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ABSTRACT

This thesis focuses on how the brand owner could use brand personality as a way to build and
maintain Swedish brands. To be able to get a picture of this, the research in this study has
been aimed to look at what kind of brand managers there are, the brand positioning state-
ments, the perceived brand personality and the way it is communicated through print ads. The
aim with these research questions has been to see how the brand personality fit in with the
positioning statements and the communication through print ads. The research was conducted
at three case study companies in the North of Sweden. The result from these case studies
shows that there are no official brand managers or any clear brand personality program. The
case study companies did not have a clear perception of their brand personality, but they all
had clear positioning statements, and from this an intuitive perception of the personality.
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1 INTRODUCTION

In this first chapter a series of topics are considered which deal with, background, research
problem, research purposes and limitations of this thesis.

1.1 BACKGROUND

No one can with certainty say why branding has arisen. A conceivable explanation could be
that branding satisfies a core need for the human being to show possession of objects. The
first kind of branding that’s historically supported, is the branding of cattle. There are ancient
Egyptian mural paintings that picture branding of different animals. Even if the concept of
branding has such old tradition, the brand of today is a relative late invention. (Melin, 1997)

What we could call the modern brand, first appeared under the second half of the 1800s and is
considered to have its origin in USA and Great Britain. In these countries the achievements of
the industrial revolution resulted in mass production, mass distribution and mass communica-
tion. The brand became a tool to differentiate all of these products and a way of enhancing the
products in the companies marketing efforts. (Melin & Urde, 1990)

According to Gordon & Corr (1990), Kapferer (1997) and Melin (1997) today’s obsession
with brands began with the Nestlé take-over of Rowntree in 1988, which demonstrated in
hard cash that the latent value of the Rowntree brands was some £1 billion. This spectacular
happening resulted in brand owners turning to examine their brand portfolios with a magni-
fying glass and with new respect (Gordon & Corr, 1990).

1.2 PROBLEM DISCUSSION

The increased focus on the value of strong brands has according to Melin (1997) led to or-
ganisational consequences for many companies. Due to the change of brand strategy in these
companies, there has been the development of different brand management posts. According
to Aaker (1996) there is a need for someone, or some group, to be in charge of designing the
brand identity in today’s competitive market.

The increased focus on brands has also led to a deeper understanding in the theories of build-
ing and maintaining the brand. Several authors have described how to develop and maintain
strong brands, and a couple of these are Hankinson & Cowking (1993).

According to Hankinson & Cowking (1993) developing and maintaining strong brands is a
five step process called the “The Branding Cycle” (see figure 1.1). The branding process is a
continuous cycle of research, planning, implementation and control. Creating a new brand
begins with research (step 1 in the branding cycle model) to identify key consumer needs,
both physical and psychological. These are relevant to the product category in order to help
develop an appropriate brand personality in terms of its physical attributes and symbolic val-
ues. The research will also explore product usage and status and the consumer’s perception of
competitive brands, their personalities and positioning in order to find the appropriate posi-
tioning of the new brand.
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Figure 1.1: The branding cycle
SOURCE: Hankinson & Cowking, 1993, p. 5

The research information provides the basis on which to plan and implement the brand propo-
sition (step 2). The brand proposition could collectively be called positioning and brand per-
sonality. For successful brands, the positioning and the personality are inextricably linked.
The positioning defines potential competitors and the personality distinguishes the brand.
Successful branding clearly depends upon implementing the correct combination of the com-
ponents of the (step 3) marketing mix which, in totality, serve to communicate the brand
proposition. (Ibid)

Effective communication will then lead to a clear association of the brand proposition with its
short forms, the brand name and strapline which, when combined with distinctive packaging,
act as communication triggers (step 4). Whether those triggers lead to acceptance or rejection
of the brand from the consumer will, as mentioned earlier, depend upon the “fit” between the
brand proposition and consumer’s physical and psychological needs and buying power (step
5). The cycle then continues through research, to monitor the brand progress. (Ibid)

The focus of this study is on the brand proposition that consists of the positioning statements
and the personality of the brand. This study will also look upon how the brand personality is
communicated through print ads. According to Hankinson & Cowking (1993) the operational
process of communicating the brand proposition could be achieved through different cam-
paigns, such as advertising, sponsorship, sales promotion, pack design, and public relations.
In some cases the emphases of the campaign could be developing the brand personality. In
other cases, the positioning and personality are so attached to one other that the campaign
both repositions the brand and modifies its personality. To understand how companies de-
velop and maintain a brand it is important to identify the people involved in this task. Ac-
cording to Aaker (1996) there need to be someone, or some group that is in charge of brand
development in today’s market. To have a competent brand manager in charge of developing
and maintaining brands is one of the keys to successful brand management.

