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Abstract 
Two different subjects that have been well researched over the last couple of decades are 

branding and startups. The intersection of these two subjects has however not been covered 

nearly as much. Some researchers go as far as claiming it to be an oxymoron. Built on this has 

this thesis been conducted in order to narrow this gap in research and shed light on the 

importance of branding efforts among startups. The objective of this study has been:  

 

To provide a deeper understanding of brand identity and brand image among startups 

 

To fulfill this objective, two sub-objectives were established:  

 

To examine if there exists a gap between brand identity and brand image among startups 

To identify which key factors that influence brand identity and brand image among startups 

 

The study has been of an explorative and descriptive character with a deductive approach. For 

research strategy was embedded multi-cases chosen. Data collection has been collected by 

conducting semi-structured, qualitative interviews. This data has later been analyzed with the 

analyzation methods within-analysis and cross-case analysis.  

 

The finding of the study is that there exists a mismatch between the view of the management 

and the view of the customers. It can therefore be concluded that there is a gap between the 

brand identity and the brand image among the three startups investigated in this study. 

Communication and relationship have furthermore been found to be key aspects that affect the 

magnitude of the gap. 

 

The practical implication to be taken from this study is the importance of branding in the early 

stages of a company. It can furthermore be important for practitioners, mainly managements of 

startups to be aware of the key aspects communication and relationship, and to work with 

branding even in the early years of a company. The theoretical contribution has been to 

investigate in an area where limited research has been made but more is needed. The need of 

research for entrepreneurs to rely on are desired.   

 

 

Keywords: Brand Identity; Brand Image; Startups.  
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Sammanfattning 
Två olika områden där det sedan tidigare existerar omfattande forskning är branding och 

startups. Däremot har det i sammanvävningen av dessa två områden gjorts en väldigt begränsad 

mängd forskning. Några forskare går så pass långt att de påstår att det är ett oxymoron. Baserat 

på detta har denna uppsats genomförts för att minska just detta litterära gap och förtydliga 

vikten av branding bland startups. Målet med denna uppsats har varit att: 

 

Skapa en djupare förstående för varumärkesidentitet och varumärkesimage bland startups 

 

För att åstadkomma detta har två delmål skapats: 

 

Att undersöka om det existerar ett gap mellan varumärkesidentiteten och varumärkesimagen 

brand startups 

Att identifiera vilka nyckelfaktorer som påverkar varumärkesidentiteten och 

varumärkesimagen bland startups 

 

Studien har varit av utforskande och förklarande karaktär med en deduktiv ansats. Vald 

forskningsstrategi har varit att genomföra en embedded fler-fallstudie. Data har samlats in 

genom semi-strukturerade, kvalitativa intervjuer. Denna data har sedan analyserats med hjälp 

av within analys och cross-case analys.  

 

Resultaten från studien är att det finns en dissonans mellan ledningen synsätt och kundernas 

synsätt. Det kan därför konstateras att det finns ett gap mellan varumärkesidentiteten och 

varumärkesimagen bland startup-företagen som har undersökts i denna studie. Vidare har 

kommunikation och relationer identifierats som nyckelaspekter vilka påverkar storleken av 

detta gap.  

 

De praktiska konsekvenserna som kan tillvaratas från denna studie är vikten av branding redan 

i uppstartande av ett företag. Det kan vidare vara viktigt för ledningen i startups att förstå vikten 

av kommunikation och relationer samt hur det påverkar varumärket redan i företagets tidigaste 

år som etablerat företag. Det teoretiska bidraget har varit att angripa ett område där det sedan 

tidigare funnits begränsad forskning. Där finns ett behov av forskning för entreprenörer att 

förlita sig på.  

 

 

Nyckelord: Brand Identity; Brand Image; Startups. 
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1. Introduction 

This chapter introduces the area and foundation for this research. The chapter starts with a 

background, followed by a problem discussion that highlights the importance of the area and 

why it should be studied. Finally, the overall objective of this thesis is presented. 

1.1 Background 

Branding serves as a function to distinguish the goods of one producer from its competitors 

(Kotler & Keller, 2012). Regarding intangible assets possessed by a firm, the brand is one of 

the most valuable (Sääksjärvi & Samiee, 2011). Bresciani and Eppler (2010) conclude that 

branding is a critical activity for startups and new ventures in order to become successful. 

Furthermore, the authors imply that branding helps with acquiring new customers, retaining 

customers and create a favorable reputation. 

 

Two terms often involved when discussing branding are brand identity and brand image. Brand 

identity originating from the company. It represents the promises or ‘package’ with a set of 

unique associations of benefits that the company promises their customers (Ghodeswar, 2008). 

As a correspondent to brand identity is brand image, which is formed in the minds of the 

customer (Aaker, 2004). According to Aaker (2004), the brand image is the customers’ 

subjective perceptions of associations to the brand. An overview of the differences between the 

two terms can be viewed in Table 1.1 below.  

  
Table 1.1 - Explanation of the terms brand identity and brand image 

Brand identity Brand image 

Source/Company focused Receiver/target audience focused 

Created by managerial activities Created by perceptions of the consumer 

Encoded by ‘brand originator’ Decoded by ‘brand receiver’ 

Identity is sent Image is received/perceived 

Source: Adopted from Nandan (2005, p. 268) 

 

Ross and Harradine (2011) argue for the existence of a link between branding and competitive 

success. The authors also highlight the importance of an alignment between a company’s brand 

identity and its brand image. Ross and Harradine (2011) examine this alignment and a potential 

misalignment between these concepts. The findings of their study were that a misalignment 

may have “significant implications” (p. 306). Instead, an alignment between the two concepts 

is a part of successful branding (Kapferer, 2008). 

 

Therefore, this thesis will study the brand identity and brand image among startups. Within the 

literature, there does not exist a generally accepted definition of a startup. However, one 

commonly referred to is the definition established by Steve Blank. According to Blank (2013), 

a startup is “a temporary organization designed to search for a repeatable and scalable 

business model” (p. 67). Twenty-four percent of startups are going to fail within the first two 
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years, and a startling 63 percent within their first six years in business (Timmons, 1999). Even 

though it is hard to conclude a general success rate, it is generally acknowledged that the rate 

of failure is higher among startups than among established firms (Shepherd & Zacharakis, 

2003). However, when it comes to the aspect of branding startups, entrepreneurs can rarely find 

help from traditional literature (Merrilees, 2007).  

1.2 Problem discussion 

Bresciani and Eppler (2010) claim that startups and new ventures have special needs since there 

is a limitation in resources and a need for building a reputation. They further state that “although 

the literature on branding and corporate communication is vast, and studies about new ventures 

and entrepreneurship are numerous, the intersection of these two fields is still an under-

explored area” (p. 356). Additionally, Rode and Vallaster (2005) argue that since startups and 

new ventures do not yet have internal structures and processes, they provide research on 

corporate branding with a new context.  

 

Keller and Lehmann (2006) claim that brands are one of companies most valuable intangible 

assets. However, they argue that this has just been recognized in the last decades. According to 

Nandan (2005), many studies and a wide range of research have been conducted within the area 

of branding. However, the author argues that concepts such as brand identity and brand image 

have not been discussed correctly. Mindrut el al. (2015) argue that these concepts are of high 

importance in order to understand the success of a brand. Furthermore, the authors state that 

products or services without a brand are almost irrelevant. 

 

Even though branding is a well-researched topic there remain areas that are not as extensively 

documented, e.g. branding among startups. Merrilees (2007) even goes as far as stating that 

“Small business branding is often seen as an oxymoron” (p.403). This might be one of many 

reasons startups are having a hard time becoming successful. Timmons (1999) argues that if a 

startup does not establish a brand on the market within a relatively short period of time, they 

will vanish from the market. Therefore, it is important to study this field to help entrepreneurs 

increase their chances of becoming successful.  

 

Previous research on this topic has dominantly been conducted on established firms (Bresciani 

& Eppler, 2010). Consequently, this thesis seeks to extend this knowledge into a new corporate 

stage when investigating startups in their early stages of development. The practical use of this 

thesis is therefore to extend the existing literature and deepen the understanding of brand 

identity and brand image applied to startups. This is important since the startups then can 

experience the benefits that come with having a strong brand. 

1.3 Research objective 

Based on the discussion presented in the previous section, the objective of this thesis is to 

examine brand identity and brand image in the startup environment. This study seeks to 

investigate the alignment between brand identity and brand image among startups. Furthermore, 
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this thesis aims to identify which factors that influence the interaction of brand identity and 

brand image among startups. Conclusively, the main objective of this thesis is: 

 

❖ To provide a deeper understanding of brand identity and brand image among startups 

 

Coherent with the main objective are the two sub-objectives: 

 

To examine if there exists a gap between brand identity and brand image among startups 

 

To identify which key factors that influence brand identity and brand image among startups 

2. Literature review  

This chapter will present previous research, existing models and concepts related to the area 

of research. The discussed literature will later be visualized and result in a frame of reference 

which will serve as a base for this thesis.  

 

As previously mentioned in the introduction, this thesis will mainly be regarding the two 

concepts brand identity and brand image and how these are applied to startups. However, before 

going in-depth into the central part it is important to clarify all related components. In this 

literature review branding with brand identity and brand image will be discussed before 

touching upon startups and finally connect these components.  

2.1 Brands 

A brand is a product or a service, differentiated and positioned in a way that separates it from 

its competitors (Nandan, 2005; Kotler & Keller, 2012; Mindrut, Manolica, & Roman, 2015). A 

brand can also be defined as a name or a symbol which separates the product or services of one 

seller from its competitors (Ghodeswar, 2008). Brands are valuable in many various aspects 

(Keller & Lehmann, 2006). Firstly, brands can be seen as an indicator of what a company offers 

its customers. Furthermore, brands can attract customers by signaling high quality, trust or 

reduced risk (Ibid.).  

 

A brand can also be viewed as a promise to the customer in which the product or service comes 

with a set of benefits (Ghodeswar, 2008). According to Kapferer (2004), a brand is built on 

every point of contact between the brand and the customer. It furthermore gives the customer 

the opportunity to identify and bond with products and/or services related to the brand 

(Ghodeswar, 2008). Brands furthermore provide added value to the firm (Nandan, 2005). Aaker 

(1991) implies that a brand can help both the company behind the product or service and the 

customer. This, by distinguish itself from similar products or services. The added value can 

later be conceptualized in brand equity (Nandan, 2005). 
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“A successful brand is an identifiable product, service, person or place, augmented in such a 

way that the buyer or user perceives relevant, unique added values which match their needs 

most closely” (Ghodeswar, 2008, p. 4). Strong brands can furthermore generate customer 

loyalty, higher margins, support for new products, and higher sustainable profit (Ibid.). Firms 

with strong brands gain a competitive advantage over firms without strong brands (Boyle 

(2003). Researchers furthermore argue that brands are connected to the customers’ self-image 

(Ellwood, 2000; Ross & Harradine, 2011). 

 

Brands are intangible assets possessed by a company (Keller & Lehmann, 2006; Seetharaman, 

Nadzin & Gunalan, 2001). Sääksjärvi and Samiee (2011) argue that they are the most important 

intangible assets. According to the authors, brands can contribute to market success and higher 

value. Martenson (2007) conducted a study of customer satisfaction within stores. The 

conclusion was that brands are a crucial factor for customer satisfaction. Sääksjärvi and Samiee 

(2011) argue that brand identity and brand image are the two sources of a brands consumer 

preference. 

2.2 Branding 

“Branding is endowing products and services with the power of a brand” (Kotler & Keller, 

2012, p. 243). The main purpose of branding is according to the authors to differentiate a 

product or service from its competitors. This is done by giving the product or service a name or 

other attributes so that customers can identify it. Kotler and Keller (2012) claim that branding 

is a mental process that helps the consumers to recognize a specific product or service. Branding 

affects all companies, however, not all companies are aware of this (Kapferer, 2008). Good 

branding practices starts with the customer and identifying what the customer wants (Ibid.).   

