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Abstract 
 
Oscar Wilde once wrote that a cynic is someone who knows the price of everything but the 
value of nothing. He might as well have been talking about the attitude many chief executives 
have towards their brands and, indeed, the ways in which the organization itself is managed as 
a brand. It is only relatively recently that senior managers have started talking about brands as 
assets and brand personality as a major component of their organizations market place value. 
 
If anyone doubts the value of brands and their personality, they need to do only two things: 
look at what managers are prepared to pay for top brands and observe the extent to which the 
market capitalization of brand-led organizations exceeds the value of their tangible assets.   
 
This thesis focuses on how the brand owner could use brand personality as a way to build and 
maintain their brands. To be able to get a picture of this, the research in this study has been 
aimed to look at the issue of developing a successful brand name, brand positioning and how 
the companies treat their brand as a person. The aim with these research questions is to 
investigate whether brands are treated as a person. The research was conducted at four small 
to large Swedish companies, in order to be able to represent a large range of companies. The 
findings regarding the brand personality show that no clear brand personality strategy is 
developed. The study show that companies are aware of the lack of this kind of strategy, still 
they put more emphasis on positioning strategy. 



Sammanfattning 
 
Oscar Wilde skrev en gång att en cyniker är en person som vet priset på allt men inte värdet 
av något. Han kunde lika gärna ha talat om attityden som många svenska företags ledare har 
gentemot sitt varumärke och det sätt som vissa företag behandlar dessa. På senare tid har 
dagens ledare börjat inse att varumärket är en tillgång och en viktig del av deras företags 
markandsvärde.  
 
Om någon tvekar på vikten av varumärket och dess personlighet bör de bejaka två saker, att 
först titta på vad direktörerna är villiga att betala för ledande varumärken och även jämföra 
börsvärdet av varumärkesstyrda organisationers tillgångar. 
 
Denna uppsats fokuserar på hur ägaren av ett varumärke kan använda dess personlighet för att 
bygga och underhålla sitt varumärke. För att öka förståelsen inom detta område så fokuserar 
denna studie på hur man utvecklar ett framgångsrikt varumärkes namn, varumärkets 
positionering och hur företag behandlar varumärkets personlighet. Syftet med dessa 
forskningsfrågor är att undersöka om varumärken behandlas som en person.  
 
Studien baseras på fyra svenska små till stora företag för att kunna få en bredare uppfattning 
om synen på varumärken. Uppsatsen visar att företagen icke besitter någon klar strategi för att 
handskas med varumärkets personlighet. Företagen visar på att mer fokus riktas mot 
positioneringen av varumärket.    
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Introduction 

1. Introduction 
 
This introductory chapter will provide the reader with an insight within the research area. In 
the background we will start by discussing relevant concepts of branding which leads us to 
the field of brand personality and a more specific problem discussion within that area. From 
this the overall research purpose of this thesis is stated as well as specific research questions, 
the eventual answers to which will lead to the stated purpose. 
 

1.1 Background 
 
According to Rooney (1995) organizations are using branding as a strategic tool in today’s 
business environment with increasing regularity. Although brands and branding are not new 
ideas, firms are applying them to more diverse settings where the role of branding is 
becoming increasingly important (ibid). The traditional role for brands is also experiencing 
rejuvenated interest (ibid). Market analysts generally agree that this trend will continue and be 
part of a formula for successful firms in the future (Norris, 1992). 
 
According to Jobber (2001) companies use branding in order to distinguish their product 
offerings from the competition. A brand is created through developing a distinctive name, 
packaging and design. Rooney (1995) further states that a brand is also term, sign, symbol or 
combination of these which are used to identify the goods or services of one seller or group of 
sellers and to differentiate them from those of competitors. 
 
It has been suggested earlier that poor brand management was a key element that had 
negatively affected brands. The loyalty of brands was beginning to wane because of this 
misdirected management. Although it was generally accepted that brand loyalty led to profits, 
many brand managers did not generate either. Their brand strategy, which is the key to 
business strategy, was to promote the financial value of the brand rather than making it a 
better product that the customer wanted. (Rooney, 1995) 
 
Branding is not the answer to all the problems facing businesses today. There are substantial 
negatives to branding that must be considered. However, if branding is carried out correctly, 
the advantages outweigh the problems. A good brand will give value for the customer and 
give employees satisfaction and confidence in their products. Strong branding can also 
accelerate market awareness and acceptance of new products entering the market. (ibid) 
 
A deeper understanding in the theories of building and maintaining the brand comes when 
there is an increased focus on brands. Several authors such as Hankinson and Cowking (1993) 
have described how to develop and maintain strong brands. 
 
Hankinson and Cowking (1993) bring up a five-step process called “The Branding Cycle” 
(see figure 1.1) when developing and maintaining strong brands. The branding process is an 
on going cycle of research, planning, implementation and control. Creating a new brand 
begins with research (step 1 in the branding cycle model) in order to identify key customers 
needs, both physical and psychological. These are relevant to the product category in order to 
help develop an appropriate brand personality in terms of its physical attributes and symbolic 
values. The research will also explore product usage and status and the customer’s perception 
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of competitive brands, their personalities and positioning in order to find the appropriate 
positioning of the new brand. 

4. Communication 
Triggers 

Brand Name 

Strapline 

Packaging 

Price 

Communication 

Distribution 

Buying Power 

1. Research 

Psychological Needs 

Physical Needs 

5. The consumers 

Product & Packaging 

3. Marketing Mix 

Personality 

Positioning 

2. Brand Proposition 

 
Figure 1.1 The Branding Cycle 
SOURCE: Hankinson and Cowking, 1993, p.5 
 
Information from research builds the foundation on which to plan and implement the brand 
proposition (step 2). The brand proposition could collectively be called positioning and brand 
personality. The positioning and personality are directly linked to successful brands. The 
positioning defines potential competitors and the personality distinguishes the brand. 
Successful branding clearly depends upon implementing the correct combination of the 
components of the marketing mix (step 3), which, in totality, serve to communicate the brand 
proposition. (ibid) 
 
Effective communication will then lead to a clear association of the brand proposition with its 
short forms the brand name and strapline which when combined with distinctive packaging, 
act as communication triggers (step 4). Whether those triggers will lead consumers to accept 
or reject the brand will depend on the “fit” between the brand proposition and consumer’s 
physical and psychological needs and buying power (step 5). The cycle then continues 
through research, to monitor the brand progress. (ibid) 
 
Hankinson and Cowking (1993) state that positioning and personality is closely linked which 
motivate us to include both areas in our study. Hence, the focus of this study is on the brand 
proposition. This study will also look at the fourth step in the model, communication triggers, 
whereupon we shall look into the area of brand names.  
 
Till and Srinivasan (2002) claim that brand names are valuable assets that help communicate 
quality and evoke specific knowledge structures associated with the brand. Researchers have 
noted that the brand name is an important tool in enhancing a product's value. One of the 
major purposes of a brand name is to provide information about product quality. Brand equity 
is the value a brand name adds to the product. That value is itself manifested when certain 
effects (e.g. product trial, positive brand attitude, brand loyalty) result from the brand name 
and would not occur if the same product or service did not have the brand name (ibid). 
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Consumers in general buy entities rather than fragments of brands. However, consumers 
frequently claim that the advertising has not influenced them, that the pack shape is irrelevant, 
and that the sponsorship of a sporting event plays no role in their likelihood to buy. All this, 
because we like to believe that we are logical and intelligent beings, making decisions on 
purely rational and tangible grounds. Anyhow, all aspects of a brand’s identity do play a role 
in the decision to buy or reject, however subliminal. Campbell (1998) brings up different 
areas that frequently influence consumers; awareness and usage, brand image and personality, 
user imagery, brand name, and design/identity. 
 
Aaker´s (1996) brand identity system proposes four dimensions under which an identity is 
normally developed for a brand. The reason these four dimensions should be considered when 
developing a brand identity is to make sure that the brand identity has both texture and depth. 
The four dimensions discussed are: brand as a product, brand as organization, brand as a 
person, and brand as a symbol. (see figure 1.2) 
 

Brand Identity 

Brand as 
symbol 

Brand as 
person 

Brand as 
organization 

Brand as 
product 

 
Figure 1.2 Brand Identity System 
SOURCE: Adapted from Aaker, 1996, p. 177 
 
Brand as product regards the product related attributes of the brand. This dimension deals 
with the tangible and intangible aspects of the product and the way in which the customer 
related to it. Brand as organization is about the attributes of the organization, for example 
innovation and consumer concern. Brand as person deals with the personality aspects of a 
brand. This dimension tells us what happens to the brand when it is converted to a person by 
endowing it with social demographic and psychological values. Brand as symbol deals with 
the symbolic aspects of the brand; like visual imagery, logo and brand heritage. Any brand 
can be described in terms of these four elements. (Aaker, 1996, Moorthi, 2002) 
 
Brand names help the buyer by conveying a bundle of attributes about the product or service. 
This increases the buyer’s confidence that they are making a satisfactory purchase, and 
increases their search efficiency. From the producer perspective, branding enables the supplier 
to attract a loyal customer base. The producer often can set a higher price for goods branded 
under a reputable brand and it helps the supplier to segment markets. A powerful brand has 
high brand equity, or in other words, it has high brand loyalty, name awareness, perceived 
quality, strong brand associations and other assets such as patents, trademarks and channel 
relationships. (Rowley, 2004) 
 
Aaker and Fournier (1995) claim that brand personality is an important topic of study because 
it can help to differentiate brands, develop the emotional aspects of a brand, and enhance the 
personal meaning of a brand to consumer. The brand has a personality, and it is defined as 

 
3



  
Introduction 

“the specific set of meanings which describes the ‘inner’ characteristics of a brand. These 
meanings are constructed by a consumer based on behaviors exhibited by personified brands 
or brand characters” (Aaker and Fournier 1995, p. 393) 
 
The term, personality, is used differently in the context of brands (consumer behavior) than in 
the context of persons (psychology). For example, while an individual’s personality is 
determined by multi-dimensional factors (e.g., appearance, traits and behavior), a brand, by its 
nature of being an inanimate object, has a personality that is determined by different factors 
(e.g., attributes, benefits, price, user imagery). The concept brand-as-a-person has an element 
of truth in it; although brands are not people, they can be personified. (Aaker and Fournier, 
1995) 
 
Based on the background discussion about branding in general, its importance and how its 
personality affect consumers, leads us to the problem discussion which will touch upon those 
elements that comes with the brand as a person. 
 

1.2 Problem Discussion 
 
Brand name selection is a critical issue. Marketers of world-class brands should carefully 
evaluate meanings and word references in the languages of their target audiences. One 
problem to consider is whether the name can be confused with other words or expressions. 
The right brand name can also operate as a priceless franchise. Many global companies, such 
as Unilever faces a dilemma when they sell their detergent brands under at least a half-dozen 
names in Europe. Although a single brand umbrella would produce substantial economies and 
marketing efficiencies, the company can not risk alienating consumers who are loyal to brand 
names in their respective countries. (Lubliner, 1993) 
 
Marsden (2002) brings up that effective positioning can be critical to brand success. 
Positioning may be simply defined in terms of how a brand is positioned in the mind of the 
consumer with respect to the values with which it is differentially associated or which it owns. 
Blankson (2004) states that since the ultimate objective of products’/ services’/ brands’ 
(offerings’) advertising emanate from positioning activities, the main concern in evaluating 
the effectiveness of offerings’ positions in the market place ought to be the assessment of the 
degree to which desired positioning has been accomplished. Blankson (2004) continues by 
stating that many advertisements today have, as their explicit objective, the establishment, 
reinforcement or modification of the positioning of an offering in the consumer’s mind. 
Jobber (2001) adds that the strength of a brand’s position in the marketplace is built upon six 
elements; brand domain, brand heritage, brand value, brand assets, brand personality and 
brand reflection. 
 
Boyle (2003) states that brand personalities usually develop from brand associations. These 
associations represent what the brand stands for and imply a promise to customers from the 
organization members. Marketing communications operating at both a conscious and a 
subconscious level play a major role in the creation of these associations. As Smith (1998) 
explains, "brands carry covert messages that are fleetingly understood at a subconscious 
level". In particular, the impact of brand values typically occurs subconsciously.  
 
The brand personality is defined formally as the set of human characteristics associated with a 
brand. For example, Absolute vodka personifies tends to be described as a cool, hip, 
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contemporary, 25-year old, whereas Stoli’s personified tends to be described as an intellectual 
and conservative older man. In contrast to “product related attributes,” which tend to serve a 
utilitarian function for consumers, brand personality tends to serve a symbolic or self-
expressive function (Aaker, 1997). 
 
The concept of brand personality has long been an accepted part of branding theory (Boyle, 
2003). Despite this, no set of descriptors of brand personality has yet been agreed on. Rather a 
variety of descriptors have been developed. Many of these refer to demographic features such 
as age, gender and country-of-origin and culture-of-origin (ibid). 
 
According to Melin (1997) an attractive personality is considered to be a strong contributed 
reason to the development of a strong brand. The author continues with stating that 
researchers have become increasingly interested in the importance of brands personality 
characteristics. When finding an accurate brand personality the customer can identify 
him/her-self with it (ibid).  
 
In consumer behavior research, a considerable amount of attention has been given to the 
construct brand personality, which refers to the set of human characteristics associated with a 
brand (Aaker 1997). Researchers have focused on how the personality of a brand enables a 
consumer to express his or her own self, an ideal self, or specific dimensions of the self 
through the use of a brand. However, despite this interest, research on brand personality and 
the symbolic use of brands more generally has remained limited (ibid). The above background 
and problem discussion thus provide us with a purpose and research questions, which will be 
stated in the following section. 
 

1.3 Purpose and Research Questions 
 
Many of the previous studies on brand personality have focused on how to develop brands in 
general. What has received less attention in empirical research on brand development is the 
brand personality perspective, specifically in the concept “brand as a person”. The lack of 
research in this area motivates the present study. The purpose of this study is stated as follows: 
 
To provide a better understanding on how organizations develop the brand as a person. 
 
In order to reach this purpose the following research questions are proposed: 
 
RQ 1: How can the brand names be described? 
RQ 2: How do companies position their brand? 
RQ 3: How can the brand personality be described? 
 

1.4 Outline of This Thesis 
 
This thesis is divided into seven chapters starting with the introduction in the first chapter. 
The second chapter provides the reader with a literature review on previous research within 
the area of brand personality, followed by the third chapter conceptualization and the 
emergence of a frame of reference. Chapter four describes and motivates the research 
methodology used in this thesis. In chapter five, the data collected for this thesis is presented. 
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In chapter six, the empirical data is analyzed, and chapter seven discusses conclusions based 
on the findings from the analysis as well as presents possible implications. 

