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ABSTRACT 
 
Universities, as all other organizations in today’s Sweden, are challenged with their 
survival in the face of increased competition and decreasing student enrollment. 
Universities have been forced to turn their attention towards identity and image in order 
to differentiate themselves from competition. The purpose of this thesis is to gain a 
deeper understanding of identity and image of a university. To reach our purpose we have 
explored, described and started to explain the identity and image of a university as 
viewed by the university’s management and students. Two case studies, one based on 
management’s perspective and one based on students’ perspective, have been conducted 
on Luleå University of Technology. Our study shows that that; both tangible and 
intangible factors comprise the identity of a university and in order to differentiate, these 
factors must include more unique features than those traditionally suggested by theory. 
Moreover, a range of factors and characteristics comprises a university’s image, and in 
order to generate a positive image it is essential for the university to retain their 
credibility. Furthermore, our study proves that all parts of the identity management 
process are necessary in order to create a strong image. Our study also reveals that one of 
the most important aspects of this process is communication since clear communication 
allows the university to convey the same identity to all stakeholder groups. Finally our 
investigation shows that image and reputation are effects of the identity management 
process, whereas competitive advantage not necessarily is an outcome. 
  



 SAMMANFATTNING 
 
Svenska universitet befinner sig idag i samma situation som företag, det vill säga ökad 
konkurrens om kunderna. För universiteten innebär de minskande ansökningarna ett hot 
mot deras existens. Detta har lett till att de har tvingats vända sin uppmärksamhet mot 
identitet och image som ett försök att differentiera från konkurrens. Syftet med denna 
uppsats är att få en ökad kunskap om universitetens identitet och image. För att uppnå 
detta syfte har vi undersökt, beskrivit och börjat förklarat ett universitets identitet och 
image ur ledningens och studenternas perspektiv. Vår undersökning visar att både 
materiella och abstrakta faktorer skapar ett universitets identitet. För att universitetet ska 
kunna differentiera sig själv måste dessa faktorer vara av unik karaktär, det vill säga inte 
sådana faktorer som traditionellt sett föreslås av teorin. Vidare skapas ett universitets 
image av ett brett spektrum av faktorer och kännemärken och för att skapa en positiv 
image måste dessa faktorer vara trovärdiga. Vår undersökning visar även att alla delar av 
processen med att hantera identiteten är viktiga för skapandet av en stark image där 
kommunikation är en av de väsentligaste delarna av hela processen. Slutligen fann vi att 
image och rykte är effekter av processen med att hantera identiteten medan 
konkurrensfördelar inte nödvändigtvis är en direkt effekt av denna process. 
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INTRODUCTION 

1 INTRODUCTION 
 

This initial chapter starts by presenting a background to the research area, followed by 
a problem discussion on identity and image of universities. Thereafter the purpose of this 
thesis is presented as well as the research questions. Finally this chapter will provide the 
reader with the demarcations of this thesis and end with an outline of the thesis. 
 

1.1 Background 
 
In the 21st century, scholars and managers are more and more turning their attention 
towards image and identity. (Christensen & Askegaard, 2001) Trends such as 
globalization, increasing tendency for companies to merge, deregulation and 
privatization, and the acceleration of the product life cycle have opened firms’ eyes to the 
importance of this matter. (Gray & Balmer, 1998) Although some social critics argue that 
we are living in a world that is saturated with images, scholars within marketing argue 
that the increasingly hostile environment is forcing organizations within all sectors of 
society to strengthen their identity and image in order to gain visibility and credibility. 
(Christensen & Askegaard, 2001)  
 
In the past, the view on corporate reputation and image, has been that they were rather 
indistinct concepts that were of minor concern to managers. This view has changed as 
managers are becoming more aware of the value of image and how it is connected with 
competitive success. (Ibid) The reason why so much focus has been directed towards 
corporate image, is the result of several factors. The need to differentiate due to increased 
competition, shorter product life cycles, high rates of media costs, and finer approaches to 
segmentation are just some of the reasons. (Fill & Marwick, 1995) How a brand is 
perceived, or its image, plays a crucial role in a firm’s marketing program as it not only 
functions as a foundation for a tactical marketing-mix, but also is vital in building long-
term brand equity. Brand image perceptions are a result of consumers’ brand association 
and attitude, which is an important part in marketing strategy development. (Hsieh, 2002)  
 
Models attempting to explain the formation of corporate image have developed over the 
years and have evolved from only focusing on the formation of the corporate image to 
including the concept of corporate identity and the management process involved with 
this. Further development included the concept of corporate personality and also 
attempted to differentiate between corporate identity and corporate image that in earlier 
theories often had been used interchangeably. With this came also the notion that identity 
is manageable whereas corporate images cannot be managed. Later theories retained the 
notion of corporate identity and corporate image interface but also applied the notion of 
corporate strategy. This implied that corporate identity is the deliberate presentation of 
the company personality, as strategically decided upon by the company, concluding that 
strategic management plays an important part. Further, this theory stated the importance 
of both organizational and marketing communication as a way of communication  
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between identity and image. Further research stated that the communication of the entire 
corporation is important as everything an organization does will have some effect on the 
communication of the organizational or corporate identity. (Stuart, 1999) 
 
Although the attention towards identity and image is growing, confusion with the usage 
of the terms still exists. Questions such as what is image or identity and how theses terms 
are interrelated are straining scholars and practitioners of marketing and corporate 
communication. (Askegaard & Christensen, 2001)   
 
Westcott and Alessandri’s model illustrates how corporate identity works in the context 
of related concepts of corporate mission, corporate image and corporate reputation.(See 
Figure 1.1) The model shows that corporate identity is a process that begins at the bottom 
and moves upward, meaning that mission affects identity, identity in turn affects image, 
and image builds reputation over time. (Westcott Alessandri, 2001) 
 
 

Corporate  
Reputation 

Corporate  
Image 

Corporate  
Identity 

Visual 
presentation – 
logo, tagline, 
chromatics  & 
architecture  

Corporate 
behavior – 
reception, 
service, etc. 

How the 
firm 
presents 
itself 

How the 
public 
perceives 
the firm 

Corporate  
Mission 

Figure 1.1 A Model of the Way Corporate Identity Works 
Source: Adapted from Westcott Alessandri, 2001, p.178 
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1.1.1 Corporate Identity 
 
Corporate identity can be seen as what the organization is (Balmer & Gray, 1998), 
meaning the reality of the organization and its unique characteristics. (Ibid) A strong 
identity has the potential to benefit a company in numerous ways. First of all, by having a 
strong identity, value will be added to products, confidence and loyalty will be created 
among consumers, investments will be stimulated, highly qualified personnel will be 
attracted, and employee satisfaction will be created. The idea that corporate identity is 
made visible through symbols, such as graphic design and sometimes, organizational 
behavior has received support from researchers, stating that corporate identity symbols is 
a method to receive recognition from audiences and distinguish one organization from 
others as well as being a form of company representation or symbolization. One 
definition of corporate identity is that it is the sum of all ways a company applies its 
identity to the public (for example consumers, community, employees, stockholders, 
analyst, investors), meaning that identity is a fundamental part of an organization’s 
market communication. (Askegaard & Christensen, 2001)   
 
1.1.2 Corporate Image 
 
As can be seen in the model above, corporate image is how the public perceives the 
firm.(Westcott Allessandri, 2001) This means that corporate image is how the external 
public receives communication efforts by an organization and how this organization is 
perceived. It can be seen as the common general impression of the organization held by a 
relevant group of people in the organizations external environment. In order for the 
organization to indirectly influence their image, their identity must be managed. In 
contrast with identity, image is something that emerges in the organization’s external 
environment and is sent back to the organization via analysis, whereas identity is created 
within the organization and projected outwards from the organization. (Askegaard & 
Christensen, 2001) 
 
Three categories have been identified when examining the corporate image, those being; 
the source of an organization’s image, the possibility of varying images across 
stakeholder groups, and the elements of a multidimensional image construct. Starting 
with the source of an image, it has been agreed by various researchers that an 
organization’s image can only be held or assessed by its stakeholder or constituents. 
Furthermore, organizational image cannot be created by organizations via messages or 
logos since image is the result of how the signals or messages produced by organizations 
are interpreted by stakeholders. This means that the real image makers are the publics, 
and messages about the organization are not only delivered via messages and logos, but 
also through various transmitters such as for example family, friends, and employees 
working in the organization. The possibility of varying images across stakeholder groups 
means that image is likely to vary among the groups by which the image is assessed, due 
to the fact that different groups have different criteria when assessing an organization. 
(Arpan et. al. 2003) Organizations are faced with many stakeholders all with varying 
backgrounds, objectives and levels of dependency in the company. Due to this, there is 
no single, uniform image that is consistent, as the stakeholder will form different images 
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influenced by their specific experiences and perceptions. (Fill & Marwick,1995) 
However, the strategic goal of most organizations is to “create a consistent corporate 
image that meets the demands of all relevant groups of the public”. (Haedrich, 1993, p. 
91) The last category of organizational image is that image is a multidimensional concept 
based upon a range of factors.(Arpan et. al. 2003)  
 
Image in the Service Industry 
Studies on corporate image were originally reserved for industrial or retail firms offering 
a tangible product. Companies with tangible products are able to communicate their 
image through advertising. In the case of services, however, it is much more difficult to 
see the connection between image and a company’s offerings, due to the intangibility of 
the offerings. Although business research traditionally has ignored services, interest and 
marketing efforts in the service industry has increased in the last thirty years. One 
specific service that has failed to see the importance of engaging in marketing activities is 
education. (Mazzarol & Soutar, 1999)  
 

1.2 Problem Discussion 
 
Interest for studying image of higher education institutions (HEI) has increased as 
competition for students and funding has increased. (Ivy, 2001) There has been a shift 
from the 1980’s, away from the taken for granted positive image to the current, more 
increased skepticism toward universities. Negative perceptions about universities, among 
the public, have stressed universities to study their own images and to pursue research 
into the unique image formation process of a university as an organization. These 
negative perceptions include that universities value research over teaching, that they 
mishandle money, and that universities do not serve public enough. It has been found that 
previous positive images held by a university is no longer given and it is therefore 
essential for a university to maintain its image. (Kazoleas D. et. al. 2001) 
 
As a result of the declining birthrates and declining enrollments, the higher educations 
institution universities have begun to realize the importance of having a strong image in 
order to maintain a competitive position on the market. It is the image of educational 
institutions that will lead to increased enrollments, donations, and research and 
development assignments. It is not uncommon that images on  HEIs are formed based on 
limited, or even incorrect, information impairing the HEIs ability to attract new students, 
personnel, and donators. Due to this undesirable effect, it is important for HEIs to project 
an image that is both accurate and desirable for the institution. Furthermore, prestige and 
the institution’s reputation for quality play a more important role than the actual quality 
of the HEI, when it comes to prospective students, scholars, and donors considering a 
specific institution. Publics tend to draw conclusions about an institution’s, such as a 
HEI’s, overall image based upon the perceived strengths and weaknesses of the 
institution’s offerings. Along with this, images are also formed based upon word of 
mouth, past experience, and marketing activities of the institution. (Ivy, 2001) 
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Various studies on universities as organizations or institutions have identified some 
interesting, unique, characteristics on universities with regards to image management and 
problems relative to universities. Firstly, because of today’s changeable and mass media-
controlled environment, the universities’ images and reputations may be their most 
valuable assets. Any disruption or media event can shake even the most solid university 
reputation and therefore it is essential for the universities to pay attention to this. One 
way for the universities to respond to this dynamic environment of today is to 
communicate to the outside stakeholders and to the media. Also the universities should 
recognize the various audiences that have relationships to them, and nurture positive lines 
of communication with each specific audience, which can be facilitated by addressing the 
question of how the university directly can serve the society at large, as well as the 
communities in which it is located. Moreover, public trust has diminished due to 
curriculum, research fraud, tuition costs, and undergraduate education. It has been 
suggested for universities to regain public confidence via aggressive public relations 
campaigns in order to improve communication with related populations.  (Kazoleas et. al. 
2001) 
 
Furthermore, it has been suggested that the universities must accept their multiple 
identity; the traditional normative identity, the ideological image, and the cost-effective 
image or utilitarian identity. This means that for the universities to survive and prosper 
today, they must become cost-effective and function as a business unit, communicating 
their desired image. This can be done by clarifying to the audience, i.e. the current and 
prospective students, how the university continues to function as ideological institution as 
well as a cost-effective organization. (Ibid)  
 
Extended research has been performed on the concepts of corporate identity and 
corporate image; however, few studies have been carried out on the identity and image of 
non-profit organizations such as universities (Arpan, et. al., 2003). With regards to this 
we felt that further research is necessary in order to increase the understanding of the 
concept of identity and image for universities. 
 

1.3 Purpose and Research Questions 
 
Given the above problem discussion the purpose of this thesis can be stated as follows: 
 
“To gain a deeper understanding of identity and image of a university” 
 
The above purpose raises a number of issues including the following research questions, 
which we intend to particularly address in this study. 
 
RQ1. How can the identity of a university as viewed by a university’s management and 

students be described? 
RQ2. How can the image of a university as viewed by a university’s management and 

students be described? 
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1.4 Demarcations 
 
Although theories on identity and image are investigated in the area of corporations, 
rather than non-profit organizations, the theories are still useful for universities since they 
have to function as a business unit in order to survive in the dynamic environment. Due 
to time limitations this thesis will focus on individuals directly affected by the university 
and will not investigate individuals with no direct connection to the university. With 
regards to the first research question, the term viewed will also include the managing of 
the identity when investigating the management’s point of view. Also, due to time 
limitation, one Swedish university will be investigated in this thesis. 
 

1.5 Outline of the Thesis 
 
The following section will provide the reader with an overview of the content of this 
thesis. The thesis is divided into six chapters; introduction, literature review, 
methodology, data presentation, data analysis, and conclusions and findings. The first 
chapter has already been introduced to the reader and will therefore not be further 
discussed. 
 
Chapter 2: In this chapter theories related to the purpose and the two stated research 
questions will be reviewed. These theories will be narrowed down and conceptualized to 
a frame of reference, where theories most relevant to the stated purpose will be clarified 
in an emerged frame of reference. 
 
Chapter 3: This chapter will illustrate how the research process was carried out. Also, it 
will provide the reader with an explanation of the methodology used, as well as give a 
motivation of the choice of research procedure. 
 
Chapter 4: The university selected as an object for the research process will, in the 
beginning of this chapter, be introduced to the reader. Thereafter, the empirical data 
collected during the research procedure will be presented 
 
Chapter 5: In this chapter, the collected data will be analyzed by comparing the actual 
findings to the theories presented in the emerged frame of reference, presented in chapter 
two. 
 
Chapter 6: This final chapter will present the findings of the analysis in chapter five as 
well as the conclusions. Thereafter, implications for management and theory and 
suggested areas for further research will be presented. 
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2 LITERATURE REVIEW 
 

This chapter will review literature relevant to the two stated research questions 
presented in the previous chapter. Firstly, theories on identity of a university will be 
presented, followed by theories on image of a university. The theories will then be 
conceptualized and lastly how the theories correlate will be clarified graphically in an 
emerged frame of reference.  
 
Having surveyed the literature, it is important to note that the terms corporation, firm, and 
organization are used interchangeably. Furthermore, the presented theories on identity 
and image did not provide differentiated theories on identity and image for services. This 
illustrates that theories pertaining to corporate or organizational image can be applied to 
services of the profitable or non-profitable characteristic. With respect to this the 
presented theories for corporate identity will be utilized in order to satisfy the above 
stated research questions.  
 

2.1 Identity of a University  
 
Corporate Identity 
Scholars have different perceptions of what corporate identity consist of, ranging from 
tangible to intangible as well as tactical to strategic elements. However, over the years, a 
common theme has been found, that is the close relation between corporate identity and 
how a company presents itself to the public. Literature written on the topic for practical 
use (such as graphic design periodicals), tend to define corporate identity as a way to 
visualize a company through corporate name and logo. In the 1970’s a big step was taken 
in the definition of corporate identity when corporate identity (what the company is) and 
corporate image (what the company is perceived to be) was differentiated. Over time, the 
notion of corporate identity has evolved, including other elements than just those that 
make up the symbolic representation of a firm to involving strategic decision making. 
(Westcott Allessandri, 2001) 
 
Even though scholars’ and practitioners’ definition of corporate identity as the 
presentation of the firm coincide, the definition differs when it comes to the usefulness. 
Corporate managers have no use for tactical definitions as they are not able to build a 
strategically stable foundation in times of a corporate identity crisis. Strategically strong 
definitions of corporate identity, on the other hand, are of no use to researchers, when 
they attempt to measure, or observe the value of a corporate identity. Researchers have 
attempted to solve this problem by presenting two definitions of corporate identity, the 
conceptual definition and the operational definition in order to satisfy the needs of both 
scholars and practitioners. The conceptual definition of corporate identity, deals with a 
firm’s strategically planned presentation of itself in order to gain a positive image from 
the public. Once the corporate identity has been established, it is to work to build a 
positive corporate reputation over time. The operational definition of corporate identity 
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that follows, deals with the observable and measurable elements that are included in the 
firm’s visual presentation, namely the name, logo, chromatics, as well as architecture. 
The operational definition also includes a company’s behavior when it comes to receiving 
employees, customers, shareholders, and suppliers. (Ibid) 
 
Factors Comprising Identity 
Corporate identity has been depicted as an iceberg meaning that corporate identity has 
two levels, one, which is visible, and one that is below the surface. Elements pertaining to 
the visible level are visual elements such as, name, logo and chromatics and are the only 
elements that the public actually can see, meaning the tangibles. What is found below the 
surface, are elements such as, written communications, and corporate structure and 
behavior, which are not visible to the public. These non-visible, non-tangible elements 
are those that have received the most focus from scholars.(Ibid) 
 
Elements making up the company’s presentation of itself are those controllable by the 
organization and can be manipulated or altered by the firm. The corporate mission is the 
firm’s philosophy. It is assumed that every firm has a corporate philosophy either in a 
tacit or codified form. The philosophy is made explicit through the visual presentation of 
the firm as well as in the behavior. These two parts are complementary and form the 
corporate identity. (Ibid) 
 
In order for these controllable elements to move into the domain of the public, the 
corporate identity must be exposed. Exposure of corporate identity is possible through 
formal mass communication channels such as advertising and public relations. The 
limited use of interpersonal relation with an organization causes the public to form their 
perception based upon information received through these mass communication channels. 
It has been found that those companies who repeatedly expose their corporate identity 
will be the most successful as the number of competitors increase. Corporate identity 
should be consistent, having the same visual elements in order for the audience to 
perceive the organization as one united entity. (Ibid) 
 
Identity Management Process 
Balmer and Gray (1998) have found that by managing the corporate identity, and all its 
components, the organization is able to differentiate itself from others, making its 
corporate brand distinct. The corporate identity and communication are managed with 
two primary objectives in mind; to create the intended image in the minds of the 
company’s main constituents, and to create a favorable reputation in the minds of 
important stakeholders. The former means to create a wide-spread name recognition 
among the company’s target stakeholder as well as among the company’s business field 
and principal products. Since the second objective, to create a favorable reputation, often 
takes years to accomplish, it requires more than just effective communication efforts. It is 
achieved via consistent performance and also sometimes via a well-coordinated 
communication program which in the end might reinforce and promote a positive 
reputation. (Ibid) There are various significant features to take into consideration when 
managing the corporate identity those being presented in the figure below. (Stuart, 1999) 
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Figure 2.1: Towards a Definitive Model of the Corporate Identity Management Process 
Source: Stuart, 1999, p. 206 

