airline, which was perceived to be a small, casual, inefficient airline. 
The corporation developed a graphic design program stressing superior design and high 
quality. Today, Alitalia is considered to be a major global carrier by the flying public.   
 
Formal Statements include mission statements, credos, codes of ethics, annual reports, 
advertising copy, and corporate slogans. Corporate slogans implemented in the corporate 
advertising program can be a very powerful tool of communicating to various 
stakeholders. An example is the car-rental Avis. The use of the slogan �We try harder� 
has been very effective in communicating the corporate identity. 
 

Corporate Communication
 
 
Nomenclature & Branding 

Graphic Design 
 
Formal Statements 
 
Architecture 
 
Media Relations 
 
Routine Interactions 
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Architecture concerns the design of corporate buildings, and the interior layout of offices 
and factories. These factors can reveal much about a corporation�s personality. An 
example is the structure of the office space. A series of closed offices indicates a 
completely diverse culture than large, open, and full sight rooms.  
 
Media Relations is a crucial component of the corporate communication strategy. In large 
corporations a public relation department normally manages the media relations. In 
smaller companies, however, the senior management normally manages this function. 
The media relations are very important due to the fact that media plays a crucial role 
between corporate personality and corporate image and reputation.  
 
The media can assist a corporation to become very successful, however, media can also 
destroy a corporation�s image. An example of positive media is the attention Kingston 
Technology received after revealing its $100 million employee bonus program. An 
example of negative media is the damage Texaco experienced, after the highly publicized 
dispute with black critics. This was picked up by media worldwide and generated severe 
damage to the corporate image. 
 
Routine Interactions are crucial because stakeholders often form lasting impressions 
based on routine interactions with corporate employees. Employees should be trained and 
motivated to project a positive image of the corporation. An example is within service 
corporations where the personal interactions are the core product. Training sessions has 
become a regularly used method to improve the communication.    
 
2.2.2 Brand Personality Drivers 
 
According to Aaker (1996) the brand personality has several drivers. The drivers can be 
divided into product and non-product related characteristics. The brand owner uses these 
drivers in order to implement the brand personality towards the customer (See figure 2.4).  
  
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2.3: Brand Personality Drivers  
Source:  Aaker, 1996, p. 146 
 

   Product-Related Characteristics      Non-product-Related Characteristics 
 
 
 

! Product Category      
! Package                                        
! Price  
! Attributes  

 

! User Imagery   
! Sponsorship  
! Symbol 
! Age  
! Country of origin  
! Company Image  
! C.E.O  
! Celebrity Endorsers 
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Product-related characteristics could affect the brand personality in different ways. These 
drivers involve product category, package, price and attributes.  
 
! Product category might be affecting the brand personality. An example is within 

the bank sector. A banker is considered to be competent, serious, masculine, older 
and upper class.  

 
! A package might also affect brand personality. An example is the white box with 

black splotches, significant for the Holstein cows. These characteristics indicate 
down-to-earth personality for the corporation Gateway computers.  

 
! A premium priced product could affect the brand personality concerning 

perceived status. An example is the high priced brand Tiffany, which can be 
perceived as wealthy, stylish and snobbish.  

 
! The product attributes could also have a great affect on the brand personality. To 

mention the Weight Watchers brand personality it could be described as slender 
and healthy.    

 
Non-product-related characteristics are also affecting the brand personality. These 
characteristics are user imagery, sponsorship, age, symbol, country of origin, company 
image, C.E.O and celebrity endorsers.    
 
! User Imagery can be based on typical consumers or idealized consumers. User 

imagery is a powerful tool because it reduces the difficulty of conceptualising the 
brand personality. An example is corporations that want to be perceived as sporty, 
can use famous athletes to display their products as sporty in order to image 
themselves as wanted. 

 
! Sponsorship is also a way for corporations to affect the perception of the brand 

personality. An example is the Haagen-Dazs who helped create a prestigious, 
upscale personality by the sponsorship of several opera performances under the 
theme �Dedicated pleasure, Dedicated to the arts�.  
 

! The age could affect the brand personality due to the fact that younger 
corporations are often perceived to have a younger personality than older 
corporations. An example is Apple who is perceived to have a younger 
personality than its competitor IBM. 

 
! The symbol can be a strong influence. It can generate extremely strong 

associations. Two examples are the Apples bitten apple or the Marlboro Cowboy.  
 

! Country of origin is an important factor. An example is the German brand Audi, 
which might be perceived as the characteristics of German people i.e. precise, 
serious and hard working.  
 



LITERATURE REVIEW 

12 

! Company Image can definitely affect an image of a corporation. An example is 
the Body Shop, which has gained added value through its social awareness in 
order to stimulate change. 

 
! The C.E.O can become very influential for a corporation�s brand personality. A 

successful visible C.E.O can become a major factor of the brand personality. An 
example is Bill Gates, C.E.O of Microsoft.  
 

! Celebrity endorsers could be crucial for a brand�s survival. It concerns famous 
people that are associated with the brand. An example is Bill Cosby, for Jell-O. 
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2.3 Conceptual Framework  
 
The purpose of the conceptual framework is to lift out and present the main things to be 
studied (Miles & Huberman, 1994). The first research question concerns how the 
corporate brand personality can be described. The second research question concerns the 
implementation of a corporation�s brand personality.   
 
2.3.1 Corporate Brand Personality 
 
The first research question concerns how the perceived corporate brand personality can 
be described. We have selected a model developed by Aaker (1996) due to the fact that it 
is frequently used and generally accepted within branding research. Amongst others   
Boyle (2003) and Osler (2003) are researchers that have used this model in their work 
regarding brand personality.  
 
Aaker (1996) has developed a Brand Personality Scale (BPS) in order to structure and 
measure a brand�s personality. The objective with the model is to develop a trustworthy, 
valid and generalized scale to measure personality dimensions.    
 
The purpose with the dimensions is to explain the observed differences between brands. 
Each of the five dimensions (Sincerity, Excitement, Competence, Sophistication, 
Ruggedness) has further been divided into fifteen facets in order to provide texture and 
descriptive information regarding the nature and structure of the dimensions. The facets 
are further divided into various personality traits. 
 
Sincerity:  Down-To-Earth (family-oriented, small-town, conventional, blue-collar) 
 

Honest (sincere, real, ethical, thoughtful, caring) 
 

Wholesome (original, genuine, ageless, classical, old-fashioned) 
 

Cheerful (sentimental, friendly, warm, happy) 
 
 
Excitement:  Daring (trendy, exciting, offbeat, flashy, provocative) 
 

Spirited (cool, young, lovely, outgoing, adventurous) 
 

Imaginative (unique, humorous, surprising, artistic, fun) 
 

Up-to-date (independent, contemporary, innovative, aggressive) 
 
 
Competence:  Reliable (hardworking, secure, efficient, trustworthy, careful) 
 

Intelligent (technical, corporate, serious) 
  

Successful (leader, confident, influential) 
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Sophistication: Upper class (glamorous, good-looking, pretentious, sophisticated) 
 

Charming (feminine, smooth, sexy, gentle) 
 
 
Ruggedness:   Outdoorsy (masculine, western, active, athletic) 
 

Though (rugged, strong, no-nonsense) 
 
 
2.3.2 Implementation of Corporate Brand Personality 
 
The second research question concerns how the corporate brand personality can be 
implemented. We have selected a model developed by Aaker (1996) due to the fact that 
he is well known within this research area and has written several books and scientific 
articles regarding branding. The model suggests that there are several drivers affecting 
the corporate brand personality. It makes a distinction between product-related and non-
product-related characteristics. The corporate brand owner uses these drivers in order to 
implement the brand personality towards the customer.  
 
Product-related characteristics:  Product Category 
 

Package 
 

Price 
 

Attributes 
 
 
Non-product-related characteristics: User Imagery 
 

Sponsorship 
 

Symbol 
 

Age 
 

Country of origin 
 

Company Image 
  

C.E.O 
 

Celebrity Endorsers 
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3. METHODOLOGY 
 
This chapter should give the reader detailed and sufficient information in order to make 
an estimate of the reliability and validity of the methods used (Saunders & Thornhill, 
2000). We will explain and justify the choices of methodology approaches that have been 
practiced in our study. 
 