 

 

1. Introduction 

2. Literature Review 

3. Conceptualization & Emerged Frame of References 

4. Research Methodology 

5. Empirical Data 

6. Data Analysis 

7. Findings & Conclusions 

Figure 1.3 Outline of the Thesis 
 

1.5 Summary 
 
This chapter has presented the background and problem discussion to the topic of research, 
and has defined the purpose of the study. Specific research questions have been outlined to be 
addressed. In the next chapter, we will review previous research in the area of our research.  
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2. Literature Review 
 
In the previous chapter we discussed the topic brand personality in general and the overall 
research problem. This chapter enables us to narrow down our study to a specific area of 
research. Before rushing into this area, we will present the theories behind this study to help 
us better understand the situation. The theories used in this chapter will be: 
 

2.1 Brand Names 
 
According to Hart and Murphy (1998) the brand name is arguably the most important element 
of the branding mix, because it is the one element a company hopes they never have to change. 
Packaging designs will be updated, advertising campaigns will change, even product 
formulations may alter but the name will stay the same. The brand name performs a number 
of important roles: it identifies the product and service, it communicates messages to the 
consumer, and it functions as a particular piece of legal property in which a manufacturer can 
sensibly invest. (ibid) 
 
The brand name is therefore not only important but also complex. It must satisfactorily 
perform a number of quite different roles involving aspects of communication and it also has 
an important legal role. (ibid) 
 

2.1.1 Choosing a Name for a Strong Brand 
 
Kapferer (2001) conclude that in order to make a strong brand, any name can be used (or 
almost any), provided that there is a consistent effort over time to give meaning to this name, 
i.e. to give the brand a meaning of its own. However there are many benefits that can be 
gained by conducting a research before choosing the brand name. Time can be saved, perhaps 
several years when it comes to make a baby brand a big brand. (ibid) 
 
Brand names should not describe products according to Kapferer (2001) they should 
distinguish them. Example for bad brand names would be an aspirin called headache. 
Kapferer (2001) also suggest that companies should avoid descriptive names because they fail 
to act as parents for products, they can more easily be copied. Example would be a cookie 
named Biscuito that would be very little protected, someone could easily use the name 
Biscuita and take market shares from the Biscuito company.  Many brand names can restrict 
the brand from developing naturally over time. For example, French sporting good brand 
name Sport 2000 is not as futuristic and appealing as it was in the 90’s. Europe Assistance 
hinders the company from geographical expansions, which is why they changed name to 
Mondial Assistance. Finally Kapferer (2001) suggest that one should have in mind whether 
the company wants to act internationally in the future. If that is the case then one should make 
sure the name is easy to pronounce, that it has no adverse connotations and that it can be 
registered without problems (ibid).  
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2.1.2 Developing Brand Name Strategy 
 
Murphy (1993) present a strategy that companies should go through when choosing a brand 
name. (see figure 2.1)  

 

1. Product information 

2. Market information 
Brand name 

3. Trademark Information 

4. Brand type objective 

Figure 2.1 Brand Name Strategy 
SOURCE: Adapted from Murphy 1993, p. 88 
 
1. Product information: involves examine the product concept and what the product does, for 
example: its special properties and its market position, how it will be used, satisfaction it 
gives the user, its relationship to competitive products, the distribution and media plans; the 
sex of the product, relationship to the company name and to existing trademarks. (Murphy, 
1993) 
 
2. Market information: involves gathering together data relating to the market, both 
qualitative and quantitative, in order to make sure the new product and the environment in 
which it is to be launched is thoroughly understood. (ibid) 
 
3. Trademark Information: involves establish these countries, cultures and languages where 
registration is to be sought, and hence where the name must be particularly appropriate; the 
message or messages to be communicated by the trademark, and those to be communicated by 
other means such as advertising and packaging; existing competitive trademarks; any 
constraints on length the phonetic qualities sought in the trademark, and the geographic 
qualities sought. (ibid) 
 
4. Brand type objective: once one is familiar with all the available information on the product, 
the market and on the particular role of trademark, one should set out clearly identified 
objectives for the naming of the product or service under consideration. This objective should 
be discussed by various levels of management involved in the product, such as the new 
product or brand group, senior management, the advertising agency and package designer. 
(ibid) 
 

2.1.3 Selecting the Name  
 
Murphy (1993) state that the process of selecting a brand name consist of four steps, the 
author puts great emphasis on stage three which involves several sources in order to develop a 
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list of potential names that have a potential to stick on the target customers tongues. The four 
stages are presented below:   
 

 Decide what job you want the new name to perform, now and in the future. 
 Isolate those naming themes relevant to the consumer and appropriate branding and 

positioning terms. 
 Use focus group, copywriters, computers and an exiting name library to create names. 
 When a name has been selected conduct a full legal searching, both national and 

international. (ibid) 
 

2.2 Brand Positioning 
 
According to Jobber (2001) positioning is the outcome that follows market segmentation, 
target market; where we want to compete and differential advantage; how we wish to compete.  
Target market selection has accomplished part of the positioning job already. But in order to 
compete successfully in a target market one must involve providing the customer with a 
differential advantage. This involves giving the target customer something better than what 
the competition are offering. 
 

 

Market 
Segmentation 

Target market 
Positioning 

Differentiated 
advantage 

Figure 2.2 Key Tasks in Positioning 
SOURCE: Jobber 2001, p. 206 
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2.2.1 Framework for Positioning a Brand 
 
Kapferer (1997) have developed four questions to answer when it comes to positioning a 
brand (see figure 2.3). 
 

 

Why? For whom? 

When? Against whom? 

Figure 2.3 Positioning a Brand 
SOURCE: Kapferer 1997, p. 97 
 

 A brand for what? This refers to the brand promise and consumer benefits aspect: 
Orangina has real orange pulp. For example; Volkswagen is reliable. (ibid) 

 
 A brand for whom? This refers to the target aspect, for a long time Schweppes was a 

drink of the refined. (ibid) 
 

 A brand for when? This refers to the occasion when the product will be consumed. 
When a brand says ’we try harder’, for instance it caters to customers with pressing 
requests; J&B whisky caters to night owl. (ibid) 

 
 A brand against whom? In today’s competitive context, this question defines the main 

competitor(s), i.e. those whose clientele we think we can partly capture. Tuborg and 
other expensive imported beers thus also compete against whisky, gin and vodka. (ibid) 

 
Positioning is a crucial concept, it reminds us that all consumer choices are made on the basis 
of comparison. A product will only be considered if it is clearly part of a selection process. 
Hence the four questions which helps position the new product or brand and make its 
contribution immediately obvious to the customer. Positioning is a two-stage process: (ibid) 
 

 First, indicate to what category the brand should be associated and compared. 
 Secondly, indicate what the brand’s essential difference and reason why it exists at all 

is in the other products and brands of that category. (ibid) 
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Kapferer (1997) present several criterions companies should consider before choosing a 
positioning strategy. The listed arguments below show how to evaluate and choose a brand 
positioning (ibid). 
 

 Are the product’s current looks and ingredients compatible with this positioning? 
 How strong is the assumed consumer motivation behind this positioning? 
 What size of market is involved by such positioning? 
 Is this positioning credible? 
 Does it capitalize on a competitor’s actual or latent weakness? 
 What financial means are required by such a positioning? 
 Is this positioning specific and distinctive? 
 Is this a sustainable positioning which cannot be imitated by competitors? 
 Does this positioning leave any possibility for an alternative solution in case of failure? 
 Does this positioning justify a price premium? 

 

2.2.2 Positioning a Brand 
 
According to Aaker (1996) firms need to start with a position statement in order to establish 
communication objectives. Aaker defines a brand position statement as follows: 
 
“Brand position is the part of the brand identity and value proposition that is to be actively 
communicated to the target audience and that demonstrates an advantage over competing 
brands.”  (Aaker, 1996, p. 176) 
 
The four most important characteristics of a brand position as reflected by the phrases “part of 
identity/value proposition”, “target audience”, “actively communicated”, and “demonstrates 
advantage”. (ibid) 

 

Actively Communicate 
 Augment the Image 
 Reinforce the Image 
 Diffuse the Image 

Brand 
Position 

Create Advantage 
 Points of Superiority 
 Points of Parity 

Target Audience 
 Primary 
 Secondary 

Subset of identity/ 
Value Proposition 

 Core identity 
 Points of Leverage 
 Key Benefits 

Figure 2.4 Brand Positioning 
SOURCE: Aaker 1996, p. 184 
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Part of Identity/Value Proposition 
Aaker (1996) suggests that the value or identity of a brand can be developed fully once a 
brands position exists. By looking at the core identity, which represents the central, timeless 
essence of the brand, several executions alternatives open up. The brand position should 
include the core identity just so communication elements do not drift away from the brand’s 
essence. A brand position can also be based on a point of leverage that is not necessary in the 
core identity. One example is the Ronald McDonald character whose central focus is on fun 
and kids. Another example is the visible air cushion in Nike Air shoes. Customer benefits and 
customer relationship as part of the value proposition can be laid as a basis for a brand 
position. One example of this is the use of Michael Jordan who uses Nike Air in order to gain 
that extra edge of performance where the target is the weekend athletes.  (ibid)  
 
Target Audience 
The brand position should target a specific audience that may be a subset of the brand’s target 
segment. For example, a mountain bike company who define their target group as serious, 
highly sophisticated, west coast bikers, whereas the target segment might be a much larger 
group. Both primary and secondary target audience can be identified. The brand position 
should be aware of who the secondary target group is and make sure they are not antagonized 
in any way. (ibid) 
 
Actively Communicated 
The brand position should be actively communicated and there should be specific 
communication objectives focused on changing or strengthening the brand image or brand-
customer relationship. Brand image reflects the current exiting perceptions of a brand, brand 
position is more aspirational. Comparing the identity of a brand and the image of a brand 
usually results in one of three very different communication tasks being reflected in a brand 
position statement which follows: (ibid) 
 

 Augmented (if a dimension of the brand needs to be added or strengthened) for 
example add social group acceptance. 

 Reinforced and exploited (if the image associations are consistent with the identity of 
the brand and are strong) for example reinforce fun and humorous personality. 

 Diffused, softened or deleted (If the image of the brand is inconsistent with the brand 
identity) for example soften middle-aged-user imagery. (ibid)   

 
Create Advantage 
A brand position should demonstrate an advantage over competitors. Basically, the position 
should specify a point of superiority that is a part of the value proposition. The advantage 
should resonate with customers and be differentiating which means that it should represent 
something different from what the competitors’ provide. A key position objective is to 
develop a point of advantage which resonates with the customer and creates a meaningful 
relationship between the brand and the customer. The brand position also needs to generate a 
point of difference with respect to competitive offerings. A brand can also differentiate itself 
from the competitors by offering the same functional benefit but to a lower price higher 
quality. Adding a personality often provides a key to competitive distinctiveness. Another 
issue that needs to be taken into consideration is the false natural tendency that a brand needs 
to be superior on all dimensions. A more appropriate goal might be to avoid having a inferior 
image and aim for a position that is close enough to top competitors on most dimensions and 
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be better on some distinct dimension which gives them a competitive advantage customers 
values. (ibid) 
 
Four questions 
Based on the above discussion the brand position statement should address four sets of 
questions, as suggested by figure 2.4. (ibid) 
  

1. Which elements of the brand identity and value proposition should be a part of the 
position and part of the active communication program? Which elements will resonate 
with customers, and differentiate the brand from competitors? 

 
2. Who is your primary target audience? Who are your secondary target audiences? 

 
3. What are your communication objectives? Does your brand’s current image need to be 

augmented or strengthen, reinforced and exploited, or diffused or deleted (in other 
words, what does the brand not stand for)?  

 
4. What will be your brand’s points of advantage? What will be the points where parity 

on near parity is the best thing that the brand image should strive for? (ibid) 
 

2.2.3 Four Factors to Successful Positioning 
 
According to Jobber (2001) the four factors to successful positioning is clarity, consistency, 
creditability, and competitiveness. The four mentions factors are more thoroughly presented 
in figure 2.5 below. 

 

Clarity 

Successful 
Branding 

Competitiveness 

Consistency 

Credibility 

Figure 2.5 Keys to Successful Positioning 
SOURCE: Jobber 2001, p. 206 
 
Clarity: The positioning idea has to be clear in terms of both target market and differential 
advantage. Complicated positioning statements are unlikely to be remembered simple 
messages such as BMW, the Ultimate driving machine. A mars a day helps you work rest and 
play and good food cost less at Sainsbury’s are clear and memorable. (ibid) 
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Consistency: People are bombarded with different messages every day. In order to break 
through this noise a consistent message is required. Confusion will arise if this year we 
position on quality of service then next year we change our focus to superior product 
performance. (ibid) 
 
Creditability: The differential advantage that is selected must be credible in the minds of the 
target consumer. Trying to position roll-your-own cigarette tobacco as an up-market exclusive 
product failed because of the lack of creditability. Similarly the attempt to position Lada as an 
exciting, sporty car by showing it charging throughout dirt tracks in Africa in advertisements 
did not work because of the lack of consonance between image and reality. (ibid) 
 
Competitiveness: The differential advantage of a product or a brand should have a 
competitive edge. It should offer something of value to the customer that the competition is 
failing to supply. For example, the success of apple Macintosh computer in the educational 
segment was based on the differential advantage of easy-to-use software programs, a benefit 
that was highly valued in this segment. Because of different system architecture, IBM was 
unable to match Macintosh superiority on this feature. (ibid) 
 

2.3 Brand Personality 
 
As stated earlier in the thesis the brand personality is to be compared by a personality of an 
individual. The characteristic for the discussion about the brand personality is that it has 
pronounced animistic features. This because that the objective with creating a personality is to 
humanize the brand-product, to give it a spirit of its own. (Melin, 1997) 
 
The idea behind building in some degree an attractive personality is the assumption that the 
buyer chooses brand products in the same way they choose friends. The consumers are likely 
to select brand products that they want to associate with and to be seen with. In other words, 
the consumer selects brand products that they feel related to and confirms their own self-
image. (ibid) 
 

2.3.1 Variables of Brand Personality 
 
According to Aaker (1997) the same vocabulary used to describe a person can be used to 
describe a brand personality. In particular, a brand can be described by demographics (age, 
gender, social class and race), lifestyle (activities, interests, and opinions) or human 
personality traits (such as extroversion, agreeableness, and dependability) (ibid). 
 
The fact there had been a considerable amount of research in personality psychology to 
conceptualize human personality and explore the meaning of each dimension, no parallel 
research had been conducted in consumer behavior on brand personality. This was the 
situation when the author set out to develop a framework of brand personality dimensions. 
(ibid) 
 
The main objective of the study was to develop a framework of brand personality dimensions 
and a reliable, valid, and generalized scale to measure personality dimensions. Practical 
applications of this research are that there is an alternative to the ad hoc scales currently used. 
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Furthermore, the scale can be used to compare personalities of brands across product 
categories. (ibid) 
 
The five dimensions explain nearly all (93%) of the observed differences between the brands. 
Each of the five dimensions has been divided into fifteen facets to provide texture and 
descriptive insight regarding the nature and structure of the dimensions. Figure 2.6 below 
shows the interpretation of the brand personality scale variables. (ibid) 

 

Brand Personality 

Sincerity 

- Daring  
- Spirited 
- Up-to-date 

- Reliable 
- Intelligent 
- Successful 

Sophistication 

- Upper class 
- Charming 

Ruggedness 

- Outdoorsy 
- Tough 

- Down-to-
earth 
- Honest 
- Wholesome 
- Cheerful 

Excitement Competence 

Figure 2.6 Interpretation of the Brand Personality Scale Variables 
SOURCE: Reconstruction of Aaker, 1997 p. 352 
 
These five different dimension and 15 facets of the brand personality could as a framework be 
used to gain theoretical and practical insight into the antecedents and consequences of brand 
personality, which have received a significant amount of attention but little empirical testing. 
In terms of antecedents, many have suggested that brand personality should be created by a 
variety of marketing variables (e.g., user imagery, advertising, packaging and so on). Each 
group of personality traits are presented below: (ibid) 
 
The sincerity personality consist of five broad personality traits; Down to earth (family 
oriented, small-town, conventional, and blue-collar), Honest (sincere, real, ethical, thoughtful, 
and caring) Wholesome (original, genuine, ageless, classic and old-fashioned), and Cheerful 
(sentimental, friendly warm and happy). (ibid) 
 
The excitement personality consists of four broad personality traits; Daring (trendy, exiting, 
off-beat, flashy, and provocative) Spirited (cool, young, lively outgoing, and adventurous) 
Imaginative (unique, humorous, surprising, artistic, and fun), and Up-To-Date (independent, 
contemporary, innovative, and aggressive). (ibid) 
 
The competence personality consist of the following three personality traits; Reliable 
(hardworking, secure, efficient, trustworthy, and careful), Intelligent (technical, corporate, and 
serious), and Successful (leader, confident, and influential). (ibid) 
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The sophistication personality consist of the following two traits; Upper Class (glamorous, 
good-looking, pretentious, and sophisticated), and Charming (feminine, smooth, sexy, and 
gentle). (ibid) 
 
The ruggedness personality consist of Outdoorsy (masculine, western, active, and athletic) 
and Tough (rugged, strong, and non-nonsense). (ibid) 
 

2.3.2 Implementing the Brand Personality  
 
According to Aaker (1996) there is several brand personality drivers divided in product and 
non-product related characteristics. Product related characteristics could be primary drivers of 
a brand personality. (See table 2.1) 
 
Table 2.1 Brand Personality Drivers 

- Product Category (Bank) 
- Package (Gateway    Computers) 
- Price (Tiffany) 
- Attributes (Coca-Cola    Light) 

Product-Related Characteristic  

- Use
- Spo
- Sym
- Ag
- Cou
- Com
- C.E
- Cel

SOURCE: Aaker, 1996. p. 146 
 
Product-Related Characteristic 
Product category can be affecting the personality. A
will tend to assume a stereotypical “banker” personal
and upper class). An athletic shoe like Nike or Reeb
and adventurous, as well as young and lively. (ibid) 
 
A package or feature can also influence the brand per
splotches (reminiscent or Holstein cows) provides a
Computer. (ibid) 
 
A high priced brand such, as Tiffany might be cons
snobbish. (ibid) 
 
Product attributes often affect the brand personality.
Weight Watchers, or Dryers Light) the brand person
and athletic. (ibid) 
 
Non-Product-Related Characteristic 
Non-product-related characteristics also affect a bran
of doing this. (ibid) 
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User imagery is a classical example of developing a personality. Levi’s, uses the idealized 
pictures of either woman or male users in their advertising, which the buyer is supposed to 
identify with. (Melin, 1997) According to Aaker, (1996) user imagery can be based on either 
typical (people you see using the brand) or idealized users (as portrayed in advertising and 
elsewhere). User imagery can be a powerful driver of brand personality, in part because the 
user is already a person and thus the difficulty of conceptualizing the brand personality is 
reduced. 
 