The first part of the corporate identity management process is the corporate personality. 
When managing the corporate identity the company needs to have prior understanding 
and a clear appreciation of their own personality in order to be able to correctly express 
themselves. Corporate personality has been identified as the total sum of the 
organization’s characteristics from which the identity is generated, meaning the unique 
combination of product offering, facilities, culture, corporate philosophy, core values and 
beliefs, capabilities, corporate mission, staff, structures, systems, and skills. Corporate 
personality is what the organization actually is. (Fill & Marwick, 1995) 
 
The corporate strategy is the following significant feature of the corporate identity 
management process (CIMP). The corporate strategy is based on top management 
visions, products or services offered by the company, the organizational structure, and the 
corporate identity structure. The corporate positioning of a company can be seen as a 
direct function of the strategy of the company as captured in its corporate mission and 
vision, meaning that the corporate strategy functions as an intermediary or moderator 
where it is captured in the mission and vision of the company and becomes translated into 
positioning strategy, communication programs, and codes of conduct, that in turn give 
rise to the corporate imagery. (Cornelissen & Elving, 2003) Corporate identity can be 
viewed as the expression of the corporate personality in behavior (both by managers and 
employees) symbolism (including visual identity), and communication. (Stuart, 1999) 
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The organizational culture is a construct of the corporate personality, corporate strategy, 
and corporate identity, meaning that the organizational culture should be viewed as a 
context and not a variable.(Ibid) The idea is that an integrated, strong culture, i.e. shared 
meanings, ideologies and commonalities that are quite homogeneous, monolithic and 
organization wide,  should give rise to symbolization of the organization internally, as 
well as externally via representation to stakeholders and publics through the corporate 
identity mix. (Cornelissen & Elwing, 2003) 
  
Another important feature of the CIMP is the interface of the corporate identity and the 
corporate image. It has been stated that this is the moment of truth for an organization, 
the point at which the corporate identity is externalized. Researchers have argued that 
changes have taken place to the internal-external boundaries of organizations as a result 
of increasing levels of interaction between organizational members and outsiders, and the 
multiple roles of organizational members. (Stuart, 1999) 
 
In order to stay competitive in the marketplace, the organizations need to recognize the 
importance of their stakeholder groups’ sovereignty, which for universities, can be 
somewhat difficult. Two issues raise problems when dealing with university stakeholders, 
those being to identify who the stakeholders actually are and what “marketing 
orientation” mean in a university context. A simplified version is to consider the students 
as customers, as it is they who enter a relationship with the university. However, this has 
been debated by various researchers stressing that if one goal of the marketing is to retain 
current customers rather than continually seek new ones, it does not comply to tertiary 
education. The reason for this is that the percentage of students that stay loyal to an 
institution, and continue with postgraduate courses, is too low to be considered the most 
important segment to focus the marketing on, and therefore students should be viewed as 
consumers instead of customers. (Ivy & Naudé, 1999) Researchers have tried to 
distinguish between the different interest groups of universities, one model, presented by 
Kotler and Fox (1995), identifies 16 different public groups who have an actual or 
potential interest in, or effect on the institution. These groups include all parts of the 
society, ranging from prospective and current students to government agencies, 
competitors, and business community.  
 
The second problem for universities, regarding market orientation, is strongly connected 
to the first problem, to identify who the customers are. The traditional view of marketing 
orientation is that; determining the needs and wants of the customers is the key to 
achieving organizational goals. However, since universities have such various interest 
groups it is difficult to identify the needs and wants of each specific group, problems 
arise when trying to match each groups’ needs and wants as it then becomes difficult to 
preserve the academic integrity and freedom of the university. (Ivy & Naudé, 1999) 
 
The corporate image can be identified as the totality of a stakeholder’s perceptions of the 
way an organization presents itself, either deliberately (for example through planned 
public relations activities) or accidentally (e.g. through comments made by staff or media 
comment). However, the term corporate image is often used synonymously with 
corporate reputation causing confusion. If the corporate image is the total impression an 
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entity makes, corporate reputation is the evaluation, or esteem, in which an organization’s 
image is held and requires nurturing over time and image consistency. (Fill & Marwick, 
1997) The corporate reputation will eventually influence both the organizational 
performance and the survival of the business. (Stuart, 1999) Although there are many 
different views on the term reputation, one factor is agreed upon, and that is that 
reputation is the result of past actions of the organization. Therefore, reputation reflects 
the history of the organization and communicates the quality of its products or services 
with comparison to others to its target groups. (Arpan L.M. et. Al. 2003) Image and 
reputation, in the eyes of the company’s stakeholders, play an important role for the 
behavior of these stakeholders as a positive image and reputation might influence the 
stakeholder’s willingness to provide, or withhold, support to the company. Thus, if a 
company’s customers develop a negative perception of the company, or its products, the 
company’s sales and profits will surely decline. (Balmer & Gray, 1998) 
 
Credibility is therefore an important factor to consider when studying the process of 
reputation building. Credibility deals with the comparison between what an organization 
does and what it says it will do, meaning the harmony between how an organization acts 
and the message they communicate at a certain period of time. Credibility involves the 
evaluation and results of specific actions, and reputation involves how the actions are 
evaluated over a longer period of time. This means that reputation is built upon the 
credibility of an organizations actions and the publics’ evaluation of these actions over a 
longer period of time. Although reputation building is an enduring process, it is fragile 
and can easily be torn down if an organization engages in activities viewed upon as 
negative, this also means that if an organization fulfills its promises, it will be viewed 
upon in a positive light. (Ibid) 
 
Environmental influences consists of various elements, for example actions of 
competitors, government legislation, and prevailing economy, and the environmental 
influences has shown to impact all parts of the corporate identity management process. 
(Stuart, 1999) 
 
Communication is the critical link between the corporate identity and the corporate image 
and reputation. (Balmer & Gray, 1998) Therefore communication is an important feature 
for the CIMP. The communication can be viewed as everything the organization says, 
does, and communicates, which includes organizational communication and marketing 
communication as well as management communication. These three communication 
forms need to be integrated both horizontally as well as vertically in order to avoid 
inconsistencies in perceptions of corporate identity by the various groups of stakeholders 
an organization have. (Stuart, 1999) Corporate communication can be divided into six 
different areas; nomenclature and branding, graphic design, formal statements, 
architecture, media relations, and routine interactions.  
 
The first, nomenclature and branding, concerns names used to identify the corporation, 
its divisions, and its products. In recent years, many companies have changed their 
corporate names to communicate a major change in their identity. Graphic design deals 
with the visual identification of a company, which includes co-ordination of the style of 
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the typeface, photography, illustrations, layout, and coloring in all the company’s 
graphics. It is crucial that the company’s visual presentation accurately expresses the 
company’s identity. Furthermore, the logo is one of the most important corporate 
graphics, and the logo can, and should be, changed with time in order to modernize the 
evolving corporate identity. Next area, formal statements, includes mission statements, 
credos, codes of ethics, annual reports, advertising copy, and company slogans, where the 
latter is a particularly effective tool a company can use to communicate to its 
stakeholders. Architecture concerns the design of corporate buildings, and the interior 
layout of offices and factories. All together the architecture can reveal a lot about a 
company and is therefore important to take into consideration. Since media play a crucial 
role in forming a company’s public image and reputation, media relations is an essential 
component of a company’s communication strategy. Lastly, routine interactions, is a 
tremendously important communication area since it deals with the fact that stakeholders 
form impression of companies based on their routine interactions with the companies’ 
employees. Consequently, employees should be trained and motivated to project a 
positive image of the organization. (Balmer & Gray, 1998) 
 

2.2 Image of a University  
 
Corporate Image 
The distinction between identity and image is extremely important, since the amount of 
control organizations have over the different concepts differ to such a great extent. 
Elements that are not controllable by the firm are those that involve the public perception 
of the firm, which start with the concept of corporate image. Corporate image is created 
through interaction or experience. Corporate reputation is formed over time as a result of 
repeated impressions of corporate image, whether being positive or negative. (Westcott 
Allessandri, 2001)  
 
Other research conducted upon the concept of image concluded that image can be found 
within the organization, among the public, as well as in other parts of the organization’s 
external environment that in some way have effect on the organization.  To continue, out 
of the consumer behavior perspective, image has functioned in marketing and advertising 
as a way to increase sales. This view also claimed that image can take many forms 
depending on who has formed the image. Image has also been researched within the field 
of public relations, concluding that image is decided upon the organization as well as its 
public. Other research defined image as being created as a result of not only multiple 
factors, but also how these factors intersect or conflict with each other. To summarize, 
image is formed by sometimes conflicting and complex factors processed by individuals 
through messages sent out by organizations or other factors experience whether they are 
intentional or not. (Kazoleas, Iet. al, 2001) 
 
To continue, if corporate image is how the audience perceives an organization, corporate 
reputation is an indication of how an organization’s attributes are judged and valued. In 
contrast with image, which can be influenced more quickly with effective communication 
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programs, corporate reputation evolves over time and is the result of consistent 
performance and effective communication.  (Balmer & Gray, 1998) 
 
Factors Comprising Image 
Researchers agree upon that organizational image is a multidimensional concept with 
many factors playing an important role. These factors are, an organization’s size, the 
extent to which an organization is diversified, how familiar individuals are with the 
organization, the character of the relation between the employees of the organization and 
the community, the quality of the products or services, an finally how intense marketing 
activities are. Moreover, there are several factors that influence the stakeholder groups’ 
image or perception of an organization. It is not only persuasive messages that influence 
how an organization is perceived by stakeholders, but also conversations with friends and 
family, advertising, prior experiences with the organizations, and exposure to the 
organization’s physical structure. (Arpan, et. Al., 2003) 
 
Nguyen and LeBlanc, (2001) describe institutional image as how individuals perceive an 
organization based upon physical and behavioral traits, factors belonging to these 
physical and behavioral traits are; the name of the organization, its physical structure, the 
variety of products and/or services, tradition, ideology, the impression of quality and how 
this is communicated between those who directly interact with the institution. In addition, 
institutional image have two main components, those being functional and emotional. 
The functional component concerns tangible features that easily can be measured, 
whereas the emotional components are those features that are associated with 
psychological dimensions, meaning the actual feelings and attitudes towards an 
organization. These attitudes and feelings are created through personal experiences with 
an organization, as well as the processing of information on the features that compose the 
functional elements of image. To summarize, institutional image is the outcome of a 
process where individuals compare and contrast the different traits of an organization. 
However, since institutions are faced with multiple images depending on which group of 
stakeholders has formed them, the contrasting perceptions can impair favorable 
perceptions associated with the institution. This implies that it is vital for organizations to 
harmonize their activities in order to prevent this phenomenon. (Nguyen & LeBlanc, 
2001)  
 
The studies made on university image have examined which specific criteria determines 
university image and how image varies among those who evaluate universities. Again 
research reinforces the notion that image can only be held or assessed by stakeholder and 
constituents. (Arpan, et. Al., 2003) The studies have found some common characteristics 
that influence the image of a university, those being; commitment to academic 
excellence, having a well-regarded business school, whether graduates are proud of their 
education, whether students form close friendships, whether school has national image, 
whether faculty research has national image, whether school makes a cultural 
contribution to community, whether students party too much, presence of adequate 
facilities, problems with athletes’ academic performance, and the homogeneity of the 
student population. It has also been found that factors controlled by the university itself, 
such as existence of particular programs, strengths of academic programs, libraries and 
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technical facilities, had a stronger influence on the overall university image than 
demographic characteristics of the respondents or environmental factors (e.g. location or 
admissions standards compared to other universities). Furthermore, personal contact with 
the university has proved to have greater impact on overall image than media exposure 
related to the university. (Arpan L.M. et. al. 2003) 
 
Image Formation 
In order to understand the power of corporate identity in forming positive or negative 
images, the process in how the public forms their perceptions must be understood. A 
theoretical explanation has been applied in order to try to explain the learning of 
perceptions. The theory of low involvement attempts to explain how consumers actually 
become aware the corporate identity of a firm. This theory suggest that an attitude change 
will occur due to repetition of a message, which will result in information being 
transported from short-term memory to long-term memory, changing the perception of a 
brand. This is true in advertising such as television commercials as they will not directly 
change attitudes, but the repetition of the commercial will possibly shift the message into 
a cognitive structure. Classical conditioning deals with the pairing of conditioned 
stimulus with unconditioned stimulus, which over a period of time produces a particular 
emotion or attitude. Relating this psychological theory to the concept of corporate 
identity, the conditioned stimulus is the presentation of the corporate identity, an the 
unconditioned stimulus is the either positive or negative association connected with 
corporate identity. Although not all researchers agree that classical conditioning can 
produce long-term results, the idea that the attitudes formed as a result of classical 
conditioning are enduring, has been supported. However, in the case of corporate 
identity, it is important to use unconditioned stimulus (such as a aesthetically pleasing 
logo or company presentation, as well as a positive organizational behavior), in order to 
create and maintain a positive association with the firm. Therefore, it is recommended 
that firms use consistency and repetition in order to gain positive image which should 
result in a positive corporate reputation, among the public. (Westcott Allessandri, 2001) 
 
Benefits of Image 
Due to the increasingly competitive market the universities need to maintain, or develop, 
a distinct image in order to create a competitive advantage. This means, that if all 
components that create image, and reputation over time, are managed, competitive 
advantage should be created.(Balmer & Gray, 1998) The image of the university will 
influence the student’s willingness to apply to that university for enrollment, or the donor 
considering a donation, or a company selecting an institution to do research and 
development. (Ivy, 2001) Therefore, managing corporate identity can be seen as an 
investment made by the company, meaning that by establishing a favorable reputation 
with an organization’s stakeholders they are hopefully inclined to buy the organization’s 
products or services. (Balmer & van Riel, 1997)  
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2.3 Conceptual Framework 
 
The previous sections reviewed literature and presented theories relevant to the research 
purpose and the research questions stated in chapter one. Based on this literature review 
next section will provide a conceptualization of the theories as well as an emerged 
framework to illustrate how the research questions correlate. Having surveyed numerous 
theories pertaining to identity and image it has been found that some parts of the theories 
are more relevant to the stated purpose and research questions than others, and therefore 
we have chosen highlight these parts below. 
 
As this study pertains to the identity and image of universities, the theories on identity 
and image of corporations will now apply to universities. Therefore, the term corporation 
will from now on be replaced with the term university.  
 
 
2.3.1 Identity of a University  
 
Factors Comprising Identity 
In order to understand identity, several factors need to be studied. Westcott Alessandri 
(2001) depicted the iceberg theory, identifying two main levels of identity that will be 
researched in this thesis. These levels of identity are: 

 
• Visible level – including tangible elements 
• Below the surface – including intangible elements 

 
The controllable elements of identity that will be investigated are listed below. As 
credibility is the harmony of what a university says it will do and what it actually is, this 
can be considered a controllable factor which also will be dealt with in this research 
question. (Arpan L.M. et. al., 2003): 
 

• University Mission 
• Visual Presentation 
• Behaviour 
• Credibility 

 
Identity Management Process 
The Corporate Identity Management Process, presented by Stuart (1999), identified 
various significant features of the identity that need to be managed. However, the features 
that will be excluded in this thesis, due to their comprehensive nature, are the 
environmental forces and feedback, as it would be beyond the scope of the thesis to 
further analyze these. Identity Image Interface is such a vast feature and will accordingly 
be investigated separately and more thoroughly. Finally, although image and reputation 
are included in the Corporate Identity Management Process, they will not be dealt with in 
this research question. (Stuart, 1999) The features of the corporate identity management 
process that will be investigated in this thesis are: 
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• University Personality 
• University Strategy 
• University Identity 
• University Culture 
• Stakeholders 

 
Parts of the model “Towards a definitive model of the corporate identity management 
process”, presented by Stuart (1999) have been highlighted in order to bring forward 
those parts relevant to this research question. 
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Figure 2.2: Towards a Definitive Model of the Corporate Identity Management Process – Revised Verison 
Source: Adapted from Stuart, 1999, p. 206 

 
 
Identity Image Interface 
Since communication is considered the critical link between the university identity and 
the university image and reputation, (Balmer & Gray, 1998) it will be more thoroughly 
investigated. Hence, the factors presented by Balmer and Gray (1998) will be examined 
when investigating university communication: 
 

• Nomenclature and Branding 
• Graphic Design 
• Formal Statements 
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• Architecture 
• Media Relations 
• Routine Interactions 

 
2.3.2 Image of a University  
 
Factors Comprising Image 
Moving on to factors comprising university image. The factors that will be included in 
the investigation of university image are: 
 

• Factors playing an important role in university image (Arpan, et. al., 2003), 
(Nguyen & LeBlanc, 2001)  

• Characteristic of university image (Arpan, et. al., 2003) 
 
Image Formation 
The theoretical grounding of how image is formed, presented by Westcott Allessandri 
(2001), including the theories of low involvement and classical conditioning will be 
investigated in order to understand how image may be formed among students. 
 

• Theoretical Grounding 
 
Benefits of Image 
Theory presented certain benefits of creating image for a university, which will also be 
investigated in this thesis. Since the benefits of having a strong image is what the 
university wants to achieve by managing their identity, it is important to further 
investigate the possible benefits of image. The following benefits are those that will be 
investigated: 
 

• Reputation 
• Stakeholder Behavior 
• Competitive Advantage 

 

2.4 Emerged Frame of Reference 
 
The previous chapter presented a conceptualization of theories related to each research 
question. This chapter will present a graphic illustration of how these theories correlate 
and how they serve to answer the research purpose. 
 
The grey shadowed box represents the purpose of the study, which is to gain a better 
understanding of identity and image of a university. The box also includes the main 
elements that will be focused on in this research namely the theories pertaining to both 
university identity and university image. The two perspectives that also can be found in 
the research questions, are illustrated in the two white boxes above and beneath the grey 
box. When answered, the two research questions should satisfy the purpose of the 
research. 
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3 METHODOLOGY 
 

Chapter three will provide the reader with a presentation and motivation of the 
methodology used in this thesis. This chapter will work as a guideline for the reader to 
understand how the research purpose is approached.  
 