3.1 Purpose of Research 
 
Research purposes can be classified in various ways; a widely used method identifies 
them broadly as: exploratory, descriptive and explanatory (Yin, 2003). 
 
Exploratory studies are valuable means of finding out what is happening; to seek new 
insights; to ask questions and to assess phenomena in a new light according to Saunders 
and Thornhill (2000). It is a particularly useful approach if you wish to clarify your 
understanding of a problem. It may well be that time is well spent on exploratory 
research, as it may show that the research is not worth pursuing. There are three principal 
ways of conducting exploratory research (ibid): 
 
! A search of the literature 
! Talking to experts in the subject 
! Conducting focus group interviews 

 
Exploratory research can be likened to the activities of the traveler or explorer. Its great 
advantage is that it is flexible and adaptable to change. If you are conducting exploratory 
research you must be willing to change your direction as a result of new data that appears 
and new insights that occur to you. (Saunders & Thornhill, 2000) 
 
Descriptive research aims to portray an accurate profile of persons, events or situations. 
This may be an extension of a piece of exploratory research. It is necessary to have a 
clear picture of the phenomenon on which you wish to collect data prior to the collection 
of the data. Project tutors are often cautious of work that is too descriptive. They want 
you to go further and to draw conclusions from your data. They encourage you to develop 
the skills of evaluating data and creating ideas. These are higher-order skills than those of 
accurate description. Description in management and business research has a very clear 
place. However, it should be thought of as a means to an end rather an end in itself. 
(Saunders and Thornhill, 2000) 
 
Explanatory studies establish causal relationships between variables. The emphasis here 
is on studying a situation or a problem in order to explain the relationships between 
variables. (Saunders & Thornhill, 2000) Explanatory studies attempt to identify factors, 
which motivate market behavior, and to evaluate their relationships and interaction. 
(Chisnall, 1997) 
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Our study is mainly descriptive due to the fact that our purpose and our research 
questions are to describe and go deeper into the corporate identity. Furthermore, our 
study aims to portray an accurate profile of a corporate brand personality.  
 
The study is also explanatory to some extent because we start to explain what factors 
make a strong corporate brand identity, i.e. answering our research questions, in our 
conclusions. Moreover, our study is to some extent exploratory. This is due to that no one 
else has done an academic study on the same corporation as we have which means that 
we explore things that have not been explored in the past.   
 
3.2 Research Approach 
 
There are two types of research approaches; qualitative and quantitative. A qualitative 
approach seeks to discover what may account for certain kinds of behavior; for example, 
brand loyalty. It seeks deeper understanding of factors, sometimes covert, which 
influence buying decisions. It observes and reflects on the complexity of human activities 
in satisfying many needs, intrinsically, it is subjective. For the findings of a qualitative 
research approach it cannot produce statistical evidence based on probability sampling 
but it is able to provide unique insights to inspire and guide the development of 
marketing strategy and tactics. (Chisnall, 1997) This approach is appropriate when you 
want thorough information and the purpose of a qualitative approach is to receive a 
deeper understanding of the research problem (Yin, 2003).  
 
A quantitative approach measures how much and how many. This approach is therefore 
suitable for statistical methods. (Holme & Solvang, 1991) Which one of the two 
approaches to choose depends on the purpose of the study and the research questions 
(Chisnall, 1997). 
 
Our research questions were of the nature "how" and our purpose was to get a deeper 
understanding of how corporate identity is used within business-to-business. The results 
of our study could not be measured in quantitative measures; how much and how many. 
Therefore, we found that a qualitative approach would be the best and most suitable for 
our study. 
 
3.3 Research Strategy 
 
A research strategy is how we will lead to the use of the case study approach. Our 
research approach is qualitative and now we will find out what research strategies are 
available to collect data. There are five research strategies in the social sciences; 
experiments, surveys, archival analysis, histories, and case studies. (Yin, 2003) Each 
strategy is either better or worse depending on what type of study is in question. There 
are three conditions that distinguish these five strategies: 
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! Form of research questions 
! Requires control over behavioral events 
! Focuses on contemporary events 

 
When "how" and "why" questions are being asked, when the investigator has little 
control over events and when the focus is on a contemporary occurrence within some real 
life context, case studies are the best choice of strategies (Yin, 2003).  
 
Case studies contribute uniquely to our knowledge of individual, organizational, social 
and political occurrences and it allows an investigator to retain the holistic and 
meaningful characteristics of real-life events, such as individual life cycles and 
organizational and managerial processes. (Yin, 2003) 
 
We chose to conduct a case study for our research due to the fact that we wanted to 
collect and analyze new data and compare it to existing theories. The purpose of our 
study was to find information to answer our "how" questions. The study did not require 
control over behavioral events. Furthermore, focused the study on the how of a 
contemporary event and it allowed us, the investigators, to retain characteristics of real-
life events such as managerial processes.  
 
3.4 Data Collection Method 
 
Information for case studies may come from six sources according to Yin (2003): 
documents, archival records, interviews, direct observations, participant observation and 
physical artifacts. When gathering information for case studies a major strength is the 
opportunity to use many different sources of evidence. The use of several sources of 
evidence means that the researcher has the opportunity to obtain multiple measures of the 
same phenomenon that adds validity to the scientific study.  
 
Any findings or conclusions in a case study are likely to be much more convincing and 
accurate if it is based on several different sources of information following a supporting 
form. No single source mentioned has a complete advantage over all the others. The 
various sources are complementary, and therefore should a good case study use as many 
sources as possible. (Yin, 2003) 
 
Documentary information is likely to be relevant to every case study topic. This type of 
information can take many forms and should be the object of explicit data collection 
plans. (Yin, 2003) There are a variety of documents: 
 
! Letters, memoranda and other communiqués 
! Agendas, announcements and minutes of meetings and other written reports of 

events 
! Administrative documents - proposals, progress reports and other internal 

documents 
! Formal studies or evaluations of the same "site" under study 
! Newspaper clippings and other articles appearing in mass media 
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Documents can help verifying the correct spellings and titles or names of organizations 
that might have been mentioned in an interview. Moreover can documents provide other 
specific details to gather information from other sources and inferences can be made from 
documents. (Yin, 2003) 
 
According to Yin, (2003) the interview is one of the most important sources of case study 
information. It appears to be guided conversations rather than structured queries as in 
surveys. The actual stream of questions in a case study interview is likely to be fluid 
rather than strict.  
 
Most commonly, case study interviews are of an open-minded nature, in which you can 
ask key respondents about the facts of a matter as well as their opinions about events. 
When a respondent assists in this manner, he or she may be considered one of an 
informant rather than a respondent. Key informants are often critical to the success of a 
case study. (Yin, 2003) 
 
A second type of interview is a focused interview in which a respondent is interviewed 
for a short period of time, an hour for example. In such cases, the interviews may still 
remain open-ended and assume a conversational way, but you are more likely to be 
following a certain set of questions derived from the case study protocol. (Yin, 2003) 
 
A third type of interview is more like a formal survey. It could be designed as part of a 
case study and produce quantitative data as part of the case study evidence. This situation 
would be relevant if you were doing, for instance, a case study of urban design project 
and surveyed a group of designers about the project or if you did a case study of an 
organization that included a survey of workers and managers. (Yin, 2003) 
 
We did two interviews within our single case study. One interview was completed with 
the director of sales Tina Andreasson and one with the director of marketing Mai Al 
Torki. The study is both comparable and contrasting, because we interview both the 
director of sales and the director of marketing. Due to time-limitation we only performed 
one case study. However, by conducting two interviews the case study became more 
thorough and detailed as we got the opinions from two parties. 
  
We used two sources of evidence and those are interviews and documentation. We did a 
mix of an open-ended interview and a focused interview. Starting with a focused 
interview made it easy for us to gather the information that we needed but letting the 
interview also be a bit open-ended, it would possibly appear additional information that 
we had not thought of.  
 