Sponsorships, such as events sponsored by the brand will influence its personality. Swatch, 
for example, reinforces its offbeat (even outrageous), youthful personality with targeted 
sponsorships that have included the Freestyle Ski World Cup. (Melin, 1997) 
 
To use symbols is according to Melin (1997) one way of developing a personality, many 
companies use constructed symbols instead of real people. These symbols are visual 
metaphors that in contradictory to living people can be controlled by the company. (ibid) 
 
Melin (1997) further states that it is common that symbols have a highly intrinsic distinction 
ability, which gives them ability to be registered as brands/trademarks. The best known 
example of successful symbols is Ronald McDonald, the Marlboro-man, and Johnnie Walker. 
Aaker (1996) states that a symbol can be a powerful influence on a brand personality because 
it can be controlled and have extremely strong associations. Apple’s bitten apple, The 
Marlboro cowboy, and the Michelin man all helps to create and reinforce a personality for 
their brand. (ibid) 
 
The age, or how long a brand has been on the market can effect its personality. Thus newer 
entrants such as Apple, MCI, and Saturn tend to have younger brand personalities then brand 
such IBM, AT&T, and Chevrolet, and it is all to common for a major or dominant brand to be 
seen as stable and old-fashioned, a brand for older people. (ibid) 
 
Country of origin can be important in building a personality. Citroen has in its marketing 
deliberately pointed out its national origin, to bring about its pronounced French personality 
(Melin, 1997). A German brand such as Audi might capture some perceived characteristics of 
German people (such as being precise, serious, and hardworking). (ibid) 
 
Company image such as the company image of The Body Shop might suggest a social activist 
working hard to stimulate change. (Aaker 1996) 
 
C.E.O. could also be used to build a brand personality. The personality of a visible C.E.O. 
such as Bill Gates can transfer to the brand. (ibid) 
 
Celebrity endorser have for a long time been one of the most usual ways of developing a 
brand personality. The idea behind linking a brand-product with famous persons, like models, 
actors or artists from the world of music and sports it to create positive brand-associations. 
This is for the most part a successful way because the buyers/consumers want to identify with 
these individuals. (ibid) 
 
Advertising is often considered one of the most effective media for communication with the 
consumer. Very often the consumer is captive, sitting in front of a television screen or reading 
a magazine. This provides an opportunity to establish a relationship with the consumer, a 
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relationship in which the advertising can communicate both a personality and a position. 
Every advertisement should be thought of as a contribution to the brand personality. (ibid) 
 
Hankinson and Cowking (1993) claim that mature brand, advertising may seek to reinforce 
the existing, and hopefully successful, brand proposition. For ageing brands, on the other hand, 
there may be a need to reposition the brand in ways that make the brand personality more 
relevant to its target consumer (who may have changed) or to today’s life-style (which 
certainly will have changed), or both. However, for new brands there will be a need to create 
an attractive and distinctive brand proposition from nothing. (ibid) 
 

2.3.3 Why use Brand Personality? 
 
Enriching Understanding. The manager can gain an in-depth understanding of consumer 
perceptions of and attitudes toward the brand by using the brand personality metaphor. By 
asking people to describe a brand personality, relationships and feelings can be identified that 
often provide more insight than is gained by asking about the attribute perceptions. The 
powerful and arrogant personality ascribed by some to Microsoft, for example, provides 
insight into the nature of the relationship between Microsoft and its customers. (Aaker, 1996) 
 
Contributing to a Differentiating identity. A brand personality, as part of a core or extended 
identity, can strategically, serve as the foundation for meaningful differentiation, especially in 
context where brands are similar with respect to product attributes. It can in fact define not 
only the brand but also the product class context and experience. With its stagecoach symbol 
and associations with the old west, the company Wells Fargo Bank is largely defined by its 
brand personality. On the contrary its competitor First Interstate is perceived in terms of bank 
attributes. (ibid) 
 
Guiding the Communication Effort. The brand personality concept and vocabulary 
communicates the brand identity with richness and texture to those who must implement the 
identity-building effort tactically. Practical decisions need to be made about advertising and 
packaging, promotions which events to associate with, and the style of personal interactions 
between the customer and the brand. If the brand is specified only in terms if attribute 
associations, little guidance is provided; to say for example that prince tennis rackets possess 
high quality and an oversized head does not give much direction. However, to say that Prince 
as a person is demanding professional conveys much more. The brand personality statement 
provides depth and texture that make it easier to keep the communication effort on target. 
(ibid) 
 
Creating Brand Equity. The ways a brand personality can create brand equity can be 
summarized by three models; Self expression model, Relationship basis model and Functional 
benefit representation model. The premise of the self-expression model is that for a certain 
groups of customers, some brands become vehicles to express a part of their self-identity. The 
concept of relationship between a brand and a person provides a different perspective on how 
brand personality might work, in order to understand this concept the author suggest that we 
should think about people in our surrounding and the nature of our relationship to them, such 
as excitement, sincerity or competence for example. The functional benefit representation 
model indicates that a personality can work as a vehicle for representing and cueing benefits 
and brand attributes. (ibid) 
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2.4 Summary  
 
This chapter has provided a literature review of prior research relevant to the research purpose 
of this thesis. The following chapter will present an emerged frame of references and 
conceptualization, in order to show how the research questions fit together, and the content 
will be the basis for the data collection.  
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3. Conceptualization and the Emerged Frame of References 
 
In this section the conceptual framework will be presented. The purpose of conceptual 
framework is to lift out and present the main things to be studied, both graphically and 
narrative (Miles & Hubermann, 1994). The conceptualized theories in the previous section 
provide us with the foundation when achieving the research purpose and answering research 
questions of this thesis. Figure 3.1 demonstrates the areas included in this thesis and how they 
are related to each other. 
 

Conceptualization 
of variables in the 
research question 

Emerged Frame 
of references 

Figure 3.
SOURCE
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1: How can the brand names 
be described 
 
2: How do companies 
position their brand?  
 
3: How can the brand 
personality be described? 
 
1 Schematic Presentation of Chapter Three 
: Foster 1998, p. 73 
otted line = Previous chapter’s linked to this chapter. 
olid line = What this chapter will focus on. 

ceptualization 

ng to Miles and Huberman (1994) a conceptualization is to explain the main 
ns to be studied, the factors or variables, and the presumed relationship among them. 

view a number of literature studies within our research area we will now turn our 
 question into something that data can be collected on. 

and Name: Research Question One 

r (2001) suggests that companies should take the following issues in consideration 
lecting a brand name. In order to answer research question one, we will study the 
 of these following issues in companies. Based on the reasoning above the theory 
 for research questions one is:  

g a name for a strong brand 
 theory we have decided to utilize is choosing a name for a strong brand by Kapferer 
This theory correlates well with nature of a person’s name. Furthermore Kapferer is 
he most frequently referred names when it comes to brand positioning. We have 
ur study to six specific areas in this theory and they are (See table 3.1): 
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Table 3.1 Choosing a Name For a Strong Brand 

 

Choosing a Name for a Strong Brand – Six Specific Areas 
 

1. Consistent efforts should give 
meaning to a brand over time 

5. A strong name should have no adverse 
connotation 

6. A strong name should be a name that 
can be registered without problems 

3. A name should be selected which last 
a long time 

2. One should avoid descriptive names 
 

4. A strong name should be easy to 
pronounce 

 

3.1.2 Brand Positioning: Research Question Two 
 
Marsden (2002) claims that in today’s over-communicated and product saturated consumer 
world, effective positioning can be critical to brand success. “Positioning” may be simply 
defined in terms of how a brand is positioned in the mind of the consumer with respect to the 
values with which it is differentially associated or which it “owns” (ibid). 
 
Framework for positioning a brand 
Kapferer (1997) has developed a framework of four questions to answer when it comes to 
positioning a brand. We have decided to use this theory due to the fact that it focuses on the 
positioning of a brand successfully. Furthermore Kapferer has been referred to in numerous of 
similar studies (e.g. Masters Thesis and Scientifically Articles). 

 
 A brand for what? This refers to the brand promise and consumer benefits aspect. 
 A brand for whom? This refers to the target aspect. 
 A brand for when? This refers to the occasion when the product will be consumed.  
 A brand against whom? In today’s competitive context, this question defines the main 

competitor(s), i.e. those whose clientele we think we can partly capture. 
 

3.1.3 Brand Personality: Research Question Three 
 
All the brand personality aspects mention earlier in the thesis are included in the study. The 
reason for this is that we want to provide a better understanding of how organizations develop 
the brand as a person. When investigating the brand personality we have chosen the following 
theories to answer the third research question are: 
 
Variables of brand personality 
For the third and final research question we have chosen to use Aaker’s (1997) theory, 
variables of brand personality, due to the fact that it is a suitable theory for our thesis. (See 
table 3.2) 
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Table 3.2 Brand Personality Scale (BPS) 

 

Down-to-earth 
Honest 
Wholesome 
Cheerful 

Outdoorsy 
Tough 
 

Reliable 
Intelligent 
Successful 
 

Daring  
Spirited 
Up-to-date 
 

Ruggedness Sophistication Excitement Competence Sincerity 

Brand Personality Scale (BPS) 

Upper class 
Charming 
 

SOURCE: Reconstruction of Aaker, 1997, p. 352  
 
Implementing the brand personality  
Furthermore we have included Aaker’s (1996) theory, implementing the brand personality, we 
believe this model is useful since Aaker is highly recommended when it comes to the 
academic theories of brand personality and his theories are tested and proven to be valid by 
many researchers. 
 
There are several brand personalities drivers divided in product and non-product related 
characteristics. Product-related characteristics could be primary drivers of a brand personality. 
Non-product-related characteristics also affect a brand personality, and there are several ways 
of doing this. (See Table 3.3) 
 
Table 3.3 Brand Personality Drivers 

 Product-Related Characteristic 

- Product Category (Bank) 
- Package (Gateway    Computers) 
- Price (Tiffany) 
- Attributes (Coca-Cola    Light) 

- Use
- Spo
- Sym
- Ag
- Cou
- Com
- C.E
- Cel

SOURCE: Aaker, 1996. p. 146 
 

3.2 The Emerged Frame of References 
 
The conceptualized theories in the previous secti
investigating and finally answering the research prob
The figure below illustrates the areas that are subject
each other. 
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Personality 

Name 

Positioning 

“The Brand as a Person” 

Brand Name Brand Positioning Brand Personality 

Choosing a brand name  
o Consistent  
o Avoid descriptive names 
o Last for a long time 
o Easy to pronounce  
o No adverse connotation 
o Easily registered 
 

Framework for 
positioning a brand 
o A brand for what?  
o A brand for whom? 
o A brand for when?  
o A brand against whom? 
 

Variables of brand 
personality 
o Sincerity 
o Competence 
o Excitement 
o Sophistication 
o Ruggedness 
Implementing the 
brand personality  
o Product-related  
o Non-product-related  

Figure 3.2 Visualization of the Frame of References 
 
If companies want to equip their brand with a personal touch they need to consider several 
issues. Companies first have to develop/renew the brand name, they have to decide how they 
want to use it and what their brand is going to communicate. This eventually leads down to 
how companies position their brand as person. In order to successfully position their brand 
personality into the minds of the consumer, one must know which media vehicles and 
channels to utilize. A company may have trouble to know how their brand is perceived, it is 
therefore important to use the brand personality in an accurate way. There are as mentioned 
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earlier in the thesis a vast array of different personalities that can be associated with the brand, 
the question is which personality is preferred to send out. 
 

3.3 Summary 
 
This chapter has presented a conceptualization of each research question and showed the 
emerged frame of reference. The following chapter will explain the methodology used when 
conducting this research. 
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4. Research Methodology 
 
The previous chapter presented conceptualization and emerged frame of references tied to the 
research questions of this thesis. This chapter describes the methodology used during this 
study and works as a guideline to help the reader follow how the purpose of the thesis is 
approached. Initially, the research purpose is described, followed by the research approach 
and the research strategy. Furthermore, the data collection method and the sample selection 
used during the thesis are presented. After describing the analysis of data, the quality 
standards of this thesis are finally assessed. 
 

4.1 Research Purpose 
 
There are many ways to carry out research. Most types of research can be classified according 
to how much the researcher knows about the problem before starting the investigation. 
Wiedersheim-Paul and Eriksson (1999) declare that there are three classifications of research 
available when dealing with a research problem: exploratory, descriptive, or explanatory.   
 
Eriksson and Wiedersheim (1997) point out that exploratory research aims for basic 
knowledge within the problem area. These kinds of studies are appropriate when a problem is 
hard to demarcate and when relevant theories are uncertain. The authors continue with saying 
that, it is also suitable when important characteristics and relations are hard to determine. 
Conclusions cannot be drawn out of this kind of research, but the objective is rather to 
identify information needs and problems for future research (Zikmund, 2000). 
 
According to Patel and Tebelius (1987) the task is to provide a descriptive research of various 
phenomenons connected to individuals, situations or events that occur. The purpose might be 
to create empirical generalizations. Such generalizations are worth explaining once they begin 
to appear, which leads to theory develop (Reynolds, 1971). Furthermore, descriptive research 
is often used when a problem is well prearranged and there is no intention to investigate 
cause-effect relations (Wiedersheim-Paul & Eriksson, 1999). Descriptive research is 
recommended when you search data, often secondary, in order to describe a few aspects of a 
clearly structured problem (Aaker & Day, 1990).  
 
According to Reynolds, (1971) the goal of explanatory research is to develop precise theory 
that can be used to explain the empirical generalizations. Based on this, the researcher 
formulates hypotheses that are tested empirically (Patel & Tebelius, 1987). According to Yin 
(2003) a study is explanatory when the focus is on cause-effect relationships, explaining what 
causes produced what effects. Aaker and Day (1990) say that the explanatory research 
approach must be used when it is necessary to show that one variable causes or determines the 
value of the other variables. A high level of flexibility characterizes an explanatory case study 
and it is suitable when a problem is difficult to demarcate (ibid). This kind of research is also 
appropriate when there is a lack of a clear apprehension about what model that should be used 
and what qualities and relations that are important (Eriksson & Wiedersheim-Paul, 1999). 
 
As stated in the first chapter the purpose of our thesis is: To provide a better understanding on 
how organizations develop the brand as a person. Due to the mentioned facts our research is 
partly exploratory. Our study was mainly descriptive for the reason that we described the data 
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collected from the cases. Finally, our study is partly explanatory since we compared the 
collected data with theory and draw conclusions from our findings. 

4.2 Research Approach 
 
The definition of qualitative versus quantitative research explains the researchers approach to 
the study (Denscombe, 2000). According to Saunders et al (2000) it may appear difficult to 
make a clear distinction between qualitative and quantitative research. However, differences 
between the two approaches can be discovered (ibid). According to Yin (2003) the best 
approach for a researcher to utilize depends on the purpose of the study and also on the 
formation of the research questions. 
 
Words are considered to be the most central part when analyzing a qualitative approach in a 
research. The qualitative approach to research aims to transform the observations into words 
instead of numbers. This approach to research is usually associated to the explanation of 
certain phenomenon and it is usually done in small-scale studies (Denscombe, 2000) 
 
A qualitative approach was used for this study. Since the purpose with this thesis is to provide 
a better understanding on how organizations develop the brand as a person we believe this 
approach suits our purpose best. Further, the posed research questions also provided answers 
that cannot be quantified or measured in numbers. Hence, a qualitative approach gave us a 
chance to consider and analyze several variables and thus gain a deeper understanding of our 
area of research compared to quantitative approach.  
 

4.3 Research Strategy 
 
Both Yin (2003) and Denscombe (2000) states three major research strategies; experiments, 
surveys and case studies. Yin (2003) also adds archival analysis and history as research 
strategies as additional strategies. The Researcher can decide which strategy to use by taking 
the following three conditions into consideration (ibid): 
 

1. The type of research question asked.  
2. The degree of control an investigator has over actual behavioral event.  
3. The degree of focus on contemporary opposed to historical events. 

 
The study consist only of “how” questions. The study does not require any control over 
behavioral events. Furthermore, focus was placed on contemporary events. Based on these 
criteria the most suited research strategy is case studies according to Yin (2003). 
 
A case study aims to gain extensive understanding about a single case or a small number of 
cases (Saunders et al, 2000). The rich understanding a researcher gain of the context of the 
research is the main advantage with this approach according to Denscombe (2000). Yin (2003) 
adds that this approach have substantial ability to answer “how” questions and can be used 
successfully in both single case studies and multiple case studies. Case study research can be 
carried out as either single- or multiple case studies according to Yin (2003). According to 
Miles and Huberman (1994) multiple case sampling adds confidence to the findings. By 
looking at a range of contrasting cases the researchers can understand the findings from a 
single case and specify how and where and maybe also why it has this behavior. Multiple case 
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samples also add to the validity, precision and the stability of the findings (Miles & 
Huberman, 1994). Yin (2003) continues with stating that multiple case studies give the 
researchers the opportunity to compare. However, less time can be spent on each case. 
 