3.1 Research Purpose 
 
To state the purpose of the research is, according to Eriksson and Wiedersheim-Paul 
(1997), to inform the reader about the intentions of the thesis and how the result can be 
utilized. Further on, they claim that there are various approaches to the research purpose 
where two of these are exploratory and descriptive. (Ibid) 
 
If the purpose of the thesis is to gain an increased understanding of the problem, an 
exploratory research approach is particularly useful. (Saunders, Lewis and Thornhill, 
2000) An exploratory research aim for basic knowledge within the problem area, 
(Wallén, 1996) and tries to develop relevant propositions for further inquiries. (Yin, 
1994) Further on, exploratory research is useful when the problem is difficult to 
demarcate, as well as when important characteristics and relations are hard to determine. 
(Eriksson &Wiedersheim-Paul, 1997)  
 
The purpose of a descriptive study is to develop isolated empirical generalizations and 
explain them. (Ibid) Miles and Huberman (1994, p. 90) explain descriptive studies as 
making “complicated things understandable by reducing them to their component parts”. 
If the research problem is clearly stated, but the intention of the study is not to perform 
research between causes and symptoms, a descriptive study is applicable. This means that 
the researcher knows what he/she wants to investigate, but not the answers. Should the 
researcher want to explain, understand, predict, and decide, a good description is 
essential, hence a descriptive study. (Eriksson &Wiedersheim-Paul, 1997) 
 
However, when conducting a research it is not necessary to select only one of these 
different approaches. Reynolds (1971) suggests a mixed procedure where the research is 
divided into different stages. At which stage a research belong depends on ambitions and 
knowledge within the research area. In the exploratory stage, the researcher aims to get a 
better understanding of the research area. In the descriptive stage, the aim is to develop 
thorough descriptions of a certain patterns that were expected during the exploratory 
stage. (Reynolds, 1971) 
 
This thesis will explore and describe identity and image of universities. As the stated 
purpose of this thesis is to gain a deeper understanding of identity and image of 
universities this thesis is somewhat exploratory. Furthermore, this thesis is of a 
descriptive nature as it intend to describe the found patterns from the exploratory stage, 
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this means that the deeper understanding gained in the exploratory stage will be helpful 
when describing the research area of this thesis.  
 

3.2 Research Approach 
 
3.2.1 Inductive versus Deductive Research  
 
There are two different approaches to conducting research, inductive and deductive, 
which represent different research philosophies. Valid conclusions can, however, be 
drawn despite which research approach is chosen. If the researcher chooses to draw 
conclusions based on empirical data by instituting theories and models from occurrences 
in reality, the researches is performing an inductive research. However, if the researcher 
chooses to investigate already existing theories, the researcher is performing a deductive 
research. (Eriksson & Wiedersheim-Paul, 1997; Thurén, 1991) This implies that the 
existing theories or models will function as a guideline for deciding what information 
should be selected, how this information should be interpreted, and how the results relate 
to the theory. (Patel & Davidson, 1994) 
 
As we have based our empirical study on already existing theories and models, the 
research approach was done in a deductive manner. In order to draw conclusions, the 
results found in the empirical study will later be compared to the theories and models 
described in the early chapters of this thesis  
 
3.2.2 Quantitative versus Qualitative Research 
 
There are two main methodological research approaches within social science, 
quantitative and qualitative approaches. Both aims at creating a better understanding of 
the surrounding society and to gain knowledge of how individuals, groups, and 
institutions act and have an influence on one another. (Holme & Solvang, 1991) 
According to Kumar (1999) the researcher chooses approach according to three different 
criteria; the purpose of the study, how the variables are measured, and how the 
information is analyzed. 
 
The aim of a quantitative research is to; based on the results of the research, make 
generalizations. A quantitative research approaches the research problem from a broad 
perspective and is relatively structured and formalized, meaning that a limited amount of 
information is gathered from various research units using systematic and structured 
observations. The results of a quantitative research are assumed to be measurable and 
presentable in numbers and statistics. (Holme & Solvang, 1991) 
 
A qualitative research approach does, however, not aim to make generalizations, but to 
gain a deeper understanding of the collected data and problem studied. This is conducted 
by gaining a large amount of information from few research units (Holme & Solvang, 
1991) Conclusions drawn from a qualitative research are often based on non-quantifiable 
data, such as attitudes, values, or perceptions. (Lundahl & Skärvad, 1992) 
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Based on the discussion above, along with the research purpose and the research 
questions, the chosen approach of this study is qualitative. The reason for selecting this 
approach is that the purpose of the thesis is to gain a deeper understanding of identity and 
image of a university. Furthermore, we do not intend to make generalizations about the 
identity and image of a university, but to study a relatively small sample, which enables 
the possibility to investigate several variables and hence, reach the desired deeper 
understanding. 
 

3.3 Research Strategy 
 
There are, according to Yin (1994), five different research strategies a researcher can 
utilize, he further states that a case study implies investigating many variables on few 
entities, in order to get a deep situational picture. Moreover, he claims that a case study is 
generally superior when it comes to answering how and why questions about a specific 
topic. There are two different types of case studies; single- and multiple case studies. A 
single case study investigates a single entity in depth, whereas a multiple focuses on two 
ore more entities enabling the researcher to make comparisons. (Ibid) 
 
The purpose of this thesis is to gain a deeper understanding of identity and image of a 
university, this, together with the research questions and the conceptual framework, lead 
to a limited number of variables to investigate in a deep and detailed manner. It is 
furthermore essential to acquire primary data in order to conduct an investigation as 
accurate as possible. Consequently, a multiple case study is the best alternative for this 
research, as it allows in-depth investigations on few variables as well as it allows 
comparison making, furthermore this strategy suits the selected qualitative approach. The 
two cases of this thesis will be management and students. How the data was collected for 
these case studies is presented in the next section. 
 

3.4 Data Collection Method 
 
According to Yin (1994) there are six different sources of evidence that can be used when 
collecting data for case studies. They are: documents, archival records, interviews, direct 
observation, participant-observation, and physical artifacts. He states that no single 
source of evidence has a complete advantage over the others; instead the different sources 
complement each other with their strengths and weaknesses. (Ibid) 
 
According to Yin, the researcher should consider using multiple sources of evidence 
when conducting a case study, as it would strengthen both the reliability and the 
construction validity of the study. This is called triangulation, and the most important 
advantage of using the method of triangulation is the development of converging 
evidence, this means that any finding or conclusion in a case study is more likely to be 
accurate and convincing if it is based on several sources of information. (Ibid) The data 
collected can further be divided into primary and secondary data, where primary data are 
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collected to address the specific purpose of the study. Secondary data is, on the other 
hand, collected for a different purpose and is conducted by other people than the 
researcher. (Lundahl & Skärvad, 1992) 
 
Interviews are one of the most important sources of information for case studies 
according to Yin (1994). It allows the researcher to focus directly on the topic of the case 
study, which in this case the role of identity and image in a university. Interviews are 
suitable when in-depth information is desired (Holme & Solvang, 1991), and it allows 
flexibility and closeness to the respondents. There are three different forms of interviews; 
open-ended, focused, and survey, where open-ended is the most commonly used.  In an 
open-ended interview the researcher asks the respondents unstructured questions which 
allows the interview to be more of a discussion. (Yin, 1994) Lundahl and Skärvad (1992) 
state that the purpose of unstructured interviews is to encourage the respondent to discuss 
his/her own values, attitudes, and perceptions. A focused interview only lasts for a brief 
period of time, for example an hour, and follows a set of questions derived from the case 
study protocol. The character of a focused interview is still open, and it may be 
conducted by a conversation between the respondent and the researcher. The third type of 
interview, survey, contains more structured questions than the two types already 
mentioned, and is a combination between a survey and an interview. (Yin, 1994) 
Furthermore, the questions are, along with the purpose of the study, completely outlined 
before the interview takes place. (Lundahl & Skärvad, 1992) 
 
Another form of interview is to perform a focus group interview. A focus group is an 
unstructured, free-flowing interview with a small group of people, which does not have 
the form of question and answer but is rather formatted in such way that it encourages 
discussion. The leader or moderator introduces the topics that should be discussed and the 
group should carry on the discussion at their own initiative. The advantages of focus 
groups are that they are relatively cost effective, not so time consuming, and easily 
analyzed. However, focus group interviews are faced with one major problem that is 
specific to this type of data collection. A problem may arise when one individual who 
creates a negative impression on the rest of the group dominates the group. This can 
cause a “halo” effect, meaning the feelings about the one individual, may be projected to 
the topic of the discussion.  (Zikmund, 2000) 
 
The most suitable type of interview for this thesis is focused interviews since the topic of 
discussion is already set, and it allows the researcher to have informal conversation based 
on pre-determined topics (Yin, 1994). As the purpose of this thesis is to gain a deeper 
understanding of the identity and image of a university, managers actively working with 
the identity of the university needed to be interviewed. Interviews can be conducted 
either by telephone or face-to-face, and we chose to use face-to-face as it enables both a 
better feedback from the respondent and enables the researcher to read non-verbal 
language and use visual aids. (Lundahl & Skärvad, 1992) Furthermore, the students 
represent one of the most important group of stakeholders as they are the main consumers 
of LTU’s products and without them the university would not be necessary. Therefore, 
their perspective of identity and image are interesting to further investigate. Due to time 
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limitation it was, however, impossible to conduct a large number of single interviews; 
therefore it was found that a focus group with the students would be more suitable. 
 
In order to avoid a situation where one person dominated the discussion, much care was 
taken in recruiting members that could present their point of view without dominating 
others. As the main goal was to get an understanding of the general opinion of students at 
Luleå University of Technology, it was important to have a group that were able to 
openly discuss their point of view. As this thesis does not handle a subject that is of the 
sensitive nature, and the main goal of conducting a focus group interview was to 
stimulate a discussion on student’s view on the image of the university, an unstructured 
focus group interview was utilized. A structured nature is more useful when research 
conducted on a sensitive topic, where participants can feel vulnerable. In a structured 
focus group interview, the moderator will control the questions or topics being discussed, 
as well as the group dynamic. (Wibeck, 2000) During the focus group interview we 
functioned as moderators by simply introducing certain topics for the students to discuss 
around. 
 
Documentation has been used as a complement to the interviews in order to gain a deeper 
knowledge of the university being subjected in this thesis. The documentation used was 
information provided on the website of the university as well as catalogues available at 
the university information centre. 
 

3.5 Sample Selection 
 
As it would be too impractical, too expensive, if not impossible to collect data from all 
potential units included in a research problem, a smaller number of units, a sample, is 
often selected as a representative of the entire population (Mann, 1995), (Zikmund, 
1994). According to Mann (1995, p. 8), population can be defined as “all elements – 
individuals, items, or objects – whose characteristics are being studied”. However, 
Zikmund (1994) states that a sample does not perfectly represent the population from 
which it is drawn and can therefore not guarantee the researchers that it is the general 
truth for the entire population. Nonetheless, due to limited time and financial resources 
allocated to this thesis, making an investigation of the entire population impossible, a 
sample selection has been chosen as a representative. 
 
The first step in choosing our sample selection was investigating which universities were 
suitable for our research purpose, meaning they had to be working with their identity and 
image. We found that Luleå University of Technology was suitable as they are actively 
working with improving their image. Also they have, as the first university in Sweden, in 
the end of 2003, employed a marketing manager responsible for this particular area. 
 
When the university had been chosen, the next step was to find the most suitable 
respondent with the most knowledge about the university’s identity and image, in order to 
receive the most suitable information. This was done by carefully explaining the purpose 
of our research with our initial contacts at the information office at LTU, which helped us 
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come in contact with those who could supply us with the best response. The chosen 
respondents were accordingly; Anita Byström the Information Manager of LTU, and Pål 
Kastensson, the new marketing manager of LTU. Anita Byström has been working at the 
information unit since 1997 and Pål Kastensson has been working at the information unit 
since November 2003. Since it was interesting to gain information on both the status quo 
as well as plans for the future regarding image and identity, we found that the both 
respondents would complement each other due to their views on these issues. 
 
The choices, for students suitable to participate in the focus group, were based on several 
criteria. Firstly, it was important to have persons from each of the three main faculties of 
the university; i.e. social science students, technology students, and pedagogue students. 
Furthermore, involving both first grade students as well as graduate students was another 
criterion. Also, it was of interest to find students who have come from a long distance as 
well as students coming from the region. Lastly, we wanted to include both males and 
females in order to have as wide spread opinions as possible. In order to be able to satisfy 
all criteria, acquaintances were contacted and through snowball recruiting ( Bloor et.al. 
2001) we were able to find appropriate respondents. 
 
The students chosen for the focus group interview were Hanna Harila, Tobias Bergström, 
Lars Måttgård, Jonas Holmberg, Johan Andersson, and Marie Viklund. Hanna Harila 
comes from Luleå and is a graduate student from the International Economics Program. 
Tobias Bergström comes from Söderhamn and is a first year student of the International 
Economics Program. Lars Måttgård comes from Halmstad and is a last year student of 
the City Planning Engineering Program. Jonas Holmberg comes from Härnösand and is a 
first year student of the Technical Foundation Program. Johan Andersson comes from 
Ängelholm and is a last year student of the Nature and Environment Pedagogical 
Program. Marie Viklund comes from Piteå and is a last year student of the Nature and 
Environment Pedagogical Program. 
 

3.6 Data Analysis 
 
According to Yin (1994) data analysis includes examining, categorizing, tabulating, or 
otherwise recombining the collected data. He further states that every investigation 
should start with a general analytical strategy in order to clarify what to analyze and why. 
The intention with analyzing the collected data from the interviews is to find answers on 
the research questions stated in chapter one. (Miles & Huberman, 1994) 
 
There are according to Yin (1994) two different types of analytical strategies. The first 
strategy implies a reliance on theoretical propositions, meaning that the researcher obtain 
the research questions from previous studies. Thus, the findings and the previous studies 
are being compared which in turn implies that focus is on relevant data whereas irrelevant 
data can be ignored. The second, and less preferable, strategy is to develop a descriptive 
framework for structuring the case study. This can be considered an alternative when 
there is little previous research conducted in the area of research. (Ibid) Since there are 
sufficient research conducted in the area of identity and image of universities we will 
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utilize the first strategy in this case study. The research questions of this thesis have been 
derived from previous studies and the collected data will be compared with these studies. 
 
Miles and Huberman (1994) describe the qualitative data analysis as consisting of three 
simultaneously occurring flows of activities and that it focuses on data in the form of 
words. The three activities are: 
 
 1.  Data reduction: The process of selecting, focusing, simplifying, abstracting, and 

transforming the data. The aim is to organize the data in order to draw and verify 
the final conclusion. 

 
 2. Data display: To take the reduced data and display it in an organized, compressed 

way in order to simplify the process of drawing the conclusions. 
 

3. Conclusion drawing and verification: At this stage the researcher begins to decide 
what things mean by noting regularities, patterns, explanations, possible 
configurations, casual flows, and propositions. (Ibid) 

 
This thesis relies on the proposition above, meaning that the data collected for the 
research questions is reduced and simplified through the use of within-case analysis as 
well as cross-case analysis. Cross case analysis intend to compare different cases with 
each other in order to find similarities and differences and can be used when the 
dynamics of each case has been understood. (Miles& Huberman, 1994). As this thesis 
aims to better understand identity and image of a university, different perspectives 
needed to be researched. This also implies that similarities as well as differences between 
how management and students perceive identity and image of universities needed to be 
investigated. The cases on management and students will be compared and contrasted, 
after a careful analysis of each single case, in order to find differences and similarities 
meaning the cross-case analysis method will be utilized. After reducing the data and 
displaying it in an organized way both through within case- and cross-case analysis, the 
research questions should be answered which in turn allows for the drawing of 
conclusions based on the conducted research. 
 

3.7 Quality Standards – Validity and Reliability 
 
In order to avoid systematic and random errors in empirical studies, and hence increase 
the quality of the study, it is crucial that questions and data collection are thoroughly 
prepared. Validity and reliability are two important factors in this matter as they 
determine the quality standard of the research. (Eriksson & Wiedersheim-Paul, 1997) Yin 
(1994) suggests four commonly used tests when determining the quality standard of a 
case study research. These are:  
 

• Construct validity: Using the accurate operational measures for the studied 
concepts. 
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• Internal validity: Establishing a causal relationship, from where specific 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, such as the data collected, 
can be repeated with the same results. (Ibid) 

 
Yin further suggests different tactics to use in order to increase the quality of the study. In 
order to increase construct validity one tactic is to use multiple sources of evidence 
(Ibid), in this study both documents and interviews has been used and hence increased 
construct validity. Another tactic to increase the construct validity is to establish a chain 
of evidence, meaning that it allows the reader of the case study to follow the derivation of 
any evidence from initial research questions to ultimate case study conclusions. (Ibid)  
This has been made possible by first conducting an interview guide based on the theories 
presented in the frame of reference. Furthermore, our supervisor as well as other people 
read the interview guide before the interview was conducted in order to confirm that the 
questions were clear and understandable. Efforts were made in order to find respondents 
with the right knowledge and experience to answer our questions as well as filling the 
criteria set up for the formation of the focus group. Furthermore, continuous citations 
have been made throughout the research from where the evidence was collected in order 
to strengthen the chains of evidence.  
 
During the interviews a mini disc was used in order to allow the possibility to double-
check the answers after the interviews, and hence the risk of misinterpretations was 
minimized. As both the interviews and the focus group was conducted face-to-face the 
construct validity was strengthen due to the fact that it was possible to read and interpret 
the respondents’ non-verbal language. It is, however, possible that the construct validity 
was slightly lowered since the interviews were held in Swedish and thereafter translated 
into English. This may have caused some distortion of the respondent’s answers, 
however, since the respondents were willing to answer questions or obscurities occurred 
after the interview this risk was diminished.  
 
However, since internal validity according to Yin (1994) is for explanatory or causal 
studies only it will not be further discussed as this thesis is mainly of exploratory and 
descriptive character. Furthermore, external validity concerns the degree of 
generalization that can be derived from the research (Ibid) and since this thesis is a 
multiple case study, that does not aim to generalize, external validity will not be further 
discussed. 
 
Finally the reliability has to be considered when looking at the quality standard of a 
study. Yin (Ibid) claims that the use of both a case study protocol and a database 
increases the reliability of a study. A case study protocol is intended to guide the 
investigator through the case study, and we are of the opinion that chapter three, together 
with the interview guide, functions as a case study protocol. A database has not been 
established for this study, however, the mini disc and all the notes from the interviews 
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have been kept should anyone want to review or listen to them, and thereby the reliability 
is increased. Furthermore, by not asking any leading or subjective questions we tried to 
avoid influencing and biasing the respondent. And as a final step, in order to make sure 
that another researcher would reach the same result if repeating the study, we were 
cautious to select respondents with sufficient knowledge about the specific topic of this 
study. One factor that may impair the reliability of this thesis is the fact that Pål 
Kastensson has only been employed for a short period of time at the university and may 
therefore not be fully aware of all the issues regarding the identity and image of LTU. 
However, with regards to the extensive information received during the interview our 
impression was that he was able to supply us with all the necessary information regarding 
the research questions. 
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4 DATA PRESENTATION 
 

This chapter will start by giving a brief presentation on Luleå University of Technology 
thereafter the data collected from the two case studies will be presented. The data 
collected is related to the research questions and will be divided into two cases, meaning 
that the response to both research questions will be divided into the two cases, 
management and students. The presented empirical data will be based on the interviews 
with Anita Byström, the information manager at LTU, Pål Kastensson, the marketing 
manager at LTU, the focus group of students at LTU, as well as on data from  documents. 
 

4.1 Luleå University of Technology 
 
Luleå University of Technology (LTU) was the first and is the only University of 
Technology in Sweden. It was founded in 1971 as Luleå University College, and at that 
time only offered one educational program, the Master of Science in Mechanical 
Engineering. Since then, LTU has grown to include programs within three major 
faculties, philosophical, technical, and pedagogue, as well as education in music, theatre, 
media, health care, and vocational education. In 1997, Luleå University College became 
Luleå University of Technology (LTU). 
 
Luleå University of Technology offers education and research within all major academic 
disciplines. LTU is known for being innovative when it comes to education and offers 
Sweden’s most modern educational programs, the Arena programs. The Arena programs 
aims to combine technological courses with courses from the philosophical faculty as 
well as with the newly developed multiple knowledge courses at the university.  
 