 

The added value on products and services endowed by branding can be defined as brand equity 

(Kotler & Keller, 2012). According to the authors can brand equity be reflecting in how 

customers feel, act and think about a brand. Branding can be applied to more than just products 

or services. It is possible to apply branding to a store, a person, an organization, a place or even 

an idea (Kotler & Keller, 2012). 

 

Branding as a marketing activity has in recent become a top priority for companies (Keller & 

Lehmann, 2006). This is due to the increased knowledge of the importance of brands (Ibid.). 

The authors argue that branding has for a long time been an insufficiently explored research 

area. However, they claim that the area has become more researched in the last decades. Some 

areas where branding research still lacking however is in regard to the legal, social and financial 

impacts of brands.  

 

 

 

  



5 
 

2.2.1 Brand Identity 

“Brand identity is based on a thorough understanding of the firm’s customers, competitors, 

and business environment. The brand identity needs to reflect the business strategy and the 

firm’s willingness to invest in the programs needed for the brand to live up to its promise to 

customers” (Ghodeswar, 2008, p. 4).  

 

Brand identity originates from the company and represents how the company seeks to identify 

itself (Nandan, 2005). According to Keller (2003), brand identity can be defined as a unique set 

of brand associations. These associations are what a firm target to create or maintain. The 

overall purpose of brand identity is to create a bond between a brand and the customer (Aaker 

& Keller, 1996). One of the main conclusions in a study by Mindrut et al. (2015) was that there 

is no doubt about the importance of a strong brand identity.  

 

Both researchers and practitioners agree that brand identity can work as a tool to manage the 

brand and differentiate it from its competitors (da Silveira, Lages & Simões, 2013). A good 

understanding of brand identity is a key factor for building and managing successful brands 

(Ghodeswar, 2008). Furthermore, researchers argue that a brands identity needs to be distinctive 

(Ibid.), represent the organization, and differentiate itself from competitors to fulfill its intent 

(Aaker & Joachimsthaler, 2000).  

 

There are within the literature different opinions about what brand identity should be based on. 

Harris and de Chernatony (2001) state that brand identity is formed by the components culture, 

personality, positioning, presentations, relationships, and vision. Another view of what brand 

identity is based on is presented as the Identity Prism by Kapferer. He argues that the 

components of brand identity are physique, relationship, reflection, self-image, culture, and 

personality (Kapferer, 2008). Furthermore, there is an agreement within the literature that brand 

identity is connected to the sender of a message (Ross & Harradine, 2011). Furthermore, the 

authors argue that the sender is thereby responsible for transmitting the aim, meaning, and self-

image of the brand. The brand identity will according to Mindrut et al. (2015) be transformed 

and later result in the desired brand image received by customers. This could, for example, be 

in form of a product, logo, message, action or packaging (Ibid.).  

 

2.2.1.1 Brand Identity Prism 

Successful brands need to have characteristics that help consumers to discover their own 

identity (Kapferer, 2008). Brand identity has six different facets (Ibid.). The author group these 

into the brand identity prism shown in Figure 1. The six facets of the prism are physique, 

personality, relationship, culture, reflection, and self-image. The physique represents what the 

brand does and how its appearance is (Kapferer, 2008). This could include colors, shape and 

other physical attributes. The second facet of the brand identity, personality, represents how the 

brand speaks of its products (Kapferer, 2008). The next one, culture, stands for the culture and 

the values the brand stands for (Ibid.). According to Kapferer (2008) is the culture an essential 

aspect and a core of the brand.  
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Kapferer (2008) claims that “a brand is a relationship” (p. 185). Relationships are often created 

between consumers and a brand, commonly built on what the brand symbolizes and stands for 

(Ibid.). Furthermore, he claims that “a brand is a customer reflection” (p. 186). The author 

argues that this facet is used by customers to create their own identity. The last facet of brand 

identity is according to Kapferer (2008) self-image. This final facet stands for how the brand 

mirrors the customers and their needs (Ibid.). 

 

Figure 2.1 - Kapferer's Brand Identity Prism 

Source: Adapted from Kapferer (2008, p. 183) 

 

2.2.2 Brand Image 

In contrast to brand identity is brand image which is how customers perceive the brand 

(Ghodeswar, 2008; Aaker, 2004). Brand image is defined as consumer perception of a brand 

and the memory of association regarding that brand (Keller, 2013; Ghodeswar, 2008). 

Furthermore, a strong brand identity is coherent with improved brand equity (Ibid.). Another 

definition of brand image is that it is a set of beliefs, creates in the minds of the customer (Aaker, 

2004). An organization can with branding strategies and advertisement seek to create a specific 

image of a brand (Nandan, 2005). However, it is no guarantee it will be precise since the image 

is built on how the consumers perceive the message and it is therefore important that the 

message is conveyed distinctly (Ibid.).  

 

According to Nandan (2005) numerous of studied has been conducted within the area of brand 

image. However, there is a separation in what brand image is built upon. Aaker (1991) claims 

that brand image is a set of associations, while Park, Jaworski, and MacInnis (1986) argue that 

is based on the activities performed by the organization, and how costumers perceive these 

activities. Another opinion is that brand image is based on attitude, character, and credibility 

(Sääksjärvi & Samiee, 2011). However, Nandan (2005) concludes that the brand image is 

formed by how the consumer perceives the brand and its associations. Furthermore, the author 

states that brand image can help positioning the brand depending on how it is perceived.  
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One view of what brand image is composed of is according to Boyle (2003) the three 

components attributes, benefits and personality. However, more commonly used is the 

components identified by Keller. The components should rather be categorized into three 

categories: attributes, benefits, and attitudes (Keller, 2013). Brand image is according to Keller 

(2013) built on the customers’ associations of the brand. Here, the benefits can further be 

divided into functional benefits, experiential benefits and symbolic benefits (Ibid.). The 

attributes can also be divided into product-related attributes and non-product related attributes 

(Ibid.). Product-related attributes could for example be the quality or durableness while non-

product-related attributes are price, feelings, and experience. Worth mentioning is that Keller’s 

brand attributes incorporate brand personality (Boyle, 2013).  

 

2.2.3 The Relationship Between Brand Identity and Brand Image 

“Brand identity and brand image are related concepts. They are essential ingredients of strong 

brands. In order to build and maintain brand loyalty, it is imperative that these two be in 

harmony” (Nandan, 2005, p. 270). From a communications perspective is the main difference 

between the two concepts is that the brand identity originates from a company or an 

organization, while the brand image is perceived by the receiving consumer (Nandan, 2005). 

The author further explains that a brand message is packaged as a brand identity and later sent 

and received as brand image by the consumer. The identity reflects the reality while the image 

rather is the perception of it (Ibid.). Brand identity can furthermore be seen as how the company 

wants to be perceived by its consumer (Yuan, Liu, Luo & Yen, 2016).  

 

It is argued that if an organization wants to improve its brand image, they need to focus on the 

brand identity since the image is based on the emitted identity (Van Rekom, 1997). It has been 

debated back and forth about a potential misalignment between the brand identity and brand 

image (Ross & Harradine, 2011). However, many studies indicate that a gap between the two 

concepts is likely to exist (Kapferer, 2008; Ross & Harradine, 2011). Ross and Harradine (2011) 

proved this hypothesis in a study of brand identity and brand image among fashion brands. 

Furthermore, it can be concluded that an alignment between the identity and image is part of 

successful branding (Kapferer, 2008; da Silveira et al., 2013; Ross & Harradine, 2011).  

 

In a market with great amount of information and communication, it is easy for the brand 

identity and brand image to be misaligned (Nandan, 2005). According to the author, this can 

result in customers moving on. Therefore, it can be concluded that an alignment between brand 

identity and brand image can enhance brand loyalty (Ibid.).  
 

2.2.4 Communicating Brands 

There is an agreement that it is beneficial if the brand identity and brand image are aligned 

(Nandan, 2005; Sääksjärvi & Samiie, 2011; Ross & Harradine, 2011). Furthermore, it has been 

stated that communication is an important part for this to become reality (Kapferer, 2008; 

Nandan, 2005). Therefore, it is important to understand the customers’ expectations and 

believes (Ross & Harradine, 2011). With this understanding can an organization adopt the 

message to better align with the pre-anticipated image (Ibid.). Kapferer (2008) further recognize 

how good customer knowledge and adapted communication can result in higher brand equity 
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and loyalty. “A communication gap can exist if there is a discrepancy between the encoding 

and decoding processes. In the context of brands, the communication between the company and 

its consumers can be examined in terms of brand identity and brand image” (Nandan, 2005, p. 

265). Hence, the communication plays a big role in the identity-image alignment (Ibid.). A 

model that illustrates how communication can affect and impact the intended message from a 

sender is the Shannon-Weaver model. The model is by some called “mother of all models” 

(Hollnagel & Woods, 2005, p. 11). Furthermore, the model is a foundation for the today’s most 

commonly used models of communication (Al-Fedaghi, 2012). “The semantic problems are 

concerned with the interpretation of meaning by the receiver, as compared with the intended 

meaning of the sender. This is a very deep and involved situation, even when one deals only 

with relatively simple problems of communicating through speech” (Weaver, 1949, p. 11). The 

channel represents the different sources or medias the message is sent through and noise are 

disturbance, for example competitors.  

 
Figure 2.2 - Simplification of the Shannon-Weaver Communication Model 

Source: Adapted from Weaver (1949)  

2.3 Startups 

A startup is “a temporary organization designed to search for a repeatable and scalable 

business model” (Blank, 2013, p. 67). According to a research by Shikar Ghosh at Harvard 

Business School, 75% of startups fail (Blank, 2013). It is further agreed that startups fail at a 

higher rate than already established firms (Shepherd & Zacharakis, 2003). There has within the 

united states been a remarkable growth in the number of startups from 600.000 per year in the 

70s to 2.5 million in 1996 (Timmons, 1999). Furthermore, branding can help startups get 

funding (Merrilees, 2007). 

 

In a study conducted in the manufacturing sector, Boyle (2013) concluded several key aspects 

regarding branding among startups and new ventures. Firstly, Boyle (2013) argues that it is 

estimated that around 80 percent of all new brand will fail. Secondly, she states that it is 

becoming clearer that organizations with strong brands have got a competitive advantage over 

organizations without strong brands. Lastly, she argues for the importance of startups to 

establishing a strong brand image.  
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2.3.1 Branding in Startups 

“Entrepreneurial brand building is an area of study in its infancy” (Boyle, 2003, p. 79). Within 

the literature, there is a considerable amount of research conducted on small- and medium-sized 

enterprises as well as within branding (Bresciani & Eppler, 2010). However, these are not much 

research to find at the intersection of these two fields (Bresciani & Eppler, 2010; Merrilees, 

2007; Rode & Vallaster, 2005). This could be a problem for startups since branding according 

to Bresciani and Eppler (2010) is a crucial activity for startups. Additionaly, Rode and Vallaster 

(2005) state that if a startup fails to establish a brand, they will not be able to compete in the 

market.  

 

A problem for many startups is according to Witt and Rode (2005) to overcome being a 

newcomer at the market. According to the authors is starting brand building at an early stage a 

good way to overcome this problem. The brand is an important part of a company, especially a 

startup since it creates visibility and awareness (Witt & Rode, 2005). The authors express the 

importance of branding activities in startups and claim that branding activities need to be 

implemented at an early stage for startups. 

2.4 Frame of reference 

The frame of references is a visualization of the literature review. It conceptualizes the existing 

theories, models, frameworks and aims to show how these relate to each other. Presented below 

in Figure 3 is the frame of reference for this study. 

 

The start- and end-point of this frame of reference is brand identity and brand image. With 

brand identity originating from the organization and lying on the foundation of Kapferer’s brand 

identity prism. As previously mentioned are the components of Kaferer’s brand identity prism 

culture, picture of recipient, self-image, physique, personality, reflection, and relationship.  The 

brand image comes from the customers perspective and is based on Keller’s three components: 

attributes, benefits, and attitudes. Between these two concepts is market communication which 

is communicated via a communication channel. This is an important area in which 

communication must travel. According to Nandan (2005) is the communication a crucial part 

of aligning the brand identity and brand image.  