Since we wanted to provide a deeper knowledge through our study a survey is not a suitable 
strategy to choose. Furthermore, we do not have any control over behavioral events. 
Therefore we decided that a multiple, contrasting case study strategy was the most suitable 
strategies for this thesis. The cases are contrasting since three of the four companies operate 
on the business-to-consumer and business-to-business markets and one company operates 
only on business-to-business markets. 
 

4.4 Data Collection Method 
 
According to Denscombe (2000) the data can be collected through four different methods: 
questionnaires, interviews, observations or documents. Yin (2003) on the other hand mentions 
the following six sources for collecting data: documentation, archival records, interviews, 
direct observations, participant observations, and physical artifacts.  
 
In this study we have decided to use interviews as the method for collecting our primary data. 
Yin (2003) describes interviews as guided conversations where the researcher will ask the 
respondent questions in a fluid rather than a rigid way. If the researcher needs deep and 
detailed data from a few numbers of respondents interviews is preferably to be conducted 
(Denscombe, 2000). Furthermore, interviews are a flexible way of collecting data and it 
focused directly on the case study topic (Yin, 2003). Since the purpose of our study is to 
provide a better understanding on how organizations develop the brand as a person we believe 
that detailed and deep information about a few corporations will serve our purpose best. 
 
Yin (2003) and Denscombe (2000) both mention three types of interviews and defines the 
nature of each one as: open-ended, focused, or surveys. Focused interviews gives the 
interviewer an opportunity to control the interview and the topics that are discussed at the 
same time as the respondent is given a chance to speak unreservedly about his thoughts and 
insights of the topic (Denscombe, 2000). The answers are of an open-end character and the 
emphasis is put on the respondent describing his views on a certain matter (ibid). Although 
the interview may possess a conversational manner Yin (2003) claims that the interviewer still 
should follow a set of questions from the case study protocol. Since the maturities of our 
interview questions are rather complex and more thorough explanations are wanted, we 
believe that a focused interview best suited our research. Most of our questions were of an 
open-end character that further supports the use of a focused interview. This type of interview 
gave the respondent a chance to talk freely about the topic and us a chance of asking follow 
up questions when needed. The interview followed the interview guide, which is provided in 
the Appendix I. 
 
The most common way of conducting a focused interview is through a personal interview 
between a researcher and a respondent (Denscombe, 2000). The advantages with this 
approach is that they are fairly easy to arrange, since the collected data originates from one 
source it is easy for the researcher to trace certain ideas to specific respondents, and the 
interview is relatively easy to control (ibid). Based on the previous discussion, we have 
decided to conduct personal interviews in order to serve the purpose of our thesis. 
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In order to give the researcher a chance to interpret the information more accurately a tape 
recorder can be used during the interview (Yin, 2003). The use of a tape recorder also gives 
other researchers a chance to easily control the collected data (Denscombe, 2000). Therefore, 
we have decided to use a tape recorder when conducting our interview. The respondent was 
informed about the usage of a tape recorder and had no objection. Besides recording all 
interviews, notes were also taken during the interviews. In order to prepare the respondents 
for the interview and what kinds of questions to expect we sent a shortened version of the 
interview guide in advance via e-mail. Since two of our four case companies are located in the 
southern parts of Sweden we were unable to conduct a face-to-face interview with all of our 
respondents, due to the limited amount of time and geographical distance. Therefore, we 
decided to conduct face-to-face interviews with companies located in Luleå a telephone 
interview with the other companies. We also sent our respondents some follow up questions 
through e-mail after the telephone and face-to-face interviews in order to gain additional data 
for our research.  
 
According to Ericsson and Wiedershem-Paul (1987) there are two kinds of data: secondary 
and primary data. Secondary data is information that already has been gathered by other 
researchers with different purposes in mind, while primary data is information that a person 
gathers on his/her own with a specific purpose in mind. The focused interview represents the 
primary data we gathered and the documentation (websites, brochures, and send outs) the 
secondary data. 
 

4.5 Sample Selection 
 
When the appropriate sources of evidence have been determined, it is essential to find 
relevant and manageable samples to collect the empirical data from. In accordance with 
Saunders et al (2000), non-probability sampling was chosen for the reason that a deeper 
understanding of a problem was required. 
 
Moreover, non-probability sampling can be conducted through quota, judgment, convenience, 
and purposive sampling (ibid). In this thesis, we excluded the first three sampling methods. 
The reason for this is that conducting purposive sampling would allow us to use our judgment 
to choose the case-study firms that best enabled us to answer our research questions, and to 
meet the objectives of our study as suggested by Saunders et al (2000). This implies that we 
assume that the phenomenon or problem exists within the sample of information units, in 
accordance with Johansson Lindfors (1993). 
 

4.5.1 The Four Case Studies 
 
As stated previously, we began our sample selection by deciding that it would be highly 
interesting to study if companies treat their brands as a person. We have chosen to include 
Swedish companies in our study, since it was an appropriated approach considering our time 
and money limitations. The fact that we speak the same language increases our ability to gain 
and understand the information during the interview. Our main objective was to find Swedish 
companies that can intelligent discuss our research topic. According to Holme and Solvang 
(1997), selection of respondents is crucial. If the wrong respondents are interviewed, the 
research may turn out to be invalid or insignificant (ibid). In order to fulfill our purpose, it 
was very important that we reached the person/persons who possessed the most accurate 
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knowledge and experience within our research topic. The individuals we have interview for 
our research are stated below. When selecting companies for the empirical data collection of 
the research, we based our selection on following variables, for each case, presented below. 
 
Case: One 
 

 Luleå hockey 
 Janne Dannberg: Marketing Manger 

 
We found it interesting to study the organization Luleå Hockey since they are in the 
entertainment business and operating on both business-to-consumer and business-to-business 
markets we believed that Luleå Hockey could bring the study a different point of view 
compared to a regular selling company. 
 
Accordingly, when we asked for the person who dealt with the brand among the staff of Luleå 
Hockey, we were referred to the marketing manger, Janne Dannberg, who was the most 
competent individual to answer our questions. After establishing an interview, we felt 
encouraged to include Luleå Hockey as one of our case studies due to their hospitality and 
positive attitude. 
  
Case: Two 
 

 Vattenfall 
 Renée Josefsson: Responsible for marketing and profiling   
 Erik Sundström: Competition- and business environment analyst 

 
We decided to include Vattenfall in our research in view of the fact that it is a large company 
that has its headquarters in Sweden. Vattenfall also possess a lot of experience in the area of 
branding, which made us certain that they could discuss our research area wisely. We felt that 
Vattenfall was able to contribute to our research since they have a wide target audience and 
they are a well-known company within Sweden operating on both business-to-consumer and 
business-to-business markets. 
 
We initiated the fist contact with Vattenfall via E-mail, we were referred to Renée Josefsson 
who is responsible for marketing and profiling at Vattenfall. Erik Sundström who is 
competition- and business environment analyst attended during the interview to complement 
Josefsson. They both possessed the appropriate knowledge within our research area and were 
able to discuss our questions intelligently. 
 
Case: Three 

 
 AochO 

 Eva Stenmark: Senior Administrative Officer 
 
The third company that we included in our study was AochO, this small advertising agency 
was selected due to the fact that AochO deals with branding and profiling for a living. They 
are also the only company in our sample selection who operate only on business-to-business 
market. With this in mind we thought that they could deliver rich data within our field of 
research. 
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After we attended a company presentation of AochO, held at the Luleå University of 
Technology, we both agreed that Eva Stenmark was a suitable respondent. She was 
experienced in the field of marketing and therefore competent to discuss our questions. After 
corresponded through E-mail we agreed upon a face-to-face interview. 
 
Case: Four 
 

 Telia  
 Karin Moberg: Responsible for Teliasonera’s Swedish brand Telia and their 

marketing communication. 
 
Finally we decided to include a large international company in our thesis, we selected Telia 
since it is both large and international and operate on both business-to-consumer and 
business-to-business markets. The fact that the company is well known made it even better 
since this is a proof that they have successfully used their brand names. The company has a 
long history and we believed that their knowledge and experience could be useful in our thesis. 
Due to the size they ought to have a lot of resources to invest in their brand characteristics, 
which further motivated our choice to include them in our research.  
 
The final interview we conducted was with Telia. We where referred to Maria Hauffman who 
is an employee at the market division at Telia, after consulting with Hauffman we found out 
that the responsible person for Telia’s brand in Sweden, Karin Moberg, would be the most 
suitable person to interview. 
 

4.6 Data Analysis 
 
According to Yin (2003) every case study should have a general analytic strategy. There are 
three general analytical strategies: 
 

 Relying on theoretical propositions 
 Thinking about rival explanations 
 Developing a case description 

 
Yin (2003) further states that without such strategies or alternative strategies, case study 
analysis will be difficult to carry on. The first strategy, relying on theoretical propositions is, 
according to Yin (2003) the most preferred strategy. This is when the result from previous 
studies is compared to the case study. Thinking about rival explanations tries to define and 
test rival explanations and can be related to the first strategy. The third and final strategy is 
developing a case description. Yin (2003) states that this strategy is less preferable than the 
other two, but it can be a useful alternative when there is lack of previous research. 
 
In this thesis we chose to rely on theoretical propositions. This due to the fact that we sought 
to obtain our research questions from previous findings and studies. Furthermore we wanted 
to compare the data that we found with the findings of previous studies. 
 
Miles and Huberman (1994, p.10) define analysis “as consisting of three concurrent flows of 
activity; data reduction, data display, and conclusion drawing/verification”. Data reduction is 
the process of analyzing that helps to sharpen, sort, focus, discard and organize the data that 
allows for conclusions to be drawn and verified. Data reduction should not be considered to 
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be separate from analysis, but as part of it. The data can also be reduced and transformed 
through such means as selection, summary, paraphrasing, or being considered in a larger 
pattern (ibid). 
 
Miles and Huberman (1994) continue with the second major analyze activity, which is data 
display. This stage includes taking the reduced data and displaying it in an organized, 
compressed way so conclusions can be easier to conduct. If there are too much extended text 
it can overload humans’ information processing-capabilities and make humans to simplify the 
patterns (ibid). 
 
Conclusion drawing and verification is, according to Miles and Huberman (1994) the third 
and final stage of the data analysis. In this stage the researcher starts to decide the meaning of 
the data by looking for patterns, explanations, noting regularities, possible configurations, 
casual flows and propositions.  
 
The analysis of our study has followed Miles and Huberman’s (1994) three steps (stated 
above). The data reduction and the data display have been combined in the data analysis 
chapter and in our final chapter, chapter seven, where the conclusions are drawn and 
verification are being used.  
 

4.7 Validity and Reliability 
 
It is important to take reliability and validity in consideration when conducting a scientific 
research in order to establish its quality (Thurén 2000). Reliability means measuring things 
correctly, if several investigators arrive to the same conclusions the reliability can be 
considered high (ibid). Validity means that researchers really have investigated what they set 
out to investigate and nothing else (ibid). According to Yin (2003) four different tests can be 
done in order to establish the quality of any empirical social research. Yin (2003) also states 
that these tests are especially relevant for case studies. The four tests are summarized below: 
 

 Construct validity: Establishing correct operational measures for the concepts being 
studied 

 
 Internal validity: Establishing a casual relationship, whereby certain conditions are 

shown to lead to other conditions, as distinguished from spurious relationships. 
 

 External validity: Establishing the domain to which a study’s findings can be 
generalized. 

 
 Reliability: Demonstrating that the operations of a study can be repeated with the same 

results. (Yin 2003, p. 34) 
 
Yin (2003) also presents several tactics that can be used when dealing with these tests that 
should be applied throughout the conduct of the case study and not just at the beginning. 
These tactics are presented in table 4.1 below. 
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Table 4.1 Case Study Tactics For Four Design Tests 

Tests 

Construct 
validity 

• D
• D
• A
• U

• U
e

• E
• H

d

External 
validity 

• U
s

• U
m

• U
• D

Reliability 

Internal 
validity 

Phase of research in 
which tactic occurs 

Case Study Tactic 

Data collection 
Data collection 
Composition 

SOURCE: Yin, 2003, p. 34  
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The answers from the interview
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Data analysis 
Data analysis 
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Data collection 
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h validity. The questions included in the interview guide were 
, which insure that the questions are relevant for the study. In 
low students reviewed the interview guide before conducting 
uestions where understandable. (ibid) 

ple within the organizations in order to get in contact with the 
our questions. We sent our questions to the respondent in 

or she for the interview. During the interview we used a tape-
 the answer after the interview. We also took notes during the 
increase the constructed validity. In addition the probing 
eans that the interviewer asks for clarifications or further 
unclear or concise. (ibid) 

 Swedish since it is our and the respondents native language. 
s were typed down shortly after the interviews took place, 

ry. After conducting the interviews we translated the data into 
use some translation errors that might lower the constructed 
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validity. To prevent this, the data was sent back to the respondents to exclude any risk of 
misinterpretation. We asked the respondent if we could call them back if there was anything 
that was unclear with the answer. (ibid) 
 

4.7.2. External Validity 
 
Yin (2003) emphasizes the importance of using replication logic in multiple-case studies in 
order to increase the external validity. A theory must be tested through replication of the 
findings in similar surroundings, where the theory has specified that the same results should 
occur. Once such replication is made, the findings can be generalized to greater number of 
surroundings. (ibid) 
 
Since this study is a multiple case study containing four cases the external validity must be 
considered rather low, with such a low number of cases replication is impossible to perform. 
Hence, our external validity is difficult to apply on this study since we do not aim to draw any 
generalizations from this study.  (ibid) 
 

4.7.3 Reliability 
 
Reliability demonstrates that the operations of a study, for instance the data collection 
methods, can be repeated, and when repeated it shows equal results. In other words, a 
researcher who follows the exact same procedures as described by an earlier researcher should 
reach the same results and draw the same conclusions as the earlier researcher did. (ibid) 
 
We have not used a case study protocol, we feel however that the methodology and the 
interview guide can work as a supplement for this. We have created an interview database 
where we keep the tapes and notes from the interviews that will be stored. Furthermore, we 
have put an effort into presenting where we have found our theory and data, which questions 
we have asked and to whom. These factors increased our reliability slightly. We have also 
presented the collected data for the respondent to make sure we have interpreted his or hers 
answers correctly, and we also asked additional questions through e-mails. (ibid) 
   
When performing an interview there is a risk of influencing the respondents, in order to 
receive the unbiased answers we tried to stay neutral and not influence the respondents. 
However, sometimes we found it hard to stay objective since there where occasions were we 
had a different view then the respondents, this might lower the reliability. (ibid) 
 

4.8 Summary 
 
This chapter has dealt with the aspects of how to collect the data, beginning with stating the 
purpose of the research, followed by the research approach and research strategy. The 
different methods of data collection have been presented, as well as the sample selection and 
the data analysis. Finally, the quality standards including validity and reliability have been 
discussed. A graphical summary of the research methodology will be presented in figure 4.1 
shown below. 
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5. Empirical Data 
 
The previous chapter we discussed the methodology used in this study. This chapter includes 
the empirical data from the interviews with the case study objectives selected for this research. 
At first the findings from Luleå Hockey is presented, and then the data from Vattenfall, 
followed by findings from AochO and finally the data collected from Telia. This chapter 
begins with a short introduction of the respondents of the interview and a presentation of the 
company. This is then followed by the presentation of data gathered from each case.  
 

5.1 Case One: Luleå Hockey 
 
This section on Luleå Hockey will first provide the reader with a company background and 
then move into the areas of the different research questions. Data presented in this case is 
based on a face-to-face interview conducted with Janne Dannberg who is marketing manger at 
Luleå Hockey.  
 
Luleå Hockey is an ice hockey team who has its base organization in Luleå, Sweden. The 
association was founded in 1977 due to a fusion of two local ice hockey teams, IFK Luleå and 
Luleå SK. This fusion led to the name GroKo which later on changed to be public known as 
Luleå Hockey which is their current name. 
 

 
Figure 5.1 Luleå Hockey’s Logotype 
SOURCE: www.luleahockey.se
 
In 1984 Luleå Hockey was promoted to the premier division in Sweden and has managed to 
stay there the following twenty years. The first and only title was taken in 1996, and the team 
has finished as runner up twice (1993 and 1997). The legendary home arena, former known as 
“Delfinen” was rebuild in 2002 and also renamed to “Coop Arena”.  
 
Luleå Hockey’s vision is to be a communicator for Northern parts of Sweden and they wish 
that the people from northern parts can be proud over their habitation. Luleå Hockey use ice 
hockey as a strategic tool in order to provide successful entertainment. 
 