We wanted to use documentation as a second source of evidence and thereby increase the 
validity by checking spellings, titles and additional information. Our documentation 
consisted of different information, such as brochures and pamphlets that was handed to us 
by the company AR Alimentare, ARA but also by visiting its homepage 
(www.aralimentare.com). 
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The information that was gathered from the interviews is our primary data and the 
documentation is our secondary data. 
 
3.5 Sample Selection 
 
According to Saunders and Thornhill (2000), sampling techniques provide a range of 
methods that enable you to reduce the amount of data you need to collect by considering 
only data from a sub-group rather than all possible cases or elements. The sampling 
techniques available can be divided into two types: 
 
! Probability or representative sampling 
! Non-probability or judgmental sampling 

 
With probability samples the probability of each case being selected from the population 
is known and is usually equal for all cases. This means that it is possible to answer 
research questions and to achieve objectives that require you to estimate statistically the 
characteristics of the population from the sample. Consequently, probability sampling is 
often associated with surveys and to a lesser extent experiment research. For non-
probability samples, the probability of each case being selected from the total population 
is not known and it is impossible to answer research questions or to address objectives 
that require you to make statistical inferences about the characteristics of the population. 
You may still be able to generalize from non-probability samples about the population, 
but not on statistical grounds. (Saunders & Thornhill, 2000) 
 
Since we have used a qualitative research approach we could not produce statistical 
evidence based on probability sampling. Thereby, we have used the sampling technique 
of non-probability samples; the probability of our case was not known and it was 
impossible to answer our research questions that required us to make statistical inferences 
about the characteristics of the population.  
 
We chose one company for our case study, AR Alimentare ARA, located in Italy. The 
corporation operates both as a producer as well as a supplier of Italian single portion food 
solutions. We chose to conduct our interview with ARA because it is a corporation that 
one of us already knew and had established contacts with.  
 
Interviewing ARA regarding corporate brand personality was interesting due to the fact 
that it is a new established corporation within business-to-business and has not yet 
established its corporate brand personality. Therefore we knew that we could make a 
difference and create an awareness regarding the corporate brand personality and how to 
implement it. Moreover we obtained a deeper knowledge within branding. One of us has 
previously been a summer trainee at ARA, which meant we already knew the corporation 
when starting the study.  
 
Our first contact started with a phone call that we made to the director of sales at ARA. 
We presented what ideas we had concerning the thesis and what we wanted to do. Next 
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the director of marketing looked into it and suggested that we would conduct a study on 
branding within business-to-business. After accomplished some research and discussing 
with our instructor we all agreed on narrowing it down to the corporate brand personality.  
 
We set a date for the interviews and the first one was a personal interview that took place 
in Perugia, Italy, where the office is located, with the director of sales. We believe that 
the director of sales was the best person to talk to since she also is the joint owner and has 
the best idea of the corporation as a whole.  
 
The second interview was performed in Rome, Italy, with the director of marketing and 
the reason why we wanted to interview her was that she would probably have the best 
idea of various marketing concepts due to the fact that marketing is the area she operates 
in. Moreover, we were aware of the fact that she had about fifteen years of experience 
within marketing. A few days before the interviews both were given our questionnaire in 
order to be more prepared.  
 
3.6 Analysis of Data 
 
Analysis of data aims to organize and clarify data so that it becomes more 
comprehensible. It is influenced and largely controlled by the type of information that 
was sought in the objectives of the survey (in our case interviews). Analysis of data may 
cover simple statistical descriptions such as averages, percentages, distributions, and 
measures of dispersion, to be found in most surveys. Data are examined to detect possible 
relationships and their significance (Chisnall, 1997).  
 
Data analysis consists of three concurrent flows of activity according to Miles and 
Huberman (1994). They are:  
 

1. Data reduction: should be considered to be a part of the analysis and not separate 
from it. The reduction is analysis that helps to sharpen, sort, focus, discard, and 
organize the data in a way that allows for final conclusions to be drawn and 
verified. Data can be reduced and transformed through such means as selection, 
summary, paraphrasing, or through being subsumed in a larger pattern. We used 
the data analysis to reduce our data in our research. 

 
2. Data display: is the second major activity, which the researcher should go 

through, and it means taking the reduced data and displaying it in an organized, 
compressed way so that conclusions can be more easily drawn. As with data 
reduction, the creation and use of displays is a part of the analysis. In our study 
we used the data analysis to display our data in our research. 

 
3. Conclusion drawing and verification: is the final analytical activity for the 

qualitative researcher. It is here that the researcher begins to decide what things 
mean. Noting regularities, patterns, explanations, possible configurations, casual 
flows and propositions does this. We did this in our conclusion chapter because at 
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that time we could use the data analysis to state our findings and from that draw 
our own conclusions. 

 
According to Yin (2003) the analysis of the case study evidence is one of the least 
developed and most difficult aspects of doing case studies. There are no clear guidelines 
on how to analyze the material from a case study. However, every case study should start 
with a general analytic strategy and there are in general three strategies:  
 
! Relying on theoretical propositions is the most common and used one. The result 

of it is the collection of data based on research questions taken from previous 
studies. When using this strategy the findings of the study will be compared to 
previous studies.  

! Thinking about rival explanations tries to define and test rival explanations and 
can be related to the first strategy, in that the original theoretical propositions 
might have included rival hypotheses. It is relevant even in the absence of such 
theoretical propositions and is especially useful in doing case study evaluations.  

! Developing a case description can be used as a strategy as well, but this is less 
favorable and it should only be used when little previous research has been done.  

 
Many previous studies have been done in the problem area we have chosen and therefore 
we could use the strategy where we relied on theoretical propositions. 
 
3.7 Quality Standards 
 
Reducing the possibility of getting the answers to our research questions wrong means 
that attention has to be paid to two particular emphases on research design: reliability and 
validity. (Chisnall, 1997) Comparison of findings is a basic process of scientific, as well 
as everyday life. Knowing what conclusions to draw when findings differ across studies 
depends upon evaluations of the validity and reliability of observations. (Kirk & Miller, 
1987) 
 
3.7.1 Reliability 
 
Reliability is the extent to which the same observational procedure in the same context 
yields the same information (Kirk & Miller, 1987). Posing two questions can assess it, 
according to Saunders and Thornhill (2000):  
 
! Will the measure yield the same results on different occasions? (Deductive 

approach) 
! Will different researchers make similar observations on different occasions? 

(Inductive approach) 
 
Since we are using a deductive approach the first question is the one relevant. It means 
that we compare the data we find with the existing theories. The answers we got from the 
interviews let us know that the newfound data yields basically the same results as from 
the existing theory. 



METHODOLOGY 

22 

 
Reliability refers to the stability and consistency of the results derived from research: to 
the probability that the same results could be obtained if the measures used in the 
research were simulated. Perfect coincidence of such measures would not be likely. 
However, acceptability could range over specified limits, expressed in the form of 
correlation coefficients. Essentially, reliability is concerned with the consistency, 
accuracy and predictability of specific research findings. (Chisnall, 1997)  
 
According to Yin (2003) the objective with reliability is to be sure that if a later 
researcher would follow the exact same procedures described as an earlier investigator 
and would conduct the same case study all over again, the later investigator should arrive 
at the same findings and conclusions. One prerequisite for allowing another investigator 
to repeat an earlier case study is to document the procedures that you do i.e. case study 
protocol. Another way is to develop a case study database. 
 
The stages in our study are well documented since we have the questionnaire and the 
interviews recorded. Furthermore, we have all the phone numbers and e-mail addresses to 
the people we contacted at ARA.  
 
The reliability of our study can be reduced in two ways. First is if someone else would do 
the interview again the respondents are likely to be more prepared because it has been 
done once before and the respondents will know what to answer. They might remember 
more and possibly add more depth into the interview. Second is that over the years the 
procedures, techniques and processes might be changed or improved which means that 
the results of the study with the same nature of ours might take another turn.  
 