Research is carried out in both the philosophical and technical faculties, the majority, 
however within the technological faculty. The research departments can be divided into 
sixty departments, which can be found under fifteen departments. In the most part, the 
research is applicable and crosses boarders between the university and society and 
industry. Contact with the industry both locally and nationally, is important to the 
research at LTU.  
 
The main consumers of this product are students who choose to educate themselves at 
LTU. The university has 12 000 students who are divided among the five campuses in 
Norrbotten and Västerbotten in the cities of Boden, Kiruna, Luleå, Piteå, and Skellefteå. 
The recruitment varies depending on which faculty, but in all faculties, the majority of 
the students come from cities in northern and southern Norrland. This is especially true in 
the faculty offering studies of business administration and social sciences. 
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The organization of LTU is depicted as following: 
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University Administration 

University Library
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Pedagogical 
Education  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 4.1: Organization Chart of LTU 
Source: www.luth.se/om_oss.php 

 
 
 
 
On the homepage, www.luth.se/om_oss.php, the vision of LTU is stated as following 
“We will strive to be a leading national university with an international reputation. Each 
student, faculty and staff member will feel a sense of enthusiasm and strive to attain 
excellence.” The site also expresses the mission of LTU, which is to “…interact with 
society to bring forth and convey knowledge and learning in the areas of engineering, 
teaching and learning, the social sciences, the humanities, music and drama.” LTU also 
has the mission to “…place scholarship and the student in focus” Another important 
mission for LTU is to have “…activities that are based on science and the proven 
authority of experience.” Furthermore, LTU claims to have the mission of working 
“…with an interdisciplinary approach in a close-unit community” (Ibid).  
 
The situation LTU is faced with today is a declining amount of applicants where few 
students choose LTU as their first choice university. In order to turn this situation around, 
the university has chosen to employ a marketing manager, Pål Kastensson, who is the 
first and only marketing manager at a Swedish university today.  
 

4.2 Case 1: Management’s View on LTU’s Identity and Image 
 
In this chapter the data collected from the two interviews with Anita Byström, the 
Information Manager at the Information Unit at LTU, and Pål Kastensson, The Marketing 
Manager at the Information Unit at LTU, will be presented.  
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4.2.1 Management’s View on LTU’s Identity  
 
Factors Comprising the Identity of LTU 
Anita Byström, the information manager of the information unit at Luleå University of 
Technology (LTU), depicted three words that characterize the identity of LTU, those 
being; technology, innovation, and fellowship.  
 
Technology is a strong part of the history of LTU, which started in 1971 as an institution 
of technology, and the university is therefore highly influenced by the technology. Also, 
90 percent of the research conducted at the university is of technological character.  
 
LTU has during the years been highly pioneering regarding developing educations; 
technical foundation year program, open entrance educations, and “proppen” 
(mathematical preparation course), are all programs invented at LTU. However, other 
universities have replicated these educations and today they are to be found almost 
anywhere. Moreover, a number of different education programs are founded and 
developed at LTU during the years, as for example the latest one, Arena, which is unique 
for LTU. LTU has not only been innovative within the education area but also in other 
areas such as the first to introduce a new economic system as well as high-speed net, and 
therefore LTU is viewed as innovative within the university world. Innovation has 
traditionally been a variable of identity that has been communicated to the external 
environment. However, it has been realized that innovation is actually an internal process 
that is difficult to communicate externally due to the amount of noise that exists in media 
today. This has lead to that the two new identity variables will be; research and education 
of world-class, as although LTU is in a group of equals, it is of world-class. The other 
variable, the climate and geography, has previously has been considered a weakness but 
is now being overlooked in order to turn it into a strength, and are identified by the 
marketing manager as tangible elements of LTU’s identity since they are elements that 
actually exist in the collective consciousness of the general public. 
 
Fellowship is something that has been identified by the management at the information 
unit when speaking to both current students as well as alumni students. The students talk 
warmly about the fellowship spirit that exists at the university, for example they perceive 
it to be easy to contact teachers and also the president. Many students arrive to Luleå with 
the perception that they are only to study at LTU for a short period and later on switch to 
another university. However, many of these students end up staying at LTU due to the 
fellowship spirit they experience and also due to the Nolle-Period (frosh-week), which is 
a strong positive introduction to Luleå and LTU. Due to the large variety of educations 
offered at LTU, a positive effect of the fellowship spirit is that the students form broad 
networks of contact valuable in the business life after graduation. At other universities 
such as Handels in Stockholm (Stockholm School of Economics), or KTH (Royal 
Institute of Tecnology), only specific educations are offered which in turn limit the 
network of contact to those specific areas. 
 
The information manager identified different intangible elements of the identity of LTU. 
Firstly, the fellowship spirit that exists on the university is an important element. 
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Moreover, the intangible elements include the communication message LTU sends out 
via various brochures. Lastly, the corporate behavior is an element that expresses the 
identity of LTU, however, LTU has not formulated a clear policy for the corporate 
behavior. The marketing manager added research and education of world-class as an 
intangible element of the identity of LTU, meaning that these have an immaterial value 
that is difficult to touch upon. 
 
Another factor of identity, the name of the university Luleå University of Technology, 
strongly reflects the technological aspect of the university, which might be a 
disadvantage for other areas of education within the university should one not be aware 
of the actual meaning of the name. To start with Luleå, it is obviously connected to the 
geographic location of the university. University is the part of the name that reflects the 
broad variation of education programs offered at LTU. Lastly, technology indicates that a 
major part of the education programs are within the technological area. The marketing 
manager perceives Luleå University of Technology to be a good name on the condition 
that there is a clear communication of all educational programs offered, not just the 
engineering programs. At the moment, LTU is the only Swedish university with the term 
Technical University, with exception of KTH, which, however, does not offer educations 
to the same broad extension, but in the future this will change when more universities 
will include the technical aspect in their name. Given this fact, it is tremendously 
important for LTU to clarify to the public the meaning of being a technical university, 
since today the perception of this may vary among the public. 
 
The symbol and the logotype, presented below, as well as the color are the major parts of 
the graphic profile of LTU, where the symbol, the capital L, which was created by a 
professional designer, demonstrates the new modern part of the university and 
communicates the identity of LTU. The symbol in connection with the name, Luleå 
University of Technology, forms the logotype currently used by LTU. Positive feedback 
from other universities has reflected that the logotype of LTU is strong and clear, 
especially in comparison with other universities logotypes, which often include their coat 
of arms.  
 
 
 

 

Figure 4.2: Symbol and Logotype of LTU 
Source: www.luth.se 

 
 
 
 
Decisions have been taken on which colors to use, i.e. the major part of any catalogue or 
brochure produced by LTU should be blue, and as a complement red is to be used for 
small details. All pictures have to be either black and white, or in a blue tone, and the 
typeface is either Bembo or Helvetica Neue. These are rules on how to use material in all 
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centrally composed material, the next level is material produced by the different 
institutions at LTU. The institutions are allowed to have their own name and layout for 
the name, however no other symbols are allowed to be added by the institutions and they 
are obliged to follow the graphic profile and guidelines. Not only the president and the 
management at the information unit are responsible for ensuring that the graphic profile 
is followed, but also the heads and managers of the different units have responsibility for 
this.  
 
The marketing manager states that identity and the brand name is a collection of the 
measures being taken as well as a handful of variables. Some of theses variables are for 
example how one is received when telephoning the university, meaning the initial contact 
with the reception. If the receptionist is smiling in their tone of voice, degree of quality 
meaning if they are able to connect the caller to the appropriate person, and that this 
person can provide useful service. Another variable is how well LTU communicates the 
research being performed to the external environment in a way so that the industry can 
see the practicality behind it. Most often, executive summaries written by researchers are 
directed towards the rest of the academic world rather than to executives. Other variables 
important in the creation of identity could be the identity of the actual researcher, why the 
research is being carried out, is it for own purposes or in order to provide the general 
public with something useful that creates a more competitive society. Another aspect 
could be how LTU is perceived by journalist, if the core values that are being 
communicated are those LTU actually has or if they differ. Since LTU is a university, it 
is an open world, which implies that everyone is allowed to express their opinion in any 
matter. It is then important that the core values of LTU have been communicated clearly 
enough so that people are expressing the same core values as LTU, rather than speaking 
from their own personal values, which may not be uniform with those of the university.  
 
How to maintain the credibility, meaning having a balance between what the university is 
promising and what is actually fulfilled, is difficult. The Nolle-Period (frosh week) is one 
method to accomplish this, the students are met at the train station and the airport so that 
they feel welcomed to Luleå. The Nolle-Period is a perfect system to let the new students 
feel that they are taken care of and not forgotten. Also it is important that new students 
feel the fellowship spirit directly and become acquaintance with other students, not only 
within the same class, in order to strengthen the bond between the students and the 
university. Also, LTU has a policy that all students should have a contract for an 
apartment no further than three kilometers from the University within two months. The 
credibility is also strengthened by the work of the Studenthälsan (Student Health), who is 
actively working to prevent stress and bad alcohol habits. No other university in Sweden 
works this systematically with these issues and thereby the Studenthälsan of LTU has 
become well-known in Sweden. 
 
In order to meet the expectations students have when beginning their studies at LTU, the 
management has initiated active cooperation with the student unions in order to secure 
events at the university. This does not imply that the management wishes to control these 
events, but should function as support if this is needed by the student union in terms of 
knowledge and the competence the management has in how to package knowledge. An 
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example of an idea presented to the student union was to create Swedish Championship 
in snow sculpting. The marketing manager believes that rather than just imitating what is 
being done at other universities, LTU should take advantage of the unique conditions in 
Luleå and create something specific for Luleå. The role of the management would then 
be the supplying of raw material, rather than organization of the event, which should be 
up to the students. 
 
Identity Management Process at LTU 
LTU’s personality according to the marketing manager is the spirit of creativity and 
entrepreneurship as well as the importance of being a researching university. The 
research at LTU is not being done in order to increase competitiveness, rather because 
LTU is one of the major researching universities in Sweden and half of the turnover is 
generated from research. The creativity and entrepreneurship is also evident in the 
research as researchers at LTU are curious and alert, not afraid to lift their eyes from their 
desks. This approach to research is not found at many universities in Sweden. 
 
The marketing manager perceives the corporate philosophy of LTU to be the creativity, 
openness and closeness to people. Another factor contributing to corporate philosophy of 
LTU is having the courage not to lean on prestige, meaning curiosity and the ability to 
change its way of thinking and acting if something better comes along. 
 
An important core value of LTU, identified by the marketing manager, is the closeness 
between people, closeness between staff, as well as between staff and students. 
Independence is also an important core value of the identity for LTU. Independence 
refers to how graduates behave in the industry, meaning that they are quickly able to 
assimilate into the company and are able to work independently early on. In turn, this 
reflects back upon the professors and research instructors. Lastly, innovation is a core 
value of LTU, meaning that historically LTU has been innovative concerning both 
academic thinking as well as in the creation of new educations. 
 
After performing an image analysis, the marketing manager was even able to identify 
some negative core values. The quantifiable of these values are that LTU receives too 
few first choice applications, the goal is however to turn this around. The second is that 
LTU has historically had low confidence and have been afraid to say how good the 
university actually is. In comparison to other universities in Sweden, LTU is an equal, 
meaning that the research and educational training offered at LTU is of world-class. 
Although there may be some spearhead research areas, meaning that not all faculties have 
research that may be of “Nobel Prize” class, the spearhead research areas will create a 
standard platform within the university, creating a positive rather than a negative effect.  
 
The corporate mission of LTU is to make LTU well-known in Sweden and thereby make 
it more attractive to both prospective students and financiers. Also, their mission is to 
educate people, market educations, and develop research in cooperation with the world 
around. However, LTU has not, as of today, formulated a clear business corporate 
mission although they are working to accomplish this. 
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The development process of LTU’s corporate strategy is very intensive where the aim is 
to go back and identify the fundamental variables that make LTU unique. The current 
situation in this process is that the positioning variables have been found which are 
research and education of world class, as well as the climate and geography. These 
variables are still being worked upon at the moment in order to be able to package them 
in a way that can be expressed in print form in the new program catalogues. Also, a new 
website is being developed that is to function as a main communication channel where 
these variables should be clear and uniform. The main strategic goal is that within the 
degrees of freedom, a communication and design frame of reference will be determined 
so that the spirit of LTU is identifiable.  
 
Another measure being taken is the methodological examination of what influences the 
image and brand name of LTU in a broader perspective. This examination is to lead to a 
strategic document that will function as a communication policy and will include the 
graphical manual, guidelines for PR-strategies, communication values, description of 
LTU’s image and brand name along with how it should be utilized, as well as which 
media LTU should use and which to avoid. This strategic document is to be supplied to 
the institutions and will function as a teaching manual in order to increase their 
independence. 
 
The marketing manager’s vision is that LTU is on a mission initiated by the government, 
meaning LTU is and must be a university and must contribute something more than just 
education to society. Although education is important, LTU is a researching university 
that must produce results; meaning research should not be done just for the benefit of the 
university, but also for the benefit of the general public. The research being performed at 
LTU must be popularized and packaged in such a way that even the industry can benefit 
from the results and increase their competitiveness on the market. The image campaign 
currently being run is in line with the vision of the marketing manager who entered this 
position during the implementation process, the only adjustments needed to be made was 
positioning and choice of media.  
 
The organizational structure of the information unit has in the past been closely related to 
the positions, meaning those working at the information unit were involved in the 
process. LTU has always had an information unit, however the tasks for this unit has 
altered during the years, especially the last ten years. The traditional function of an 
information unit at a university was to provide information one-way, meaning mainly 
informing various stakeholders about the different educations offered at LTU, and 
producing printed material, whereas out of a marketing or communication perspective, 
communication must be two-way. Now, however, the information unit has changed from 
working operationally to working more strategically, and is more and more moving 
towards communication and marketing. The information unit is more project orientated, 
which is necessary in order to succeed with the entire packaging process they are faced 
with. The employees at the information unit function as project leaders, coordinating the 
communication and information from the university, whereas the printed material is 
designed by external graphic designers. 
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The newly established open office landscape where the information unit is located, suits 
the creative atmosphere necessary in order to perform their tasks as it allows for more 
creative thinking and spontaneous interaction. One sign of LTU’s creativity is the fact 
that it is the first university in Sweden that has employed a marketing manager. LTU 
chooses to be a step ahead rather than wait until another university has made the first 
move. 
 
The information manager further expressed her opinion that one single Students Union at 
LTU is preferable, today there exists two; Luleå Studentkår and Teknologkåren. She 
explained that this is a step towards a fully unified university, and it is essential for the 
university to cooperate with the students unions. Today, however, to which extent the 
Information n unit cooperates with the student unions depend greatly on the persons 
working within the union and how willing they are to cooperate. 
 
The identity of LTU is based on the three above discussed words, i.e. technology, 
innovation, and fellowship. However, corporate behavior is also important since the 
university culture is an essential part of the strategy. The information manager identified 
four main components of the corporate behavior of LTU, those being; developing areas 
of knowledge, developing meeting places (both physical and virtual), developing the 
university culture, and building knowledge. These four components are tremendously 
important along with how LTU interacts with teachers. Furthermore, the president is 
careful with ensuring that the students are a part of the decision making process in 
different matters, she regularly organizes  “President Coffee”, which is unique for LTU, 
in order to be able to have an informal conversations with the students. According to the 
information manager, openness and availability are important aspects and that influence 
the entire university, however, the university culture is something that the information 
unit needs to work with and further develop. 
 
Education and research are the products offered by LTU and the stakeholders are all parts 
of society. Internally the stakeholders are the students and employees at LTU. Externally, 
prospective students, financiers, prospective employees, researchers, trade and industry, 
and the government are important stakeholders. However, as LTU is on a mission for the 
government, the government is the main stakeholder. The mission is carried out by 
supplying education and research to individuals as well as the industry.  
 
The contact between the university and the current students is a weakness at LTU, the 
university has developed strong skills regarding welcoming new students as well as 
keeping contact with alumni students, however there is a weakness in staying in touch 
with those students currently studying at the university. The communication with these 
students needs to be improved, they need to know what LTU is and what LTU can offer. 
 
The management stated that due to the extremely competitive situation on the market, 
differentiation according to the classical marketing theories is impossible. It is more 
important to find alternative measures such as using variables that can be found in the 
spirit of the people. Complete differentiation is only possible when none or few have a 
certain characteristic. When all actors on the market are equal, differentiation has no 
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value. Therefore, the information manager stated that it is difficult to differentiate LTU 
from other universities by marketing the innovation, which is specific to LTU, since all 
research is somewhat innovative. LTU is therefore considering the climate as a 
differentiating factor, the information manager explained that they are working with 
identifying the advantages of studying in Luleå and wants to market these advantages. 
The climate should, however, be complemented with the world class research conducted 
at LTU, which has to become more known in Sweden, LTU should inform the public 
about how excellent they actually are. This means that the management wants to combine 
the strong tradition of LTU, i.e. the technology, with innovation.  
 
LTU is an equal to other universities in Sweden when it comes to education and research 
of world class. When it comes to the climate and geographic location, however, no other 
of LTU’s equals has this tangible variable, meaning it is something specific for LTU that 
is deeply rooted in the spirit of people. This variable must be cared for and communicated 
truthfully with students so it does not become a factor causing students to terminate their 
studies at LTU. It is better to admit that it is cold and much snow in Luleå as well as 
communicating the great possibilities this involves.  
 
The positioning of LTU can be placed in a diagram where research and education of 
world class can be placed on one axis and with the help of the climate and geographic 
location LTU has its own quadrant. The only reason why LTU is on its own in this 
quadrant is because of the climate and geographical location, which is not included in the 
core product of LTU. LTU is in a transition phase when it comes to positioning, the focus 
is changing and the information manager believes that the information unit has to identify 
the actual identity of LTU and try to market that, i.e. technology and innovation. Also the 
broad range of educations offered at LTU is something that needs to be marketed in order 
to differentiate LTU. 
 
At the moment LTU is in a breaking point and have realized that in order to attract new 
students a personal motivation on why to move this far up north needs to be created and 
marketed. The new marketing manager has identified winter to be the motivation, this 
means that even though some may perceive snow, coldness, and darkness as something 
negative it is the actual strength of LTU and it needs to be uplifted and marketed. 
Another strength is the fact that the research conducted at LTU is of world class quality 
which also is important to market as it contributes to the status of a university and thereby 
influence all education areas positively. 
 
The information manager identified some characteristics of LTU that can be seen as 
competitive advantages. Firstly, technology is a strong factor, LTU has, and has always 
had close contact with the trade and industry, i.e. applied research. Also, within research 
technology is a strong area. However, the winter climate is probably the strongest 
competitive advantage of LTU and therefore more focus has to be on that. Lastly, LTU 
has some unique educations that need to be marketed as well as the possibility offered at 
LTU to study within diverse areas of education. 
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The marketing manager agreed with the information manager and claims that the aspects 
and climate and geography, are not attempts to differentiate as differentiation is defined 
by selected parts of the product or service that are better. For LTU, differentiation is 
focused on elements not included in the main product of education, rather other elements 
that are important to those choosing to study at LTU. This means that climate is not a 
differentiating factor, rather competitive advantages for LTU. 
 