4. COMMUNICATION
TRIGGERS

Brand Name
Strapline

Packaging

3. MARKETING
MIX

Product & packaging
Price

Communication
Distribution

5. THE CONSUMER

Physical needs
Psychological needs

Buying power

2. BRAND
PROPOSITION

Positioning
Personality

1. RESEARCH



CHAPTER 1.  INTRODUCTION

- 3 -

Murphy (1990) states, that an essential prerequisite of successful brand management is to
have a precise, agreed definition of the brand, its critical points of difference from competitive
brands and the satisfaction the brand delivers. A brand “blueprint” should be prepared and
agreed on for each of the company’s brands. It should detail the personality and positioning of
the brand.

According to Melin (1997) an attractive personality is considered to be a strong contributed
reason to the development of a strong brand. Assuming that having a brand personality is im-
portant, different questions arise: how does the brand manager recognise what the personality
parts of the brand proposition are, in what way do they fit with the brand positioning and in
what way are these communicated? Therefore, the research problem for this study becomes:
how can the brand personality bee a way of developing and maintaining a brand.

1.3 LIMITATIONS OF THE STUDY

The scope of the branding process cycle by Hankinson & Cowking (1993) and the limitation
in both resources and time has led this study to be focused on the brand proposition that con-
sists of the positioning statements and the personality of the brand. The limitation in both re-
sources and time has also led me to limit my study to Swedish companies.

There are several views that could be adapted in the research of branding. There is the brand
owner’s view, the consumer view and the competitors point of view. According to Murphy
the brand identity is the brand owners perception of the brand, which lead me to focus on the
brand owners view.

1.4 RESEARCH PROBLEM

Based on the above problem discussion and complying with the limitations set forth, a re-
search problem emerges: In what way can brand managers in Swedish companies use the
brand personality as a mean to develop and maintain a brand.
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2 LITERATURE REVIEW

In chapter one I discussed and presented an overall research problem. This enables me to nar-
row this study down to a specific area of research, namely the developers and the develop-
ment of the brand identity. But before going in to these areas, a look at the theories on brand
hierarchies will help us to better understand what we mean with the name “brand” in this
study.

2.1 BRAND HIERARCHIES

For the brand manager to systemise a company’s brand portfolio, the brand manager has to
develop a brand hierarchy, which defines in what way the company’s different brands are
related to each other.

According to Melin (1997) the corporate name plays a central role in a brand hierarchy, be-
cause it represents the organisations field of action. A corporate name could also function as a
brand. Both Kapferer (1997) and Melin (1997) talk about strategic brands but they use differ-
ent names. Kapferer talk about the classic umbrella brand and Melin about the mother brand
when the products keep their generic names and are signed with the corporate name. A
mother brand could have several sub brands, also called daughter brands. Characteristic of
this relationship is that the sub-brand plays the central role and the mother-brand only has a
supportive role. The company puts its name beside the product; it’s accompanied by the cor-
porate logo. The third autonomous policy makes exclusive use of the product brand.

According to Aaker (1996) brands within a system usually fall into a natural hierarchy (see
table 2.1). Brands at each level in the hierarchy have a particular role to play in the system,
and brands on one level often have important relationships with those on other levels.

Table 2.1: Brand Hierarchies

SOURCE: Aaker, 1996, p. 242
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Corporate brand identifies the corporation behind the product or service offering. The Gen-
eral Motors corporate brand, for example, represents the organisation that makes GM auto-
mobiles, including the people, programs, systems, values, and culture.

Range brand is a brand that ranges over several product classes. Thus such corporate brands
as GM, Nestlé, and Hewlett-Packard are themselves range brands.

Product line brands are the brands associated with organisations specific products: for exam-
ple, Chevrolet Lumina, Carnation Instant breakfast, and HP LaserJet IV.

Subbrand can be a way of refining basic products brands, as with the LaserJet IV SE, Carna-
tion Instant Breakfast Swiss Chocolate. A second and third level of subbrands can addition-
ally refine the product offering.

Feature/service branding can be a way to further delineate the brand. Thus Chevrolet can
offer the Mr. Goodwrench Service System and Carnation can use NutraSweet.

2.2 BRAND MANAGEMENT

Companies that are good at developing strong brands usually have strong brand developing
culture, including clearly defined values, norms, and organisational symbols. Brand develop-
ment is accepted in these firms: Top management visibly supports the brands, and actions that
put brands at risk are questioned as a matter of course. According to Aaker (1996) there need
to be someone, or some group that is in charge of designing the brand identity in today’s mar-
ket. In charge of seeing to that identity implementation is effective and efficient; of ensuring
that the identity is not compromised; and of designing crisis management plans to handle pos-
sible disasters.

According to Upshaw (1995) a popular term in marketing circles is “brand stewards”. Brand
stewards are those, such as brand managers, marketing managers, or category managers, who
are directly responsible for the welfare of a brand. Brand stewards also include those who
work on brand assignments at marketing communications agencies and who have (or should
have) a major influence on a brand’s marketing program. The other term that is frequently
mentioned is “brand team”, which is a cadre of team members who ideally complement one
another in managing brands and their identities.

There are according to Aaker (1996) several models of brand management that have proven
successful for different companies.