3.7.2 Validity 
 
Validity is the quality of fit between an observation and the basis on which it is made 
according to Kirk and Miller (1987). Validity is concerned with whether the findings are 
really about what they appear to be about (Saunders & Thornhill, 2000). It refers to how 
well a specific research method measures what it claims to measure. For example, a 
thermometer is designed to measure temperature and a barometer to measure atmospheric 
pressure. It is generally more difficult to resolve validity than reliability. For a research 
measure to be valid, it must also be reliable (Chisnall, 1997).  
 
According to Eriksson and Wiedersheim-Paul (1999), it is suitable to separate between 
two aspects of validity: internal validity and external validity. Internal validity is the 
agreement between concepts and the measurable definitions of them, which means that 
you examine the internal validity without gathering empirical data. It has to do with the 
problem of creating causal relationships between variables in an explanatory case study. 
(Yin, 2003) Since this thesis is primarily descriptive, we took little consideration to 
internal validity.  
 
External validity involves the agreement between the measurable value you get when 
using a measurable definition and the reality. It does not depend on the internal validity 
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and you cannot estimate it without knowing how the empirical material has been gathered 
and look like. High external validity is difficult to obtain since people might be lying or 
answering incorrectly. (Eriksson & Wiedersheim-Paul, 1999) We took this into 
consideration by ensuring that the respondents we chose for our interviews were the right 
persons to talk to.  However, it is difficult to know whether the person has been truthful 
or not. 
 
We did one case study and within that study we performed two interviews. Doing two 
interviews instead of one increased our validity by listening to both the director of sales 
and the director of marketing. We have also collected documentation in order to increase 
the validity and make sure we have the correct information. 
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4. EMPIRICAL DATA 
 
In the previous chapter we discussed how the data has been collected. This chapter will 
present the information gathered through interviews and documentation at Ar Alimentare 
s.p.a., ARA. Initially we will present general information regarding the corporation. 
Thereafter, we will present the information concerning each research question. 
 
AR Alimentare (ARA) is an Italian corporation located in Perugia, Italy. ARA operates 
both as a producer as well as a supplier of Italian single portion food solutions. ARA is an 
international corporation with customers all over the world. The business idea is to 
produce and sell genuine Italian comfort food worldwide. The concept of comfort food is 
based on the philosophy that the products are a home meal replacement. It is not fast food 
it is ready-made food. The target market is everybody who needs to eat in a hurry. Just 
heat and eat on the go. The corporate brand logotype followed by the core idea: (See 
figure 4.1) 

 
 

�Good food for the pleasure of it� 
 
   Figure 4.1: Corporate Brand Logotype 
   Source: www.aralimentare.com 
 
ARA was established in 2002 and the production started in March 2003. Most of the 
production is currently outsourced to various producers in Italy. The long-term objective, 
however, is to own all parts of the production line and the product development. The 
owners of ARA are Giuseppe Grossi (C.E.O), Andrea Fasola Bologna (silent owner) and 
Tina Andreasson (director of sales). There are currently eight employees and the 
company is constantly growing. Since the start-up in 2002 the turnover has grown from 
zero to approximately 3 million euros. 
 
ARA offers a wide range of products. The corporate brand is ARA and the different 
products are further divided into three different product brands:  
 
Bontá al Volo:  This brand includes different types of Pizzas, Sandwiches and 

Panini.  
Il Canto:   This brand includes various dressings and sandwich 
                               spreads. 
Espré:    This brand includes coffee pods for espresso machines and 
                               coffee beans in bulk.   
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ARA specially addresses its products and services to those directly and indirectly 
involved in the hospitality industry ranging from transportation companies i.e. airplanes, 
trains, cruise-ships to large hotel-chains and restaurants. However, the future objective is 
to enter other segments such as hospitals, schools and colleges, and convenient stores. 
 
The majority of ARA�s business is today aimed towards the airline industry. This 
industry, however, is very unstable. Economic fluctuations, terrorist attacks and SARS 
are all factors that have generated constant cut backs, money losses, decreased flying and 
a great share of chapter 11 within the industry. ARA operates in a customer driven 
environment and in order to survive it has to be very flexible, open-minded and have a 
constant product development. A large share of its selling processes involves custom 
made products and packaging, different standards and target pricing. According to the 
director of marketing, Mai Al Torki, the airline segment is furthermore the smallest 
segment within business and industry, representing only 0.5 % of the total turnover.  
 
All the previously mentioned factors generate a business environment, which is very 
inconsistent and sensitive. Due to these conditions the aim is to move towards more 
stabile and consistent markets such as business and industry on ground.  
 
A future objective for ARA is to become a well-known Italian brand within the business-
to-business markets. Furthermore, is ARA also interested in entering the consumer 
market i.e. convenient stores and supermarkets. In the current corporate situation ARA is 
more characterised as an agent, middleman between producer and customer. It wants to 
become a strong brand, recognized in both business and consumer markets. 
 
The data from this case study was received through personal interviews with Tina 
Andreasson, director of sales and Mai Al Torki, director of marketing. The director of 
sales is referred to as respondent 1 and the director of marketing is referred to as 
respondent 2. Respondent 1 has been with the corporation since the start in 2002 and 
Respondent 2 has been with the corporation since January 2004. 
 
Before we introduced the research questions, we asked the respondents what ARA 
represented to them. According to both respondents the corporate brand of ARA 
represents authentic Italian genuine products. The products consist of only natural, 
healthy and traceable ingredients. ARA represents high quality comfort food. The 
respondents clearly want to distinguish the products of ARA from fast food 
manufacturers. It is not fast food it is ready made food. According to respondent 1 this is 
especially important due to the fact that people in general associate fast food as 
something negative, and associate ready made food as something positive and with 
higher quality. ARA is a home meal replacement.  
 
Furthermore, ARA beliefs in working closely with the clients by keeping them abreast of 
the products, services and solutions from which they will benefit in terms of quality, 
innovation, logistics and price. The re-buy is the most important factor and therefore it is 
crucial that ARA is flexible and adaptable. Finally respondent 1 states that the 
anticipation of trends is very important due to the constant changes and various demands.  
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4.1 RQ 1  
  
- How can the intended corporate brand personality be described?  
 
We presented Aaker�s Brand Personality Scale to the respondents and asked them which 
dimensions, facets and traits that do and do not describe the corporate brand personality 
of ARA. The selected facets and traits are printed in bold letters.    
 
SINCERITY: 
 
Both respondents state that Sincerity is the most important dimension in order to generate 
initial attention and interest for ARA�s products. Furthermore the respondents emphasis: 
 
! Down-To-Earth (family-oriented, small-town, conventional, blue-collar) 
! Honest (sincere, real, ethical, thoughtful, caring) 
! Wholesome (original, genuine, ageless, classical, old-fashioned) 
! Cheerful (sentimental, friendly, warm, happy) 

 
Both respondents state that the trait sincere describes the brand personality. ARA has a 
policy to never exaggerate product quality or services level and has an aim to always 
deliver what has been agreed. Respondent 1 says that ARA is real i.e. only offers 
authentic products with traceable ingredients. Respondent 2 ads that ARA is ethical i.e. 
ARA is environmental aware and offers only products that are produced in ISO-certified 
factories.  
 
Both respondents state that the facet Down-to-Earth is not a part of the corporate brand 
personality due to the fact that ARA does not want to be perceived as too selective. Being 
too selective might limit ARA to attract certain segments. 
 
Both respondents state that ARA is genuine. It produces and supplies traditional Italian 
food. Respondents 2 also ads that ARA is original and ageless. ARA only offers 
traditional Italian products.  
 
Both respondents put emphasis on the trait warm due to the fact that ARA creates a 
feeling of caring by delivering a familiar comfort product. Respondent 1 ads friendly and 
happy, ARA targets everyone that is in a hurry and the product should be liked by a 
general audience, thereby nothing too fancy. The product should make the consumer 
happy i.e. �comfort food makes you happy�. 
 
Respondent 2 ads sentimental due to the fact that comfort food creates a feeling of 
familiarity and childhood. 
 