 

Last but not least can the main objective with coherent sub-objectives be seen in the top of the 

figure. Named by the abbreviations SO2 and SO2 can it be seen how these relate to the frame 

of reference. Sub-objective one has the purpose of investigating the potential gap between the 

brand identity and the brand image while sub-objective two has the purpose of identifying key 

factors that influence the two concepts. With the base it the literature presented above, it is this 

frame of reference that will act as a foundation for this study.  
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Figure 2.3 - Frame of Reference 

Source: Inspired from Nandan, 2005; Kapferer, 2008; Kotler & Keller, 2012 

2.5 Summary 

In this chapter, the two concepts brand identity and brand image have been explained and 

discussed. Furthermore, the importance of marketing communication and why this is relevant 

to study among startups has been presented. The link between brand identity and brand image 

has been proven as well as the potential misalignment between them. Lastly, the frame of 

reference has been developed, which visualizes the key areas and foundation of this study.  
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3. Methodology 

This chapter presents the chosen research methodology for the thesis. This includes choices 

regarding the research purpose, research approach, research strategy, method for data 

collection and method of analysis. Furthermore, all chosen methods are discussed and 

motivated thoroughly. Finally, the reliability and validity along with ethics of the study are 

discussed.  

 

The methodology choices made in this study are choices regarding the research purpose, 

approach, strategy, sampling, method for data collection and method of analysis. An overview 

of the choices can be viewed in Table 3.1 below.  

 

Table 3.1- Overview of methodology choices 

Methodology Overview  

Research purpose Exploratory & Descriptive 

Research approach Deductive, Qualitative 

Research strategy Embedded Multiple-case studies 

Sampling Non-probability, self-selection & snowball-

selection 

Method for data collection Semi-structured interviews 

Method of analysis Within-Case Analysis & Cross-Case 

Analysis 

3.1 Research Purpose 

When conducting a research there are three different research purposes: descriptive, exploratory 

and explanatory (Saunders, Lewis & Thornhill, 2009). There is also an opportunity to use a mix 

of the three purposes (Harrison, 2013). As the names imply, these are of the nature to describe, 

explain or explore. Descriptive studies aim to describe a situation or phenomenon and therefore 

needs a clear picture before collecting data (Saunders et al., 2009). Exploratory studies are used 

when the origin of a problem or phenomenon is unclear, and the study aims to find new insights 

to expand the understanding of a problem (Ibid.). Lastly, explanatory studies are used when 

aiming to explain a certain relation between variables (Ibid.). 

 

The objective of this study is to deepen the understanding of brand identity and brand image 

among startups and its customers. Furthermore, this study aims to examine if there exists a gap 

between the two concepts. Hence, the study should be categorized as an exploratory study. 

However, the objectives of this study are built on existing literature and aim to expand on these 

insights into new areas and should therefore be categorized as descriptive. Consequently, this 

study is a combination of exploratory and descriptive.  
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3.2 Research Approach 

There are two different approaches to be considered when conducting a research: inductive and 

deduction (Saunders et al., 2009). According to the authors, an inductive approach is used when 

collecting data and building theories from the gathered data. In contrast is the deductive 

approach in which the researcher builds a theory or hypothesis and later tests it by collecting 

empirical data (Ibid.). For this study, a deductive approach has been chosen since it has been 

based on existing research and theories. The deductive approach is also the dominant approach 

used when conducting a scientific research (Saunders et al., 2009). 

 

A second choice regarding the research approach was the choice between a qualitative or 

quantitative study. The two alternatives are techniques of collecting data and referred to as 

research choice (Saunders et al., 2009). The quantitative research choice used numerical data, 

often in forms of statistics or diagrams while the quantitative is based on non-numerical data 

(Ibid.). The research choice of this thesis has been qualitative since the aim of the research is to 

describe and provide a better understanding of a phenomenon in a new context and hence, are 

more suitable than the quantitative alternative. 

3.3 Literature search 

Conducting a literature review is based on two parts: literature search and analysis of the 

literature (David & Sutton, 2016). However, according to the author, these are dependent on 

each other and must be done at the same time. For this thesis, exclusively peer-reviewed articles 

and recognized books have been used for forming the literature review presented in Chapter 

two. This includes both books and articles published in scientific journals. Two difficulties 

when conducting a literature are to not write as implying to prove the knowledge of the area 

and to not be critical thinking about the content (McGivern, 2013). Therefore, the searching has 

involved activities of finding alternative views and discuss these to present a more realistic and 

critical view of the literature.  

 

The literature search can be one of the more time-consuming activities when doing research 

(Saunders et al., 2009). To maximize the outcome of the time spent on searching literature, 

keywords and primary database for searches was determined. The primary database for 

searching literature has been Business Source Premier. Keywords commonly used have been 

the following: brand identity, brand image, startups, start-ups, new ventures, gap, branding. 

3.4 Research Strategy 

After choosing the purpose and approach of the research, the next step was to determine the 

research strategy. The different strategies to choose from is according to Yin (2009) the 

following: experiment, survey, archive analysis, history and case study. From these, some are 

more applicable to a deduction than an inductive approach or the opposite (Saunders et al., 

2009). However, all the strategies can be applied to descriptive, exploratory and explanatory 

studies (Yin, 2009). The author explains that there has been a hierarchical view that each 
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research strategy was best fitted one of the three research purposes. The author subsequently 

exploits this view by listing both descriptive, exploratory and explanatory studies, all using case 

study as research strategy.  

 

The choice of the research strategy should be based on the objective of the research (Saunders 

et al., 2009). Additionally, one strategy does not exclude others, it is possible to combine two 

or more strategies if preferred. When making the choice, three conditions should be taken into 

consideration: (1) form of research question, (2) requires control of behavioral events? and (3) 

focuses on contemporary events? For illustration, see Table 3.2 below. 

 

Table 3.2 - Conditions for choosing research strategy 

Method (1) For of Research 

Question 

(2) Requires Control 

of Behavioral 

Events? 

(3) Focuses on 

Contemporary 

Events? 

Experiment How, why? Yes Yes 

Survey Who, what, where, 

how many, how 

much? 

No Yes 

Archival 

Analysis 

Who, what, where, 

how many, how 

much? 

No Yes/No 

History How, why? No No 

Case Study How, why? No Yes 

Source: Adapted from Yin (2009, p. 8) 

 

As mentioned in the introduction, the objective of this thesis is to provide a deeper 

understanding of brand identity and brand image among startups. Furthermore, the objective is 

to investigate a potential gap between the two concepts and examine influencing factors. 

Conclusively, the objective is not a question of the form: how many or how much, but rather in 

form of why and how the brand identity and brand image are aligned. Subsequently, survey and 

archival analysis can be eliminated as options for this study. Furthermore, no control of 

behavioral events is needed which excludes experiments. Finally, it can from the literature 

review be concluded that the thesis indeed focuses on a contemporary event. Hence, this thesis 

has been conducted with case study as research strategy. 

 

3.4.1 Study Design 

“Qualitative case study methodology provides tools for researchers to study complex 

phenomena within their contexts” (Baxter & Jack, 2008, p. 544). Case study as a research 

strategy is a useless method if the aim is to expand the understanding of the context of the 

research (Saunders et al., 2009). The authors argue that case study is a useful method to 

understand complex situations where numbers and variables are not enough. Furthermore, case 

study is a useful methodology when investigating subjects of industrial marketing (Järvensivu 

& Törnroos, 2010). 
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Case study is by Robson (2002, p. 178) defined as “a strategy for doing research which involves 

an empirical investigation of a particular contemporary phenomenon within its real life context 

using multiple sources of evidence”. There are different designs of case study to use depending 

on the purpose (Baxter & Jack, 2008). The researcher can choose between conducting a single 

case study or multiple-case study (Yin, 2009).  

 

Single case study is most commonly used when the goal is to observe and analyze a 

phenomenon that is either critical, extreme or unique (Saunders et al., 2009). Multiple-case 

studies rather used to provide a broader analyze and to give the researcher more ability to 

generalize from the results (Yin, 2009). This could be viewed as concluding from replication. 

A factor to consider according to Yin (2009), is that multiple-case studies as design can become 

significantly time-consuming. Furthermore, the study design of both single and multiple-case 

studies should be classified as either holistic or embedded (Yin, 2009). The holistic view is 

where the researcher looks at each case as a unit, for example, each case is an organization 

(Saunders et al., 2009). In the opposite, embedded cases have got the ability to be divided into 

sup-units (Ibid.).  

 

As earlier mentioned in the literature review, brand identity and brand image are two complex 

concepts originating from different sources. Hence, the concepts had to be investigated from 

different sources. The source of brand identity is the organization and the brand image being 

the customers. Conclusively, the organization and the customers are two different sub-units. 

Therefore, the study design has been Embedded Multi-Case Studies.  

3.5 Sampling 

It is theoretically possible to collect data from an entire population. However, collecting data 

from the entire population would result in the data being considerably larger than the study can 

handle (Saunders et al., 2009). In those cases, the researcher needs to sample from that given 

population (Ibid.). According to the authors, techniques for sampling can be slip into two 

categories: probability sampling and non-probability sampling. For the probability sampling, 

all individuals of the population have the same chance of being selected while the non-

probability means that every one of the population does not have the same probability to be 

selected (Ibid.) Generally, the non-probability sampling is used when time- or/and resource 

limitations exist (David & Sutton, 2016). Within non-probability sampling, the different 

sampling methods are: quota, purposive, snowball, self-selection and convenience (Saunders et 

al., 2009). According to Robinson (2014), there is a four-step approach of sampling to a 

qualitative research. The steps the author presents are (1) Define a sample universe, (2) Decide 

on a sample size, (3) Devise a sample strategy and (4) Source the sample. Accordingly, the 

sampling made for this thesis had been based on this four-step approach.  

 

One of the sub-objective of this thesis has been “To examine if there exists a gap between brand 

identity and brand image among startups”. Hence, the sample universe/population of this study 

will be all startups, where startups have been defined in chapter two. Furthermore, since the 
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concepts brand identity originates from the startup, and the brand image from the customers, 

the population has been limited to startups with customers. The next step was to decide on a 

sample size. Since this thesis as earlier mentions have used the design of embedded multi-case 

studies, decisions have been made both regarding number of startups and number of individuals 

for the sub-units. For this study, I contacted 42 startups. From these did 15 answers and three 

of these agreed to participate in the study.  

 

For the sampling technique, non-probability has been used since time- and resource limitations 

are affecting this study. Self-selection has primarily been used to identify both the cases 

(startups) and the participants (management and customers). This was made by asking startups 

that fulfill the requirements to participate. According to Saunders et al. (2009), this method is 

useful when the research is of exploratory characteristics.  Snowball-selection has furthermore 

been used as a secondary selection method at the end due to time limitations.  

3.6 Data Collection 

For this qualitative study, interviews have been used to collect data. Interviews for research can 

be categorized into structured, semi-structured and unstructured interviews (Saunders et al, 

2009). Structured and semi-structured interviews are referred to as standardized interviews, 

while unstructured interviews are non-standardized interviews (Ibid.). For this study semi-

structured interview have been used. Semi-structured interviews are commonly referred to as 

qualitative research interviews (Ibid.). With semi-structured interviews, there is more freedom 

for the research of how the questions are presented than in structured interviews (Ibid.). 

However, they are not informal, which unstructured interviews are.  

 

For the semi-structured interviews, pre-constructed interview guides were established. Since 

the study design have been embedded multi-case studies two separate guides have been used in 

all cases, one for each of the sub-units: the management, and customers. The interview guides 

can be found in Appendix B through E. 

3.7 Method of Analysis 

The most preferred strategy for analyzing data of qualitative character is to rely on the 

theoretical proposition (Yin, 2009). The different ways to analyze case studies are explanation 

building, time-series analysis, logic models and cross-case synthesis (Runeson, Höst, Rainer & 

Regnell, 2012). A fifth alternative, pattern matching, is presented by Yin (2009). The Cross-

case synthesis is according to Runeson et al. (2012) the most commonly used when conducting 

multiple cases. Cross-case synthesis is furthermore proposed to be used when both the cases 

studies and the analyzing of the data are to be conducted successively (Cruzes, Dybå, Runeson 

& Höst, 2014). Yin (2009) agrees upon the benefits with cross-case analysis then studying two 

or more cases.  