Identity Image Interface 
LTU communicates with their stakeholders via different channels, however the 
prospective students are the ones where most effort is made as student recruitment is 
highly prioritized. For example, LTU goes to various education fairs, they visit many 
upper secondary schools to inform about LTU, and they have contact with different 
student counselors in entire Sweden. However, today the task for the information unit is 
in change, and focus is more on marketing than on operational techniques.  
 
The education fairs and the visits to the upper secondary schools are important methods 
to communicate, as both involve personal contact with the stakeholders. The homepage is 
also an important communication tool. It has been found that more students search the 
web for information regarding institutions of higher education, and therefore it is 
important to have a logical homepage that communicates the identity of the university. It 
has been decided that during next year the homepage of LTU will be revised when it 
comes to content, structure, and form. Finally the program catalogue, which is sent to a 
large amount of prospective students, is an important communication tool. The marketing 
manager explained that the two most important communication channels with prospective 
students are the program catalogues and the web, as 40 percent of the students choose to 
study at LTU as a result of the catalogue and 40 percent choose to study because of the 
web. Therefore, the web needs to be revised and improved which implies a great 
challenge. 
 
Advertising is a tremendously expensive marketing method and its impact is difficult to 
measure, therefore LTU tries to use mostly other channels to communicate to the 
stakeholders. However, LTU currently runs an advertisement campaign in the newspaper 
Dagens Industri, which is a two-phase campaign and the idea is that it should be directed 
towards those who actually influence students and their choices.  
 
The main form of communication with the industry is through research, but also through 
the newly developed Arena programs where education and research is linked to the 
industry in a more informative way. In order to communicate with the government 
personal contacts are often used, this is due to the fact that the president is appointed by 
the government. 
 
Regionally, LTU tries to have a close contact with media, as it is easier to encourage 
local radio, local newspapers, and local television to inform about LTU and events going 
on at the university. LTU regularly invites journalists to the university to inform them 
about, for example, the research conducted at the university or various projects where 
education programs cooperate with the trade and industry. Also, LTU writes press 
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releases as an attempt to communicate with media. However, nationally it is more 
difficult to communicate via media due to the fact that the media is more interested in 
events going on in the regions close to their headquarters.  
 
The information manager explained that the intangible parts of the identity are the parts 
that are difficult to communicate to the public. This means that the fellowship spirit that 
exists at LTU is more difficult to market than for example technology and innovation. 
However, the management attempts to make the fellowship spirit tangible by 
communicating a warm feeling through the graphic design. Also it is important that the 
reader of the material is able to recognize the layout and immediately connect that with 
LTU. An example of an unsuccessful brochure was the education folder for 2003/2004, it 
did not follow the graphic profile, and therefore the management received many 
complaints from students that were not able to identify LTU in the material. This is taken 
into consideration and in 2004 efforts will be made to create a folder that communicates 
the true identity of the university. Another way to communicate the fellowship spirit is by 
sending students and ambassadors to upper secondary schools to inform about LTU, 
which enables the university to inform the students about the unique fellowship spirit. 
 
In the past, the communication to the public has focused on the innovation of LTU, 
however, today due to the fact that there exist 40 institutions of higher educations in 
Sweden, all trying to differentiate themselves, the corporate message has to be revised, 
LTU has to identify what it is that they are “selling”. Most prospective students first 
identify what they want to study, and then investigate where it is possible to study that 
particular course or program, and lastly choose an institution of higher education close to 
their place of residence. This is a problem for LTU, since it is located in northern 
Sweden, and therefore LTU has to find a personal motivator for attracting students. 
Traditionally, specific education programs and advanced research has functioned as a 
motivator, today however, the Information manager believes that almost all institutions of 
higher educations are on more or less the same level when it comes to these factors and 
therefore, may not be effective for attracting new students. Therefore, the winter climate 
existing in Luleå is perceived to be that particular motivator that could attract new 
students. There are also prospective students who are willing to move to remote 
locations, and those should naturally be motivated so that more of them actually chose 
LTU.  
 
The formal statement is associated with the positioning of LTU. Creating the formal 
statement has been a process that was initiated 1998/1999. It has been an extremely 
intensive process from then until now, and the process will never end. The formal 
statement is associated with the positioning of LTU. LTU’s weakness is that it has tried 
to market the archipelago and the beautiful summers. However, this is not the true picture 
of Luleå, the general public is much aware of the fact that it is cold, dark and a lot of 
snow unlike any other place in Sweden. Therefore, this is the message LTU wishes to 
communicate to the students along with the possibilities this involves. A concrete 
example of how they want to communicate the winter climate, and its possibilities, is the 
Christmas cards the information unit intend to send to prospective students in entire 
Sweden. As the card shows a picture of the university’s president standing in a winter 
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landscape, holding a snowboard, it communicates the true picture of Luleå, meaning 
winter climate and the possibilities it involves. 
 
In 1997, the new name Luleå University of Technology was launched and during the 
following years the university worked in projects to create a new graphic profile. In 
January 1 1999, a new graphic profile was created, which formed the base of the profile 
being used today.  After 1999 the information unit worked actively with developing a 
strategy for LTU, which resulted in the slogan “the Creating University”. This in turn 
lead to the creation of the new education program Arena, which is more like knowledge 
areas than a specific program and involves both education, and research. Within Arena it 
is possible to individually combine different programs.  
 
During 2002 decisions were made on guidelines for the graphic profile in order to 
improve the use of the graphic profile. The intentions are that it should be visible that 
LTU is a united university, or metaphorically speaking; that all parts of the university 
belong to the same football team, wears the same sweatshirts, and aims for the same goal. 
Also, according to the marketing manager, it is essential that the graphic profile should 
express the identity of LTU. The guidelines and the graphic profile are presented on the 
internet (www.luth.se/profil) along with some examples on how to use the name LTU.  
 
Creating a graphic profile has been a new ground to break for a university, but the 
marketing manager views this as a learning process. At the current moment, the intensity 
of this process has decreased in order to be able to go back and identify the fundamental 
variables. The work with the graphical profile is quite far ahead and the management has 
newly established a graphical manual. However, the analysis behind the identification of 
the core values ha been lacking and is now to be brought forward in the process. 
 
4.2.2 Management’s View on LTU’s Image 
 
Factors Comprising Image of LTU 
The marketing manager identified a definition of image that, according to him, is not in 
accordance to the traditional textbook definition, however the advantage is the 
practicability and the fact that they are understandable and easy to absorb. Image is 
defined by the marketing manager as how LTU is perceived, and the brand name is the 
name of this perception. Furthermore, if the brand name is to be carried on, it is necessary 
to give it a graphic identity, and, if the name is not only to be associated with the 
graphical identity, some form of formal statement must be added. With regards to this, 
the formal statement is first of all education of world-class, another statement is to be 
incorporated in this but it is still under development. 
 
Image Formation 
The information manager stated that since LTU is considered a “young” university, only 
30 years old, in comparison to other universities, it is difficult to have a strong image and 
reputation. However, the more students graduating from LTU and getting other positions 
in the business sector, the more known will LTU be, and hence the status will 
automatically increase. This will however be over a longer period of time, but the amount 
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of graduates increases continuously. On the contrary, the marketing manager claimed that 
LTU cannot hide behind the argument that it is young and new since it has existed for 
approximately thirty years and there are universities and educations of higher education 
that are much younger than LTU. LTU received much attention with its establishment, 
since then, however, LTU has a major part of its market position due to the extreme 
competitive situation on the market. LTU is competing among forty national institutions 
of higher education, all other international institutions of higher education that are 
recruiting in Sweden, and all private alternatives, creating a very unclear picture of LTU. 
The situation LTU is faced with today, is that the awareness of LTU has turned from 
being among the top five or six most well-known universities in Sweden, to being 
somewhere in the periphery with all other new universities. The goal is to reclaim LTU’s 
position by applying the complex toolbox that creates image and build a brand name. 
 
Benefits of Image of LTU 
Image and reputation has a major influence on the behavior of the stakeholders since 
image and reputation is built upon their perception of LTU. For students, this means 
choosing LTU as their first choice of universities, for researcher, this means funding for 
research or cooperation with the industry. What is being communicated by LTU affects 
how the public perceives the university and therefore it is essential to have a clear and 
correct message. A second choice application has no value for LTU since in a few years, 
with the amount of universities and institutions of higher educations, all applicants will 
be accepted to their first choice. Furthermore, the amount of first choice applications 
strengthens the image of LTU, and to complete the circle, image depends on the first 
choice applications.  
 
The marketing manager stated that the general public’s perception of LTU must be seen 
from the local, regional, and national perspective. In the world of research, LTU is 
considered to be an equal both nationally and internationally, meaning the status of LTU 
is never questioned. Furthermore, as the status among researchers is very high, this opens 
all doors that need to be opened within this context. On the local level, LTU has been 
isolated from the municipality up until approximately ten years ago. Since then, the 
municipality has realized how important the university is for Luleå in terms of identity 
and spirit within the community, and hopefully this will lead to increased awareness 
about LTU among the local public. 
 
From a regional perspective, there is a competition between the different campus 
locations, LTU, has however, defined itself as the main campus. The Information 
manager perceives that regionally the public awareness about LTU is that it is a 
university offering educations and research, however she does not believe that the public 
knows enough about LTU. 
 
From a national perspective, the opinion of LTU is somewhat different to the regional 
due to the fact that, nationally, LTU is not known to the same extent. It may be difficult 
to have an opinion about LTU without having a direct connection to the university. 
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The management has received positive feedback from employers expressing their 
satisfaction and that they are very content with graduate students from LTU. This is true 
for all academic faculties, however especially for the masters of engineering. Alumni 
students have in general a positive perception about LTU, for example, Friday 5 
December 2003 there was an alumni reunion in Göteborg where as many as 60 former 
students signed up. This indicates that graduate students from LTU are very content and 
have enjoyed studying in Luleå. However, for these kinds of reunions mostly technology 
students show up, and that may be due to the fact that the major part of technology 
students come from far distance, in contrast to other education faculties, they live on 
Campus, and are more engaged in the student life, hence they become more satisfied with 
LTU. 

4.3 Case 2: Students’ View on LTU’s Identity and Image 
 
This chapter will present the data collected from the focused group interview with the 
students. In order to simplify for the reader, the responding students received the 
following coding; Hannah Harila (S1), Tobias Bergström (S2), Lars Måttsgård (T1), 
Jonas Holmberg (T2), Johan Andersson (P1), and Marie Vikström (P2). S refers to 
students of the philosophical faculty, T is for technology students, and P represents 
pedagogue students.  
  
4.3.1 Students’ View on LTU’s Identity 
 
Factors Comprising Identity of LTU 
With regards to the name Luleå University of Technology (Luleå Tekniska Universitet), 
the group expressed different opinions. Those students who studied at the technological 
faculties thought the name to be a very good name. The students who studied at the 
pedagogical and philosophical faculties, however, believed the name to focus too much 
on the technological part of the education offered at the university. The students studying 
economics at the philosophical institution expressed the feeling of being forgotten about 
in the name. The students have experienced that the general public tends to have the 
perception that the university only offers education within the technological field. 
However, the group agreed that the name was hard to change since it is such a strong part 
of the university’s history and it could be seen as higher status to be the only university in 
Sweden to be a University of Technology. Furthermore, the students stated that a change 
in name to just Luleå University could result in attracting even less students as those 
wishing to study technology may not consider Luleå University of Technology. They also 
agreed that it is a good idea to have one factor that is unique in comparison to other 
universities. 
 
The group agreed upon that the logotype is a tidy, clear and attractive logotype. They 
found the graphic design is easily recognizable in comparison to the logotypes of other 
universities who mostly tend to have a coat of arms incorporated in the logotype. 
However, the group believed that the symbol, the simple L, was too unclear for those not 
associated with the university. However, they all agreed that with the text Luleå 

 41



DATA PRESENTATION 

University of Technology, along with the L, was clear and many claimed that now, when 
seeing a single L, they associated this with the university’s name.  
 
Another aspect of the graphic design particular to the university is the color used in the 
communication material. Except for the two respondents who had attended the university 
the longest (S1 and T1), none of the students were able to associate the university with a 
specific color suggesting colors such as white, birch wood, and black to be the colors of 
LTU. S1 and T1, however stated that they often associated blue with a touch of red with 
the university’s communication material. The group agreed upon the importance of 
having a pleasant color that is easily taken in when communicating to the external 
environment. Furthermore, the respondents also associated blue with academia and 
coolness, stating it was an appropriate color in representing the university.  
 
With regards to the program catalogues with the latest graphic design, the overall reaction 
was that it did not look like a typical program catalog from a university, rather as a folder 
one would read at the pharmacy. However, when the respondents studied the folder more 
closely, they general response was positive, suggesting the layout, photographs and 
choice of colors were a good choice in representing the university.  
 
Concerning the architecture of the university, the respondents were in agreement that this 
is an important factor in creating a feeling of well-being. The fact that the university is 
concentrated on one campus they perceived to be a major contributing factor to why there 
is such a strong feeling of fellowship among the students. The planning of the university 
buildings, all of which are low two-storey buildings aligned along a promenade, with one 
main meeting place, created a feeling of a small village, which also is an important factor 
in creating fellowship Many of the respondents perceived the architecture or the general 
physical structure of the university to be positive for the university. The physical 
structure inside the buildings differed between the buildings, the older buildings were not 
as bright and pleasant as the newer ones, however, the latest renovation in the building 
where the pedagogues have most of their lectures showed a sign of improvement. S1 
agreed to this, stating that the room in which most examinations takes place, and where 
creativity and freethinking should be stimulated is the darkest most run-down room at the 
university. 
 
The unanimous answer on what characterizes Luleå University of Technology was 
fellowship. They agreed that this was the result of many factors. First of all, the well-
organized Nolle-Period (frosh-week) was one major factor that created this feeling of 
fellowship from the very first day. The respondents agreed that it was noticeable who 
participated during these two weeks and who had not, as those who had participated, 
despite home region, tend to feel the fellowship to a greater extent, and have in most 
cases become acquainted with more people from all across Sweden. Another reason why 
there is such a strong sense of fellowship at LTU is the fact that many students come 
from far distances to study at LTU, and do not have the possibility to spend weekends 
and other short holidays at home. The fact that most students come from towns other than 
Luleå, was also perceived to be a contributing factor in creating the feeling of fellowship 
as it encourages students to open up and seek contact with new people. Lastly, since a 
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great part of the instruction and lectures take place in separate classes, students have 
more of an opportunity to become acquainted with one another than if the instruction 
only took place in large auditoriums with hundreds of students. 
 
Considering what characterizes LTU out of an educational perspective, the respondents 
agreed that diversity and innovation were the main characteristics associated with the 
education offered at LTU. With diversity, they meant that the offered education is 
everything between drama and engineering, innovation implies the new programs the 
university has invented such as the Arena programs and the newly developed teacher 
training programs. The respondents agreed that it was positive that LTU showed their 
innovative and new-thinking side and the diversity was important to be able to attract 
new students. P1 and P2 however, were not so positive to the innovativeness at the 
university. They expressed a feeling of dissatisfaction with their program, stating that the 
newness of the program has caused much confusion and disorganization at the 
department. The rest of the respondents also expressed their wariness towards LTU being 
too innovative too soon. T1 was skeptical towards the Arena programs, as this type of 
studies is not so well known in the rest of Sweden, which could lead to difficulties for the 
future graduates to find employment. If employers have never heard of this type of 
program, theses graduates may risk falling out of the recruitment process at the very 
beginning. 
 
The respondent group was generally positive upon the interaction among staff, teachers, 
and other students. One factor that the respondents agreed was extremely well organized 
and really helped during the introductory phase at the university was the Nolle-period 
(frosh-week). T1 commented this by stating that these two weeks are considered to be the 
best frosh-week in Sweden, which he considered to be very positive for the university. S2 
agreed saying that it was a great way to come in contact with other students as well as the 
city. Another important interaction at the university is the interaction students have with 
the teaching staff. The respondents agreed that it was not difficult to get in touch with the 
teachers when problems arise; they believe this to be because of the size of the university, 
and the fact that much instruction takes place in smaller classes. S1 stated that she had 
come in contact with students from other, larger universities where the teaching corps 
was much more difficult to come in contact with meaning that this is something very 
positive for the university. Even T2, expressed his satisfaction with the personal contact a 
student at LTU has with the teachers, saying that it is also possible to discuss topics that 
are not studies related with the teachers. The group also agreed that the rest of the staff at 
LTU is friendly and always willing to help. 
 
Regarding corporate mission, the respondents were not able to identify what LTU was 
aiming for. They could however reason that it is logical that it should be to aim to be the 
best as no one has the corporate mission to be the second best. They thought however, 
that although LTU must have the desire to attract more students, they do not have the 
desire to be the largest, as this is something completely different. As with corporate 
mission, the group was not able to identify a specific formal statement they believe LTU 
to have. 
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Most of the respondents did not have any specific expectations when they began their 
studies at LTU. Only T2, had heard about the strong fellowship at the school before 
coming to LTU, and felt that his expectations of the university had been met. Those who 
had not had the chance to form any expectations were positively surprised at the pleasant 
atmosphere they were met with at LTU. 
 
Identity Management Process at LTU 
The majority of the focus group were not able to identify the newly employed marketing  
manager, Pål Kastensson. The entire group agreed, however, that it was an important step 
taken by Luleå University of Technology (LTU) in order to increase the general 
familiarity about the university. Since the university today is faced with decreased 
enrollment and increased competition on the market, the group expressed their hope that 
the marketing manager will improve this situation.  
 
The responding group of students perceived the most important group of stakeholders to 
direct marketing towards to be the industry, in order to make LTU and what it has to offer 
more known. Another important group of stakeholders the respondents were able to 
identify was the municipality, saying that the municipality and LTU were dependent on 
each other. However, they perceived the university to be more important to the 
municipality than vice versa, as after students graduate, the university is not concerned 
about where they live and work. 
 
The group of respondents did not believe the education at LTU to be differentiated from 
the education at other Swedish universities. When asked to consider the competitive 
advantage the group agreed that the climate is an asset the university has that should be 
taken advantage of more for marketing purposes. The closeness to outdoor activities is 
something that is unique for the region and LTU, which could be something that attracts 
students. 
 
Identity Image Interface 
The responding group of students had varying perceptions of LTU before starting their 
studies at LTU. T1 and P2 said they had received folders about the university to their 
home at the end of their upper secondary school studies, and had had student visiting 
their schools to present LTU. T1 claimed this to be an effective method as prior to these 
marketing efforts, he had never heard of the university. The rest of the group had not 
been reached by marketing efforts from the university directly, rather been informed 
about the LTU’s offering through informal channels such as friends. A common 
understanding was that south of Norrbotten, LTU was rather unknown, implying that not 
much effort has been made in marketing in southern and middle Sweden. Regarding other 
contexts in which they had heard about LTU, the group was not able to identify hearing 
about LTU in the news or through other formal marketing channels. They commented on 
the fact that in most cases, if hearing about a discovery made at a university on national 
television, the university being mentioned tends to be Lund University or KTH (Royal 
Institute of Technology). The majority of the respondents were not aware of the extent of 
research being done at the university. T1 and T2, however, were aware of the Sirius 
project, mentioning the appearance of the automobile built by those involved with the 
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project on the television program, Trafik Magasinet. The respondents agreed that such 
appearances create a positive value for LTU. 
 