EXCITEMENT:  
 
Both respondents state that the excitement dimension is not important regarding the 
corporate brand personality. ARA feels that it is dangerous to be perceived as too 
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exciting, since that could exclude many potential customers. ARA wants to make the 
consumer secure not uncomfortable or confused. However, there are some traits ARA 
wants to represent. 
  
! Daring (trendy, exciting, offbeat, flashy, provocative) 
! Spirited (cool, young, lovely, outgoing, adventurous) 
! Imaginative (unique, humorous, surprising, artistic, fun) 
! Up-to-date (independent, contemporary, innovative, aggressive) 

 
Respondent 1 states that outgoing as important; ARA wants to attract a wide audience 
that are in a hurry. Furthermore artistic and fun, the products must look tasty and 
appealing and comfort food should make you happy. Contemporary, due to the fact that 
the products should be up to date with what is popular. Both respondents state innovative. 
ARA creates comfort food, based on home meal cooking. Furthermore, it is also 
important to always develop new ways of design and present the products.  
 
Respondent 2 concludes that it is important not to be trendy, exciting, flashy or 
provocative. This is due to the previously mentioned fact that ARA wants to make the 
consumer secure and happy.  
 
COMPETENCE:  
 
Both respondents agree that this is the most important dimension regarding the re-buy. 
Respondent 1 clearly states that the re-buy is the key to everything. The business 
customers often buy large quantities and demand consistency regarding product quality, 
delivery and support service. 
 
! Reliable (hardworking, secure, efficient, trustworthy, careful) 
! Intelligent (technical, corporate, serious) 
! Successful (leader, confident, influential) 

 
Every trait under reliability is crucial in order to survive. Respondent 1 calls all these 
factors as being service-minded, open-minded and flexible. ARA works towards the 
business market where the most important factor is based on after sale activities. The 
consistency is everything. If ARA cannot be perceived as competent, clients will go 
elsewhere. The competition is currently very hard and the clients have very high 
expectations. Respondent 1 states that the technical part is important due to the variations 
of standards, laws and requirements. ARA works with global customers, but always has 
to adapt to local demands. Respondent 1 also ads that anticipation is crucial in order to 
deliver products that are responding to both client and final consumer demands.   
 
Respondent 2 ads that ARA wants to be confident in order to be credible and states, �It is 
a good product-try it�. 
 
SOPHISTICATION:  
 
Both respondents agree that this dimension does not describe ARA. Respondent 1 ads 
that it is tempting to be sophisticated, however, it could generate a major risk. The 
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corporation offers comfort food. This type of food should give the consumer associations 
that are familiar from child hood. The products should make people happy, not 
uncomfortable or confused. ARA does not want to be perceived as sophisticated, 
however, the trait of good-looking and the facet of charming was circled. 
 
! Upper class (glamorous, good-looking, pretentious, sophisticated) 
! Charming (feminine, smooth, sexy, gentle) 

 
Both respondents agree that ARA is not sophisticated, however, both consider it as a 
charming and good-looking corporate brand personality. Charming due to the fact of the 
genuine and original Italian style of the products. Good-looking due to the fact that all 
ARA packaged products are professionally designed in an Italian style. Furthermore, the 
food is assembled to look appetizing. 
 
RUGGEDNESS:  
 
Both respondents agree that this dimension is not part of the corporate brand personality. 
ARA is not outdoorsy nor though. ARA beliefs that by putting emphasis on ruggedness 
could exclude parts of its target audience. This is important in order to distinguish from 
fast food associations. 
 
! Outdoorsy (masculine, western, active, athletic) 
! Though (rugged, strong, no-nonsense) 

 
However, respondent 1 states that ARA is active. This is due to the fact that the products 
have a balanced nutrition and consist of 100% natural ingredients. It is important to have 
quality ingredients. 
 
4.2 RQ 2  
 
- How can the corporate brand personality be implemented? 
 
According to the respondents ARA uses both product-related and non-product related 
characteristics as drivers in order to implement its corporate brand personality. 
 
Product-Related Characteristics:  
 
Product Category:  
 
Both respondents indicate that the product category is very important in order to 
implement the corporate brand personality. ARA wants to differentiate by producing and 
selling only high quality food. It is crucial that ARA is perceived as having the best 
quality. Furthermore it is important to offer products that are related to the Italian kitchen. 
It is also important that the food is based on the comfort concept. Both the client and the 
final consumer must recognize and feel secure about the products. The objective with the 
products is to make the consumer happy, not confused or uncomfortable. The products 
should be up-to-date, not trendy or provocative.  
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Package: 
 
Respondent 1 says that it is crucial that the package is adoptable to the demands of the 
client. Some clients demand aircraft oven secured packaging, other demand bulk 
packaging and some wants to have own-label design. It is crucial for ARA to be flexible 
and adaptable in order to maximize the amount of orders. This is strictly due to the fact 
that ARA operates in a business-to-business environment.  
 
Respondent 2 agrees, however, she also put emphasis on the package as long-term 
objective to create added value. The logotype of ARA should be printed on the front on 
every package produced as a quality seal. Not only will business clients recognize this, 
but it will also be transcended down to the final consumer. This can be very beneficial if 
ARA enters the consumer markets, due to the fact that the corporate brand ARA will be 
established.   
 
Price:  
 
Respondent 1 says that ARA is not the cheapest. It is a premium product due to the fact 
of the genuine and supreme quality. However, ARA does not want to be perceived as a 
high end product. ARA provides customized solutions assuring the client total support 
service throughout all the phases of the transaction. Furthermore, the price is important 
due to the fact that many clients work with target pricing. ARA needs to be flexible 
regarding the price. 
  
Respondent 2 ads that it is important that the client perceive the added value for the 
actual price. ARA wants to offer innovative solutions to each client, involving every 
aspect of the business transaction.  
 
Attributes:  
 
Both respondents agree that the attributes of the product are essential in order to 
implement their corporate brand personality. The attributes of the product must be based 
on authentic Italian genuine ingredients. Furthermore, the ingredients must be traceable, 
natural and healthy.  
 
Non-Product-Related Characteristics: 
 
User Imagery: 
 
Respondent 1 states that the user imagery is not a major driver in implementing the brand 
personality. ARA is selling products to business markets that want to deliver a food 
product in a fast pace. Furthermore, the products are distributed to a very broad target 
audience; therefore, demographics are not a major issue. It is the situation that is in focus, 
meaning the scarcity of time and the demand for a quality meal. ARA wants to be where 
everybody needs to eat in a hurry.  
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Respondent 2 says that the clients of ARA care for quality and innovation. Corporations 
that use the ARA products value a higher service regarding quality, innovation and 
logistics. 
 
Sponsorship:  
 
Both respondents stated that this is not a utilized driver for the corporate brand 
personality. ARA does not use sponsorship in order to implement their brand, because the 
focus currently is to become known within the business-to-business markets. The 
customers are spread all over the world and in various markets.    
 
Symbol: 
 
Both respondents agree that the corporate symbol is an important driver for ARA, 
although, today ARA does not use their corporate brand as a consistent symbol on all the 
products. This is due to the fact that ARA has not yet developed a consistent corporate 
brand strategy. Initially the aim has been to just sell volume and establish customers. The 
brand strategies are currently under development. Today, ARA uses the product brands as 
their main symbol and the corporate name is only mentioned in small letters on the back 
of the package.   
 
Respondent 2 ads that in the long run ARA wants the corporate symbol to become a 
quality seal that is clearly present on every product distributed. The objective with the 
symbol is to let the customers and consumers know that it is an ARA product, meaning 
authentic genuine Italian quality comfort food.  
 
 Age: 
 
Both respondents agree that the age of the corporation is not an important driver. ARA 
wants to be perceived as ageless, genuine and original. ARA does not mention their age 
on any products or in general corporate information. ARA wants to be ageless by using 
other drivers, such as country of origin and stress the level of quality.  
 