 

The objective with sub-objectives of this thesis has been built upon existing literature and 

research. Hence, the strategy of relying on the theoretical proposition has been used as strategy 
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for analyzing data. For this thesis, within-case analysis has been followed by cross-case 

analysis. This has been made to achieve all objectives of this thesis. With the within-case 

analysis, an understanding of a potential gap has been explored. Furthermore, has the cross-

case analysis been used to identify similarities and differences within the answers between the 

cases with the use of pattern matching. The conclusions from the cross-case analysis have later 

been used to generalize and explore influencing key factors.  

3.8 Credibility 

When conducting research, it is important to consider the outcome of the study and the 

credibility of it. This could be viewed as putting the trustworthiness of the findings to test (Yin, 

2009). By paying attention to a research’s reliability and validity, can the risk or getting the 

wrong answers be reduced (Saunders et al., 2009). The two concepts can be used to describe 

the quality of the study and its findings. 

 

3.8.1 Reliability 

“Reliability refers to the extent to which your data collection techniques or analysis procedures 

will yield consistent findings” (Saunders et al., 2009, p. 156). According to the authors, there 

are three factors to be considered when aiming for higher reliability: that the measures yield 

will have the same result on other occasions, that similar observations will be reached by other 

observers and that there is transparency in how sense was made from the raw data. Furthermore, 

the authors list four threats to the reliability of the study: participant error, participant bias, 

observer error and observer bias.  

 

Several actions have been taking to ensure a high reliability of this thesis. First, multiple cases 

with multiple participants from each case will help decrease the risk of participant error. 

Furthermore, to avoid participant bias all participant has voluntarily participated in the study. 

All participant was also briefed on the reason for the study before their participation and 

informed of their anonymity to avoid bias. To minimize observer error and bias, the interviews 

were recorded with the help of a voice recorder. This way the interviews could be written 

exactly as spoken afterward by transcription. According to Saunders et al. (2009), time-

consumption for participants and observer bias are among the greatest threats to data collection 

involving interviews. By letting the participant voluntarily participate and use the voice 

recorder to capture the exact words spoken, the reliability of this study has been increased.  

 

3.8.2 Validity 

“Validity is concerned with whether the findings are really about what they appear to be about” 

(Saunders et al., 2009, p. 157). Threats to high validity are history, testing, instrumentation, 

mortality, maturation, and ambiguity about causal direction (Saunders et al., 2009). Validity 

can be divided into internal validity and external validity (Yin, 2009).  

 

When the research design is case study the internal validity concerns the interference that is 

made when conducting a case study (Yin, 2009). Has the interference been made correct and 
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have all rival possibilities been considered? One way to address the internal validity is to use 

the analytical strategy of pattern matching (Yin, 2009). Therefore, pattern matching has been 

used in the cross-case analytics of this study to increase the internal validity of the findings. 

 

External validity refers to whether the findings are generalizable beyond the cases involved in 

the study (Saunders et al., 2009). Critics argue that case studies rarely provide findings broad 

enough for generalization (Yin, 2009). However, this mainly concerns single case study and 

not multiple case studies. Since the multi-case study design investigates multiple cases, the 

opportunity to generalize is greater. However, even though this is a multiple case study, the 

ability to generalize from the findings of this study is limited.  

3.9 Ethics 

David and Sutton (2016) argue that ethics is an area that should be taken into consideration 

when conducting research. One aspect of ethics that the authors discuss is the informed consent. 

The informed consent means that the participants in the study are voluntarily participating by 

own free will. Furthermore, this involves the absolute honesty without any omission or 

misleading information from the researcher. Therefore, this study has been conducted and 

completed solely with voluntary participants for data collection. Furthermore, all participants 

have been clearly informed of the purpose of their participation and informed of the reason the 

study was conducted.  

 

Another aspect to consider regarding the ethics of a research is the integrity, confidentiality, 

and anonymity of the participants in the study (David & Sutton, 2016). The authors explain the 

importance for researchers to be able to conceal the identity of the participants. Therefore, it is 

common to exchange the names of the participants with identification codes (Ibid.). For that 

reason, the names of the participants in this study will be replaced by identification codes. The 

names related to the codes has been held separate from the final report and has not been 

published. Lastly, falsification, fabrication, and plagiarism are acts of unethical behavior (David 

& Sutton, 2016). Therefore, this study has throughout its execution and establishment been 

clear in arguing its choices and clearly referring to existing research.  

3.10 Summary 

This chapter has been discussing the different methodology decisions made for this study. All 

decisions have been explained in detail and the advantages of the decisions over alternative 

options have been presented. Apart from the methodology choices, have the credibility of the 

study were discussed.  
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4. Empirical data 

The following chapter will present the collected data from the three cases participating in this 

study. The data has been gathered from interviews with both the management and the customers 

of each startup. This data will later be analyzed in chapter five. 

 

To achieve the objective of this study were one person from each of the startups management 

as well as two to three customers from each startup interviewed. The participants have been 

given an identification code in order to maintain the anonymity of the participants. In the codes, 

the first letter A, B, or C stands for Alpha, Bravo, or Charlie. For the second letter, M stands 

for management and C for customer. Numbers act as a separation between the different 

customers within a case. For instance, the first customer interviewed from case Alpha will be 

named AC1, for Alpha Customer 1, see Table 4.1 for overview. For interview guides please see 

Appendix B and D for management and Appendix C and E for customers.  

 

Table 4.1 - Overview of Respondents 

Code Case Management/Customer 

AM Alpha Management 

AC1 Alpha Customer 

AC2 Alpha Customer 

BM Bravo Management 

BC1 Bravo Customer 

BC2 Bravo Customer 

BC3 Bravo Customer 

CM Charlie Management 

CC1 Charlie Customer 

CC2 Charlie Customer 

CC3 Charlie Customer 

 

Questions based on Kapferer’s brand identity prism has been used to understand the brand 

identity of all cases individually. These questions involved the culture, physique, personality, 

self-image, reflection and relationships of the company. Furthermore, questions based on 

Keller’s three components of brand image, attitudes, benefits and attributes.  Lastly, questions 

regarding the communication, loyalty and trust has been added since it in the literature review 

has been identified as a key aspect. The questions regarding communication have been about 

the activities towards the customers, the communication flow and treatment of customers. These 

three subjects (brand identity, brand image and communication) have been discussed with both 

the management respondents and participating customers from each case.  

 

In Table 4.2 below is an overview of participating startups that had been a part of this study. It 

is furthermore from these startups empirical data has been collected from. Showing in Table 

4.2 is also if the company is within business to business, B2B or within business to consumer, 

B2C. 
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Table 4.2 – Overview of Cases 

Case Sector 

Alpha B2C and B2B 

Bravo B2B 

Charlie B2B 

 

4.1 Case 1: Alpha 

Alpha is an international multi-media startup focused in film production, game development 

and product photography. This startup has three employees, all working part-time from three 

different countries: USA, Canada and Sweden. The company is primarily working with B2C, 

but also to a small B2B. 

 

4.1.1 Management 

The respondent who has been interviewed as the management of Alpha is the founder and Chief 

Executive Officer of the company. When asked about what the term branding means for 

respondent AM, the answer given was that branding is “a way to highlight everything that a 

company has to offer and a way for customers to identify the vision of the company”. 

Respondent AM continues to state that company Alpha has worked with branding in the way 

of creating and promoting their logotype on media platforms. The respondent further explained 

that there have been efforts made in finding media outlets to use as well as targeting audience 

and different demographics.  

 

4.1.1.1 Brand Identity 

Respondent AM was asked questions regarding the vision, culture, physique, personality and 

relationship to collect data for the understanding and representation of the brand identity at 

Alpha. When asked about the vision of the company, respondent AM takes a good amount of 

time to think and hesitate before stating the vision of the company. AM states that the vision of 

the company is to bring the variety of multi-media to the people and to create the developers’ 

creative efforts. The respondent describes the culture of the startup as open. Furthermore, AM 

states that the employees all are contributing equally and that they “thrive out of each other’s 

ideas”.  

 

When it comes to describing the company Alpha as if it was a real person, the respondent 

thought and hesitated a bit before answering. Respondent AM described the imaginary person 

as a person that is fun to be around and always has good story to tell. The respondent continues 

with describing the characteristics of the person as “very adaptive to the world around” and 

the physique as an Olympic swimmer. The person would be healthy, fit and conditioned for 

optimal performance. Furthermore, this person would be interacting with markets globally and 

respond to a broad range of people.  
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Respondent AM highlight the importance of relationships between the company and its 

customer in their line of business. Respondent AM furthermore explained the differences within 

the industries they are present in, specifically between game development and film production. 

AM argued for the importance of close relations and interaction with customers and viewers in 

the film production while in the game development “there is a little bit of distance”.  

 

4.1.1.2 Brand Image 

The questions asked to the management of Alpha have been questions regarding the values of 

the company, the efforts made to earn the customers trust, benefits with their company and 

finally how the company would like to be perceived by its customers. When asked of the values 

of the company the respondent after some of thinking responded that the company values are 

the creative spirit and the sense of adventure as well as willing to explore and create new ideas. 

When questioned if the company works with earning their customers trust respondent AM 

explains that “it’s been a long uphill battle”. The respondent discusses the difficulties with 

achieving trust in their line of business. AM claims that it is through testimonials that validation 

and trustworthiness originates. From these can the company validate its content and “eventually 

build reputation out of that”. The respondent continues by stating that they would like to be 

greeted “with open arms” by customers and perceived as a company generating quality work. 

The differentiation from competitors is according to the respondent a mix of several aspects. 

Alpha is a startup active in more than one specific line of business which according to the 

respondent is unusual. Also, the fact that the employees are all based on different places around 

the globe sets them apart from competitors.  

 

4.1.1.3 Communication 

Respondent AM state that they keep in constant contact with customers on skype, email or with 

phone calls. AM explains that the interaction is more than “just the business side of things”. 

The respondent argues for the importance of this in order to build a relationship with the 

customer. When it comes to communicating the values of the company, the respondent 

highlights the beliefs in transparency and creativity. There are according to the respondent “no 

smoke and mirrors”. Therefore, the respondent assumes their values to be equal to their 

customers.  

 

4.1.2 Customers 

Two customers to Alpha have participated in this study. Both respondents are customers to the 

gaming development side of Alpha.  

 

4.1.2.1 Brand Identity 

To the question of how the customers would describe the company if it was a real person, both 

respondents replied by stating young and new. All respondents also claim that Alpha is 

ambitious and according to respondent AC1 they are “up and coming”. For the physique of the 

imaginary person representing Alpha AC2 claims to not have the ability to answer that question. 

Respondent AC1 on the other hand describes it as normal body type and commonplace. When 

discussing the relationship between Alpha and the respondents, respondent AC1 claims the 
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relationship to be good. AC1 continues with explaining that if the relationship had not been 

good, AC1 would have stopped being a customer to Alpha. Respondent AC2 claims to be a 

loyal customer and fancies the products released by the company so far. AC1 explains that the 

respondent would be a loyal customer if they had made products with higher products. The 

respondent however claims to not be loyal for the moment.  

 

4.1.2.2 Brand Image 

The values of Alpha are according to AC2 to give the customers a good final product and to 

finish the project they are starting. Respondent AC1 argues that the values are to be fair and 

show justice towards their customers. Respondent AC1 furthermore believes that the values of 

Alpha reflect the respondents’ values very well. AC2 on the other hand explains that the 

company might have their point of view while AC2 might have a different point of view. 

However, respondent AC2 believes that it is easy to get in contact with Alpha and present the 

respondents’ point of view. A question that respondent AC2 does not have answer to however, 

is whether Alpha takes that view into consideration.  

 

When asked if the respondents have trust in the company, two completely different answers 

were given. AC2 claims to have trust in the company and what they are doing while AC1 claims 

to not have any trust. Respondent AC1 further explains that this is due to the functions the game 

is requesting access to upon downloading it to the phone. Both respondents claim that the main 

reason they are a customer to Alpha is because they have a personal relationship with one of 

the developers. The benefit of Alpha over its competitors is according to AC2 that the team is 

based on different places around the globe. Respondent AC1 argues that the benefit with Alpha 

is that since they are a smaller company they care more about their brand and reputation.  