4.3.2 Students’ View on LTU’s Image 
 
Factors Comprising Image of LTU 
The characteristics the students found to be important to image were; marketing 
activities, ideology or the university’s commitment to excellence, whether graduates were 
proud of their education or not, and student life. The factors they considered important 
but less significant were size of the university, familiarity with the university, 
conversations with friends and family, and the existence of particular programs. Relations 
between employees and the community, presence of adequate facilities, as well as 
demographic characteristics were factors that the students indicated had no importance. 
 
With regards to the size of the university, the general impression of the group was that 
this was not an important factor when choosing a university. However, T1 felt that 
personally, it was important, as he had chosen to study at a middle-sized university. 
Another factor that had not influenced their choice of university was how familiar they 
were of the university. All of the respondents except for S1 were unfamiliar with LTU 
before beginning their studies. Marketing activities was a factor the group perceived to be 
important as they felt it necessary to open the publics’ eyes about LTU. Furthermore, the 
respondents felt that one effective method was the student ambassador activities, which is 
when students of LTU travel to the upper secondary schools to present LTU. The factor 
pertaining to conversations with friends and family was an aspect of university image that 
had influenced the respondents to a different extent. T2 and P1 had chosen to begin 
studying at LTU as a result of conversation with friends where as for the rest of the 
group, this had not been a deciding factor. Tradition was a factor that the group did not 
feel strongly about meaning that it was more important to have new activities related to 
student life and academics that were affective rather than sticking to old traditions that 
no-one is interested in. Ideology, or the university’s commitment to academic excellence 
was a factor the group expressed strong feelings about. This they also related to whether 
graduates were proud of their education or not, saying that it is important that LTU 
strives for excellence, producing graduates who speak positively about their education. 
Especially how graduates speak about their education was important to the respondents 
agreeing upon the fact that this also greatly influenced the industry, since if a student 
speaks negatively about their education at a place of employment, this will most likely 
affect future graduates’ chance of employment. The group agreed that student life was 
important to the well being at the university claiming that especially at a university like 
LTU, where many come from long distances, it is important that there is a life outside 
studies and lectures.  
 
A factor that the students agreed to be a must-be, and not a factor influencing the decision 
making of where to study, is the presence of adequate facilities. This, according to the 
respondents becomes important when arriving at the university, but is not a factor that 
attracts students to a certain university, since it is taken for granted that it exists. The 
existence of particular programs was not a factor the responding group put much weight 
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on. They agreed that in order to attract new students, a broad range of programs must be 
available, however, as most prospective students have usually made up their minds of 
what they wish to study, the fact that the university offers a wide range of programs is not 
the deciding factor in the choice of university. The demographic characteristics was also 
a factor that the respondents rated low in importance. They were unified in their opinion 
that the demographic location only became a problem during national holidays when 
many students wished to go home. 
 
Image Formation 
The respondents in the focus groups had different motives in choosing to study at LTU. 
Hannah Harila (S1), choose Luleå due to its closeness as she comes from Luleå. Tobias 
Bergström (S2) choose Luleå mostly due to the fact that he was not eligible for other 
universities in Sweden. Lars Måttsgård (T1), choose LTU due to its location and size, 
whereas Jonas Holmberg (T2) was motivated by friends who attended the university. 
Johan Andersson (P1) stated that his motivation to studying at LTU was partly 
coincidence and partly due to recommendations from a friend. Finally Marie Vikström 
(P2), chooses LTU due to its closeness to her hometown which would facilitate a trial 
period in pursuing her studies. 
 
Benefits of Image of LTU 
The respondents had different views on the general publics perception of the university. 
S1 stated that the she perceived the general impression to be varied, some graduates had 
experienced a positive perception from the general public and some not. T1 had only 
experienced positive feedback from technology graduates who had entered the work 
force, stating that this could be because of the quality of the technological programs 
rather than the university as a whole. P2 was not able to compare the perceived image 
about LTU from the general public with the general impression of other universities, as 
the pedagogues mostly carry out the practical part of their studies locally where 
pedagogue students from other universities are not available. The respondents agreed that 
when speaking about their studies with the general public, few showed as much interest 
in LTU as in the location of the university, Luleå. The respondents mostly received 
questions about how life in Luleå is like, and why one would choose to study in northern 
Sweden, rather than how the educational programs are formed and if the programs meet 
their expectations.  
 
The impression of LTU among the respondents varied greatly depending within which 
faculty the students studied. Both the students from the philosophical and pedagogical 
programs agreed that satisfaction depended greatly upon the program and the teachers. 
They also agreed that they had the impression that the students from the technological 
faculty were more satisfied. P2 expressed the most degree of dissatisfaction with the 
pedagogical program, saying that perhaps she would not have chosen LTU should she 
have known about the problems they have with the general planning of the programs. T1 
and T2 were overall satisfied with everything from administration to quality of the 
teaching corps, but agreed that satisfaction among students greatly depend on field of 
studies. When considering everything but education, the general impression of LTU was 
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positive, much because of the positive atmosphere and the strong sense of fellowship at 
the university. 
 
The respondents agreed that LTU had a positive reputation although very weak in the rest 
of Sweden. T1 and S2 claimed that, according to their understanding, it was not 
important from which university they graduate. T1 strengthened this by stating that rather 
than coming from a university with a strong reputation and not having the competencies 
to perform the tasks, it is better to graduate from a smaller university with a weaker 
reputation and to possess the demanded competencies.  
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5 ANALYSIS 
 

The collected data presented in the previous chapter will in this chapter be compared to 
the theories presented in chapter two. The data will be reduced through within case 
analysis, comparing the data for each case with previous studies on the topic. The 
reduced data will be displayed via a cross case analysis comparing the two cases with 
each other. This chapter will then provide a base for drawing conclusions in the 
upcoming chapter. 
 

5.1 Within Case Analysis of Management 
 
In this chapter the empirical data presented in case one, managers, will be compared to 
the theories presented in the conceptual framework. After presenting the data from the 
two interviews with management at LTU it should be clarified that the response from the 
information manager tends to concern the past and current situation of LTU, whereas the 
marketing manager focuses on future visions. However, since LTU is currently in the 
process of developing their identity, it is just as important to consider the possibilities in 
the future as the state of today when wishing to gain a deeper understanding of the 
identity and image of LTU. 
 
5.1.1 Identity of a University as viewed by University Management 
 
Factors Comprising Identity 
The management at LTU was able to identify both tangible and non-tangible elements 
that comprise the identity of LTU, those being tangible elements; the name, the symbol, 
the logotype, and the colors used in the graphic design. Another tangible factor of LTU’s 
identity, identified by management, is the climate and geography in Luleå.  
 
The respondents from the management identified the intangible factors that make up the 
identity of LTU to be, fellowship spirit, the communicated message, and the corporate 
behavior. Another important intangible factor is the research and education of world class 
that has an immaterial value difficult to make tangible. 
 
According to Westcott Alessandri (2001), in order to understand identity several factors 
need to be investigated. First of all, Westcott Alessandri (2001) depicts identity as an 
iceberg with factors above the surface, the visible level, and the factors that are below the 
surface, the intangibles. According to Westcott Alessandri, factors that are visual such as, 
name, logo, and chromatics belong to the tangible factors, and the intangibles are factors 
are non-visuals such as written communications, corporate structure, and corporate 
behavior.  
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Excluding the specific tangible factors; climate and geography, and the intangible factors; 
research and education of world class, the response with regards to intangible and 
tangible factors of identity were in accordance to Westcott Alessandri’s theory. 
 
The management identified the controllable factors as those that they actually can 
manage, such as deciding on corporate mission, the visual presentation, the behavior of 
the staff, and the actual identity of LTU. With respect to this, the information manager at 
the information unit defined the identity of LTU to be characterized by technology, 
innovation, and fellowship. The marketing manager, agreed that innovation is one factor 
of the identity of LTU but also added the latest two factors to be included in the identity 
of LTU, namely education and research of world class, and climate and geography.  
Westcott Alessandri presents controllable factors determining how identity works in 
connection with organizational image. The controllable factors of identity are all factors 
included in how the organization presents itself, more specifically; corporate mission, 
visual presentation, corporate behavior, and the actual identity of the organization. 
Thereby, the response from management is found to be in accordance with theory. 
 
The respondents from the management agreed that credibility was important in the 
reputation building process for LTU. Furthermore, credibility is manageable by the 
management and can therefore be considered a controllable aspect of the identity of LTU.  
Although management agreed that credibility is controllable, they also admitted that 
having a balance between what the university promises and which promises are actually 
fulfilled, is very difficult. There are several tools that are being put to use in order to 
fulfill the promise of taking care of students. The Nolle-Period is an important activity at 
LTU where the new students are introduced to the student life at LTU, and to show that 
LTU is interested in taking care of them. Another way for LTU to show that they are 
interested in the students well-being, is the fact that there is policy that students should 
have a first-hand contract for living accommodations near the university within two 
months. Studenthälsan (student health) is another organization at LTU that is actively 
working to prevent stress and bad alcohol habits among students, an action that is well 
known in Sweden. The management has also initiated cooperation with the student 
unions at LTU in order make sure that student’s expectations are being met.  
 
According to theory presented by Arpan et. al. (2003), credibility is an important factor 
in the process of building reputation through for organizations. In order for an 
organization to build a reputation, this must be built upon the credibility of the 
organization, meaning that the organizations actions are in harmony with the message 
and promises they communicate. Theory also suggests that reputation is fragile although 
it is built over a long period of time. (Ibid) Thereby the response from the management 
was in agreement with theory. 
 
Identity Management Process 
The management identified the personality of LTU as the spirit of creativity and 
entrepreneurship as well as the importance of being a researching university. 
Furthermore, the management was able to identify the corporate philosophy of LTU. This 
was perceived as creativity, openness, closeness to people, and having the courage not to 
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lean on prestige. Also, management described the core values of LTU as closeness, 
independence, and innovation, also some negative core values were identified by the 
marketing manager, those being; low rates of first choice applications and low 
confidence. However, the marketing manager expressed his intents to turn these weak 
core values around and make them into strong core values. The corporate mission of LTU 
is, according to the management, under development at the moment, however the main 
mission is to make LTU well known in Sweden and thereby attract more students. The 
information manager stated that LTU has not of today formulated a clear business 
corporate mission however on LTU’s homepage the mission is to have “…activities that 
are based on science and the proven authority of experience.” Furthermore, LTU claims 
to have the mission of working “…with an interdisciplinary approach in a close-unit 
community and to interact with society to bring forth and convey knowledge and learning 
in the areas of engineering, teaching and learning, the social sciences, the humanities, 
music and drama as well as place scholarship and the student in focus. The management 
has realized the importance of a corporate mission, but could not specify LTU’s corporate 
mission as this is still under development. Stuart (1999) has identified various significant 
features to take into consideration when managing the corporate identity. The first feature 
is the corporate personality, as when managing the identity the company needs to have 
prior understanding of their own personality, and according to Stuart the corporate 
personality consists of corporate philosophy, core values, and corporate mission. Given 
this, it can be stated that the response from the management was in accordance with 
theory regarding the corporate personality. 
 
LTU has had an intensive process with their corporate strategy, the aim has been to go 
back and identify the fundamental variables that make LTU unique and package these in 
a way that can be communicated to the public. A strategic document is currently being 
formed, that in the future will function as a communication policy. The top management 
vision is that LTU has to contribute more than just education to the society; this means 
that it is essential for LTU to popularize the research conducted at the university and 
make it useful for the entire society. The products offered by LTU are defined as 
education and research. The organizational structure of the information unit has altered 
during the years, in the past focus has been on information and one-way communication. 
Today, the information unit works more project oriented with marketing and two-way 
communication. The structure of the identity of LTU is today, according to the 
information manager, based on the three words technology, innovation, and fellowship. 
Next feature in the identity management process, identified by Stuart (1999), is the 
corporate strategy, which include top management vision, products/services, 
organizational structure, and corporate identity structure. LTU has all of these elements, 
and thereby LTU is in accordance to theory. 
 
The management stated that corporate behavior is crucial for the identity process, and 
identified four main components of the corporate behavior of LTU, those being; 
developing areas of knowledge, developing meeting places, developing the university 
culture, and building knowledge. An example of university behavior could be how one is 
received when telephoning the university. A smiling receptionist answering the phone, 
who is willing and competent enough to connect the caller to the appropriate person, 

 50



ANALYSIS 

conveys a positive corporate behavior. The information manager further added that 
openness and availability are important characteristics of the corporate behavior of LTU, 
however she stated that the entire university culture is something the management needs 
to further develop and improve. The openness of both the managers and the teachers of 
LTU towards students can be viewed as a part of LTU’s corporate identity, and the 
presidents informal coffees with the students is an example of this. LTU has since 1997 
been working with the symbolism of the university, meaning that they have been 
developing a graphic profile and manual as well as guidelines on how these should be 
used. The name of the university, symbol, (the capital L) and the logotype are major parts 
of the symbolism of LTU, which all should, according to the marketing manager, 
communicate the identity of LTU. Since LTU takes all of these elements into 
consideration when working with the identity of LTU, the response was in agreement 
with theory. Regarding corporate identity it can be stated that the response from the 
management is in accordance with theory since corporate identity, which is the next 
feature in the Identity Management Process created by Stuart (1999), includes behavior, 
management and employees, symbolism, and lastly communication. 
 
The marketing manager stated that it is important for LTU to communicate their core 
values to their employees in order for them to express shared beliefs and values, which is 
in agreement with theory. The organizational culture is identified as the sum of the 
corporate personality, the corporate identity, and the corporate strategy (Stuart, 1999). A 
strong culture should give rise to symbolization of the organization internally and 
externally (Cornelissen & Elwing, 2003) 
 
According to the marketing manager the stakeholders of LTU are all parts of society. 
Internally, the information manager identified students and employees at LTU as their 
stakeholders. External stakeholders are prospective students, financiers, prospective 
employees, researchers, trade and industry, and the government. LTU communicates to 
these stakeholders via different medias, however the information manager stated that the 
communication to the internal stakeholders is weak and needs to be improved. Externally, 
for communication to prospective students different medias are being used, the 
homepage, program catalogues, and student ambassadors are examples of communication 
medias utilized by LTU. Research is the main communication tool aimed at the industry, 
but also the newly developed Arena programs is directed towards the industry. 
Advertising is not a media prioritized by LTU due to its expensive nature, however, 
currently they run a two-phase campaign, which is directed towards those who actually 
influence the prospective students. Communication between LTU and the government is 
conducted via personal contact between the president of LTU and the government. 
Finally, LTU tries to have close contact with media as an attempt to encourage them to 
inform about LTU and events going on at the university. It has been found that two issues 
raises problem when dealing with university stakeholders; to identify who the 
stakeholders actually are and what marketing orientation mean in a university context. 
(Ivy & Naudé, 1999) In accordance to what theory suggests LTU has identified their 
main stakeholders and directed marketing efforts differently towards the different 
stakeholders. 
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Identity Image Interface 
The name of the university, Luleå University of Technology, is a unique name since LTU 
is, currently, the only university of technology in Sweden. The management has, 
however, realized that the name needs to be further clarified and marketed to the public 
as it strongly reflects the technology aspect of the university and the other faculties in the 
university may perceive a disadvantage in this. However, the marketing manager 
believed that in the future other universities will label themselves as technical universities 
and then LTU has a strong advantage of having a history of being the first technical 
university. 
 
Next part of the communication, the graphic design, is something LTU currently is 
focusing on, and the attempts are that the graphic profile of LTU should express LTU’s 
identity. The graphic profile is far ahead in its development and the management has 
recently established a graphical manual. The relatively new logotype of LTU is a strong, 
clear, and modern logotype in comparison to other universities and is designed by a 
professional. According to Balmer & Gray (1998) the logotype is one of the most 
important corporate graphics, and they state that the logotype can and should be 
modernized over time to correctly express the corporate identity. 
 
LTU is in a period of change when it comes to formal statements, in the past innovation 
has been the key word communicated to the public. Today, however, the management is 
going back, identifying what it is that they are “selling” and trying to find a motivator for 
students to choose LTU. The climate has been found to be a particularly suitable 
motivator as it is unique for Luleå and it needs to be further marketed. The Corporate 
mission statement is currently being developed and as of today LTU has not formulated a 
clear mission statement. Moreover, LTU has no specific policy on corporate behavior; 
however, the Management depicts the corporate behavior to be an important part of the 
corporate identity and today closeness between staff and students is a specific 
characteristic of LTU. In the past, the slogan “the Creating University” has been utilized, 
today however LTU is working on formulating an official corporate statement that 
communicates the true picture of Luleå and the possibilities connected with this. Balmer 
& Gray (Ibid) states that formal statements are effective tools for a company to 
communicate to its stakeholders and include various features, for example mission 
statement, codes of ethics, and company slogans. (Ibid) In agreement with theory LTU is 
currently developing all parts of their formal statements. 
 
Regionally and locally LTU tries to have close contact with the media, however, 
nationally this is more difficult. Theory states that media relations play an important role 
in forming a company’s public image and reputation (Ibid) and thereby LTU is in 
agreement with theory. 
 
As mentioned earlier LTU has no specific policy on corporate behavior. However, the 
marketing manager high lightened the importance of the employees’ behavior, and gave 
the example of how a receptionist answers the telephone influences the first impression 
of the caller. Theory states that routine interactions are the last part of the 
communication, and it deals with the fact that stakeholders form impression of companies 
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based on their routine interactions with the companies’ employees. (Ibid) Since LTU has 
no policy on corporate behavior they are not in accordance with theory regarding routine 
interactions. 
 
Communication is identified as the critical link between the corporate identity and the 
corporate image and reputation  and it can be divided into the six areas; nomenclature and 
branding, graphic design, formal statements, architecture, media relations, and routine 
interactions. (Balmer & Gray, 1998) In agreement with theory, the management 
identified all parts of the communication of LTU.  
 
5.1.2 Image of a University as Viewed by University Management 
 
Factors Comprising Image 
Management did not identify the specific factors that comprise the image of LTU, 
however, their response with regards to image as the perception individuals have of an 
organization is in accordance to the theory presented by Nguyen and LeBlanc (2001). 
However, Arpan et. al. (2001) identified several factors that play an important role in 
creating the corporate image, and since the management was not able to identify specific 
factors the response was not in accordance with theory. 
 
 Image Formation 
The management has developed an image campaign being run in Dagens Industri in order 
to make the public aware of LTU through low involvement. The attempt of management 
to make events (all events such as new discoveries, as well as the desired ice-sculpture 
competition), at LTU known is a clear indication of their use of image creation through 
classical conditioning. Another way in which positive image for LTU is created is 
through the fact that employers are very satisfied with the graduates entering the work 
force. This is also an example of image creation through classical conditioning. Westcott 
Allessandri (2001), claims that understanding how the public forms their image must be 
understood, and presented therefore two theories from psychology on image formation, 
those being the theory of low involvement and theory on classical conditioning. 
Comparing the response from management with theory, it can be stated that, in 
accordance to theory, the management at LTU do consider these image formation 
processes when developing their marketing strategies. 
 
Benefits of Image 
The management defined the identity management process an important step to take in 
order to develop image and reputation. Considering image, the marketing manager stated 
that the perception of LTU differs locally, regionally, and nationally. The local image can 
be related to the researchers community as well as the image in local Luleå. Among other 
researchers, LTU has a positive image and is considered to be an equal to other 
researching universities. This high status within the researcher community has the effect 
that LTU is offered many opportunities within this context.  
 