5.1.1 How do Luleå Hockey Describe Its Brand Name? 
 
The logo was re-created in 1994 in order to develop Luleå Hockey more commercial by 
adapting the American hockey league approach to use an animal in the logo. The logo was 

 
35

http://www.luleahockey.se/


 
Empirical Data 

developed in order to create a new image as it became more important to adapt to the media 
society. 
 
It is very important to use the brand carefully, one phone call and say one thing which could 
cause big headlines in the newspaper and severely hurt the team and how people view Luleå 
Hockey. The vision they have is that everybody should be proud to be living in Norrbotten. 
Luleå Hockey is the largest association in the area, which means that they need to be humble. 
Luleå Hockey has a strong focus on developing young hockey players and produce elite 
players in the long run. 
 
According to the organization it is important to conduct frequent efforts in order to give 
meaning to the brand. They need to be exposed in media as much as possible in order to 
preserve the attraction of the brand. Higher level of exposure leads to higher level of 
recognition. The company also has a marketing plan that they follow throughout the year. 
Moreover their efforts when developing young players also shed light on the clubs strong 
hope and vision for a strong and successful team in the future. 
 
Furthermore, the respondent claims that the name of a brand should be based on the activities 
you do, one should not try to persuade people what your brand is about, however Luleå 
Hockey followed the old tradition of choosing a name which has a strong link with the 
particular sport and the geographical location. Yet one should have in mind that the name 
ought to last for a long time due to the fact it is expensive to rename the organization. The 
organization does not think that they can establish the same level of association in the area by 
using any other name than Luleå Hockey. It works for the local basketball team to call 
themselves “Plannja” but Luleå Hockey covers a much wider area than the basketball team, 
which makes it almost impossible to use any other name successfully.  
 
The team has not given much thought if their brand is easy to pronounce however they still 
think this is an important aspect to make sure the people who will consume the product or 
service can pronounce the name. One should be aware of any possible connotation of the 
brand name in order to avoid misunderstanding among the consumers.  When register the 
brand name there is no need to investigate if the name exists anywhere else, since it 
automatically is checked by the patent and registration office to make sure it is available. 
 
Before naming the product/service one must first figure out the goals and what purpose you 
have with your business. The next step is to make sure your brand name align with these goals. 
It is important to have foundation to relay on when deciding what name to use. This 
information should come from the product itself and from outside sources. One should try to 
gain as much perspective from as many people as possible, since the one who came up with 
the idea or product usually prefer their own idea and might have a hard time criticize their 
own suggestion. 
 

5.1.2 How do Luleå Hockey Position Their Brand? 
 
Luleå Hockey is foremost in the entertainment business, where ice hockey is the main tool to 
provide this service. Exposure is their strong side that gives them a great opportunity to attract 
sponsors. 
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When it comes to positioning the brand Luleå Hockey the research shows that the 
organization does not think in terms of traditional positioning strategy. Nevertheless, since 
they already are the market leading organization that provides this kind of services, they 
believe it is important with continuous development in order to sustain this position. This 
aligns with their goals and visions of always try to look forward and improve every organ in 
the organization. Being more offensive and not afraid to utilize new techniques is an approach 
for Luleå Hockey to fulfill their goals. 
 
In view of the fact that Luleå Hockey audience plays such an important role, they cannot 
overlook the fact that the audience wants to new fresh exciting events around the games. 
Luleå Hockey has been appointed to be among the best team in the world when it comes to 
game events. They have also been elected to be the best market profile of Norrbotten because 
of their aggressive marketing strategy. Their positioning strategy is to be seen and heard 
where the experts have their opinions. It is important to get the word out on the street in order 
to create interests.  
 
Providing high quality entertainment for people in Norrbotten is important since they are 
leading in their field of business. Luleå Hockey thinks in terms of developing themselves and 
developing the potential in young players in order to have stronger team in the future. They 
also have a lot to offer the youngsters, the goal is to give them team spirit, the ability to work 
in a group, and to take responsibility. Another thing is to give them the opportunity to develop 
themselves as hockey player in order to succeed in life. 
 
The position they have in the business-to-business market is however more important, by 
gaining high level of exposure in the media they become more appealing to potential sponsors. 
Instead of competing with strong brands in the area, Luleå Hockey has chosen to ally 
themselves with those brands, such as SSAB that consolidate Luleå Hockey’s positioning. 
Luleå Hockey emphasis the importance of being seen with strong brands and the importance 
of not being seen with negatively loaded brands. Their main competitors are other 
entertainment businesses such as the basketball team, cinema, television, theater, ice hotel, 
and other attractions people could choose to attend instead of hockey. 
 
Their target group is primary people living in Norrbotten, and every year they conduct 
research on their audience in order to gain information what they like and dislike. Those who 
do not attend at the games are looked into as well, in order to understand what actions could 
be done to attract them to hockey games. This research is important in order to use the 
resources in an effective way. The product is consumed during the hockey game either on site 
or by watching the games on television. The promise Luleå hockey stand for is to provide 
high-class entertainment for the audience. 
 

5.1.3 How can Luleå Hockey’s Brand Personality be Described? 
 
According to our findings regarding brand personality the bear represents power and also a 
soft teddy bear side for the children. The logo had a touch of the region “Norrbotten” by using 
the Greek sign for sun which in this case represent the midnight sun. There are also 
snowflakes under the bear which represent the climate in northern Sweden. The flames that go 
through the logo stand for the northern light which is especially visible in these parts of 
Sweden. The logo of Luleå Hockey is a clear symbol of the area of Norrbotten. 
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The brand name of Luleå Hockey stands for good entertainment, successful ice hockey, the 
area of Luleå and Norrbotten, teamwork, a strong will to compete, and proper ethics (such as 
fair play, white money, and no use of drugs). The hallmark of Luleå Hockey is the never 
giving up attitude. 
 
Luleå Hockey’s personality is in line with the typical perception of people’s personalities 
from this part of Sweden, such as hard work mentality and stubbornness, toughness, 
robustness, and to have a true fighter attitude. Sophistication is not emphasized in their market 
communications, since it would contradict the other personalities. Luleå Hockey find 
competence as an important personality, however they have not established this personality 
yet.  
 
Luleå Hockey’s brand personality is not taken in to high account, they mainly communicate 
actively through posting upcoming games on billboards around the town of Luleå. Their 
souvenirs also communicate the brand personality in some ways, since the logo is consistently 
printed on all of the souvenirs. However a great deal of the image that Luleå Hockey 
possesses comes from media coverage, e.g. newspapers that write about the current condition 
of the team which provide an image of Luleå hockey’s current personality. There are three 
things they always include in their ads, first the identification by using a hockey player, 
second the Luleå Hockey logo and finally, their main sponsor SSAB.   
 
The perceived picture of Luleå Hockey and its personality is projected and created by media. 
This is free of charge, however the obstacle is that Luleå Hockey have to make sure that the 
right picture is projected. In order to do so they have to provide the media with as much 
information as possible.  
 

5.2 Case Two: Vattenfall 
 
To receive the empirical findings in this case is we made a telephone interview with Renée 
Josefsson (responsible for marketing and profiling) and Erik Sundström (competition- and 
business environment analyst) who are employees at Vattenfall AB under the division 
“Kommunication Norden”. 
 
The vision of Vattenfall is to be the leading energy company in Europe. Vattenfall’s mission 
is to enhance customers’ competitiveness, environment and quality of life through efficient 
energy solutions and world-class service. Vattenfall’s status today is that they producing 
electricity and purvey energy to millions of the Nordic countries and north of Europe. The 
largest customers of electricity are industries and energy companies, the main products 
supplied are electricity and heat. 
 

 
Figure 5.2 Vattenfall’s Logotype 
SOURCE: www.vattenfall.se
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Vattenfall has grown considerably over recent years through acquisitions in Germany and 
Poland. At the same time, Vattenfall have streamlined their commitments outside Europe. 
Today the core business is concentrated in Finland, Germany, Poland and Sweden.  
 
The Vattenfall Group had a turnover of more than SEK 111 billion in 2003. The Vattenfall 
Group generates around 160 TWh and sells 185 TWh of electricity per year. Vattenfall’s 
annual heat production and sales amount to 35 TWh. 
 

5.2.1 How do Vattenfall Describe Its Brand Name? 
 
Vattenfall’s core values are responsibility, efficiency, and openness. The core values are 
central to Vattenfall. The brand Vattenfall should hopefully stand for trustworthiness and 
consultative competence. The logo has been used in the company for a long time, reflecting 
several different energy sources: wind, water, and the sun.  
 
Frequent commercial efforts should be conducted in order to give meaning to the brand in the 
long run. It takes time to build up or change attitudes towards a brand in order to differentiate 
it from competitors, therefore frequent and consistent messages are preferable when 
communicating with the public. 
 
Regarding the area of a descriptive brand name Vattenfall believes that it might cause some 
problems. Firstly, a descriptive name might limit the potential expansion of the business, 
offering products and services that go beyond the initial business operations that the brand 
name reveal might not be convincing. Secondly, a non-descriptive brand name also makes it 
easier to introduce and exclude products from the market. Problems might also arise in 
connection to the registration of the name. Finally, a descriptive brand name can also be easy 
to copy and thereby easily lose its uniqueness.  
 
It is important to choose a brand name that last for a long time, due to the fact that changing 
brand name is very costly and time-consuming. Trendy names might work for a short while 
but sooner or later their attractiveness may run out which calls for new actions in order to 
increase its attractiveness. The fact that it should be easy to pronounce is also mention as an 
important matter.   
 
When selecting an international brand name it is important to take into consideration the 
meaning of the word. There could be great differences in the perception of a brand name in 
different countries, due to their cultures and language. If the company is planning to go 
international in the future, efforts should be put on examine how the brand name is perceived 
in those markets where the company aims to compete. Especially important is to examine 
what kind of association the name evokes among people and organizations in the target 
market. Making sure the name is not registered or in use in another country is also important 
in order to avoid confusion in the mind of the target customer. The name should also be tested 
inside the organization first in order to gain perspective and new points of view of the product 
or service. 
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5.2.2 How do Vattenfall Position Their Brand? 
 
Vattenfall position the company as a large and stable organization. Vattenfall aims to be a 
leading consultative company that offers superior competence in the area of pricing, 
development and meeting customer needs. Vattenfall distinguish the company also by 
providing the whole value chain, from production all the way out to the customer. Vattenfall 
avoid positioning themselves in terms of softer or hip values, they aim to be perceived as a 
warm open and personal brand. The company emphasize that they are a secure supplier of 
energy, since this is a characteristic that purchasing companies and industries appreciate.  
 
Everyone consume electricity in some way, for instance every time someone turns on the light 
or makes a cup of coffee in the morning, however since their service is constantly in use they 
do not focus on include this aspect in their positioning. This makes their market segment very 
vast, the company does not aim for a particular segment they aim for everyone. Nevertheless, 
they divide their vast target market in to smaller subcategories, such as individuals, small 
companies and large companies. The consumers should choose Vattenfall mainly due to their 
high competence and stability. The company is putting money and recourses on research and 
development as a competitive tool. 
 
Electricity price has changed frequently over time and Vattenfall believe that they can offer 
their customers consultation which will pay off in the long run. One advantage Vattenfall 
offers is the option to consume a package solution, such as broadband, telephony and 
electricity from the same company in order to make it more convenient for the customers. 
Furthermore, they try to communicate this in all the investment the do in order to improve the 
electric mains and terms of payment. 
 
All companies who offer the same products and services as Vattenfall are seen as competitors 
and today there are hundreds of companies operating on the Swedish market. Their largest 
competitors are those how supply electricity to industries and large companies. This aspect is 
taken in consideration in their positioning in order to know whom they are competing against.  
 

5.2.3 How can Vattenfall’s Brand Personality be Described? 
 
Vattenfall’s personality can be described as being a combination of a stable, competent, and 
robust company. Since an exciting, rugged, and adventuresome personality contradicts a 
stable characteristic they do not want to be associated with these personalities.  However they 
want to move towards a warmer, humble and more personal company, nevertheless they 
suspect that many people still see them as a stiff governmental company. Due to the above 
mention facts they do not desire a sophisticated personality. Another characteristic they want 
to possess is sincerity, an attribute people today do not associate Vattenfall with. This is a 
dilemma Vattenfall faces due to the fact that they are the largest company on the energy 
market, they therefore held accountable for the whole business, e.g. the price fluctuation and 
taxes. This picture has its roots in what media have its interests in and how they view the 
reality, whereupon Vattenfall have received a different picture which is impossible for the 
company to control. Sending out an exiting personality is not considered important to 
Vattenfall due to the nature of the energy supply industry. 
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The competence is communicated a great deal through product-related characteristics, the 
send outs Vattenfall distribute to companies focus on the importance of signing a contract at 
the right time. The company also emphasizes the right to replace the contract if the customer 
have been unfortunate and signed the contract when the energy price has been high. 
 
Non-product-related characteristics are distributed through their sponsorship of the Swedish 
cross-country skiing team. Cross country skiing is a traditional Swedish sport and its 
characteristics stands for much of what Vattenfall stand for, by sponsor this activity Vattenfall 
hope their personality as a Swedish brand with strong roots in the Swedish society is 
strengthen. Furthermore the logo consists of the same color as the Swedish flag; blue and 
yellow. Through the commercial they aim to increase their trust by showing a more 
responsible side of Vattenfall. They also invest in local events in order to meet the customers 
on a more personal level and illuminate the Vattenfall brand as a more personal brand instead 
of the stiff image it has possessed in the past.    
 
Vattenfall build their brand on their core values and meeting the customer, while in other 
branches such as the clothing industry the image might play a more important role, since the 
clothes function of a communicator of people’s lifestyles and attitudes. This kind of image 
building would not work as well in Vattenfall’s line of business due to the fact that they offer 
functional benefits to a higher degree than the clothing industry that mainly focus on 
emotional benefits instead.       
 

5.3 Case Three: AochO 
 
The section on AochO will first provide us with a company background and then move into 
the areas of the different research questions. The information gathered in this case is from a 
face-to-face interview with Eva Stenmark who is senior administrative officer at AochO. 
 
AochO Reklambyrå was founded in Luleå 1993. The rather small company has slowly grown 
to be the leading and most creative advertising agency in the northern parts of Sweden. Since 
the company started AochO has grown organically by using its own capital and conducting 
long-term investments that have led to a solid foundation for further development of the 
company. 
 

 
Figure 5.3 AochO’s Logotype 
SOURCE: www.aocho.se
 
The business concept of AochO is to improve their customers’ market position through wise 
advertising. The company provides all kinds of communication to meet the needs of the 
assigner in order to help them reach their business goals. Today there are 10 employees 
working at AochO and they have a turnover of SEK 8 million. 
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5.3.1 How do AochO Describe Its Brand Name? 
 
The brand of AochO stands for “the most important”. Their activities are among the most 
important area for their customers in terms of increasing sales by performing wise marketing 
and advertising efforts. Another reason for this name is the fact that the two owners of AochO 
are called Alkvist and Olsson. AochO is a service company that offers marketing related 
activities ranging from strategy and analysis to production of the final material. 
 
It is very important to maintain a brand by continually efforts in some way. This could be 
done through producing high quality products, deliver on time or being visible in advertising 
at the right place. However, there might be some branches where this is not as important as in 
others. One example is a lawyer firm who face scarce competition and efforts should be taken 
to be visible for people when they seek a lawyer. Generally AochO do not advertise, however 
they send newsletters four times a year to their current customers, potential customers and 
other organizations which may have an interest in their business. AochO claim that in their 
line of business the personal contact with the customer is extremely important, relationships 
are vital if they are to survive. One way AochO maintain and build new relationships is 
through events such as Luleå Hockey’s arena as a meeting place. AochO also publish their 
logo on Luleå Hockey’s website which increase their visibility and reorganization. 
 
A descriptive name can sometimes be a good idea and sometimes a bad idea according to the 
company. If you only have one product and know you do not want to expand in other markets 
or on the same market with new products then a descriptive brand name could be preferable. 
Some trendy names may be unique but it often does not say anything about what the company 
actually does which could cause problems. 
 
When planning for an international brand name companies should make sure it is easy to 
pronounce. By being able to read and pronounce the brand name people can thereby absorb 
the name of the brand and accumulate it in their memory. It is also important to think in long 
terms when a brand name is chosen, knowing where the products or services may take the 
company in the future is important. Some names may limit possible directions in the future 
such as new markets, new products and, new services. A wide perspective is important since 
it takes a long time to change a brand name. The recognition and current association will 
likely be lost when a new name come into use, it is also expensive to change customers’ 
perception of a brand. It is also important to think about the graphical aspects of the brand and 
how the letters in the name will appear. Also make sure there is not a porn club around the 
corner with the same name as your brand. If one is mistaken for another company be sure it 
will generate a positive association from that company. Finally, be certain that the brand name 
does not have connotations in other countries languages. 
 