Country of origin: 
 
Both respondents clearly state that country of origin is the most important non-product 
related driver when implementing the corporate brand personality. This is due to the fact 
that every product ARA process and supplies allude to the worldwide reputation that 
Italian food is qualitative, genuine and delicious. ARA uses �Made in Italy� as an 
incentive to buy quality products. Many individuals are impressed if the products contain 
ingredients with an Italian association such as �Mozzarella� or �Prosciutto�.  
 
However, respondent 1 ads that country of origin is only important in order to create an 
initial interest for ARA. The key aspect, however, is the re-buy. If ARA does not manage 
to satisfy the client regarding logistics and quality consistency, ARA will fail.  
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Company Image:   
 
Both respondents agree that the image of the corporation is an important driver. It is 
crucial that the customers perceive ARA as trustworthy both regarding product quality 
and product distribution. Respondent 1 says that the image of the corporation consist of 
genuine quality products and great competence regarding delivery and service. ARA 
creates holistic solutions including every aspect of the purchase and ARA wants to be the 
best in every lead. 
 
C.E.O: 
 
Both respondents state that the C.E.O is not an important driver when implementing the 
corporate brand personality towards customers. However, respondent 1 says that the 
C.E.O is very important internally. The C.E.O is constantly stressing the importance of 
the strategies, objectives and goals towards the employees. The C.E.O creates the 
corporate culture by having great expectations on every employee to work hard and be 
professional.  
 
Respondent 2 states that the director of sales has a crucial part of ARA today. A large 
amount of the current sales is due to the network of Ms. Andreasson. She is the external 
symbol of ARA and without her ARA would not have expanded as rapidly as it has. 
However, this generates a situation where the corporation becomes vulnerable and 
dependent on her. A long-term objective is to create an independence from specific 
individuals and let the organization become strong by itself. Respondent 2 concludes that 
ARA should speak the �same language� as the director of sales. Her ways must become a 
part of the corporate culture.  
  
Celebrity Endorsers:  
 
Both respondents agree that celebrity endorsers are not an important driver when 
implementing the corporate brand personality of ARA. Currently, ARA has only been 
operating for two years within the business-to-business markets and has chosen to put 
focus on other drivers that are more significant for their corporate idea.  
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5. DATA ANALYSIS 
 
In this chapter we will analyze the collected data. In order to display the data in a 
structured manner, we will put the theory side by side with the empirical findings. We 
will display the models from theory and compare them to ARA and conduct a within case 
analysis regarding our research questions.  
 
5.1 Corporate Brand Personality � Research Question One 
 
According to Aaker (1996) the Brand Personality Scale can be used to both measure and 
describe brand personality. We will now compare the theory with the empirical findings 
from ARA and see if the theory can be used in order to describe the corporate brand 
personality.  
 
5.1.1 Within Case Analysis: ARA 
 
The Brand Personality Scale can be used when describing the corporate brand personality 
of ARA.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
ˇˇˇ 
 
Figure 5.1: Analysis of Sincerity  
Source: Adapted from Aaker, 1996 p. 144 

Down-To-Earth:    x 
Family orientated    x 
Small-town     x 
Conventional     x 
Blue-collar     x 
 

Honest:     x 
Sincere    x 
Real    x 
Ethical    x 
Thoughtful     x 
Caring     x 
 

Wholesome:     x 
Original    x 
Genuine    x 
Ageless     x 
Classical     x 
Old-fashioned    x 
 

Cheerful:     x 
Sentimental   x 
Friendly    x 
Warm    x 
Happy    x 

 

SINCERITY   x 

The dimension Sincerity (See figure
5.1) is the most important regarding
attracting potential clients and
generating first buys. Since ARA
attracts its customers by using the
Italian values regarding food.  
 
The facet Down to Earth was not
selected due to the fact that ARA
does not want to be perceived as too
selective. It is the situation that is
important not the individual and by
being down to earth could limit ARA
to attract certain segments.   
 
Regarding honesty, sincere, real and
ethical were the selected traits.
Regarding Wholesome, original,
genuine and ageless were selected.
Regarding Cheerful, sentimental,
friendly, warm and happy were
selected.  
 

 

  Perceived by  
Dimensions                 ARA 
Facets 
Traits 

 
Yes No 
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Figure 5.2: Analysis of Excitement   
Source: Adapted from Aaker, 1996 p. 144 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.3: Analysis of Competence   
Source: Adapted from Aaker, 1996 p. 144 

Daring:      x 
Trendy      x 
Exciting     x 
Offbeat      x 
Flashy      x 
Provocative    x 
 

Spirited:     x 
Cool     x 
Young      x 
Lovely      x 
Outgoing    x 
Adventurous     x 
 

Imaginative:     x 
Unique     x 
Humorous     x 
Surprising     x 
Artistic    x 
Fun    x 
 

Up-to-date:     x 
Independent     x 
Contemporary   x  
Innovative   x 
Aggressive    x 

  Perceived by  
Dimensions                 ARA 
Facets 
Traits 

 
Yes No 

The dimension Excitement is not 
considered as an important factor for 
ARA. (See figure 5.2)  
 
The corporation wants to make the 
consumer secure not uncomfortable or 
confused. The facet daring was excluded 
due to the fact that ARA does not want to 
be perceived as too trendy or 
provocative.  
 
However, there are some traits that ARA 
feels describe their corporate brand 
personality. Regarding spirited outgoing 
was selected. Regarding Imaginative, 
artistic and fun was selected. Both 
respondents consider the trait creative to 
be missing in this dimension. Creative 
describes its personality, due to the fact 
that ARA creates custom made solutions 
for each client. Regarding Up-to-date, 
contemporary and innovative was 
selected.  
 

 

EXCITEMENT    x 

 

Reliable:   x 
Hardworking    x 
Secure    x 
Efficient    x 
Trustworthy    x 
Careful    x 
 

 

Intelligent:    x 
Technical    x 
Corporate    x 
Serious    x 
 

Successful:    x 
Leader     x 
Confident    x 
Influential     x 

  Perceived by  
Dimensions                 ARA 
Facets 
Traits 

 
Yes No 

COMPETENCE   x 

 
Competence is the most important 
dimension regarding the Re-buy process. 
(See figure 5.3)  
 
The facet reliable and all the including 
traits were selected as vital. However, 
ARA wants to use service-minded, open-
minded and flexible as an overall name for 
these traits. Regarding intelligent, technical 
and serious was selected. Regarding 
successful, the trait confident was selected. 
 
Both respondents consider the traits 
consistent and anticipating to be missing in 
this dimension. ARA puts emphasis on 
these traits due to the fact that ARA 
operates in a customer-driven environment. 
In order to generate re-buys all the 
previously mentioned factors are crucial 
and are currently missing in the theory.  
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Figure 5.4: Analysis of Sophistication   
Source: Adapted from Aaker, 1996 p. 144 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.5: Analysis of Ruggedness 
Source: Adapted from Aaker, 1996 p. 144 
 

 

Upper class:     x 
Glamorous     x 
Good-looking    x 
Pretentious     x 
Sophisticated    x 
 
 

Charming:    x 
Feminine    x 
Smooth     x 
Sexy     x 
Gentle     x 

  Perceived by  
Dimensions                 ARA 
Facets 
Traits 

 
Yes No 

SOPHISTICATION   x 

Sophistication is one of the dimensions that 
least describes the personality. (See figure 
5.4)  
 
ARA wants to be perceived as an Italian 
genuine producer and supplier of comfort 
food. Comfort food should be familiar to 
the consumer. It should also make the 
consumer happy and secure. By being too 
sophisticated the consumer could become 
uncomfortable or confused.  
 
However, regarding upper class, good 
looking was selected. The facet charming 
was also selected. Both these attributes are 
not regarded as sophisticated traits or 
facets, however, important.  
 
Ruggedness is the other dimension that 
least describes the personality. (See figure 
5.5)  
 
By putting emphasis on ruggedness might 
exclude some of the wide segment ARA is 
targeting. However, the trait active was 
selected.  
 