The image of LTU in local Luleå, has developed under the last ten years as the 
municipality has realized how much LTU contributes in terms of identity and spirit of the 
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community. Regionally, the management claimed the image to be quite low about LTU 
as many in the region have limited knowledge about LTU apart from what educational 
programs LTU offers. The knowledge, and hence the image of LTU decreases when 
entering the national level, as most people that are aware of LTU nationally, have a 
personal relation to the university. Another factor that contributes to the image of LTU, 
according to the management is the fact that employers tend to be very satisfied with 
graduates of LTU.  
 
LTU has identified a competitive advantage that is outside the core product of LTU. The 
management has identified the need to develop specific motivators for prospective 
students to move to northern Sweden and begin their studies at LTU. The marketing 
manager could not identify the research and education offered at LTU to be 
differentiated, and therefore lead to competitive advantage. What the management 
considered to be a competitive advantage, however, is the climate and geography, as this 
is something that is unique for LTU and offers students many opportunities. 
 
With creating a strong image and reputation, through managing identity, the management 
aims at changing the behavior of the prospective students to choosing LTU as their first 
choice university. Another factor the Management aims at achieving with identity 
management, is to reclaim LTU’s position as one of the five or six most well-known 
universities in Sweden instead of being in the sidelines with all the other.     
 
The response from the management is in agreement with theory, meaning that positive 
image creates a strong reputation, which in turn leads to certain benefits. (Balmer & 
Gray, 1998). The theory presented by Ivy (2001), states that in order to increase the 
number of applicants that choose to pursue their studies at a specific university, the 
university needs to develop a distinct image in order to create a competitive advantage. 
Balmer and van Riel (1997) also stated that establishing a favorable reputation would 
make consumers more inclined to buy their products or services. Since the management 
aims at changing the behavior of the prospective students, through managing their 
identity, it is in accordance to theory.  
 
Balmer and Gray (1998) aimed at illustrating the possible outcome of identity 
management by defining the fundamental elements to be, corporate identity, corporate 
communication, corporate image and corporate reputation. Further, Balmer and Gray 
(1998) explain that the possible outcome is competitive advantage. According to the 
model, managing the first fundamental component, corporate identity, should lead to the 
organization being able to differentiate itself from others. Communication is therefore 
vital, as it is the link between identity and image and reputation. The image and 
reputation created, if projected accurately to the public, should in turn, create a 
competitive advantage.(Ibid) However, regarding competitive advantage, the response 
from the management is not in accordance with theory as the management identified a 
competitive advantage outside their core product that is not created through their image. 
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5.2 Within Case Analysis of Students 
 
5.2.1 Identity of a University as Viewed by University Students  
 
Factors Comprising Identity 
The students were able to identify the following tangible factors that comprise the 
identity of LTU; name, logotype, graphic design, and the physical structure of LTU. The 
intangible elements of LTU’s identity that the students were able to identify were fellow-
ship spirit, the positive interaction with staff, as well as the diversity and innovativeness 
of the educational programs offered at LTU. The students’ response is in accordance to 
the theory by Westcott Alessandri (2001) who names factors of identity that are tangible 
and intangible, where the tangible factors are those that are visible, and the intangible 
aspects are those that are non-visible. 
 
Identity Management Process 
The Corporate Identity Management Process is an internal process; hence stakeholders 
are not able to influence the process. Therefore, the focus group was not perceived to be 
able to contribute to a deeper understanding of research question two; how can the 
process of managing identity in a university be described.  However, the group agreed on 
that employing a marketing manager was an important step for LTU to take in order to 
increase the general familiarity about the university. Also the group was able to identify 
some important stakeholder groups to direct marketing towards, those being; industry and 
municipality 
 
Identity Image Interface 
With regards to the communication of the identity of LTU, the response of the focus 
group was in agreement with theory. As the theory suggests, communication of identity is 
necessary in order to create image and reputation. To which extent the students had been 
received marketing material form LTU prior to their studies differed. Some commented 
that some form of communication had occurred, through visits to their schools by 
university ambassadors as well as folders presenting the offers at LTU. Those who had 
been reached by these marketing efforts perceived this to be effective in creating image 
and expectations among prospective students, which further strengthens the theory. 
However, most students in the focus group had not been reached by these marketing 
efforts, rather, it was the informal channels such as friends who had influenced their 
perception of the university. Further, the respondents believed that communication south 
of Norrbotten was lacking. The focus group believed that among the general public in the 
rest of Sweden, LTU had a positive reputation although weak. Credibility, a factor that 
according to theory is important in the reputation building process, was a factor that the 
students in the focus group was not able to identify.  
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5.2.2 Image of a University as Viewed by University Students 
 
Factors Comprising Image 
The responding students identified marketing activities, ideology or the university’s 
commitment to excellence, and whether graduates are proud of their education or not, as 
factors important to the comprising of the image for LTU. However, factors such as size 
of the university, familiarity with the university, conversations with friends and family, 
and the existence of particular programs were of less importance. The factors that, 
according to the students, were of no importance, and therefore are not in agreement with 
theory, are relations between employees and the community, the presence of adequate 
facilities and demographic area. According to theory by Arpan, et. al. (2001), and 
Nguyen and LeBlanc (2001), there are many factors that are important in the creation of 
corporate, institutional, and university image. This is a wide spectrum of factors that 
includes factors such as, size of the organization, marketing activities, commitment to 
academic excellence, and whether graduates are proud of their education or not, some of 
which, were mentioned by the students. 
 
Image Formation 
Most students had formed their image of LTU through conversations with friends, 
meaning that they had formed their image due to classical conditioning. The students (T1 
and P2) who had been reached by marketing efforts from LTU prior to their studies had 
not formed their images based on these efforts, rather based on other elements such as 
location and size of university. This also implies that low involvement campaigns, such 
as advertising, have little effect on students’ image formation. Furthermore, the student 
groups’ view that media exposure of projects, conducted at LTU, creates positive value 
for the university, is an indication of the strength of classical conditioning when forming 
image. Westcott Allessandri (2001) has presented a theoretical grounding for 
understanding how image is formed, which includes the theory of low involvement and 
the theory of classical conditioning. By comparing the response from the focus group of 
students with theory it can be stated that the response from the students was in 
accordance to the theory by Westcott Allessandri (2001).  
 
Benefits of Image 
The response from the focus group is an indication if the communicated identity of the 
information has been properly understood. The name was a factor that the majority of the 
group believed to be communicating the wrong message to the general public that LTU 
only offers education with in the technical faculties. The focus group also had the 
perception that the image of LTU is important in order for the university to attract new 
students.  
 
The students were of the opinion that the education at LTU could not be differentiated 
from that offered at other universities in Sweden in order to create a specific image and 
therefore could not enjoy the effects of competitive advantage. They believed, however, 
that what could be considered a competitive advantage at LTU is the climate and 
geographic location of LTU. This is not in accordance with theory, which states that 
positive image creates competitive advantage. Ivy (2001) presented a theory that 
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suggested that universities must create a distinct image in order to attract prospective 
students to choose a specific university as their first-choice university. (Ivy 2001) This 
theory is in agreement with Balmer and van Riel (1997) who suggest that a positive 
reputation is necessary if organizations wish to have an influence on consumers’ choice 
of products or services. (Balmer & van Riel, 1997) In order to illustrate the outcomes of 
managing identity, Balmer and Gray (1998) created a model identifying the fundamental 
elements involved in the process, and how these are interrelated. The fundamental 
elements are corporate identity, which through corporate communication leads to 
corporate image and corporate reputation, which if managed properly in turn should lead 
to competitive advantage. (Balmer & Gray, 1998) 
 

5.3 Cross Case Analysis 
 
Based on the results from the within case analysis a cross case analysis where the main 
findings from each case will be compared to each other. However, concerning the 
identity management process included in research question one, no cross-case analysis 
could be conducted since this was something that pertain to the management of a 
university. In the cross case analysis, the major features identified in the within case 
analysis are highlighted to identify similarities and differences in the two cases. 
 
5.3.1 Identity of a University as Viewed by University Management and Students 
 
Factors Comprising Identity 
Table 5.1 presents the main findings of the two cases perceptions about identity for 
universities. The table is divided into tangible factors of identity, intangible factors, 
controllable factors, and identity of LTU.  
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   Table 5.1: Identity of a University 
Case 

 
Factors 

 
Case One; Managers 

 

 
Case Two; Customers 

Tangible Factors of 
Identity 

  

Name A a A a 
Symbol A a B b 
Logotype A a A a 
Colors A a A a 
Climate & Geography A a B b 
   
Intangible Factors of 
Identity: 

  

Fellowship Spirit A a A a 
Communicated Message A a B b 
Corporate Behavior A a A a 
Research & Education A a B b 
Diversity & Innovativeness B b A a 
   
Controllable  Factors of 
Identity: 

  

Corporate Mission A a B b 
Visual Presentation A a B b 
Behavior A a B b 
Actual Identity A a B b 
Credibility A a A a 
   
Identity of LTU:   
Technology A a B b 
Innovation A a A a 
Fellowship A a A a 
Education & Research A a B b 
Climate & Geography A a B b 
Interaction with Staff B b A a 
Diversity B b A a 
   
Identity Image Interface A a B a 

 A = respondents able to identify this 
B = respondents not able to identify this 
a  = respondents considered it important 
b = respondents considered it not important 

 
 
 
 
Tangible Factors of Identity 
Both the managers and the students were able to identify various tangible factors of 
identity; they were in agreement that name, logotype, and color were tangible factors. 
However, the students did not mention the symbol as a specific tangible factor but they 
mentioned the logotype where the symbol is included. The managers added climate and 
geography as a tangible factor and the students did not identify this as a tangible factor. 
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Intangible Factors of Identity 
The managers and the students agreed on that the fellowship spirit and the corporate 
behavior where intangible factors. The managers also identified communicated message 
and research and education of world class as other intangible factors whereas the students 
identified diversity and innovativeness as other intangible factors. 
 
Controllable and non Controllable Factors 
The controllable factors identified by the management where found to be corporate 
mission, visual presentation, corporate behavior, and the actual identity of LTU. With 
these factors, credibility is also included. However, since these factors are controlled or 
not controlled, by the managers, the students were not able to identify all of these factors, 
credibility however, was a factor that some of the students were able to identify.  
 
Identity of LTU 
The managers identified technology, innovation, fellowship, education and research of 
world class, and climate and geography as the important factors of LTU’s identity. The 
students agreed with the managers on innovation and fellowship, however the students 
found interaction with staff and diversity as other important factors of LTU’s identity. 
 
Identity Image Interface 
Although management emphasized the importance of communicating to stakeholders 
such as the students, this was not identifiable by the students in the focus group. 
 
5.3.2 Image of a University as Viewed by University Management and Students 
 
Factors Comprising Image  
The students were able to identify various factors that comprise image for a university, 
some more important than others. Marketing activities, university’s commitment to 
excellence, whether graduates are proud of their education, size of the university, 
familiarity with the university, conversations with friends and family, and existence of 
particular programs where found to be important factors. On the other hand, relations 
between employees and the community, the presence of adequate facilities, and 
demographic area, were factors that the students perceived to have no importance to a 
university’s image. The managers identified that there are factors that comprise a 
university image, however they did not identify which specific factors and therefore no 
cross-case analysis is conducted with regards to factors comprising image. 
 
Image Formation  
As Westcott Allessandri (2001) states, image can be formed either through low 
involvement or through classical conditioning. The response from the management 
showed that they use both low involvement and classical conditioning when trying to 
influence the image of the stakeholder. However, the response from the students 
indicated that classical conditioning was superior to low involvement when they formed 
their image, meaning that campaigns based on low involvement such as advertising had 
little impact on their perception of the university. 
 

 59



ANALYSIS 

Benefits of Image 
To continue, the main findings for benefits of image of a university are presented in 
Table 5.2 below.  
 
 Table 5.2 Benefits of Image of a University 

Case 
 
Factors 

 
Case One; Managers 

 
Case Two; Customers 

Image   
Local A a A a 
Regional A a A a 
National A a B a 
   
Reputation   
Positive A a A a 
Strength Weak= X, Strong= Y X X  
   
Differentiation   
Core Product B b B b 
   
Competitive Advantage   
Educational Programs B b B b 
Climate  A b  A b  
Geography A b  A b  
   
Stakeholder Behavior A a B a 

 A = respondents able to identify this 
B = respondents not able to identify this 
a  = respondents considered it important 
b = respondents considered it not important 

 
 
 
 
Image 
The respondents from the information unit were able to identify a positive image on three 
different levels, local, regional, and national. They considered this to be an important 
factor in the building of the competitive advantage for LTU, and hence attract new 
students. The respondents from the focus group on the other hand, were only able to 
identify a positive image locally and regionally. Although they considered a national 
positive image to be important, they could not identify this for LTU.  
 
Reputation 
Both groups of respondents were able to identify a positive reputation for LTU that they 
believed to be very weak. This was also a factor that the two groups of respondents 
considered to be an important factor is the building of competitive advantage for LTU. 
Credibility is a factor that the respondents from the information unit were able to identify 
at LTU and considered important. The focus group, however, were not able to identify 
this but could identify it as an important factor.  
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Differentiation 
Another element, in which the two responding groups were in agreement of, was that 
LTU was not able to differentiate their core product.  
 
Competitive Advantage 
The competitive advantage is on factors not pertaining to the core product. Both groups 
of respondents agreed that what LTU is located in a geographic region and has a climate 
like no other university in Sweden, and this should be utilized and marketed as a 
competitive advantage.  
 
Stakeholder Behavior 
The management was able to identify that competitive advantage would have an 
influence on stakeholder behavior and considered it to be an important factor. The 
students in the focus group, however, were not able to comment on this.  
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6 FINDINGS AND CONCLUSIONS 
 

In the previous chapter the empirical findings were analyzed through both within-case 
analysis and cross-case analysis. This chapter will present the findings of the analysis 
and provide answers to the posed research questions presented in chapter one. 
Moreover, this chapter will draw conclusions of this thesis and hopefully reach the stated 
purpose: 
 
“To gain a deeper knowledge of the role of identity and image for a  university.” 
 
The research questions will be answered in separate sections followed by a discussion of 
the overall purpose of the thesis. In the end of this chapter implications for management, 
theory, and further research will be provided 
 

6.1 How Can the Identity of a University as Viewed by a University’s 
Management and Students be Described? 
 
Factors Comprising Identity 
Based on the case studies done on the management and students of Luleå University of 
Technology (LTU), the theory on the factors that comprise identity could be confirmed, 
as the respondents were able to identify both tangible and intangible factors that comprise 
the identity and image of LTU. Both the respondents from the information unit and the 
students in the focus group easily identified the tangible factors, the name, logotype, and 
colors used by LTU. We were able to conclude that this is because the staff at the 
information unit has intensively been working with these factors as they have realized the 
importance of having a strong graphic design to represent the university. It also indicates 
that the management is aware of the factors that they are able to control, and are therefore 
making an attempt to communicate their identity by the use of graphic design, a 
controllable factor of identity. Climate and geography is a factor of the identity of LTU 
that was not mentioned in the theory, but was identified by the management as a factor 
specifically comprising the identity of LTU. This factor is an indication that the 
management has realized the importance of finding new factors comprising the identity 
of LTU that can be used for marketing purposes, and give LTU a more specified identity 
to distinguish it from all other universities.  
 
After analyzing the data on the intangible factors comprising the identity of LTU, it can 
be concluded that several factors were identified by both the management and the 
students, as being factors that comprise the identity of LTU. The first intangible factor 
that was identified by both groups as an important factor that contributes to the identity of 
LTU is fellowship. We found the reason for this to be that the students actually play a 
major role in creating this feeling of fellowship, and the management has realized how 
important this factor is for giving LTU a specific identity. The other two intangible 
factors that were identified by both groups were corporate behavior and diversity and 
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innovativeness of the product, this is most likely because these factors are actually 
intangible to the external environment, such as prospective students and other 
stakeholders, but is more visual for those who have a relation to LTU, such as the 
students and management. With regards to the factor research and education of world 
class that was considered to be an intangible factor of the identity of LTU by the 
managers and not the students, certain conclusions can be drawn. Since not all 
participants of the focus group had a positive attitude towards their programs, they could 
not identify LTU as having research and education of world class, and could therefore not 
identify this as an important factor comprising LTU’s identity. The communicated 
message was another intangible factor of identity that received different response from 
the respondents. The management was able to identify this and considered it to be 
important whereas the students in the focus group were not able to identify this. As the 
communicated message is directed towards the consumers from the management, it is 
logical that this factor is easily identifiable by the management. However, in order for the 
desired audience to receive this message, it must be properly communicated. The 
conclusion that can be drawn from this difference is that the message has not clearly been 
communicated to the audience, or that the message was too confusing and unclear for the 
audience to interpret.  
 
The management and the students differed also in their perceptions of credibility. 
Whereas the managers identified credibility as an important aspect in building reputation 
and image, the students could not identify credibility. There are various reasons for this, 
firstly since students from southern Sweden was not aware of LTU before choosing to 
study in Luleå, they did not have specific expectations before going to LTU and hence 
the expectations could not be fulfilled, i.e. credibility. Also, as the marketing manager 
explained, in the past the winter climate has not been in focus when marketing LTU, 
instead the archipelago and the beautiful summers have been highlighted, which is not 
fully the true picture of Luleå. Since the management has realized that this needs to be 
changed, we draw the conclusion that they are on the right path for increasing their 
credibility. Also, the conclusion that can be drawn is that by involving the students in the 
process of developing new formal statements the credibility may increase as the harmony 
of what is communicated and how the university acts, rises. 
 
Identity Management Process 
The study on LTU is in accordance with theory when it comes to differentiation. Theory 
states that by managing the corporate identity, the organization is able to differentiate 
itself from others, and by marketing the climate and geography of Luleå, which is a 
tangible element of LTU’s identity, LTU will try to differentiate itself from other 
universities. We also draw the conclusion that the marketing manager is innovative in his 
perceptions on differentiation, as there exist 40 institutions of higher educations in 
Sweden, unique factors needs to be identified in order to differentiate from the others.  
 
The study done on LTU confirmed all parts of the identity management process presented 
by Stuart (1999), meaning that LTU is taking all parts of the process into consideration 
when working with their own identity. However some fundamental parts of the process 
are currently not developed. 
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Firstly, the study proved that all parts of the corporate personality, i.e. corporate 
philosophy, core values, and corporate mission, are important parts. The information 
manager stated, however, that today there exist no clear definition of the corporate 
mission, but that it is under development. The students were not able to identify the 
corporate mission of LTU, which indicates that there exist no clear definition. In contrast 
to this, a corporate mission is stated on the homepage of LTU, which was not mentioned 
by either the management or the students. The reason why this is so could be because the 
process of identifying the identity of LTU is a rather new process meaning that not all 
aspects have been updated. However, the newly employed marketing manager has the 
intention of coordinating all marketing channels of the university so that they convey the 
same message. 
 
Top management vision, products/services, organizational structure, and corporate 
identity structure are parts that make up the corporate strategy. The study found that since 
LTU is in a period of change a lot of effort is placed on going back to identify the 
fundamental variables that make LTU unique. Also, a strategic document is under 
development, which in the future will function as a communication policy. All parts of 
the corporate strategy were identified, which implies that the management is heading in 
the right direction when working with their identity. 
 