5.3.2 How do AochO Position Their Brand? 
 
AochO does not try to be neither the cheapest nor the most expensive company. They are 
neither the largest company in their branch nor the smallest. AochO tries to position 
themselves as a personal company where the relationship between the company and the 
customer are conducted in the most satisfied way. This close relationship hopefully 
differentiates the company and generates opportunities to know their customers and better 
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serve their wants and needs. Additionally they provide the same kind of products and service 
as other advertising agencies. 
 
AochO also have the ambition to be brave and go against the norms by using a “rock and roll 
style” and sending out an adventuresome and exiting image of the company. The strategy is 
used in order to make their customers enjoy being at the agency, to offer them a good time at 
the marketing agency. In addition they offer the same kinds of services that any other 
advertising agency in the market. The company’s aim is to be customer oriented, which 
means that they tailor-made their services to fit each customer. The lack of advertising efforts 
is not a big loss according to the company. They have chosen to believe that if the service is 
well preformed then it is the best advertising one can get. Their services are consumed when 
the material goes into print and are exposed on the areas where it hopefully gains the attention 
of their customers’ target markets.  
 
Their main target market consists of companies in the northern part of Sweden. They might 
not turn down public sector proposals or private persons but they do not spend advertising 
recourses on them. The reason for this is that both of these segments usually work with a tight 
budget and under tight leashes, where there is no room for the creative mind. Accordingly it is 
preferable to work with customer with a low level of bureaucracy and paper work.  
 
AochO have on purpose chosen to work with customers who are not the largest on the market 
since they do not have the resources for it. When looking at the fact that AochO is the third 
largest company in this region, having this in mind, it would be unwise to choose to operate at 
markets that other companies are better suited for. One could say that AochO have made an 
active decision to focus on medium sized customers. AochO have a limited budget and there 
is no room to spend money and effort on the wrong market segment. 
 
Positioning is an important issue to AochO, due to the fact that it is a method to differentiate 
themselves from other competitors. Their competitors are all those advertising agencies who 
offer the same products and services as AochO. There are two large advertising agencies in 
Luleå which are their main competitors, JOB Media & Reklambyrå and Vinter Reklambyrå. 
Finally, AochO do not pay that much attention to their competitors and they do not discuss 
them with their customers. 
 

5.3.3 How can AochO’s Brand Personality be Described? 
 
AochO see themselves as an exiting, adventuresome and competent company who dares to 
break the traditional way of doing things. AochO’s strategy is to project an image of an 
amusing yet competent company. The company likes to explore new paths in order to be more 
creative.  
 
The company want to be seen as an agency with a warm and personal atmosphere were 
people have fun doing business. The idea is to give the customers an empowering experience 
while being at the agency. There is a paradox of emphasizing honesty as a main characteristic; 
since it would sound strange to describe an advertising agency as honestly when the goal is to 
increase sales for the customers through convincing advertising. AochO does not want to be 
associated with a snobbish, sophisticated or robust personality trait, since these do not match 
the above mentioned desired traits. 
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AochO frequently sends out brochures to current and potential customers, in these brochures 
examples of their previous work can be viewed. The ads in the brochure communicate 
AochO’s hallmark of what they can create. For example, in their project for the steel company 
SSAB they focused on soft values and the use of words that are very untypical for the steel 
industry. To final stress the risk taking and daring personality, the findings shows that one can 
reach their goals without being mainstream and ordinary. This shows AochO’s way of 
thinking, their capability to think unorthodoxly. In the brochure they also include a small 
selection of prestige customer they have had and projects that they are especially proud of. 
The prestige customers hopefully send out an image of AochO that say: “this is a competent 
and serious advertising agency”. There are also statements from satisfied customer who 
comments how competent AochO are.   
 
The personality traits that least correlates with AochO are sophisticated (in the snobbish 
matter) and robust. In general the company tries to avoid being associated with anything of a 
negative nature, for instance incompetence or being unprofessionally etc. 
 

5.4 Case Four: Telia 
 
In this section we will include a company background of Telia and then move into the areas of 
the different research questions. Data presented in this case is based on a telephone interview 
we conducted with Karin Moberg who is responsible for Teliasonera’s Swedish brand Telia 
and their marketing communication. 
 
Telia of today have its roots in the Televerket, a governmental owned business that was 
founded in 1853 as the “Kongl. Elecktriska Telegraf.-Werket”. Telia are the parent company 
in the Teliagroup. Telia operate in the fixed and mobile telecommunication service and they 
have a wide range of services for business, consumers and organizations in Sweden. Telia 
claims their main benefit with their business is their ability to help companies and people get 
closer together through communication or IT solutions.  
 

 
Figure 5.4 Telia’s Logotype 
SOURCE: www.telia.se
 
The government has owned Telia since the beginning, but in 2000 Telia were introduced on 
the stock market. This led to approximately over 800 000 new shareholders although the 
Swedish government kept the majority of shares. During 2002 Telia and Sonera merged 
together and formed the today’s corporate name which is Teliasonera. Telia are by historical 
reasons the major actor on the Swedish market when it comes to fixed telecommunication. 
 

5.4.1 How do Telia Describe its Brand Name? 
 
Recognition is very important to Telia in order to reach out and place the brand in the mind of 
the public. But it also depends on which kind of brand you represent. For Telia it is especially 
important to maintain their brand since they operate on a market which is experiencing a lot 
of frequent changes. They need to be active on the market all the time in order to compete 
successfully in today’s competitive business environment. Earlier studies conducted by Telia 
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have showed that if Telia does not make efforts to be exposed during a period of time the 
quickly lose recognition and preferences.  
 
In general one should avoid descriptive names, initially because descriptive brand names are 
hard to get registered as a trademark. Another problem with descriptive names is that they 
might become too generic and hard to differentiate, as a result of this you might invest a lot of 
money into something you do not have a ownership of. Easy to pronounce may not be vital in 
every case, by having a difficult or strange name you may gain some recognition. In general it 
is preferable to avoid descriptive brand names. Furthermore, one should choose a brand name 
with a long-term perspective. This is important due to the fact that it is expensive and time 
consuming to transfer associations from one brand to another.  
 
When deciding an international brand name a company should first make sure that the name 
in consideration gives the right associations to the customers and is easy to remember. One 
should also make sure it is not offensive to anyone. Finally, companies should be certain that 
their brand name does not cause confusions with other similar brand names on the market. 
 
Considerations should be taken upon which market a company aims to compete on, today and 
in the future. It is easy to make the mistake of having too much focus on the present moment 
and forgetting the opportunities that can arise on new markets in the future.  
 

5.4.2 How do Telia Position Their Brand? 
 
Telia’s positioning is based on the core values that characterize their brand. The company 
focuses on variables dealing with a “We versus I” and “Introvert versus Extrovert” 
perspective. They try to reposition themselves more towards the “we” and “extrovert” area 
due to the fact that their products and services are built on communication among people and 
companies.  
 
Telia have customers in all segments of the Swedish society; private consumers, companies 
and public sector. Even though they have such a wide diverse distribution of segment the 
modern family, age 25-45 year old parents, is extremely important to them. They also have a 
conceptual target market that they aim for in their communication. This is basically people 
who have limited amount of time and therefore would appreciate to have a solid phone 
company that they can trust to provide those services they want. The consumption of the 
products and services takes place every time someone answers the phone or makes a 
telephone call.   
 
Telia compete with every company that offers similar products and services as Telia. They 
divide their competition in business-to-consumer and business-to-business markets. One 
factor that more than anything else has cause growth in the Telia’s branch is the trend of 
young people investing more money on their mobile services and products rather than clothes. 
Telia offer solutions to all of their customers’ communication problems and concerns in a 
better way than the competitors. In the long run they aim to be the leading communication 
service company in Europe and work as a guide in the jungle of telecommunications.  
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5.4.3 How can Telia’s Brand Personality be Described? 
 
Telia’s brand personality is perceived as rather neutral. According to examinations done by 
the company, the public perceive Telia as a 45-50 year old man who has a family and drives a 
blue Volvo, which is not very exiting. Telia aim to move from a neutral standpoint to a more 
exiting and extroverted brand, the goal is make people enjoy Telia. Another brand personality 
that Telia want to create is a “we” - personality that makes people feel akin to Telia. 
 
The visual shape and color of the logo is one way this new personality can be identified, it is a 
mix of red and pink which should show a feminine touch of Telia. When using both Telia and 
Teliasonera there may be some confusion both within and outside the organization. It would 
have been much easier if there were one name for the whole organization. In the customer 
service division there is approximately 2700 people employed by Teliasonera who deliver the 
brand Telia. This is often the case when company mergers take place.  
 
Telia aim to communicate their personality through their marketing communication, mainly 
through the commercials on television. These short clips involve the typical Swedish family 
that hopefully communicates a link between the brand name Telia and close “we” relationship 
and a more extrovert behavior. In addition to these actions Telia works with the customer 
services and support employees in order to communicate the desired brand personality.  
 
Telia strive to be a competent and relevant company for their customers. Telia offer services 
that customer’s value to a reasonable price and boost the feeling of a relevant company in the 
way they package their product. Telia also stress the fact that they have a leading position 
when it comes to reliability of the telecommunication industry in Sweden. This position is 
valuable for Telia and must be kept. Telia also struggle to be an inspiring, easy, and caring 
brand that should be communicated through all product information, marketing and direct 
communication between seller and customer. 
 
Finally, Telia always have a vision of moving forward and improve the visual identity of the 
brand. It does not have to be large improvements, they rather prefer frequent improvements in 
order to communicate an impression of a new and fresh image. 
 

5.5 Summary 
 
This chapter has presented the empirical data collected from the four companies related to the 
research questions of this study. The structure of this chapter followed the interview guide and 
the conceptual framework. In the next chapter, each case will be compared with the 
conceptualization (within-case analysis). Furthermore, a cross-case analysis is presented, in 
which all four cases are compared with each other. 
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6. Data Analysis 
 
In this chapter, we will compare the empirical findings presented in chapter five with the 
conceptualization and the emerged frame of references in chapter three. This chapter will 
begin by comparing each case with the theory (within-case analysis) and then the four cases 
will be compared to each other displayed through a cross-case analysis. The disposition of 
this chapter will first be determined by the order of the research questions first the within-
case analysis, and then followed by the cross-case analysis. By analyzing the collected data 
we will be able to draw conclusions, which will be presented in chapter seven. 
 

6.1 RQ 1: How can the Brand Names be Described? 
 
The analysis of brand name will focus on Kapferer’s (2001) theory that will be compared with 
data from each case. The first variable is the statement that Consistent efforts should give 
meaning to the brand name. The author further states that descriptive brand names should be 
avoided. It is also important to chose a brand name that last for a long time. Furthermore, 
Kapferer (2001) brings up the importance of having a name that is easy to pronounce. A 
brand name should not have any adverse connotations according to Kapferer (2001). A final 
consideration Kapferer (2001) stresses, is the importance of having a name that easily can be 
registered. In the following section we will conduct a within-case analysis for each of the four 
cases where we compare the theory in the conceptualization and emerged frame of reference 
with each case concerning brand name. 
 

6.1.1 Within-Case Analysis of Luleå Hockey 
 
The findings of Luleå Hockey are in alignment with Kapferer’s (2001) first statement, they 
consistently aim to gain exposure in media. In order to gain higher level of recognition the 
company also follows a marketing plan with communications activities planned throughout 
the year. In the case of Luleå Hockey the findings show that they use a brand name that 
describes both the sport and location of the team even though the respondent claims that 
descriptive brand names should not be used in general. Luleå Hockey agree with the 
statement that a brand name should last for a long time and also add that a name change can 
be expensive. Luleå Hockey have not given much thought if their brand name is easy to 
pronounce. However, Luleå Hockey think in general it is important that a brand name is easy 
to pronounce. The case shows that companies should be aware of all possible connotations in 
order to avoid misunderstandings among the customers. Findings from Luleå Hockey reveal 
that it is not important to investigate if the brand name easily can be registered in other 
countries since it is checked automatically when you turn in a name for registration at the 
patent and registration office.  
 

6.1.2 Within-Case Analysis of Vattenfall 
 
Vattenfall agree with the importance of continually make efforts to the brand name. Vattenfall 
motivate this statement with the fact that it takes time to build up or change attitudes towards 
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a brand in order to differentiate the company from the competitors. They add that one must 
also make sure that the message is consistent when communicating with the public. 
 
In the case of Vattenfall findings suggest that descriptive brand names should be avoided. If 
descriptive brand names are used problems could arise concerning future expansion and easy 
to copy which leads to a lower degree of uniqueness. Furthermore, a non-descriptive brand 
name makes it possible to introduce new products to the market. Vattenfall also state that a 
brand name should last for a long time mainly due to the fact that changing name is costly and 
time consuming. They add that a trendy name sooner or later lose its attractiveness.  
 
According to Vattenfall it is important to have a brand name that is easy to pronounce and 
easy for consumers to embrace. Findings show that meanings and connotations of the words 
in the brand name are important to understand. The culture and language cause a great 
difference in the perception of a brand name in different countries. Hence, it is important to 
know the perception of the companies’ brand names on all of their current and future markets. 
 
The findings from Vattenfall show that it is important to investigate if the brand name can be 
registered in another country in order to avoid confusion for the consumers since it is easier 
to have the same brand name for the whole organization. Furthermore, Vattenfall add that the 
new brand name should be tested inside the organization in order to gain perspective and 
feedback. 
 

6.1.3 Within-Case Analysis of AochO 
 
AochO empathize the importance of continually make efforts through producing high quality 
products and deliver on time or being visible in advertising at the right place. Findings show 
that AochO are of the opinion that a descriptive brand name can be positive and negative, 
positive when you have one product and no intention to enter new markets or produce new 
products and negative when you do want to grow and expand in the future.  
 
AochO think in long terms when it comes to brand names. Trendy names can be unique but 
they often lack strong association to their business and quickly lose their appeal. AochO bring 
forward the importance of considering graphical aspects and how the letters in the name will 
appear.  
 
Findings show that being aware of adverse connotations is important according to AochO. 
The company also stresses the importance of having a high awareness of companies with 
similar name who operate in the line of business, and what kind of association people draw 
from their name to your brand name.  
 
AochO agree with Kapferer (2001) and say that pronunciation is important in order to make it 
possible for people to hear the name in their mind as they read it which increases the 
likelihood of remembering the name. AochO state that if the company aim for markets abroad 
one should investigate if it is possible to register the name.  
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6.1.4 Within-Case Analysis of Telia 
 
For Telia it is important to make efforts continually when it comes to marketing, otherwise the 
company can quickly lose recognition and market shares. Telia suggest that descriptive brand 
names should be avoided because of several reasons; difficulty to get the name registered as a 
trademark, risk of becoming to generic and hard to differentiate. Telia state that a name 
should last for a long time due to the fact that it is expensive and time consuming to transfer 
current associations from one brand name to another.  
 
Telia state that in general it is preferable to have a brand name that is easy to pronounce. 
However, the company also stress that a difficult or strange brand name may gain recognition 
due to its uniqueness. Telia illustrate the importance of knowing the connotations and 
associations that the brand name could have in markets that operates under different cultures 
and languages than the own. The findings from Telia suggest that one should be aware of 
whether the name can be registered or not on international markets.   
 

6.1.5 Cross-Case Analysis of Research Question One 
 
We will now perform a cross-case analysis where each of our four cases will be compared 
with each other according to our conceptualization for research question one. 
 
Table 6.1 lists our conceptualized framework for research question one and shows, within 
each case, to what degree the statements holds true. 
 
Table 6.1 Choosing a Name For a Strong Brand – Six Specific Areas 

                    Company 
Variable 

Consistent efforts to 
give meaning to the 

name 

Luleå 
Hockey 

3 

Avoid descriptive 
brand names 

Vattenfall AochO Telia 

3 3 3 

2 

3 

3 

3 3 

2 3 

3 

1 = N
2 = T
3 = V

 

Last a long time 
Easy to pronounce 

No adverse 
Connotation 

3 2 2 

3 

3 

3 

3 

3 

3 

3 

1 

3 
Easy registered name 
 
ot important 
o some degree important 
ery important 
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As viewed in table 6.1 the cases correlate to previous studies. All cases show the importance 
of making continually efforts when giving meaning to their brand name that aligns with 
Kapferer’s (2001) statements. Selecting a brand name which last for a long time also gain 
high importance in the findings. Having no adverse connotations have proven to be important 
in all cases. However, there are differences mainly in the choice of descriptive brand names 
and selecting a brand name that is easy to pronounce, two of the four cases shows digression 
from the theory. The findings from Luleå Hockey suggest that in the sport business it is 
beneficial to have a descriptive brand name due to the old tradition of branding in that area of 
entertainment. According to the findings from AochO companies who do not wish to grow or 
expand may do well with a descriptive brand name, in order to strengthen the association 
between the name and the business. All but one case shows importance of having a brand 
name that is easy to register in other countries. Luleå Hockey state that investigating whether 
a brand name is easy to get registered in other countries is not that important. Luleå Hockey 
assume that the patent and registration office will do it automatically. 
 