 

4.1.2.3 Communication 

Both the respondents imply that the communication between themselves and the company have 

been good seen to the relatively small interactions that have taken place. Likewise, both 

respondents claim to have been treated well by the company. Respondent AC2 mentions that 

the company is acting very professional. When asked what signals the company is sending, 

respondent AC1 claims that Alpha is sending out signals of seriousness. Respondent AC2 also 

explains that company is sending out signals of seriousness and dedication as well. None of the 

respondents did however believe that they have gotten any communication regarding the values 

from the company.  

4.2 Case 2: Bravo 

The second case is a startup within learning based in Sweden. The founder of the company is 

for now the only full-time employee of the company. The company is however in a phase of 

expansion. Founded back in 2014 it has grown rapidly and had a revenue of approximately 1 

million Swedish crowns in 2016. The company is as mentioned working with learning and is 

selling courses mainly to companies and schools for educational purpose. This means the 

company is working B2B.  
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4.2.1 Management 

The respondent from Bravo is the startups founder and as mentioned above, the only employee 

for the time being. When asked about what the term branding means the respondent answered 

that branding is sort of marketing. According to the respondent it is about placing the product 

in the mind of the customers. Respondent BM claims that Bravo does not have any marketing 

budget or actively performs any branding activities. The respondent explains that the company 

has tried a few things regarding marketing but nothing big. Instead, BM argues that all activities 

towards customers and end-users could be seen as some sort of marketing.  

 

4.2.1.1 Brand Identity 

When asked about the vision of the company the respondent BM explains that there exists a 

written vision from the start of the business but argues that there does not exist any as of today. 

Respondent BM describes the culture of the company as good, hard-working, with a lot of 

freedom and responsibility. If respondent BM were to describe Bravo as a person, this person 

would be trustworthy, hardworking, distinct, concise and “to the point”. Furthermore, the 

physique of the person would be well-trained and well-trimmed but not trendy. Respondent BM 

argues that the relationship between the company and its customers is close and clear. The 

customers are according to BM of high priority.  

 

4.2.1.2 Brand Image 

Some values of the company are according to the respondent honesty, clearness and simplicity. 

Respondent BM explains that the company is trying to earn customers trust by being honest 

and transparent. Honesty is according to BM a way to earn customers trust. When it comes to 

how BM would like customers to perceive Bravo, it would be as confident and professional. 

The benefits with Bravo over competitors is according to BM that they are clear and modern. 

 

4.2.1.3 Communication 

When asked if they perform any relation building activities towards customers, respondent BM 

confirms that they have had meetings with the users.  These meetings have been a place where 

discussion about how well the products work have taken place. To the question of how well 

BM thinks the company values reflect the customers’ values, the answer is that they reflect to 

a certain degree. The argument from respondent BM that they are not even better reflected is 

due to the fact that the company is in its startup phase. 

 

4.2.2 Customers 

All customers to Bravo participating in this study are within the education sector. Furthermore, 

all respondents claim to be repeat and loyal customers to Bravo. 

 

4.2.2.1 Brand Identity 

The answers to the question of how the respondents would describe Bravo if it was a real person 

was mixed. Respondent BC1 named youthful and innovative. BC2 stated that the person would 

be ambitious, kind, helpful and accommodating. Lastly, respondent BC3 argued that the person 

would be flexible, fast-responding and humble. For the physiques however, the respondents 
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had a hard time defining and answering. Respondent BC3 claimed to be unable to answer the 

question. Respondent BC1 answered that it would be a brave and innovative person. BC2 

explained that the physique would be in form of a young, fresh consultant who had great ideas 

and wanted them to come true.  

 

When asked to describe the relationship between the respondent and Bravo, all respondents 

claimed the relationship to be very good. Respondent BC1 explained that the relationship was 

not strictly professional but also on a more personal level. The relationship is a mutual 

dependence according to BC2. Respondent BC2 continues to explain that both parties want 

Bravo to be successful in their business.  

 

4.2.2.2 Brand Image 

When it comes to what the customers believes are the values of Bravo, there is a variation of 

answers. Respondent BC3 believes that the values of Bravo are to be close to the customers and 

to give quick response. BC2 on the other hand believes that Bravos values rather are to be 

innovative, honest, modern and accommodating. Respondent BC1 agrees with the values of 

being accommodation and adds flexibility. When asked if the respondents believe the values of 

Bravo are equivalent to their values and need they all claim that they are concordant or fairly 

concordant. Furthermore, all respondents are unanimous in claiming they have trust for Bravo.  

 

When asked why the respondents are using Bravo instead of competitors, a majority of the 

respondents explains that there is a limitation in competitors to Bravo. The benefits of choosing 

Bravo are according to the respondents the personal interaction, flexibility, and adaptiveness of 

the product that Bravo delivers.  

 

4.2.2.3 Communication 

All responding customers claim the communication between themselves and Bravo has been 

working very well. It is according to BC2 easy to communicate and get in contact with Bravo. 

Respondent BC3 highlights the quick response time from the company. Similar to the 

communication is the satisfaction of the treatment from Bravo. All respondents claim they have 

been very well treated by Bravo. The company is according to respondent BC1 sending signals 

of engagement and according to BC2 signals that everything can be solved. None of the 

respondents are however expressing that they have been discussing or communicated the values 

of Bravo. This is however according to BC3 not seen as a problem. Respondent BC3 argues 

that instead, they are showing their values within the results and the delivery.  

4.3 Case 3: Charlie 

The third and last case is a self-employed consultant working in the IT sector. The startup is 

offering consultancy within programming and teaching programming. The startup was 

established in 2017 and has therefore only had two major customers so far. This company is 

focused in B2B where companies can hire the consultant for a project or hourly for a period.  
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4.3.1 Management 

The respondent from case Charlie is the one person working in the startup. When asked about 

what the term branding means, respondent CM answered that is about how you are being 

perceived and experienced. However, branding is not anything the startup has been doing yet. 

Since Charlie is in the early startup, the only real focus for now is according to the founder to 

do the jobs in the best way possible. The respondent argues that by doing this, they create their 

brand.  

 

4.3.1.1 Brand Identity 

The respondent explains that the vision of the company is to grow as a company and grow 

within the consulting industry. Respondent CM addresses that the hope is to function as a 

company that other companies can get in contact with to find help in form of expertise. To help 

other companies with development. When asked about the culture of the company the 

respondent state that “it is what it is”, referring to be the only person in the company. The 

respondent explains that strive towards openness to innovation and new ideas. Respondent CM 

shortly describes the personality of the company as helpful and “the one you can turn to for 

help”. When asked about the characteristics or physique, the respondent responds by describing 

it as helpful and reassuring, strong, brunette, dressed in a suit. Respondent CM claims that the 

relationship between the company and its customer are good where the customers are able to 

ask questions and get answers if anything is unclear. 

 

4.3.1.2 Brand Image 

Respondent CM states that one of the core values of the company is customer satisfaction. The 

respondent explains that it is of high importance that the customer feels that they are getting 

what they paid for. Another value according to respondent CM is responsiveness. CM 

concludes that responsiveness is closely related to showing appreciation and willingness to 

listen to the customers. Respondent CM adds that it could be a good idea to go the extra mile 

and help the customer since you are the one possessing the expertise. These values and the need 

to do a good job are according to the respondent a way to achieve trust by customers. The 

respondent again highlights the importance of listening to the customer and adds that good 

communication is important throughout a project.  

 

Respondent CM explains that they would like to be perceived as professional by customers. To 

be recognized for quality work and always achieving deadlines. The things that make Charlie 

better than its competitor is according to the respondent the freshness and youth of the company. 

“We are young, we are hip”. Respondent CM believes that the youth of the company helps 

them view things from another perspective. Finally, CM believes that new startups like Charlie 

might be more open and have got some extra strength that comes with being new and young. 

 

4.3.1.3 Communication 

To the question if the company is conducting relationship building activities the respondent 

responds that they are not doing anything specific. The only thing so far has been small meetings 

over a cup of coffee or similar. However, respondent CM believe that the values of the company 
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is well reflected of the customers’ values. The respondent defends the claim by arguing that 

customer always want good return on the investment from the company and the job they are to 

conduct. Since this is what the company is striving to achieve and perhaps even exceed the 

customers’ expectations, the company and customers should according to the respondent be 

closely related.  

 

4.3.2 Customers 

The customers to Charlie agreed to participate in this study are from two different consultancy 

projects made by respondent CM. Respondent CC1 is a customer from one project while CC2 

and CC3 are customers from another project. CC2 and CC3 participated in the same interview. 

All customers claimed to be loyal to Charlie. CC1 however added that this is true, given that 

the relationship continues to be good. 

 

4.3.2.1 Brand Identity 

When the respondents were asked to describe Charlie if it was a real person there was a bit 

confused. All the respondents CC1, CC2 and CC3 had to think a bit before answering the 

question. Respondent CC1 even claimed to be unable to answer the question because of the 

limited interaction between the respondent and the company. Respondent CC2 however stated 

that it in that case would be committed, kind and professional. Respondent CC3 briefly 

answered with enthusiastic. Similar to the question of the company being a person did all 

respondents have a hard time describing the characteristics of the imaginary person representing 

the company Charlie. The only respondent to conclude were respondent CC3 who said stable. 

When asked to describe their relationship with Charlie, all respondents briefly stated that the 

relationship between themselves and Charlie was good.  

 

4.3.2.2 Brand Image 

There were mixed responses when the responding customers were asked to name some of the 

values they believe Charlie has. CC1 named flexibility and responsibility as values of Charlie. 

CC2 suggests communication as a value since that had worked well.  Lastly, CC3 argued for 

the enthusiastic and professional feeling that the company expresses. However, all respondents 

acknowledged that the values of Charlie matched well with their own values. Respondent CC1 

and CC2 argue for the importance of flexibility in their work while CC3 recognized enthusiasm 

as a core value for them. Another question that all respondents answered the same on was if 

they have trust in the company. All respondents replied that they have trust for Charlie.  

 

When it comes to the reason the customers reached out to Charlie instead of any competitors, 

the arguments differ a bit. The main reason for hiring Charlie was according to CC1 and CC2 

the flexibility. Respondent CC2 explains that the price was right, and the competence of Charlie 

was well-suited for the project. The reason for Charlie being hired by CC3 was according to 

respondent CC3 the proven track record and achieved criterions for the job.  
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4.3.2.3 Communication 

When asked how the communication between the customer and the Charlie has worked, all 

respondents answered that the communication has been working well. The only suggestion for 

improvement was given by respondent CC3, whom would have liked a quicker and more 

efficient channel of communication. To the question of how the customer have been met and 

treated, all respondents claimed to have been treated very well by Charlie.  

 

The signals that Charlie is sending to customers are according to respondent CC1 responsibility 

and flexibility. Moreover, that Charlie shows responsibility in owning and moving the process 

forward is according to CC1 very important and good. Respondent CC1 and CC2 furthermore 

agree that Charlie is sending signals of seriousness. CC3 however, implies that the single one 

largest signal experienced from Charlie would be creativity. To the question of how well 

Charlie has communicated its values, all respondents claimed to be unable to answer the 

question due to that a discussion of the topic has never been brought up.  

4.4 Summary 

This chapter has presented the data collected from 11 interviews with both management and 

customers to each of the cases Alpha, Bravo, and Charlie. The question and responses have 

been categorized into brand identity, brand image, and communication for a better overview. 

Both similarities and differences between the answers given in the cases can be seen. Drawing 

on these responses will the analysis be conducted and presented in the upcoming chapter.   

5 Analysis 

In this chapter will the collected and presented data in chapter 4 be analyzed. The method of 

analysis will be both Within-case analysis and Cross-case analysis. This will be made in order 

to identify both internal factors for each case as well as similarities and differences between 

the three cases.  

5.1 Within-case Analysis 

In this section will a within-case analysis of each of the three cases Alpha, Bravo, and Charlie 

be conducted. The reason behind conducting a within-case analysis of each case is to investigate 

how well the brand identity and brand image correspond to each of the cases. This gives the 

opportunity to identify if there exists a gap between the brand image and brand identity within 

the cases. 