 

Outdoorsy:     x 
Masculine     x 
Western     x 
Active    x 
Athletic     x 
 
Though:     x 
Rugged      x 
Strong      x 

  Perceived by  
Dimensions                ARA 
Facets 
Traits 

 
Yes No 

RUGGEDNESS    x 
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5.2 Corporate Brand Personality Implementation  
- Research Question Two 
 
Aaker (1996) has created a model based on product and non-product related 
characteristics. These characteristics are referred to as different drivers and are used in 
order to implement the corporate brand personality. We will compare the drivers against 
the empirical findings and we will do this by using two tables, one for the product-related 
characteristics and one for the non-product-related characteristics.  
 
5.2.1 Within Case Analysis: ARA 
 
Product-related characteristics: 
 
 
 
 
 
 
 
 
 
    
 

Figure 5.6: Product-related characteristics 
            Source: Adapted from Aaker, 1996 p.146 
 
All of the product-related drivers (See figure 5.6) are used in order to implement the 
corporate brand personality of ARA. Regarding the first driver, the product category, 
Aaker (1996) says that it might affect the brand personality. This is true for ARA and the 
product category is important due to the fact that ARA wants to be perceived as a 
producer and a supplier of high quality comfort food related to the Italian kitchen.  
 
The package might also affect brand personality according to Aaker (1996). For ARA the 
package driver is important in order to meet the various demands from clients. It is 
crucial that the package is adjusted to different standards, laws and regulations 
worldwide. Furthermore, the package is a crucial driver to implement the corporate brand 
logo as a quality seal towards clients and consumers.  
 
A premium priced product could affect the brand personality concerning perceived status. 
(Aaker, 1996) At ARA the price is used as a driver and affects the brand personality. 
ARA is more expensive than competitors, however, ARA produces and supplies a 
premium high qualitative product. ARA is furthermore flexible and open-minded 
regarding target pricing i.e. customized solutions.  
 
The product attributes could have a great affect on the brand personality (Aaker, 1996). 
For ARA, the attributes are important. The attributes of the product must be based on 

                    Perceived by   
                                  ARA            Yes         No 
Product-related 
 
Product Category    x 
Package     x 
Price     x   
Attribute    x 
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authentic Italian genuine ingredients. In addition, the ingredients must be traceable, 
natural and healthy.  
 
Non-Product-Related characteristics: 
 
  
 
 
 
 
 
 
 
 
 
 
 
 

Figure 5.7: Non-Product-related characteristics 
            Source: Adapted from Aaker, 1996 p.146 
 
Not all of the non-product related drivers (See figure 5.7) were used in order to 
implement the corporate brand personality of ARA. According to Aaker (1996) user 
imagery can be based on typical consumers or idealized consumers. User imagery is a 
powerful tool because it reduces the difficulty of conceptualizing the brand personality.  
 
For ARA, the user imagery driver is not regarded as crucial since it is the scarcity of time 
that is the common factor. However, the clients that chooses ARA value quality, 
innovation, and service. Sponsorship is also a way for corporations to affect the 
perception of the brand personality (Aaker, 1996) but for ARA sponsorship is not used as 
a driver, since the current objective is to become established within the business-to-
business markets.  
 
The symbol can be a strong influence and it can generate extremely strong associations 
(Aaker, 1996). The symbol is an important driver for ARA in order to implement the 
corporate brand personality. ARA stands for high quality products and it is a long-term 
objective to use the symbol of ARA as a quality seal in order to create added value. The 
age driver could affect the brand personality due to the fact that younger corporations are 
often perceived to have a younger personality than older corporations. (ibid) However, 
the age is not used as a driver for ARA. The corporation wants to be perceived as age-
less, genuine and original.  
 
According to theory the country of origin is an important factor if it gives positive 
associations (Aaker, 1996). The country of origin is by far the most important non-
product related driver for ARA due to the fact that ARA is created based on its Italian 
genuinely produced food. The whole concept and idea circles around the country of 
origin and without this driver ARA would loose a competitive advantage towards other 
foreign comfort food producers. By being Italian the products can be perceived as more 

          Perceived by  
Non-                      ARA            Yes                  No 
Product-related 
 
User Imagery    x 
Sponsorship      x 
Symbol     x  
Age       x 
Country of Origin   x 
Company Image    x 
C.E.O       x 
Celebrity Endorsers     x 
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special.  However, this driver is only useful when attracting first time buyers. In order to 
generate re-buys ARA must prove to be consistent, professional and flexible towards the 
clients.   
 
The company image can definitely affect an image of a corporation according to Aaker 
(1996). For ARA this driver is important. It is crucial that the business-to-business clients 
perceive ARA as trustworthy regarding product quality and distribution. The re-buy is the 
most important factor for ARA and the company image is essential for survival.  
 
The driver C.E.O can become very influential for a corporations brand personality and a 
successful visible C.E.O can become a major factor of the brand personality (Aaker, 
1996). At ARA it is not an important driver towards customers, however, he functions as 
a driver towards the employees by creating the corporate culture, setting standards and 
future objectives. The director of sales, however, is a vital driver in order to implement 
the corporate brand personality. Ms. Andreasson is the external symbol of ARA and has 
become the corporate representative.  
 
According to Aaker (1996) the final driver, celebrity endorsers, could be crucial for a 
brand�s survival. It concerns famous people that are associated with the brand. At ARA it 
is not used. ARA has only been operating for two years and is currently focusing to 
become established.  
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6. FINDINGS AND CONCLUSIONS 
 
Based on the previous chapters we will now provide our answers to our research 
questions: How can the intended corporate brand personality be described and how can 
the corporate brand personality be implemented? First we will present our findings to 
each research question, thereafter what conclusions we have drawn based on the 
analyzed data. Finally we will present the implications for practitioners and 
management, theory and future research. 
 
6.1 How can the intended corporate brand personality be described?  
 
We have found that the corporate brand personality can be described by investigating the 
internal corporate perception of the personality. By using different dimensions, facets and 
traits the corporate brand personality can be identified and acknowledged. Our findings 
indicate that the personality can be diverse due to the fact that different corporate 
functions demand different personality characteristics. Just like a person, a corporate 
brand has a complex personality that ranges across the different dimensions.  
 
We have found that sincerity is the most important dimension regarding generating 
interest and initial sales. Sincerity generates an association that implies an honest and 
genuine corporation. These characteristics are vital in order to create an initial interest 
and a potential product trial.  
 
We have found that the excitement dimension might make the clients feel uncomfortable 
or confused and therefore it is not important when describing the personality. However, 
to be contemporary and innovative were considered important and were described as 
being creative. It is crucial to be creative due to the fact that the business-to-business 
clients demand custom made solutions. 
 
Within business-to-business the buying process is much more complex. There is a higher 
demand required for consistency, quality, logistics and service, which put emphasis on 
the competence dimension. Competence is the most important dimension regarding the 
re-buy. In order to generate re-buys emphasis is put on a service-minded, open-minded 
and flexible personality.  
 
Our findings show that sophistication and ruggedness are the dimensions that least 
corresponds to the corporate brand personality. The sophistication dimension could make 
the clients feel uncomfortable or confused, in accordance with the excitement dimension. 
The ruggedness dimension might exclude some of a corporation�s selected segments.  
 
However, we believe that the importance of the dimensions depends strictly on what 
products or services the business-to-business corporation is distributing. In our findings 
the sincerity and competence dimensions were the most important and the sophistication 
and ruggedness dimensions the least important but if we would do a case study on 
another corporation with another product the result might differ.  
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From these findings, we can more specifically conclude:  
 
# Sincerity is the most important corporate brand personality dimension in order to 

generate initial interest within this business-to-business setting.  
 
# Competence is the most important corporate brand personality dimension in order 

to generate re-buys within this business-to-business setting.  
 
# Consistency and trustworthiness regarding quality, logistics and product 

development are the most important characteristics in order to generate 
continuous re-buys.     

 
6.2 How can the corporate brand personality be implemented? 
 
The corporate brand personality can be implemented by using different drivers. These 
drivers are divided into product-related and non-product-related characteristics. The 
drivers used should reflect all the values that the corporation wants to represent.   
 