6.2 RQ 2: How do Companies Position Their Brand? 
 
In the following section we perform a within-case analysis for each of the cases where we 
compare the theory in the conceptualization and emerged frame of reference with each case 
concerning their positioning. 
 
Kapferer (1997) have developed a framework consisting of four questions that each company 
should address concerning their positioning. The positioning should address what the brand is 
used for (brand promise), for whom it is aimed for (target market), when the product or 
service should be consumed and finally against whom they are competing against. 
 

6.2.1 Within-Case Analysis of Luleå Hockey 
 
Luleå Hockey position themselves as a provider of high quality entertainment for people 
living in Norrbotten in present time and in the future. These goals should be reached by 
continually improving themselves on all levels including the development of young hockey 
players. Their brand promise in their positioning is to provide high quality entertainment for 
audience. Luleå Hockey’s target market is mainly people living in the area of Norrbotten. The 
product or service of hockey is consumed during the game, either on site or at home in front 
of the television. The organization are competing with all kind of entertainment businesses 
which people in Norrbotten could choose to attend instead of ice hockey.  
 

6.2.2 Within-Case Analysis of Vattenfall 
 
Vattenfall position themselves as a large and stable company who is a secure supplier of 
energy. Their brand promise is to deliver energy for their customers, which they communicate 
by improving the electric mains and terms of payment. Their target market are basically all 
people living in Sweden using energy in some way. Nevertheless, they divide their vast target 
market into smaller subcategories, such as individuals, small companies and large companies. 
Their service is consumed every time someone involves themselves in activities that demand 
electric power. However, since their service is constantly in use they do not focus on 
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including it in their positioning. Their main competitors are any company who delivers the 
same kind of energy products and services as Vattenfall and this is taken in consideration in 
order to know whom you are competing against.  
 

6.2.3 Within-Case Analysis of AochO 
 
AochO position themselves as a personal advertising company where the interactions between 
the company and customers are conducted in a satisfied way. Their brand promise is to 
provide products and services other advertising agencies provide but on a more personal level. 
Their target market consists of privately owned companies in the northern part of Sweden. 
Their products and services are consumed when their material goes into print and are 
displayed on the areas where they wish to gain attention. However, they do not include this in 
their positioning since every project is very contrasting and unique. Their competitors are 
other advertising agencies mainly located in the area of Norrbotten but they do not include 
this in their positioning.  
 

6.2.4 Within-Case Analysis of Telia 
 
Telia position themselves as a solid telephone company and are aiming to become the leading 
communication service company in Europe. Their brand promise is to provide solutions to all 
of their customers’ communication problems and concerns. Their target market consists of all 
segments in Sweden but they especially focuses on modern families, 25-45 years old. The 
consumption of their services takes place when someone makes a contact to someone else 
through telecommunications. Their competition consists of all companies who offer the same 
products and services as Telia.  
 

6.2.5 Cross-Case Analysis of Research Question Two 
 
We will now perform a cross-case analysis where each of our four cases will be compared 
with each other according to our conceptualization for research question two. Table 6.2 lists 
our conceptualized framework for research question two and shows, within each case, if the 
variable of the theory can be identified. 
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Table 6.2 Data Display of Positioning 

 

                    Company 
Variable 

For what (Brand 
promise) 

Luleå 
Hockey 

For when 
(Consumption) 

+ 

For whom (Target 
market) 

Vattenfall 

Against whom 
(Competitors) 

AochO Telia 

+ + + 

+ 

+ 

+ 

+ + 

- 

- + 

- 

+ + 

+ 

+ = available to identify in their positioning. 
- = unavailable to identify in their positioning. 
 
The findings suggest that most cases have a positioning which answers Kapferer’s (2001) four 
questions. The cases show that positioning is concerned with providing a brand promise. 
Furthermore, all cases show that they are aware of whom their target market consists of. The 
consumption is not considered to the same extent in all cases, when it comes to Vattenfall and 
AochO this is not taken into consideration, mainly because of the nature of their service, 
which is rather intangible and is not consumed in one moment as compared to the other cases. 
Findings show that every case except AochO takes their competitors in mind when 
positioning their brand. AochO are a company who focus on delivering their own unique 
service to their customers and therefore do not see their competitors’ actions as important.  
 

6.3 RQ 3: How can the Brand Personality be Described? 
 
According to Aaker (1997) a brand’s personality can be placed in 5 different categories. 
These types of personality traits are sincerity, competence, excitement, sophisticated, and 
roughness. Aaker (1996) suggests that the brand’s personality can be implemented in product-
related-characteristics (product category, package, price, and attributes) and non-product-
characteristics (user imagery, sponsorships, symbol, age, country of origin, company image, 
C.E.O., and celebrity endorsers). In the following section we will conduct a within-case 
analysis for each of the cases where we compare the theory in the conceptualization and 
emerged frame of reference with each case concerning brands personality and implementation 
of the brand personality. 
 

6.3.1 Within-Case Analysis of Luleå Hockey 
 
Sincerity can be identified in Luleå Hockey’s brand as they try to communicate proper ethics 
such as fairplay and white money. Competence is an important personality however this is not 
something they make any effort to communicate. Excitement is an important trait, ice hockey 
is an entertaining activity and excitement is one of the major benefits the customer experience 
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when they are in the arena or in front of the television. Sophistication is not an important trait 
to Luleå Hockey since it does not in align with what they do. Their brand stands for 
roughness since ice hockey is a rough sport. This spirit correlates with the people from 
northern part of Sweden who often can be characterized as rough individuals with a true 
fighter attitude.    
 
According to Dannberg their brands personality is communicated mainly through the image 
media sends out. However, the only active and controlled marketing they do are through 
billboards where they post upcoming games. In these billboards they include the ice hockey 
players that send out an image of ice hockey. This aligns with the user imagery aspects of a 
non-product related characteristic and the product related characteristics of a product 
category. Luleå Hockey’s logo should always be visible on the billboards, the logo shows 
many clues of the brands personality such as the angry bear which stands for power and 
strength, the northern light and snowflakes which shows the nature of the climate up in the 
north. These aspects are related to the non-product related characteristics of symbol and 
country of origin.  
   

6.3.2 Within-Case Analysis of Vattenfall 
 
Vattenfall claims that sincerity is something they not are associated with today. However, 
they strive to have this association in the future. The findings suggest that they are a 
competent and robust company today.  Excitement is not as important since this personality 
trait is not in line with their business. Sophistication is not an important aspect for Vattenfall 
to be associated with since they do not think their customers prefer to have a sophisticated 
energy supplier. Ruggedness is not a desired personality characteristic that Vattenfall’s brand 
tries to achieve. 
 
Vattenfall communicate their personality through their brochures where they focus on deliver 
the best energy price that aligns with the product related characteristic of price. Non-product 
related characteristics are distributed through the sponsorship of Swedish cross-country skiing 
team in order to establish a link between Vattenfall and an old Swedish traditional sport. The 
Swedish heritage in their brand can be identified in their colors on the logo, blue and yellow, 
which are the same as the Swedish flag. Vattenfall want to establish a trustworthy label to 
their brand through commercials and other communications vehicles.    
 

6.3.3 Within-Case Analysis of AochO 
 
According to AochO sincerity is not a personality trait they stand for since it is not a typical 
characteristic of the advertising business. Competence is a personality characteristic they hope 
their brand is associated with. Excitement is also a trait they try to associate their brand with; 
they especially try to be a fun and daring company with the courage to break the old way of 
doing things. Sophistication and robustness is not something they want their brands 
personality to be associated with.  
 
AochO communicate their personality through non-product-related characteristics mainly. 
By having a warm and personal atmosphere in their office they hope that customers perceive 
AochO’s brands personality by entering to this environment in which they conduct business. 
This method lies somewhat in align with the C.E.O’s impact on the people in the organization 
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and their customers. AochO send out brochures that include successful projects and satisfied 
customer that communicate their competence and adventuresome attitude. This is in 
agreement with the user imagery variable that suggests that the customer want to identify 
himself with the person in the ad or commercial.    
 

6.3.4 Within-Case Analysis of Telia 
 
Telia are somewhat moving towards a more sincere personality trait since they lack this 
personality trait today. They aim to be a relevant company that is related to having a 
competent characteristic. Excitement is something they somewhat stands for by being a 
reliable brand however they lack inspiring, easy, caring, and extrovert aspects that they are 
aware of and are trying to change. Sophistication and ruggedness is not something they want 
their brands personality to possess. Telia have an outspoken current personality of their brand, 
which is a 40-50 year old man who has a family and drives a blue Volvo and is not very 
exited.  
 
Telia communicate their brands personality mainly through marketing communication. In 
their commercial they use the non-product-related characteristic of user imagery in which 
many families can identify themselves with. Telia make efforts within the organization to 
create a consistent message, which is communicated to the customers through the customer 
support and service divisions. This approach is in line with the concept of C.E.O., which says 
that the personality of a brand can be communicated starting from persons within the 
organization.  
 

6.3.5 Cross-Case Analysis of Research Question Three 
 
We will now perform a cross-case analysis where each of our four cases will be compared 
with each other according to our conceptualization for research question three, first the brand 
personality then the implementation. Table 6.3 lists our conceptualized framework for 
research question and shows, within each case, if or to what degree the statements holds true 
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Table 6.3 Data Display of Brand Personality 

 

                    Company 
Variable 

Sincerity 

Luleå 
Hockey 

Excitement 

+/+ 

Competence 

Vattenfall 

Sophistication 

AochO Telia 

+/- -/- +/- 

+/- 

+/- 

+/+ 

-/- 

-/- 

+/+ -/- 

-/- -/- +/+ Ruggedness 

-/- -/- -/- 

+/+ +/+ 

+/+ 

+/+ desired personality/established personality in the mind of the consumers. 
+/- desired personality/not fully established personality in the mind of the consumers. 
-/- not desired personality/not fully established personality in the mind of the consumers. 
-/+ not desired personality/established personality in the mind of the consumers. 
 
Sincerity is a personality trait all cases except AochO find desirable. Luleå Hockey appear to 
have been able to establish this trait in the mind of the consumers while Vattenfall and Telia 
have not.  Competence is desirable for all cases and all of them, except Luleå Hockey, have 
been able to fulfill this characteristic. Excitement is desirable in all cases except Vattenfall. 
An excited personality is established in Luleå Hockey and AochO’s case. Sophistication is not 
desired in any of the cases nor is it established in any case. Ruggedness is desired personality 
trait that is established in Luleå Hockey’s brand. None of the other cases show any desire to 
establish ruggedness in their brand personality. 
 
The cross-case analysis shows that Vattenfall and Telia are similar in their desired 
personalities. One likely explanation to this phenomenon could be the fact that their target 
markets are related, they both aim for a very similar broad market, namely people in Sweden. 
Both of the companies solve abstract problems for customers such as communication and 
energy problems that are of a more long-term nature. It appears as these personality traits such 
as sincerity and competence could be especially important when a company aims to sell its 
products to all people in Sweden. On the other hand, characteristics such as ruggedness and 
sophistication do not seem to be desirable traits in either Telia’s or Vattenfall’s case. 
Sophistication is not desirable in any case which could be explained by two possible reasons, 
first it is seen as something bad to be sophisticated or upper class and better than every one 
else in Sweden. A second reason could be the fact that the companies in the sample selection 
does not offers products or services which have the intent to boost people’s self esteem such 
as the clothing or perfume industry.  
 
Ruggedness is only desirable in the case of Luleå Hockey, which could be explained by the 
nature of their business. Another reason for this phenomenon could be the fact that they aim 
for both a younger and older target audience compared to the other companies who mainly 
aims for a more adult target audience. Both Telia and Vattenfall are not satisfied with their 
current position in the mind of their consumers, they both make efforts to change their current 
brands personalities. This could be explained by the fact that they both have previously been 
government owned and not been focused on selling the right personality in order to attract 

 
55



 
Data Analysis 

customers. Other reasons could be their size and long tradition of being governmental owned 
which made it more difficult to change their brands personality as quick compared to Luleå 
Hockey and AochO who is younger, more flexible brands and operates towards a slimmer 
target market.  
 
Table 6.4 Data Display of Product-Related Characteristics 

 

                    Company 
Variable 

Product category 

Luleå 
Hockey 

Price 

Yes 

Package 

Vattenfall 

Attributes 

AochO Telia 

No   

 

 

 Yes 

 No  

  

 
The findings from the cases show that product-related characteristics are not taken into 
consideration to a high extent when communicating their brands personality. Luleå Hockey is 
the only case that uses their product category when they communicate their personality. The 
package is not used in any of the cases; this could be explained by the fact that most of the 
cases do not sell a tangible product. Pricing is used by Vattenfall since their personality stands 
a great deal for being a company who is competent and delivers energy to reasonable price. 
Attributes are not used in any of the cases in order to communicate their personality. This can 
be explained due to the fact that customers may not be as affected by the brand name when 
they buy and consume a service to the same extent as when they buy a product.  
 
Table 6.5 Data Display of Non-Product-Related Characteristics 

                    Company 
Variable 

Luleå 
Hockey 

Vattenfall AochO Telia 

Yes No Yes Yes 

C

C

 

User Imagery 
 

 Yes 

 

No 

No No 

Yes No 

Yes 

ou

Co

ele
Symbol
Sponsorships
No No No No 

n

m

br
Age 
Yes Yes No try of Origin 

pany Image 

ity Endorsers 

No 

 No 

 

Yes 

 

No 

No 
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C.E.O. 
No
 
No
No
No
Yes
No
No 
No
 No
No 
No
No
No 
No
No 
No
 No
No
 No
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User imagery is used to communicate their brands personality in all cases except Vattenfall. 
In the case of Luleå Hockey, AochO and Telia user imagery is used due to the fact that they 
empathize how the customers perceive the personality. Vattenfall have not been able to 
establish a strong personality of their brand and does not communicate this towards their 
target audience. 
 
When it comes to sponsoring we have found that Luleå Hockey and Vattenfall provide 
sponsoring with the intention of boosting their personality. Since AochO do not operate on 
business-to-customer market they have little to gain in this matter. Additionally they are quite 
small and their limited resources are a crucial factor to explain the lack of sponsoring. In 
Telia’s case there is a variety of sponsoring activities, but none of them are with the objective 
to send their personality. Luleå Hockey and Vattenfall both sponsor activities that are in 
connection with their brands personality. For the other companies it is a matter of sending out 
a statement with whom to be associated with. 
 
Regarding the use of symbols our research shows that Luleå Hockey is the only company that 
actively implements this strategy in their logotype in order to communicate their brand 
personality. The other companies do not use symbols, as a matter of fact, there were case 
where company was not even aware of this particular strategy. 
 
The age of the company is a variable that is not used in order to communicate a brands 
personality in any of the cases. Perhaps this holds true since they all in service companies and 
wish to bee seen as a modern company who provides up to date services. 
 
Both Luleå Hockey and Vattenfall stress their country of origin in their brands personality. 
Telia and AochO does not focus to the same degree on communicating their origin. Telia’s 
mother parent company Teliasonera whom is operating in several countries and by 
empathizing Telia’s as a Swedish company it may cause some confusion.  
 
None of the cases show that their company image is used in order to give their brand a distinct 
personality. According to our findings it seems that they do not put any emphasis on creating 
a company image with a prominent personality. Their company image is not tied to any 
particular personality trait, which might strengthen the evidence that they do not take their 
brands personality into consideration.  
 
Findings from AochO and Telia show that they work with the office environment and their 
employees within the organization in order to communicate their brands personality. Luleå 
Hockey and Vattenfall do not take this aspect into consideration. The reason for this could be 
that AochO are in contact with their customers to a greater extent compared to Vattenfall and 
Luleå Hockey. Since AochO only focuses on business-to-business customers. 
 
None of the cases show that they use celebrity endorsers when communicating their brands 
personality. One reason could be the risk of using one individual’s personality to represent a 
whole company’s brand personality. If the endorser conducts actions that are negative, the 
company might risk being associated with those actions as well.  
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6.5 Summary 
 
This chapter has presented the analyses of the collected data by using within-case, and cross-
case analysis techniques as suggested by Yin (2003). The next chapter will present our 
findings and conclusions of the research conducted, as well as implications for management, 
theory, and further research. 
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7. Conclusions and Implementations 
 
In this chapter, we will conclude the empirical findings of our research. In order to do this, 
we will state each of our research questions, outlined in chapter one, once more and attempt 
to answer them based on our conducted research. Specific conclusions will also be drawn 
from this thesis’ limited sample of companies. However, because of our study’s qualitative 
approach, the findings and conclusions will not be generalized. The outcome will hopefully 
help us reach our stated purpose, which is to provide a better understanding on how 
organizations develop the brand as a person. 
 