 

As mentioned in chapter two, it is important that these two concepts are in harmony (Nandan, 

2005). Both brand identity and brand image will be analyzed by examining the questions 

relating to the underlying components. For brand identity, these are the components of 

Kapferer’s brand identity prism with the exclusion of culture. Culture has been excluded 

because the involved cases are in their earliest stage of corporate development and the aspect 

of culture could be misleading or hard for respondents to give useful data. For the component 
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reflection have the reflection of the companies’ values been examined and how the these reflect 

on values important to the customers.  

 

Brand image will be analyzed from the three components attitudes, benefits, and attributes. 

Although the components of brand identity and brand image are different, there are parallels to 

be drawn. Attributes can for example be expressed in form of personality accordingly to what 

Boyle (2003) claims they are. By analyzing the correlation between the management and 

customers answers to these question, it is possible to examine if there is a gap between the brand 

identity and brand image. Brand image is according to Aaker (2004) the sum of the subjective 

associations a customer has towards a brand.  In this analysis, the sum of these associations will 

be defined with the three brand image components attributes, attitudes, and benefits.  

 

5.1.1 Analysis of Alpha 

The first part of Alpha to be analyzed it the correlation between the management and the 

customers’ perception of the brand identity of Alpha. The answers given by both the 

management and customers have been covered in the previous chapter and has been 

summarized in Table 5.1 below.  

 

Table 5.1 - Brand Identity Comparison of Alpha 

Brand Identity of Alpha According to AM According to AC1 & AC2 

Physique Healthy, fit, Olympic 

swimmer, conditioned for 

optimal performance 

Normal body type, 

commonplace 

Personality Fun to be around, 

interactive 

 

Young, new, ambitious 

Relationship Close, some distance Good, limited but good 

Self-image Be greeted with open 

arms, seen for quality 

work 

Seriousness, dedication 

Reflection Respondent AM believes 

the values of Alpha are 

reflected good on 

customers values 

Very well reflecting values 

 

To understand if the brand identity is in harmony or not, each of the five components will be 

analyzed. By doing this, conclusions can be drawn whether the brand identity of Alpha is in 

harmony or not. The same will be done on the brand image where the three components of 

brand image are to be analyzed.  

 

Physique 

Respondent AM argues that the physique of an imaginary person representing would be 

conditioned for optimal performance. The person would be like an Olympic swimmer, healthy 
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and fit. The customers to Alpha, respondent AC1 and AC2 instead claim that the person would 

be commonplace and have a normal body type. There are therefore no indications that the 

management and the customers have got the same view of the physique of the company.  

 

Personality 

For the personality of Alpha were the answers between the management and the customer more 

similar in the sense of both being in a more positive way. Respondent AM stated stat the 

personality of Alpha would be a fun person to be around and interactive with the world around. 

The customers claimed the person to have a personality of youth, ambitiousness and a new 

feeling. 

 

Relationship 

When discussing the relationship between the company, respondent AM argued that the 

relationship was different in the different line of businesses that Alpha is present in. AM argued 

that the relationship was close when working with movies and film while it had more distance 

within the game development. Both customer respondents in this study were customer to the 

game development side of the company. That could be the reason one of the respondents 

claimed the relationship and communication with the company to be limited. This goes well in 

line with respondent AMs argument of a distance to the customers. Therefore, the management 

and the customers’ arguments are somewhat aligned with each other.  

 

Self-image 

For the self-image, different questions were given to the management and the customers. The 

management was asked how they would like to be perceived and the customers were asked 

what signals the company is sending them. Respondent AM would like to be perceived with 

open arms for their quality work. Responding to this, the customers claim the company is 

sending signals of dedication and seriousness. Although the answers from customers are in 

positive direction, they are not connected.  

 

Reflection 

To examine the reflection of the company both the management and the customers were asked 

if they believe the values of the company reflects the values of the customers. In case Alpha the 

management believed that the values did reflect the customers’ values well which also was the 

customers believes. This shows a distinct connection between the management and the 

customers on this one aspect of brand identity.  

 

Now for the analysis of the Brand Image of Alpha. An overview of the comparison can be seen 

below in Table 5.2.  

 

Table 5.2 - Brand Image Comparison of Alpha 

Brand Image of Alpha According to AM According to AC1 & AC2 

Attitudes  - Fair towards the customer, 

shady, serious, professional 
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Benefits Acting in more than one 

line of business, not based 

in one geographic 

location, instead widely 

spread across different 

nations 

Based in several geographic 

locations, small company that 

care about the brand and 

reputation 

Attributes (personality) Fun to be around, 

interactive 

Young, new, ambitious 

 

Attitudes 

The customers’ attitudes towards Alpha varied a bit. Positive aspects like being fair towards 

customers, being professional and serious were given as answers. However, one respondent 

claimed the company to be a bit shady. The fact that a customer has an attitude of that something 

is shady about the company is clearly not a good sign.  

 

Benefits 

When asked what the benefits of Alpha over competitors are, the answers given are fairly 

connected between the management and the customers. Both answered that the fact that the 

company is spread across the globe is a benefit. Apart from that, respondent AM stated the 

present in more than one line of business as a benefit while the customers stated the size of the 

company as a benefit.   

 

Attributes 

The attributes can, as mentioned before, be seen as the same as personality. Therefore, the 

analysis of attributes will be the same as for the personality. For analysis of attributes, please 

see personality of Alpha. 

 

Conclusions of Alpha 

Brand identity is by the brand identity prism based on the six elements physique, personality, 

relationship, self-image, reflection and culture (Kapferer, 2008). Furthermore, brand image is 

according to Aaker (2004) the sum of subjective associations to a brand. The customers’ belief 

and opinions can be viewed in the far-right column of Table 5.1 and Table 5.2. Within these 

two tables, both similarities and difference can be seen between the view of the management 

and the view of the customers. These are all related to their associations of the brand. 

 

As seen in Table 5.1, there are clearly different options between the two responding sides to the 

personality and physique of the company. However, the relationship and reflection are better 

connected. In Table 5.2 there is a more distinct difference in the management and the customers’ 

beliefs with the exception of the company being globally based as a benefit. Drawing from these 

findings, one may argue that there is a gap between the opinions and believes from a 

management point of view versus the customers’ point of view.  
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5.1.2 Analysis of Bravo 

Case Bravo will be analyzed the same way that case Alpha was analyzed. The comparison 

between the management and customers’ thoughts and believes of the brand identity of Bravo 

is presented in Table 5.3 below.  

 

Table 5.3 - Brand Identity Comparison of Bravo 

Brand Identity of Bravo According to BM According to BC1, BC2 & 

BC3 

Physique Well-trained, well-

trimmed 

Young, fresh, consultant with 

great ideas, innovative, brave 

Personality Hard-working, 

trustworthy, to the point, 

distinct, concise 

Humble, flexible, fast-

responding, youthful, 

innovative, helpful, 

accommodating  

Relationship Close, clear, customers 

are high priority 

Good, depending, both 

personal and professional  

Self-image Confident, professional Committed, adaptive 

Reflection Believes the values of 

Charlie are reflected fairly 

good on customers values 

Fairly concordant values 

 

Physique 

The physique of Bravo is according to respondent BM a well-trained and well-trimmed person. 

The responding customers described the physique of the person representing the company as 

young, fresh, innovative, brand and as a consultant with great ideas. Although there is a gap 

between how the management and the customers describe the person, they are in the same 

direction. Well-trained and well-trimmed can be associated with fresh and described as a 

consultant depending on the individual view of how a consultant looks. Conclusively, one may 

argue that the answers are in the same region even though they are not identical. 

 

Personality 

The personalities of Bravo are according to respondent BM hard-working, trustworthy, distinct, 

concise and to the point. The customers claim that the personalities are humble, flexible, fast-

responding, youthful, innovative, helpful and accommodating. Similar to what was discussed 

regarding the physique, these can be viewed as being in the same direction. However, no exact 

match of words exists.  

 

Relationship 

Respondent BM states that the relationship between Bravo and the customers is clear and close. 

The respondent explains that the customers are high priority for the company. The responding 

customers claim that the relationship between themselves and the company is very good, 

depending and on both a professional and a personal level. Here, there is an indication of match 

between the management and the customers’ answers. For example, the priority of customers 
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and the relationship being close can be connected to the customers’ beliefs that the relationship 

is more than just professional.  

 

Self-image 

For the answers given to the question involving the self-image the answers given by 

management and customers are different. Respondent BM states that they would like to be 

viewed as confident and professional. Instead, customers answered that they believe Bravo is 

sending signals of being committed and adaptive. Similar to previous components, the answers 

are in the same direction, however, not a perfect match. 

 

Reflection 

When asked if respondent BM believes the values of Bravo reflects well on the values of the 

customers, BM claimed that they probably reflect fairly good. The responding customers 

answered similar to what respondent BM believed. The customer also claimed the reflection of 

values to be fairly good. Here, a clear match between the management and the customers can 

be seen. Conclusively, no gap in this particular component of brand identity exists.  

 

The comparison of the brand image of Bravo is presented in Table 5.4 below. 

Table 5.4 - Brand Image Comparison of Bravo 

Brand Image of Bravo According to BM According to BC1, BC2 & BC3 

Attitudes (brand associations) - Flexible, adaptive, kind 

Benefits Clear, modern 

 

Personal interaction, flexible, 

adaptive, good communication 

Attributes (personality) Hard working, 

trustworthy, to the 

point, distinct, concise 

Humble, flexible, fast-responding, 

youthful, innovative, helpful, 

accommodating 

 

Attitudes 

The customers’ attitudes towards Bravo were all positive. Bravos customers expressed 

appreciation towards Bravos flexibility, adaptiveness, and kindness. This indicates a generally 

positive attitude towards Bravo. 

 

Benefits 

When asked what the benefits of the company over its competitors were, respondent BM briefly 

claimed it to be that Bravo is clear and modern. The customers argued that the benefits with 

Bravo over competitors was the personal interaction involved, the flexibility, adaptiveness and 

the good communication. Notable here is also that one of the responding customers wasn’t sure 

there even exists any competitors.  

 

Attributes 

Again, the attributes can be seen as the same as personality. Therefore, the analysis of attributes 

will be the same as for the personality. For analysis of attributes, please see personality of 

Bravo. 
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Conclusion of Bravo 

Drawing on the comparison between the management and customers view of the different 

components of brand identity and brand image of Bravo, a slight misalignment can be seen. 

Although some components for example physique, self-image and personality are being 

somewhat similar and in the same direction, it cannot be argued that they are in total harmony 

with each other. Even though the relationship and the reflection matched well, there is in general 

a gap to be seen in the comparison.  

 

If analyzed what the reason behind this might be, the close and good relation might be one of 

the reasons. In this case, the close relation and good communication described by the customers 

might be the reason the gap is smaller than in case Alpha. All of the respondent state that the 

relationship to good and they all expressed gratitude for the between themselves and Bravo 

relationship.  

 

5.1.3 Analysis of Charlie 

Similar to the analysis of Alpha and Bravo will Charlie be analyzed by the same components 

of brand identity and brand image. Below in Table 5.5, is the overview of the brand identity 

comparison of Charlie.   

 

Table 5.5 - Brand Identity Comparison of Charlie 

Brand Identity of Charlie According to CM According to CC1, CC2 & CC3 

Physique Strong, brunette, 

dressed in suit 

Stable 

Personality Helpful, reassuring Enthusiastic, committed, kind and 

professional 

Relationship Good, open for 

questions and 

clarifications 

Good 

Self-image Professional, time-

efficient 

Professional, flexibility, 

responsibility and seriousness 

Reflection Believes the values of 

Charlie are reflected 

fairly good on 

customers values 

All respondents claim their values 

are similar and well reflected to 

the values of Charlie 

 

Physique 

When respondent CM was asked to describe the physique of an imaginary person representing 

the company, the respondent describes the person as a strong brunette dressed in a suit. When 

the customers were given the very same question, however, two of them claimed to be unable 

to answer due to short or limited interactions with Charlie. The only answer given was that the 

physique would be stable. Therefore, there is a misalignment between the management and the 

customers’ thoughts.  
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Personality 

The management of Charlie described the personality of the imaginary person as helpful and 

reassuring. The answers given by the customers were not identical however in the same positive 

direction. The customers claimed the personality to be enthusiastic, committed, kind and 

professional.  