We have found in this study that a corporation can have a split approach when 
implementing its personality. Our findings show that the corporation must attract the 
clients by being genuine and original regarding its products. Furthermore, it is even more 
important to be consistent, trustworthy and innovative regarding the product quality, 
delivery and service level. These different personality traits must be transparent in every 
aspect of the implementation process.  
 
Our findings show that all of the product-related characteristics are used in order to 
implement the personality. The drivers should represent all of the important aspects of the 
products and services. The product category is important to generate initial interest, but it 
must also reflect the quality level of the corporation. The package driver is crucial due to 
the fact that flexibility and different standards worldwide is essential in order to generate 
sale. Price is also important due to the fact that it indicates a premium product. The price 
is, furthermore, a tool for target pricing, generating flexibility when negotiating with 
potential clients. This is crucial since target pricing often is used within this business 
setting. The attribute driver is important since the ingredients should reflect the quality 
standard that a corporation wants to represent.   
  
Not all of the non-product-related characteristics are used when implementing the 
personality. Our findings show that the user imagery is important regarding the demands 
of the clients. The business-to-business clients demand quality, innovation, and service. It 
is also important to look at what the final consumer values as important. Since our case 
study investigated the comfort food industry, the scarcity of time was the shared 
importance factor.    
 
The corporate symbol can be used as a quality seal on every product made. Our findings 
show that the country of origin is the most important non-product related driver when 



FINDINGS AND CONCLUSIONS 

40 

implementing the corporate brand personality.  However, this driver can only be used if 
the producing country generates added value.   
 
Company image is characterised by a complex personality as previously mentioned. 
Within business-to-business it is important to both attract the client and keep the client. 
These factors demand different characteristics which both need to be perceived by 
clients. Regarding the driver C.E.O we found that its influence is vital for internal 
guidance. A larger driver towards clients was the director of sales, due to the fact that this 
driver creates and maintains the corporate client network.  
 
From these findings, we can more specifically conclude: 
 
# Within this business-to-business setting, all of the product-related drivers are 

more important than the non-product-related drivers in order to generate re-buys.  
 

# The country of origin is the most important non-product-related driver in order to 
create added value regarding the quality of products.   
 

# The selling-centre (director of sales) is the most important driver regarding 
networking and communication with clients. 

 
6.3 Implications and Recommendations  
 
In this final section we will present the implications and recommendations based on our 
findings and conclusions. We will address practitioners and management, as well as 
provide ideas for theory and future research.  
 
6.3.1 Implications for Practitioners and Management  
 
# It is vital for the management of a recently established corporation to define 

which personality traits they want to be associated with towards all stakeholders 
before implementing the corporate brand personality. By implementing strategic 
management regarding the corporate brand a corporation can manage and control 
the brand�s development, which can generate long-term competitive advantage.  

 
# The intended personality must permeate all functions of the corporation. Every 

driver used in order to implement the corporate brand personality must be in 
accordance with the intended personality. 

 
# When practitioners are trying to use the brand identity in order to generate added 

value it is crucial that the corporate brand personality is thoroughly analyzed and 
described. A corporation must know what they want to represent in order to create 
a reflecting and consistent personality.    

 
# It is important to understand that the perceived corporate brand personality can 

vary internally and these potential differences must be identified. It is dangerous 
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if a corporation displays inconsistency regarding personality. This might generate 
an indistinct and confused image.   

 
# Within business-to-business the products do not vary widely and therefore it is 

crucial to use the corporate brand as a recurring quality seal of what the 
corporation represents. Despite the fact that product brands exist, the corporate 
brand should unite all the products and services into an overall symbol of the 
personality. The corporate brand then generates an added value that could lead to 
competitive advantage.   

 
6.3.2 Implications for Theory 
 
The purpose of this study was to gain a deeper understanding of how corporate identity is 
used within business-to-business. The study has been to some extent exploratory since we 
have gained a deeper understanding of the area of research through gathering 
information.  
 
The study has also been of a descriptive nature since we, through data collection have 
been able to describe a corporate brand personality by using various dimensions, facets 
and traits. Furthermore, we have been able to describe how to implement the corporate 
brand personality through product-related and non-product-related drivers. The study has 
also been to some extent explanatory for the reason that we have been able to draw 
conclusions when answering our research questions. 
 
This thesis contribution to theory is based on empirical findings of the observable facts 
from one case study and can serve as a base for future research. The thesis has 
contributed to theory in terms of adding traits and facets to Aaker�s Brand Personality 
Scale. Concerning the dimension Excitement and under the facet imaginative the trait 
creative should be added.  Concerning the dimension Competence and under the facet 
reliable the traits consistent, open-minded, service-minded and flexible should be added. 
Regarding the facet successful, the trait anticipating should be added.  
 
The thesis furthermore ads to theory concerning the implementation of the corporate 
brand personality. The importance of the director of sales as an important driver is 
currently missing in the theory and should be added.  
 
6.3.3 Implications for Future Research 
 
# This study has provided an insight in how corporations can describe their 

corporate brand personality and how they can implement it through various 
drivers. However, it would be interesting to further investigate how the clients 
perceive the corporate brand identity to investigate if there is a perceived gap.  

 
# The case study we made indicated that it is important for business-to-business 

corporations to both attract the client by being appealing in order to attract the 
clients, however, it was even more important to be consistence, trustworthy and 
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innovative in order to generate re-buys. It would be interesting to further 
investigate this phenomenon in order to discover potential patterns within 
business-to-business.  

 
# Our second research question concerned drivers that could be used in order to 

implement the corporate brand personality. It would be interesting to investigate if 
there are any drivers that are missing. For example the use of Internet was not 
mentioned as a driver but could be crucial when implementing the corporate 
brand personality. 

 
# Our case study looked into the business-to-business market. It would be 

interesting to investigate what impact and role the corporate brand personality has 
within the business-to-consumer market.   
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APPENDIX  
 
 
INTERVIEWGUIDE 
 
 
GENERAL INFORMATION 
 
Company Related: 
 
Company name? 
 
Location? 
 
Number of employees? 
 
Turn Over? 
 
Age? 
 
What do the company do? 
 
- Products 
 
 
- Target Markets 
 
 
Respondent Related: 
 
Name? 
 
Department? 
 
Title? 
 
How long have you been with the company? 
 
 
Corporate Brand Related: 
 
Describe the Corporate Brand?  
 
What does it represent? 
 
 



 

 

 
 
THE BRAND PERSONALITY 
 
Describe the corporate brand personality! Circle the words that are the best fit and 
explain why. 
 
 
Sincerity: 
 
Down-To-Earth (family-oriented, small-town, conventional, blue-collar) 
 
Honest (sincere, real, ethical, thoughtful, caring) 
 
Wholesome (original, genuine, ageless, classical, old-fashioned) 
 
Cheerful (sentimental, friendly, warm, happy) 
 
 
Excitement: 
 
Daring (trendy, exciting, offbeat, flashy, provocative) 
 
Spirited (cool, young, lovely, outgoing, adventurous) 
 
Imaginative (unique, humorous, surprising, artistic, fun) 
 
Up-to-date (independent, contemporary, innovative, aggressive) 
 
 
Competence: 
 
Reliable (hardworking, secure, efficient, trustworthy, careful) 
 
Intelligent (technical, corporate, serious) 
  
Successful (leader, confident, influential) 
 
 
Sophistication: 
 
Upper class (glamorous, good-looking, pretentious, sophisticated) 
 
Charming (feminine, smooth, sexy, gentle) 



 

 

 
Ruggedness: 
 
Outdoorsy (masculine, western, active, athletic) 
 
Though (rugged, strong, no-nonsense) 
 
 
BRAND PERSONALITY DRIVERS 
 
The following drivers could be used in order to implement the brand personality towards 
the customer. Circle the ones that fit ARA and explain why. 
 
 
Product-related characteristics: 
 
Product Category 
 
Package 
 
Price 
 
Attributes 
 
 
Non-product-related characteristics: 
 
User Imagery 
 
Sponsorship 
 
Symbol 
 
Age 
 
Country of origin 
 
Company Image 
 
C.E.O 
 
Celebrity Endorsers 