7.1 RQ 1: How can the Brand Names be Described? 
 
The first research question is about how companies deal with their brand name. A brand name 
is the frontier of the company. Companies cannot talk about their products or services without 
involving their brand name. Hence, thinking in terms of having a brand name that 
communicates the right elements to the target market is of great importance. 
 
To give the brand name a meaning in the mind of the consumer, companies make frequent 
efforts, such as advertising and media exposure. Otherwise there is a risk of being neglected 
and forgotten. Descriptive brand names can be useful when the company have no intention to 
grow or expand their business beyond their current line of products and services. The same 
goes for businesses where the target market expects the company to follow a descriptive brand 
name trend. If a company intends to grow and offer a wider range of products in the future 
they should be very specific and avoid a descriptive brand name.  
 
A brand name should be chosen with long run perspective since changing the brand name is 
time consuming, costly, and difficult. The findings of this study also show that companies 
should be aware of any adverse connotation. An adverse connotation can give the brand name 
a meaning that contradicts the intended message and desired associations. 
 
Furthermore, our research regarding the brand name shows that companies should think about 
giving the brand a name that is easy to pronounce. However, there are some situations where a 
difficult brand name can be desirable and increase the brands uniqueness.  
 
Trendy names may work fine in the short run but eventually it will lose its appeal and a name 
change may become important to undertake. Trendy names might often lack a strong 
association to the business in which the brand compete.  
 
Thus we conclude: 
  

 Less communication efforts of a brands name leads to lower recognition. 
  

 Companies with an intention to grow in the future, use non-descriptive brand names. 
 

  Long lasting names saves time and money. 
 

 Connotations of a brand name can hurt a brand’s desired image. 
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 A brand name that is hard to pronounce increases its uniqueness. 

 
 Trendy names often lack association to the business.  

 

7.2 RQ 2: How do Companies Position Their Brand? 
 
The second research question deals with how companies position their brand. The findings 
from this research show that companies have a clear positioning which include the target 
market, brand promise, and benefits of the product/service.  
 
However, our research shows that both large and small companies have a diffused definition 
of their target customers, based only on a few characteristics. The unclear definition of their 
target market can become a risk for the companies, it makes it possible for competitors to 
better meet the customer’s needs and wants by differentiating their services/products in a 
better way. Furthermore, the findings show that this problem can also be adapted inside the 
company, where the employees can get confused regarding the unclear target market. If the 
employees are confused of the desired position they will probably send out an incorrect image 
of their brand. 
 
Large companies tend to have vast target markets, which can be an advantage when it comes 
to the potential size of a rough defined target market. However, when operating on a vast 
target market it is almost impossible to satisfy everyone’s needs. Due to generalizations of the 
target customer their services/products have to become more standardized.  
 
Companies who produce an intangible product/service tend to neglect the moment of 
consumption and competitors when positioning the brand. Larger companies empathizes the 
importance of using advertising in order to establish a clear position in the mind of the 
consumer. 
 
Companies who operate only on the business-to-business market position themselves as a 
personal company who has close relationships with the customers. This is possible since they 
often have fewer and larger customers compared to those companies who both operates on the 
business-to-business and business-to-consumer markets simultaneously.  
 
Thus we conclude that: 
 

 A diffused defined target market leads to confusion both within the company and 
among the customers. 

 
 Companies with a vast target market have standardized products/services. 

 
 The consumption point is more important when positioning a tangible product/service 

than an intangible product/service.  
 

 Business-to-business companies position themselves as personal companies to a larger 
degree then those operating on both business-to-business and business-to-consumer 
markets simultaneously.   
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7.3 RQ 3: How can the Brand Personality be Described? 
 
The third research question is about a brands personality. This study reveals that companies 
are aware of the fact that their brand has a personality. In fact many brands are claimed to 
have a personality with many different traits. This study also shows that many companies are 
not fully satisfied with their brand’s current personality and try to change it. It seems, based 
on this study, that changing a brand’s personality takes longer time and is more demanding for 
large companies compared to small and medium sized companies, who operates on local level 
and aims for a slimmer target market. Larger companies usually have a longer history and are 
therefore already placed with a certain personality in the minds of their customers. A parallel 
can be drawn to a change in a person’s personality; it is easier to create a new personality in 
the eyes of an unknown person than an old acquaintance.   
 
Competence and excitement are preferable personalities among companies. Sophistication and 
ruggedness is to a great extent not preferable. These personalities tend to be more important 
for companies, for example in the clothing and perfume industry, which sells products or 
services with the intention to boost the consumer’s self esteem.   
 
Brand’s personality can be communicated through product-related characteristics and non-
product-related characteristics. This research shows regarding this area that most companies 
communicate their personality through non-product-related characteristics, such as user 
imagery, sponsorship, and country of origin. 
 
The study also shed light upon the power that the media has over a brands personality in the 
eyes of the consumers. If a brand has received unjustified critic by the media, it will damage 
the brand’s personality. Companies should therefore be very careful about what information 
they send out to the media and be abreast with what the media are revealing about them. 
 
Business-to-business companies find it easier to establish a desired brand personality than 
business-to-consumer companies. Business-to-business companies often have a slimmer target 
market, which gives them the opportunity to develop a personal relationship with their 
customers. 
 
 
Thus we conclude that: 
 

 A brand possesses personalities with several different traits. 
 

 It is harder for large companies to change their personalities than small and medium 
sized companies. 

 
 Competence and excitement are more desired brand personality characteristics than 

sophistication. 
 

 Non-product-related characteristics are used as a communication tool for brand’s 
personality, to a greater extent than product-related characteristics. 

 
 A high degree of media exposure leads to a lower control of the brand’s personality. 
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 It is easier for a business-to-business company to establish a desired a brand 

personality than for a business-to-consumer company. 
 

7.4 Overall Conclusions 
 
After writing this thesis we can ask ourselves one question: Is the brand just a logotype? On 
that question we have to answer NO. We have made a metaphor on how the brand personality 
can be resembled to a human being. Human beings are born, brands are created. Human 
beings have names just like brands. Human beings belong to families just like brands. Human 
beings project a certain style and image just like brands. Human beings have unique 
personalities just like brands. Human beings wants to be perceived in specific way, brands 
position themselves.  Human beings have physical characteristics that distinguish them just 
like brands. Human beings experience a life cycle while brands experience a branding cycle.  
 
Finally, previous research shows that it is very crucial to treat a brand as a person, since 
human beings relate to brands in the same way that they relate to fellow beings. Most 
companies today do not take these facts fully into consideration. We truly think that a brand 
should have a strong personality, which should be consistent with the positioning and choice 
of brand name in order to differentiate themselves more effectively from other brands. 
Companies try to possess several personalities in the same time, which is both more difficult 
and confusing for the customers. As this research shows a brand’s personality is a delicate 
issue that companies are aware of. However, this is a strategy under development and there 
will be great benefits for those companies who finally treat their brand as a person. 
 

7.5 Implications  
 
In this last section, the implications for managers, theory, and further research within the area 
of brand as a person will be provided. The following implications are based on the empirical 
data, the analysis, as well as the findings and conclusions derived from this study. 
 

7.5.1 Implications for Management 
 
This study has investigated four companies’ use of brand as a person. The implication for 
managers will concern both the specific companies in our sample, as well as other companies 
using their brand as a person. 
 
Managers should be aware of the personality their brand possess since it can in many way 
determine whether the target customer embrace it or despise it. The personality of a brand 
should correlate with the personality or desired personality of its target customer.  Looks, 
name, and behavior all contribute to the whole experience of a product or service. Therefore, 
managers should make sure that all these elements are aligned. Ask yourself if the brand name, 
positioning, personality all adds up to a differentiated and clear personality. A product that 
possesses a feminine name with masculine features and neutral colors might be perceived as 
confusing and repelling.  
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Even though this study present many guidelines regarding branding, positioning, and 
personality companies must keep in mind that personalities, both for brands and individuals, 
are unique. It should be clear that creating a brand’s personality is not a one-way street. 
Companies must look at what they are selling, to whom, what they want, and then create a 
brand personality based on that information. The brand has a personality in the mind of the 
consumer, desired or not desired, which is expensive and time consuming to change. 
Therefore, companies have a lot to gain by thoroughly examine what kind of personality they 
want their brand to possess. 
 
The study has shown that it is important to be consistent with company’s brand name. 
Problems arise when a company use one name globally and another name locally. This leads 
to confusion inside the company and it also affects people outside the company. 
 
Regarding descriptive brand names we found that it should be avoided due to the fact that it 
can be hard to register. Another aspect that not should be neglected is the fact that it limits the 
company from horizontal expansion. Additional findings show that it can be easy to copy by 
other companies. 
 
Companies can actively control what information they send out to customers and thereby what 
brand personality this information establishes in the mind of the consumer. However, there is 
also an external factor which can hurt or boost a brands personality even more, namely media. 
Make sure to have a good relationship with those who have an influence over the public 
opinion concerning your brand in order to take advantage of this channel to the target 
audience.   
 

7.5.2 Implications for Theory 
 
The overall purpose with these case studies was to provide a better understanding on how 
organizations develop the brand as a person. This research have examined how companies go 
about selecting a name, position themselves and their use of brand personality. This study is 
exploratory since it provides a better understanding of the research area that were aimed to 
explore. This study has also been descriptive since it described the collected data concerning 
brand name, positioning and brand personality. Further, this study was also explanatory in 
view of the fact that the data was analyzed and conclusions were drawn. Previous research has 
been done in the area of brand personality, however not on these specific cases according to 
our knowledge.  
 
The findings of this research support the existing theory stated in our conceptual framework 
on most aspects. However, the case studies presented aspects in practice that not can be found 
in previous theory. Avoiding descriptive brand names has been proven not always to be as 
important as theory suggests. Theory also stresses the importance of having a brand name that 
is easy to pronounce which these cases do not support fully. Regarding positioning findings 
show that the consumption of a service or a product is not always taken into consideration. 
This research also found that none of the cases aimed for sophisticated personality. These 
findings thus, form the contribution to the existing theory within this field of study. 
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7.5.3 Implications for Further Research 
 
During this research, areas that are not within the scope of this study have been uncovered. As 
many of them are interesting propositions for other researchers they have been included as 
implications for further research. 

 
 

 Investigating how brand personality is dealt with in an industry that focuses on 
people’s image and well being, such as clothing, music or perfume industry. 

 
 It would be interesting to investigate how companies go about changing a brand’s 

personality. 
 

 Another interesting field to do research on is how companies measure their brand 
personality in terms of increased sales and customer perception. 

 
 How companies with a variety of sub-brands deal with the different personality that 

they possess. 
 

 We would find it interesting to compare companies brand personality with foreign 
brand. Where matters like culture differences and language play an important role 
when it comes to positioning the brand personality. 

 
 This research is viewed from the company’s perspective, an interesting angel would 

be to examine the brand personality from the customer’s perspective. 
 

7.6 Summary 
 
This last chapter has covered the findings and conclusions of our research. The findings and 
conclusions have been presented for each research question as well as in terms of overall 
conclusions. Furthermore, implications for management, theory and further research were 
given at the end of the chapter. 
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Appendix I: Intervju Guide (Swedish Version) 
 
 
Datum:  
 
A. Frågor om företaget:  
 
1. Namn på företaget: 
 
2. Antal anställda: 
 
3. Omsättning/år: 
 
4. Bransch: 
 
B. Frågor berörande respondenten: 
 
1. Namn: 
 
2. Befattning: 
 
C. Frågor berörande varumärket: 
 
1. Beskriv ert varumärke och vad det står för. 
  
2. Vilket slags produkter eller tjänster tillhandahåller ni? 
 
D. Frågor berörande varumärkets namn: 
 
1. Anser du att frekventa satsningar är viktiga för varumärkets namn på lång sikt?  
2. Anser ni att man bör undvika beskrivande namn till sitt varumärke? 
3. Anser du att man bör välja ett namn som håller lång tid framöver? 
4. Bör man välja ett namn på ett varumärke som är lätt att uttala? 
5. Bör man välja ett namn som ej har någon motsatt bibetydelse? 
6. Bör man välja ett varumärke som kan registreras utan problem? 
7. Har du något övrigt att tillägga angående Varumärkets namn? 
 
E. Positionering av Varumärket 
 
1. Beskriv er positionering av ert varumärke 
 
2. Svarar er positionering på följande frågor? 
  

• För vad? (löfte och fördelar med ert varumärke) 
 

• För vem? (målmarknad) 
 

• När? (när produkten/tjänsten ska förbrukas)  
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• Mot vem? (Konkurrenter etc.)  
 
3. Finns det ytterligare punkter man bör betrakta när man positionerar sitt varumärke? 
 
F. Varumärkets personlighet 
 
1. Kan ert varumärke beskrivas av något/några av de följande fem övergripande 
personligheter? På vilket sätt? Vilken personlighet ligger ert varumärke närmast? 

 
1.1 UPPRIKTIG  
 - Jordnära    
 - Ärlighet    
 - Välgörande   
 - Uppmuntrande   
 
1.2 SPÄNNANDE/ÄVENTYRLIG 
  - Utmanande   
  - Spirituell   
  - Fantasifull   
  - Up-To-Date   
 
1.3 KOMPETENT 
  - Pålitlig   
  - Intelligent   
  - Framgångsrik   
 
1.4 SOFISTIKERAD  
  - Överklass   
  - Charmig   
 
1.5 ROBUST 
 - Utomhus   
 - Tuff    
 
2. Finns det några andra personligheter som ni anser att ert Varumärke besitter? 
  
3.  På vilket sätt förmedlar ni varumärkets personlighet?(genom produkt relaterade egenskaper 
och/eller icke produkt relaterande egenskaper) förklara gärna och ge exempel. 
 

Exempel på hur personlighet förmedlas: 
  
Produkt Relaterade Egenskaper 

- Produkt kategori  
- Förpackning   
- Pris  
- Attribut 

 
Icke Produkt Relaterade Egenskaper 

- Användarens bildspråk  
-  Sponsring  
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- Använda Symboler  
- Ålder  
- Ursprung land/geografiskt område  
- Företagets Image  
- VD  
- Celebrity Endorsers  

 
4. Använder ni några andra metoder för att förmedla ert varumärkes personlighet? 
 
 
Stort tack för er medverkan 
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Appendix II: Interview Guide (English Version) 
 
Date:  
 
A. Questions about the company: 
 
1. Name of the company: 
 
2. Number of employees: 
 
3. Turnover/year: 
 
4. Line of business: 
 
B. Questions about the respondent: 
 
1. Name: 
 
2. Position: 
 
C. Questions about the brand: 
 
1. Describe your brand and what it stands for. 
 
2. What kind of products do you produce? 
 
D. Questions about the brand name: 
 

1. What do you think about the following issues when considering a brand name? 
2. Should a company avoid descriptive brand names? 
3. Should a company choose a brand name which last for a long time to come? 
4. Should a company have a brand name which is easy to pronounce? 
5. Should a company have brand name which has no adverse connotations? 
6. Should a company us a name which can be registered without problems? 
7. Do you have anything else to add regarding the selection of a brand name?  

 
 
 
E. Positioning of the Brand 
 
1. Describe the positioning statement of your brand.  
 
2. Does your brand positioning statement answer the following statements? In what way? 
 

• A brand for what?  
• A brand for whom?  
• A brand for when?  
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• A brand against whom?  
 
 
2. Are there any additional issues you think is important when positioning? Is so, which issues? 
 
 
 
F. Brand Personality 
 
 
1. Can your brands personality be describe by any of the following five broad adjectives? 
Which one/ones? In what way?  
 
1.1 SINCERITY    
 Down to earth   
 Honest    
 Wholesome   
 Cheerful   
 
1.2 EXCITEMENT   
 Daring   
 Spirited   
 Imaginative   
 Up-To-Date   
 
1.3 COMPETENCE  
 Reliable   
 Intelligent   
 Successful   
 
1.4 SOPHISTICATION  
 Upper Class   
 Charming   
 
1.5 RUGGEDNESS  
 Outdoorsy   
 Tough    
 
2. Are there any other personality characteristics you think your brand holds? 
 
3. Do you implement your brand personality by using any of the following tools? if yes, 
how?(through product related characteristics and/or non product related characteristics) please 
explain and give examples. 

 
Example of how the personality can be communicated:  
 
 
Product-Related Characteristic 
- Product Category  
- Package  
- Price  
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- Attributes  
 
Non- Product-Related Characteristic 
- User Imagery  
- Sponsorships  
- Symbol  
- Age  
- County of Origin  
- Company Image  
- C.E.O.  
- Celebrity Endorsers  
 
 
4. Do you communicate your brands personality in any other way?  
 
 
 
Thank you for your participation 
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