 

Relationship 

The relationship between the company and the customers are according to respondent CM good. 

The respondent explains that the customers are welcome with questions and to ask for 

clarification. The responding customers all agreed to the relationship between themselves and 

the company to be good. Hence, an alignment in the view of relationship exists.  

 

Self-image 

A component that has got a match between the management opinion and the customers is the 

self-image. Both the management and the customers of Charlie claim that the company is 

professional. Moreover, respondent CM stated time-efficient and the customers instead 

answered flexibility and responsibility and seriousness as signals they were receiving from the 

company.  

 

Reflection 

When asked how well the customers believe their values were in line with the values of the 

company all respondents claimed them to be very equal and well reflected. Respondent CM 

also stated believes in the values being fairly reflected by the customers of the company.  

 

Now to the brand image of Charlie. An overview of the comparison can be viewed in Table 5.6 

below.  

 

Table 5.6 - Brand Image Comparison of Charlie 

Brand Image of Charlie According to CM According to CC1, CC2 & CC3 

Attitudes (brand associations) - Flexible 

Benefits Young, hip, new 

 

Flexible, good price, competent, 

proven track-record, achieved 

criterions 

Attributes (personality) Helpful, reassuring Enthusiastic, committed, kind and 

professional 

 

Attitudes 

The customers did not communicate any direct attitudes towards Charlie. However, all 

respondents mentioned and appreciated the flexibility which therefore can be seen as an 

attitude.  
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Benefits 

When the management and the customers of Charlie were asked to explain the benefits of 

Charlie over competitors, the answers between the management and the customers varied. The 

management stated that the benefits were that they are young, hip and new. The customers on 

the other hand instead named flexibility, good prices, competence and present achievements as 

benefits. Here, a clear difference can be seen. Especially between the management claiming 

that being new is a benefit while customers see the proven track-record as a benefit.  

 

Attributes 

Again, the attributes can be seen as the same as personality. Therefore, the analysis of attributes 

will be the same as for the personality. For analysis of attributes, please see personality of 

Charlie. 

 

Conclusions of Charlie 

When viewing the comparisons between the managers and customers view of the investigated 

components of brand identity and brand image an overall difference can be seen. For instance, 

benefits and physique clearly did not match. However, since some components matched 

between the management and the customer one may argue that there are more mismatching 

components than there are matching. If compared to case Alpha and Bravo, Charlie has a similar 

situation as Alpha where the gap is distinct.    

 

When examined what this might depend on, there are several potential reasons. Firstly, Charlie 

is the by far youngest case in terms of being an active firm with its eight months of being a 

registered company. Charlie was founded for less than a year while Alpha and Bravo both have 

been around for a longer period of time. Both Alpha and Bravo are companies with over three 

years of age. Another potential reason could be the communication. A customer to Charlie 

expressed potential improvement for Charlie regarding the communication between the 

company and the customers. This slight communication problem could be a key factor for there 

being a larger gap than there is in Bravo.  

 

Another interesting aspect that raised during the interviews were that the customers highlighted 

the importance of a good relationship. One respondent even claimed that the good relationship 

resulted in loyalty to Charlie. Without this good relationship, the customer would not claim to 

be a loyal customer anymore. This is a similar case to what was discussed in the conclusions of 

Bravo, where all of the responding customers argued for the good and close relationship and 

the benefits that comes with it.  

5.2 Cross-case Analysis 

When looking at all three cases together, both similarities and differences between the cases 

can be identified. Among the similarities is the clear mismatch between the management and 

customers answers to the questions leading up to personality, physique, and attributes. One of 

the more extreme cases is perhaps the physique of Alpha where the answers from the 

management were in the complete opposite to the answers given from customer. Another 
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similarity is the matching answers given to reflection and relationship which in all cases were 

aligned or close to aligned.  

 

Among differences are for instance the answers to the self-image. When comparing the match 

of self-image in the three cases, Charlie has got a very close match while Alpha and Bravo have 

not. Another component that gave different indications across the cases was benefits. Case 

Alpha has a good match while there is a gap in case Bravo and Charlie.  

 

To get a clear overview of the cases brand identity and brand image has the answers from the 

cases respective management and customers been summarized in Table 5.7 and 5.8. All 

respondents’ answers connected to the brand identity have been summarized and categorized 

in Table 5.7. Accordingly, has the data given by respondents connected to the brand image been 

summarized in Table 5.8. In these two tables, all responses have been collected. This means 

that both the managements and customers views are presented in the tables which are divided 

into the underlying components of brand identity and brand image. The three cases have 

furthermore been separated in order to identity similarities and differences.  

 

As earlier mentioned, brand identity originates from the company and brand image from the 

perception of the customers. However, this following tables will contain both the managers and 

the customers’ views in all components with the exception attitudes. If there within a box are 

repetitions of words, it means that there are an alignment and mutual agreement between the 

management and the customers. However, in the majority of the components to each case, this 

is not the reality. For full overview of the brand identity analysis for all three cases, see Table 

5.7 below.  

Table 5.7 - Cross-Case Analysis of Brand Identity 

Brand Identity 

Component 

Brand Identity 

Alpha 

Brand Identity 

Bravo 

Brand Identity 

Charlie 

Physique Healthy, fit, 

Olympic swimmer, 

conditioned for 

optimal 

performance, normal 

body type, 

commonplace 

Well-trained, well-

trimmed, young 

fresh consultant with 

great ideas, 

innovative, brave 

Strong, brunette, 

dressed in suit, 

stable 

Personality Fun to be around, 

interactive, young, 

new ambitious 

Hard working, 

trustworthy, to the 

point, distinct, 

concise, humble, 

flexible, fast-

responding, 

youthful, innovative, 

helpful, 

accommodating 

Helpful, reassuring, 

enthusiastic, 

committed, king, 

professional 
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Relationship Close, some 

distance, good, 

limited but good 

Close, clear, 

customers are high 

priority, good, 

depending, both 

personal and 

professional 

Good, open, good 

Self-image Be greeted with open 

arms, seen for 

quality work, 

serious, dedicated 

Confident, 

professional, 

committed, adaptive 

Professional, time-

efficient, 

professional, 

flexible, responsible, 

serious 

Reflection Good reflected, very 

good reflected 

Fairly good 

reflected, fairly good 

reflected 

Fairly good 

reflected, well 

reflected 

 

In addition to Table 5.7 which covers the brand identity with underlying components, is Table 

5.8. Table 5.8 is formed in the same way as Table 5.7 however, with the focus on brand image 

and its underlying components.  

Table 5.8 - Cross-Case Analysis of Brand Image 

Brand Identity 

Component 

Brand Identity 

Alpha 

Brand Identity 

Bravo 

Brand Identity 

Charlie 

Attitudes Fair towards the 

customer, shady, 

serious, professional 

Flexible, adaptive, 

kind 

Flexible 

Benefits Acting in more than 

one line of business, 

not based in one 

geographic location, 

instead widely 

spread across 

different nations, 

based in several 

geographic 

locations, small 

company that care 

about the brand and 

reputation 

Clear, modern, 

personal interaction, 

flexible, adaptive, 

good communication 

Young, hip, new, 

flexible, good price, 

competent, proven 

track-record, 

achieved criterions 

Attributed Fun to be around, 

interactive, young, 

new ambitious 

Hard working, 

trustworthy, to the 

point, distinct, 

concise, humble, 

flexible, fast-

responding, 

Helpful, reassuring, 

enthusiastic, 

committed, king, 

professional 
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youthful, innovative, 

helpful, 

accommodation 

 

From this extensive analysis presented in Table 5.7 and 5.8 above, it can be determined how 

well the management and customers’ views in the different areas are aligned. Presented in Table 

5.9 and 5.10 below are how well the management and customers’ opinions on the different 

subjects are aligned. Here, aligned means that the management and customer have said the same 

thing. Fairly aligned means that there is an indication that they are fairly overlapping but not 

stating the same things. Lastly, not aligned means that there is a clear indication in the answers 

that the management and customers do not have the same opinion. Table 5.9 below gives an 

overview of the components involved in brand identity.  

 

Table 5.9 – Overview of Cross-Case Comparison Brand Identity 

Brand Identity 

Component 

Aligned Fairly aligned Not aligned 

Physique  Bravo Alpha, Charlie 

Personality  Bravo, Charlie Alpha 

Relationship Alpha, Bravo, 

Charlie 

 
 

Self-image Charlie Alpha, Bravo   

Reflection Alpha, Bravo, 

Charlie 

  

 

It can in Table 5.9 be seen that the two components that all three cases seem to struggle with 

are physique and personality. All cases are however aligned in relationship and reflection. 

Bravo is not present in the not aligned column at any time while both Alpha and Charlie are. In 

Table 5.10 below are the components of brand image compared.  

 

Table 5.10 – Overview of Cross-Case Comparison Brand Image 

Brand Image 

Component 

Aligned Fairly aligned Not aligned 

Attitudes - - - 

Benefits Alpha Bravo Charlie 

Attributes  Bravo, Charlie Alpha 

 

 

When both Table 5.9 and Table 5.10 are studied, it can be seen that Bravo always places in the 

aligned or fairly aligned column while Alpha and Charlie both are present more than once in 

the not aligned column. Therefore, the overall assumption to be made here is that there exists a 

gap between the management view and the customers’ view. However, it can be determined 

that in general, case Bravo has got the overall better alignment.  
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Communication is as mentioned in the literature review seen as an important aspect of branding. 

In order to achieve brand loyalty from customers, it is important that the two concepts brand 

identity and brand image are in harmony (Nandan, 2005). There are also claims that good and 

adapted communication will result in higher customer loyalty Kapferer (2008). These claims 

have therefore been put to test by asking the responding customers of all cases whether they 

claim to be loyal to the company, have trust for the company, and how well they believe the 

communication has been working. To the question of how well the customers believe the 

communication works, the customers of Alpha claimed it to be good but one of the respondents 

stated that it was limited. All customers of Bravo answered that the communication was very 

good. In the case of Charlie, the customers claimed it to be good but there is room for 

improvement according to CC3.  

 

Now to the test of theoretical claims of Nandan (2005), and Kapferer (2008), that the 

communication affects the trust and customer loyalty. In the case of Alpha where there was 

different thought on the communication, the trend continues in the questions of trust and loyalty. 

For Bravo where all responding customers claimed the communication to be very good, all 

respondents claimed to have trust and considered themselves as loyal to the company. Lastly, 

in Charlie where the communication was good but according to one respondent has room for 

improvement, all respondents claimed to have trust and be loyal to the customers. However, 

one respondent added that the respondent would only be loyal given that the relationship and 

work proceed as previously done. A short version of the answers can be seen in Table 5.11 

below.  

 

Table 5.11 - The Importance of Communication 

Question Alpha Bravo Charlie 

How well do you 

think the 

communication 

between you and 

the company 

works? 

AC1- Good but 

limited 

AC2 - Good 

BC1 – Very good 

BC2 – Very good 

BC3 – Very good 

CC1 – Good  

CC2 – Good 

CC3 – Good, 

room for 

improvement 

Do you trust in 

[company x]? 

AC1 – No 

AC2 – Yes  

BC1 – Yes 

BC2 – Yes 

BC3 – Yes  

CC1 – Yes 

CC2 – Yes 

CC3 – Yes  

Would you see 

yourself as a loyal 

customer to 

[company x]?  

AC1 – No 

AC2 – Yes 

BC1 – Yes 

BC2 – Yes 

BC3 - Yes 

CC1 – Yes, given 

that the work 

relation continues 

to be good  

CC2 – Yes 

CC3 – Yes 
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5.3 Summary 

In this chapter has the collected data presented in the empirical data were analyzed with the two 

methods within-case analysis and cross-case analysis. The data collected has also been 

compared to the existing literature that was presented in chapter two. From this analysis, 

conclusions can be drawn which will be presented in the next chapter.   