The corporate identity is next part of the identity management process, which includes 
behavior of management and employees, symbolism and communication, The study done 
on LTU revealed that LTU is currently taking all relevant parts into consideration, 
however some may need further development. For example, the information manager 
stated that behavior was important for the identity of LTU but currently they have no 
corporate behavior policy. This could be a result of lacking awareness of the effect 
behavior has on the overall impression of LTU. However, the newly employed marketing 
manager stated that corporate behavior is important for all employees, which is in 
accordance with the theories. Why this has not been emphasized in the past may be due 
to the fact that the identity process in a period of change, and the response from the new 
marketing manager implies that LTU is aiming towards a new direction. However, the 
study revealed that the general impression of the corporate behavior of LTU among 
students were positive.  
 
The study found that the managers and the students identified different stakeholder 
groups as the most important. Whereas the managers emphasize communication to 
prospective students, the students identified the municipality and industry as the most 
important stakeholder groups. The reason for this difference might be that the students 
identified the important stakeholder groups out of their own personal perspective, 
whereas the managers identified the stakeholder groups that where important for the 
further survival of LTU. 
 
Identity Image Interface 
One part of the identity that was found to be somewhat underdeveloped was formal 
statements, which is a part of communication. In the past, innovation was the key word 
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communicated to the public, however today the management is working with identifying 
what should be communicated to the public. Why a new formal statement has not been 
developed might be a result of the lacking identification of the corporate personality and 
corporate strategy, meaning that since the management has not identified all fundamental 
variables that make LTU unique it is difficult to convey which message to express to the 
public. Also, the students were not able to identify a formal statement of LTU and this 
implies that the formal statements used in the past have not correctly expressed LTU’s 
identity. However, we found that since the management has realized the importance of 
firstly identifying the fundamental variables they will be able to develop a new formal 
statement in the future. 
 
The study on LTU has revealed that the other parts of the communication are in 
accordance with theories. Management at LTU is developing all parts of the 
communication; i.e. the nomenclature and branding, the graphic design, and formal 
statements. Also the media relations and routine interactions are parts emphasized by the 
management. However, the students found the communication to be lacking in southern 
Sweden and this implies that the management has not fully accomplished their task to 
make LTU well known in Sweden. A reason for this might be the difficulties in 
encouraging the media to inform about LTU and also that more efforts are needed in 
order to market LTU in the entire country. 
 
Both respondent groups agreed on that LTU has a positive image regionally and locally, 
however they differed in their perceptions of the national image. Some of the students in 
the focus group came from southern Sweden and they were accordingly able to express 
how they had perceived the awareness about LTU in their home regions. A conclusion 
that can be drawn from this is that the management is not fully aware of the image of 
LTU in Sweden and a reason for this might be that the management has not investigated 
LTU’s national image. The reason for having a weak image in southern Sweden might be 
that too little communication has been directed towards these regions. Also, by not 
having a clear definition of LTU’s corporate mission, and not having a formal statement, 
the definition of LTU’s identity is not fully developed and it might therefore be difficult 
to market LTU. In the past, the message communicated to the public might have been too 
diffuse for the stakeholder groups and hence no successful communication has been 
accomplished. 
 
• Identity is based on both tangible and intangible factors. 
• The identity of universities must include more unique features than those traditionally 

suggested by theory in order to differentiate from other universities. 
• It is important that both management and students agree upon the university’s identity 

characteristics in order to create a strong and credible identity. 
• Corporate mission and formal statements need to be clearly identified and 

communicated within, and from, the university in order to clearly express the identity 
of the university. 

• Communication is an important part in order to convey the same identity to all 
stakeholder groups. 
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6.2 How Can the Image of a University as Viewed by a University’s 
Management and Students be Described? 
 
Factors Comprising Image 
With regards to image the following conclusions could be drawn. First of all the response 
of management strengthened the theory that image is how the audience perceives LTU. 
Although the management may wish that certain factors comprise the image of LTU, and 
attempt to communicate these, the perception is what actually creates the image and this 
perception may not always be what the management intended, therefore, the management 
were not able to identify specific characteristics building the image of LTU. The response 
of the students, however, was partially in accordance to theory as they named certain 
characteristics comprising the image of LTU that were mentioned in theory. On the other 
hand certain factors mentioned in theory, the students did not perceive to be important. 
The reason for this could be that the theories were developed in other countries than 
Sweden that may have other university cultures and therefore the factors comprising the 
image for those universities are different. Another explanation could be that many factors 
are taken for granted, for example adequate facilities and existence of particular 
programs, meaning that the existence of these is not something that creates a strong 
image. The factors that the students found to be important were marketing activities, 
ideology or the university’s commitment to excellence, whether the graduates are proud 
of their education, size of organization, familiarity of university, conversations with 
friends and family, and existence of particular programs.  
 
Image Formation 
Westcott Allessandri (2001) presented theory on the formation of image, which depend 
on either the theory of low involvement or the theory of classical conditioning. When 
comparing the data with theory and case one with case two the following conclusions 
could be drawn. First of all, the management had used marketing methods that created 
image both through low involvement and classical conditioning. The image campaign in 
Dagens Industry was an attempt to create the image of LTU as a university with 
education and research of world class. However, this is a campaign that is not run 
continuously, rather occasionally. The reason for this is that in today’s society, with all 
information available, using an advertisement will most likely not create as much 
awareness as perhaps direct marketing. Considering marketing methods that aim to create 
image through classical conditioning, the management at LTU use this to some extent. 
The attempt to have good relations with media is an effective way to insure exposure of 
events at LTU, creating a positive image of LTU.  
 
The study on the students showed that the students formed their image of LTU in various 
ways but mostly through conversations with friends attending LTU, but also somewhat 
through the personal contact with LTU through student ambassadors and marketing direct 
from the university. This indicates that most students have not been reached by the 
marketing attempts from the university. What can be concluded from this, is that the most 
effective method in creating an image among students is through personal direct 
marketing. The reason why this may be the case is because as LTU is a rather unknown 
university south of southern Norrland, marketing activity involving low involvement (ie. 
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advertisements in newspapers) will not have an effect as the university is too unknown. 
This also indicates that if a positive event is broadcasted, this is usually kept to the local 
media as they have more interest in these events than the national meaning that creating a 
positive image through classical conditioning of this type is difficult. However, image is 
likely to vary among the stakeholder groups pertaining to a university. The conclusion 
that can be drawn from this is that, even though image among students is preferably 
formed through classical conditioning, other stakeholder groups may have other criteria 
when forming their image. Therefore, it is important to utilize both classical conditioning 
as well as low involvement in order to reach all stakeholder groups. 
 
Benefits of Image  
The study on LTU confirmed the theories that corporate reputation and corporate image 
are results of a well-managed identity. The weak reputation of LTU in entire Sweden 
both mentioned by management and the students is most likely the result of poor 
communication in regions other than Norrbotten. Since LTU has mostly exposed their 
identity locally, the rest of Sweden has not been able to form some form of image about 
LTU benefiting the reputation of LTU and through that creating more interest among all 
stakeholders.  
 
The view on competitive advantage is not in accordance with theory since the 
respondents considered climate, a feature outside of the core product that is not created 
by the image, to be the competitive advantage. This is because of today’s situation, where 
most universities are equals when it comes to education, it is not possible to achieve 
competitive advantage solely through the image of the university. Therefore, it can be 
concluded that competitive advantage is not created through image but rather through 
alternative factors. Furthermore, since the students also identified the climate and 
geography as competitive advantages of LTU the credibility increases when focusing on 
these aspects in the future.  
 
Lastly, the study revealed that the mangers have realized that a favorable reputation will 
hopefully attract more students. Also, the information manager stated that with time, the 
amount of students graduating from LTU will increase, and this in turn will lead to a 
stronger reputation. However, some of the students in the focus group were not fully 
satisfied with their educations and we draw the conclusion that there exists the possibility 
that graduate students that are not satisfied with their educations might generate a 
negative reputation. Therefore, we conclude that it is important for the university to 
remain the credibility also regarding educations, meaning if LTU markets that they offer 
educations of world class they must also ensure that this is the case for all faculties. 

 
• Image is how the audience perceives the university. 
• Marketing activities, ideology, the university’s commitment to excellence, whether 

graduates are proud of their education, size of the organization, conversations with 
friends and family, and existence of particular programs are important elements that 
comprise the image of a university. 

• Students form their image mainly through classical conditioning, meaning by the 
prior personal contact with the university such as direct marketing. 
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• Competitive advantage is not a benefit of a strong image, rather it needs to be created 
through other means. 

• In order to generate a positive image, which in turn will lead to a positive reputation it 
is essential for the universities to retain their credibility. 

 

6.3 Overall Conclusions 
 
The purpose of this study was to gain a deeper understanding of identity and image of a 
university. Overall, the theories on the importance on having a specific identity in 
creating image could be strengthened through this study on Luleå University of 
Technology. Universities need to identify what characteristics define their identity and 
manage these characteristics in order to build a specific image that supports the university 
in creating differentiation. However, competitive advantage is not created solely through 
a strong university image rather on factors that are outside the core product of the 
university. It can also be concluded that management need to communicate and cooperate 
effectively with the students in order to identify which factors actually are characteristic 
for the university’s identity and which the management perceives to be factors 
comprising the identity. We also found that even though some factors are considered 
intangible and are therefore not visible to the external environment, these may be visible 
to the students and should not be forgotten in the identity management process. In the 
case of corporate behaviour an intangible factor of identity, on which all of the 
respondents in the focus group were able to comment on indicating its more tangible 
nature.  
 
With consideration to the management process, it can be concluded that in order for a 
university to successfully manage the identity of a university and reach the positive 
outcome of competitive advantage, it is necessary to carefully analyze and manage all 
fundamental factors of identity and not haste to the next step before carefully 
accomplishing the management of a the prior.  
 
According to theory, the management of identity should lead to image and reputation, 
which in turn should lead to competitive advantage. As the respondents from both the 
management and students were not able to identify LTU to have differentiated education, 
it can be concluded that this is not possible today for universities in Sweden that are 
offering the types of education. This could be because of the fact that the head of 
Swedish universities is the state and have therefore certain quality standards that need to 
be fulfilled. Another reason why differentiation through the offering of specific 
educational programs is not possible, is due to the competitive nature of the market today. 
This means, that if a university introduces a new program to its offerings, other 
universities will soon follow suit in as they cannot afford to loose prospective students 
due to the fact that they are lacking certain programs.  
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It is important for universities to have a specific identity in order to create an image. 
• In order to create a specific image that supports the university in creating 

differentiation, definition of the characteristics of the identity and management of 
these is necessary. 

• It is not possible for universities in Sweden to have differentiated education, rather 
they need to base differentiation on other factors. 

 

6.4 Implications 
 
The last section of this thesis will provide the reader with implications. The first part will 
provide implications for practitioners and managers. Next section deals with implications 
for the theories, and lastly, some implications for further research will be given to those 
who want to go deeper into the field of research. 
 
6.4.1 Implications for Managers 
 
Institutions of higher educations are today faced with increased competition, and 
therefore it is essential for managers to work goal oriented in order to stay competitive on 
the market. First of all, when managing identity, it is important to have clearly defined 
fundamental elements to build the process upon. Before implementing tactics such as 
image campaigns and other advertising activities, it is important to have a strong and 
clear university personality in order to further develop the marketing strategy.   
 
One aspect that needs to be emphasized is communication, this means that universities 
need to communicate to their most important stakeholders both locally and regionally but 
also nationally. What is being communicated to the public should reflect the true picture 
of the university and therefore we imply that the universities should involve the students 
more when identifying their identity. The reason for this is that since students are a part 
of creating many elements of a university’s identity they are also capable in identifying 
which elements actually do comprise the identity of a university. Another aspect for 
management to consider is how to communicate with prospective students, the 
stakeholder group that is most important to the survival of a university. As the response 
from the students indicates, the most effective way to reach prospective students is 
through direct marketing such as personalized material as well as the student ambassador 
activities. Therefore, management should focus on this type of communication.   
 
Another important factor for managers to consider when developing university identity 
and image is the notion of credibility. Extensive marketing that communicates a certain 
identity has no actual effect should the communicated identity not be the true picture. For 
example, the communicated message expressing the identity of LTU is research and 
education of world class, however, the findings of the focus group proved that not all 
students were satisfied with their education. When unsatisfied graduates leave the 
university, they will communicate a different view upon their education than it being of 
world class, which may lower the credibility of the communicated marketing message. 
As the quality of the education at a university exceeds the control of the marketing 
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managers, teachers and administration must be involved in order to secure the quality of 
the university and maintain credibility. This implies that all parts of the university staff 
must be involved in the identification of university identity in order to convey the true 
picture. Furthermore, it is important to be consistent in the message that should be 
conveyed so that the external audience easily and quickly are able to identify from which 
university it comes.  
 
As universities today are faced with strong competition and decreasing enrolment, it is 
necessary to have the courage to be more open-minded, and not focus on the traditional 
way of thinking. Since all universities offer education that more or less are on the same 
level in the terms of quality and diversity, it is vital for universities to find alternative 
methods in creating differentiation and competitive advantages. Universities need to 
realize that students are not just attracted to a university due to the education offered, 
rather to everything the university has to offer including student life as well as 
surroundings. This could therefore be taken advantage of for the benefit of the 
university’s identity and image.  
 
6.4.2 Implications for Theory 
 
The aim of this thesis was to gain a deeper understanding of the role of identity for a 
university. Theories originally developed for the identity of corporations have been 
utilized and adjusted in order to fit this purpose. With this thesis, it can be stated that a 
contribution to theory has been made, as the theories have been adopted in order to 
enable the research on universities meaning a new use for the theories.  
 
However, our implication for theory is that since an increasingly competitive market is 
the situation today for all universities in Sweden, it is necessary to develop theories 
specifically intended to guide management in the development of university identity. 
Specific theories for universities would also enable researchers to identify aspects that 
comprise a strong university identity in order to generate a strong image.  
 
6.4.3 Implications for Further Research 
 
During the process of this research, many other interesting aspects pertaining to the role 
of university identity have appeared. However, due to the limited time and resources 
allocated to perform this study, it was beyond the scope of this thesis to consider these.  
First of all, when conducting this research, many stakeholder groups were identified that 
in someway influence or are influenced by a university. It would make for interesting 
research to repeat this study out of the perspectives of these stakeholder groups rather 
than just focus on the two groups mentioned in this thesis. Furthermore, by performing a 
similar study, but comparing how different universities tackle the issues of 
communicating their identity would further contribute to the understanding of the role of 
identity for universities. Another aspect that exceeded the time and resources permitted 
for this study was to investigate how the exogenous factors influence a university’s 
ability to communicate their identity in order to define their place on the market.   
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APPENDIX A 

Interview Guide for Managers; English Version 
 
RQ 1 

1. How do you define LTU’s identity? 
 

2. Which parts of the identity would you define as being “under the surface”? 
(Tangible / intangible) 

 
3. How do you manage theses visible and non-visible parts 

 
4. Which parts of LTU’s identity do you see as being important in the shaping of 

LTU’s image and how do you manage them? 
 

5. How does LTU present itself to the public? 
 

6. How do you believe the public perceives LTU? With regards to image and 
reputation? 

 
7. What message does LTU send to potential / future students and current students? 

How does LTU act in order to meet the expectations created as a result of the 
message? (credibility) 

 
RQ 2 

1. Describe LTU’s personality. 
 

2. How do you position LTU? (vision, product, org. structure, identity) 
 

3. Which different groups of stakeholders do see as important for LTU? 
 

4. Through which communication channels do you communicate with these groups? 
(Lead question: frequency, positive association etc., association with events) 
self… 

 
RQ 3 

1. Do you attempt to differentiate LTU from other universities? How? 
 

2. How do you perceive LTUs image and reputation affects the behavior fo the 
stakeholders? 

 
3. What do you believe LTUs competitive advantage is? How do you work to 

strengthen these? 

 



APPENDIX B 

Interview Guide for Managers; Swedish Version 
 
RQ 1 

8. Hur definierar ni LTUs identitet? 
 

9. Vilka delar av identitet anser ni är synliga utåt och vilka är ”dolda”? (Tangible / 
intangible; tex; logga, texter, etc.) 

 
10. Hur arbetar ni med dessa delar? (CAM) 

 
11. Vilka delar anser ni är viktiga av följande i skapandet av LTUs identitet, hur 

arbetar ni med dem? 
 

12. Hur presenterar sig LTU? 
 

13. Hur tror ni allmänheten uppfattar LTU? Gällande LTUs image & Rykte? 
 

14. Vilket budskap sänder LTU ut till blivande oh nuvarande studenter? Hur agerar 
LTU för att uppfylla förväntningarna som skapas genom detta budskap? 
(credibility) 

 
RQ 2 

5. Beskriv LTUs personlighet 
 

6. Hur positionerar ni LTU? (vision, produkt, org. Struktur, identitet) 
 

7. Vilka olika grupper av intressenter anser ni är viktiga för LTU? 
 

8. Genom vilka medel kommunicerar ni m. dessa intressenter? (Följdfråga; 
Frekvens, positiv anknytning etc. händelseanknytning) själv… 

 
RQ 3 

4. Försöker ni differentiera er från andra universitet? Hur? 
5. Hur anser ni att LTUs image och rykte påverkar era intressenters beteende? 
6. Vad anser ni är LTUs konkurrensfördel(-ar) och försöker ni stärka denna / dessa?

 



APPENDIX C 

Focus Group Protocol for Students; English Version 
 

1. Presentation of participants and motivation for why they chose to study at LTU. 
 

Topics to discuss 
 

RQ 1 
1. Tangible / non-tangible 
2. How LTU presents it self (mission, visual presentation, behavior, identity) 
3. Publics perception of LTU (image, reputation) 
4. Important factors in the shaping of LTU’s image  
5. Has LTU met your expectations? (credibility) 

 
RQ 2 
1. Who do you perceive to be LTU’s most important stakeholders? 
2. Communication (how LTU communicates identity through following) 

a. Nomenclature (branding/name) 
b. Graphic design 
c. Formal statements 
d. Architecture 
e. Media relations 
f. Routine interaction 

3. In which context have you heard of LTU? 
a. Before starting your studies 
b. During your studies 

 
RQ 3 
1. Does LTU differentiate itself from other universities? 
2. Reputation 
3. Competitive advantage 

 

 



APPENDIX D 

Focus Group Protocol for Students; Swedish Version 
 
 

1. Presentation av deltagare, samt motivering till varför studera vid LTU 
 

Ämnen att beröra 
 

RQ 1 
1. Tangible / non-tangible 
2. Hur LTU presenterar sig själv (mission, visual presentation, behavior, identitet) 
3. Allmänhetens uppfattning av LTU (image, rykte) 
4. Faktorer viktiga i skapandet av image för LTU  
5. Har LTU uppfyllt era förväntningar?  

 
RQ 2 
1. Vilka är LTUs viktiga intressenter? 
2. Kommunikation (hur LTU kommunicerar identiteten genom följande) 

a. Branding (namn) 
b. Grafisk Design 
c. Formella budskap 
d. Arkitekturen 
e. Kontakt med media 
f. Hur anställda bemöter studenter 

3. I vilka sammanhang har ni hört LTU nämnas?  
a. Innan ni började  
b. Under studietiden 

 
RQ 3 
1. Differentierar sig LTU från andra universitet? 
2. Rykte 
3. Konkurrensfördel 

 