6. Findings, Recommendations & Conclusions 

This final chapter of the thesis will present the findings of this study as well as the recommendations for 

practitioners. Furthermore, it will present the theoretical contribution, limitations, and suggestions for 

future research.  

6.1 Findings 

From analyzing the data collected, three main conclusions can be drawn. The first one being 

that there exists a gap between the brand identity and brand image among startups. This is true 

for the three cases that have been part of this study. Secondly, by analyzing the data it can be 

seen that the gap, in general, is larger in case Alpha and Charlie than it is in case Bravo.  

 

It can from Table 5.11 in the analysis be determined and confirmed that the claims of Nandan 

(2005) and Kapferer (2008) regarding communications connection to trust and loyalty indeed 

are true. This study has shown that better communication can lead to trust and loyalty towards 

the company. Another component which made case Bravo outperform Alpha and Charlie is 

relationship. Conclusively, the last finding is that communication and relationships should be 

viewed as key aspects of branding efforts among startups. This, since they affect the brand 

identity and brand image of the startups. This conclusion is in line with what previous research 

suggests, which has been presented in the literature review. To conclude, the two sub-objectives 

have been achieved and are presented in short below. 

 

To examine if there exists a gap between brand identity and brand image among startups 

 

The gap between brand identity and brand image has been identified.  

 

To identify which key factors that influence brand identity and brand image among startups 

 

Key factors that influence brand identity and brand image among startups are according to 

this study relationship and communication.  

 

As mentioned in the introduction, Merrilees (2007) claims that the intersection of branding and 

small business can be seen as an oxymoron. A finding to highlight from this thesis is that this 

in face is not true. This study has successfully been conducted within this exact area. Therefore, 

the intersect of branding and small business should not be seen as an oxymoron anymore. 

Instead, it should be viewed as an area of opportunity where more research can be conducted.  
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6.2 Recommendations 

From reviewing the analysis and conclusions, three major recommendations can be given to 

practitioners. These recommendations could be seen as a result of the study where existing 

literature has been used as a start point for the conducted study where the findings can be 

expressed in form of recommendations to startups and entrepreneurs.  

 

The first recommendation to practitioners is to build and maintain good and close relationships 

with your customers. This study has shown that close relationships with customers increase the 

chance of creating a better alignment of brand identity and brand image. The second 

recommendation is to establish and maintain clear and efficient channels of communication. 

This study has confirmed the previously claimed importance of communication and its impact 

on branding. Empirical data has also shown that clear and efficient communication is highly 

appreciated by customers and could impact the gap between brand identity and brand image. 

 

The last and final recommendation to practitioners is to focus on the customer and their needs. 

It is visual in this study that the startups that had the more customer focus and flexibility also 

showed the better alignment. By taking these recommendations into consideration and 

improving the alignment of brand identity and brand image, practitioners can utilize the benefits 

of having this alignment. These benefits are trust in the company and customer loyalty.  

6.3 Conclusions 

The conclusions from this thesis apart from the findings are recommendations are the 

theoretical contribution, limitations and suggestions for future research. These are presented in 

the sub-chapters below.  

 

6.3.1 Theoretical Contribution 

There has as mentioned in the initial chapters of these study been large amount of research 

conducted on both branding and startups, however not much efforts have been made to 

investigate and research the intercept between these. This study has done just that. This study 

has been investigating the branding efforts within the startup environment.  

 

One may hope that this is a beginning of an expanding area of research where entrepreneurs 

can find research to help them in their efforts of becoming a successful company. Branding is 

a crucial activity for startups as claimed by Bresciani and Eppler (2010) and earlier mentioned 

in the literature review. This study has been addressing that very problem. Finally, this study 

has achieved one of its purposes which was to expand the literature on branding into startups, 

an area where limited amount of research has been conducted.  

 

6.3.2 Limitations 

There are a few limitations with this study that needs to be declared. The method decisions 

made for study might not be the best possible choices. In this study, non-probability sampling 

was used to find respondents. In line with what is argued by Saunders et al., (2009), one may 
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argue that this sampling technique decreases the chances of the sample being representative for 

the entire population. The selection techniques or self-selection and snowball have been used 

to select participants for this study. These two techniques might not have been the ideal 

techniques of finding participants to the study. The choice of these could have had an effect on 

the credibility of the study and also the participant bias. Since some of the responding customers 

were selected with snowball technique, they might have been held back while answering the 

questions.  

 

The involving questions that were asked to the participating management and customers might 

have been misunderstood or/and were not optimally stated. An example of a question that could 

have been better stated might have been the question regarding how the management wants to 

be perceived. Another way of writing this question might have been how they think they are 

being perceived. This might have been a better match to the answers given to the customer and 

thereby could have led to a better analysis.  

 

Furthermore, no generalization could be made from this rather small study. Although this is a 

multi-case study, it is a small and qualitative study. In order to express any sorts of 

generalizations, more research within the area needs to be conducted.  

 

6.3.3 Suggestions for future research 

This study has been a qualitative study with a research purpose that has been explorative and 

descriptive. As mentioned in the limitations above, no clear generalization can be made based 

on this study. In future research, a sampling technique better fitted for generalization should be 

used. In order to understand the broadness of this misalignment and to be able to generalize, a 

larger, quantitate study needs to be conducted. This study can be seen as the first step where the 

potential problem was identified. As mentioned at the beginning of the thesis, the basis was the 

premises that there is a misalignment in the brand identity and brand image among large, 

established companies. This study has now demonstrated that this also is the case among small 

startups.  

 

It is furthermore suggested for future research to keep in mind the limitation discussed in the 

previous chapter. These limitations should be kept in mind and taken into consideration for 

future research. Alternative choices should be considered in order to not just expand on this 

study, but also to improve the findings. As mentioned in the findings section, this area should 

not any longer be seen as an oxymoron, but instead as an opportunity for future research. I hope 

that there within this area are more researches to come since there is need to help entrepreneurs 

develop research for them to rely on.  
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Appendix A – Interview Guidelines 
The data collection has as earlier mentioned been split into two separate sub-units in order to 

address both parts in this embedded multi-case study.  This interview guide for employees has 

been conducted to identify the characteristics or the startups brand identity. As mentioned 

before, is that the brand identity originates from the company. The questions are related to 

Kapferer´s Brand identity prism and its components. On the other hand, has the interview guide 

for customers been based on Keller´s three components of brand image. These interviews aim 

to understand and capture the customers perception of the brand. 

 

In the beginning of all interviews were the participants informed of the reason behind the study 

and clarification that the participants are attending on free will. Furthermore, have the 

participants been informed about their anonymity, and that their names will not be published.  

Lastly, were they informed of the potential complexity of the questions and that they should 

answers them as correct and truthfully as possible.  
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Appendix B – Intervju Guide Ledning (Swedish) 
Om personen 

Namn: 

Titel: 

Huvudsakliga arbetsuppgifter: 

 

Allmänna frågor 

Fråga 1. Hur många anställda har ert företag? 

Fråga 2. Vilken bransch är ni verksamma i? 

Fråga 3. Vad är det för produkt eller tjänst som ni tillverkar och/eller säljer? 

Varumärkesidentitet 

Fråga 4. Vad är ert företags vision? 

Fråga 5. Hur skulle du beskriva kulturen i [företag X]? 

Fråga 6. Hur skulle du beskriva [företag X] om det var en verklig person?  

Fråga 7. Hur skulle du beskriva de karakteristiska drag eller fysiska egenskaper som denna 

person har? 

Fråga 8. Kan du lista några värderingar som du anser att [företag X] står för? 

Fråga 9. Genomför ni några relationsfrämjande aktiviteter mot era kunder, om ja, vilka? 

Varumärkesimage 

Fråga 10. Vad betyder termen branding för dig? 

Fråga 11. Jobbar ni med varumärkesfrämjande? Om så, hur då? 

Fråga 12. Hur väl tror ni att era värderingar speglar era kunders värderingar? 

Fråga 13. Hur skulle du beskriva relationen mellan ert företag och era kunder? 

Fråga 14. Hur arbetar ni för att få era kunders förtroende för företaget? 

Fråga 15. Hur skulle ni som företag vilja uppfattas av era kunder? 

Fråga 16. Vad skulle du säga är fördelarna med [företag X] gentemot konkurrenter? 

Övriga frågor 

Fråga 17. Har du något övrigt du skulle vilja tilläga gällande detta ämne?  
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Appendix C – Intervju Guide Kunder (Swedish) 
Om personen 

Namn: 

Återkommande eller engångskund: 

 

Allmänna frågor 

Fråga 1. Skulle du se dig själv lojal kund till [företag x]? Varför eller varför inte? 

Fråga 2. Hur väl tycker du kommunikation mellan företaget och dig som kund fungerar? 

Fråga 3. Hur tycker du att du som kund har blivit bemött och behandlad av företaget? 

Varumärkesidentitet 

Fråga 4. Hur skulle du beskriva [företag X] om det var en verklig person? 

Fråga 5. Hur skulle du beskriva de karakteristiska drag eller fysiska egenskaper som denna 

person har? 

Fråga 6. Kan du lista några värderingar som [företag X] står för enligt dig? 

Varumärkesimage 

Fråga 7. Har du förtroende för [företag x]? 

Fråga 8. Vilka signaler skulle du säga att [företag x] skickar till dig som kund? 

Fråga 9. Tycker du företagets värderingar speglar dig och dina krav, om ja, hur? 

Fråga 10. Hur väl tycker du att [företag X] kommunicerar sina värderingar till din som kund? 

Fråga 11. Hur skulle du beskriva din relation som kund till [företag X]? 

Fråga 12. Av vilka anledningar väljer du [företag X] framför andra konkurrenter? 

Fråga 13. Vad skulle du säga är fördelarna med [företag X] framför konkurrenter? 

Övriga frågor 

Fråga 14. Har du något övrigt du skulle vilja tillägga gällande detta ämne?  
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Appendix D – Interview Guide Management (English) 
About the person 

Name: 

Position: 

Main responsibilities: 

 

General Questions 

Question 1. How many employees does the company have? 

Question 2. In what line of business is the company in? 

Question 3. What products or services are the company producing or selling? 

Brand Identity 

Question 4. What is the vision of the [company x]? 

Question 5. How would you describe the culture of [company x]? 

Question 6. How would you describe [company x] if it was a real person? 

Question 7. How would you describe the characteristics of physiques of this imaginary 

person? 

Question 8. Could you list some of the main values of [company x]? 

Question 9. Do you work with building relationships with your customers, if so, how? 

Brand Image 

Question 10. What does the term branding mean to you? 

Question 11. Do you work with branding in any way? If so, how? 

Question 12. How well do you think the values of [company x] are reflecting your customer? 

Question 13. How would you describe the relationship between your company and your 

customers? 

Question 14. How do you work with getting the customers trust for your company? 

Question 15. How do you like to be perceived by you customers? 

Question 16. What is your differentiation with your competitors? 

Other Questions 

Question 17. Do you have anything else you would like to add concerning the subject?  



E 
 

Appendix E – Interview Guide Customers (English) 
About the person 

Name: 

On-time or repeat customer: 

 

General Questions 

Question 1. Would you see yourself as a loyal customer to [company x]? Why or why not? 

Question 2. How well do you think the communication between you and the company works? 

Question 3. How do you think you have been met and treated by the company as a customer? 

Brand Identity 

Question 4. How would you describe [company X] if it was a real person? 

Question 5. How would you describe the characteristics or physiques of this person? 

Question 6. Can you list some values that [company X] stand for according to you? 

Brand Image 

Question 7. Do you trust in [company x]? 

Question 8. What message do you receive from [company x] through communication? 

Question 9. Do you think the company’s values reflects your values and your demands? If 

yes, how? 

Question 10. How well do you think [company X] are communication their values to its 

customers? 

Question 11. How would you describe your relation to [company X] as a customer? 

Question 12. Why do you prefer [company X] over the competitors? 

Question 13. What are the benefits with [company X] over alternative companies? 

Other Questions 

Question 14. Do you have anything else you would like to add concerning the subject? 