The Brand Managers have traditionally had strategic and tactical responsibility for their
brand, including having responsibility for the brand’s identity and position, maintaining that
identity by securing needed investments, and making sure that all media efforts are consistent
with the identity. Some firms have separated brand strategy from the implementation of the
marketing program.

The Brand Equity Manager (some times labelled as a brand manager) is in charge of creating
and maintaining the brand identity and co-ordinating it over products and markets. Freed from
the tactical management of the brand, this manager is responsible for strategic brand research
and brand equity measurement.
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The Range Brand Manager is a person who looks after the strategic interests of the brand
across the different business.

The Global Brand Manager is in charge of developing a brand identity world-wide, ensuring
that the companies in each country are faithful to the brand strategy, communicating and fa-
cilitating best practices, and encouraging consistency and synergy across countries.

The C.E.O. (Chief Executive Officer) is in some firms in charge of the brand, and all deci-
sions that put the brand at risk need to be approved at the top. The C.E.O., of course, has the
authority to cross business units to prevent risky programs or to provide resources when and
where they are needed. In practice, brand stewardship is often housed at the highest level of
the organisation in some variant of the “CEO in charge” model, called the brand champions.

The Category Manager role was created in response to the need for companies to think more
broadly about efficiencies in distribution and logistics. When a brand identity is tied to a cate-
gory (such as oral hygiene products), the category manager is in a good position to manage
the brand strategically by developing strategies and programs among sub-brands and across
products within the category.

A Brand Committee that spans the organisation can address co-ordination across business.
The role of the brand committee is to develop an identity position for the brand, to make sure
it is communicated, and to facilitate co-ordination and synergy in the brand building activi-
ties. To reduce the co-ordination problem and to increase opportunities for synergy, a firm can
centralise the various communications functions under a single manager, a communications
Co-ordinator. A brand strategy needs a single architect, someone who will implement and co-
ordinate a cohesive brand strategy across multiple media and markets.

The Communications Coordinator is a single manager who a firm has centralised various
communications functions under, to reduce co-ordination problem and to increase opportuni-
ties for synergy.

The Advertising Agency is often a strong candidate for the role of a communications co-
ordinator. In fact, the best brand strategists may be agency personnel. Agencies attract em-
ployees who are interested in brand strategy, and these employees often develop brand strat-
egy toolkits and gain insight and experience because of their exposure to different brands and
brand contexts.

2.3 BRAND IDENTITY

The building blocks for a total brand identity consists of two core components, the brand po-
sitioning and personality. The identity of a brand is largely formed from the confluence of its
positioning and strategic personality, that is, from the singular way in which those two core
components stream together, and outward toward the prospect (see figure 2.1). (Upshaw,
1995)

Other building blocks are the product performance, the brand name, its logo and graphic sys-
tem, the brand’s marketing communications, and other ways in which the brand comes into
contact with its target audience. (Ibid)
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Figure 2.1: The core of the brand identity
SOURCE: Upshaw, 1995, p. 24

The identity is a brand’s DNA configuration, a particular set of brand elements, blended in a
unique way, which determines how the brand will be perceived in the marketplace. However,
the positioning and strategic personality of a brand is proposed by the marketer, but can exist
only if those on the receiving end actually buy into the proposition.

Kapferer (1997) has developed a model on brand development, the so-called “Brand Identity
Prism” (see figure 2.2). He states that the main objective for the brand owner is to develop a
core identity that can be persistent and consistent over a long time period. The fundamental
assumption to succeed in this intention is that the brand owner in a successful way brings
about an attractive picture of the brand, consisting of factors related to relevant product attrib-
utes (physique) and to the brand personality.

Kapferer´s model on the brand identity also clearly shows how important the brand personal-
ity is in the development of a strong brand identity.
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Figure 2.2: Brand Identity Prism
SOURCE: Kapferer, 1997, p. 100

It is important to the brand owner that the brand identity in some way is a reflection of how
the buyer wants to be perceived, at the same time the identity must be in accordance with the
buyer’s self-image. To build a strong brand identity it is necessary to strive for strong con-
nections between the brand and the buyer. (Ibid)

In the identity-prism there are two types of connections, relationship and culture. Relationship
means that the purpose of brand identity is to bring about a feeling of creating social relations,
as an example between a man and a woman concerning perfume. The culture means that the
company behind the product influences the brand identity, by its organisational norms and
values. To be able to develop a strong brand identity it is natural to start from the physiques of
the product and the brand personality, which are the parameters that the brand owner controls.
(Ibid)

Aaker (1996) has identified twelve important factors that influence the development of brand
identity. These twelve factors have been divided into four different groups, at which the de-
velopment of the brand identity could occur with the starting point from the product, organi-
sation, personality and symbols.

These four different groups have very different perspectives, and their goal is to help the
strategist consider different brand elements and patterns that can help clarify, enrich, and dif-
ferentiate an identity. A more detailed identity will also help guide implementation decisions.
Aakers view on brand identity and its development is summarised in a “brand identity sys-
tem” (see figure 2.3).
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PICTURE OF RECIPENT
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Self-imageReflection

Relation-
ship
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INTERNALI-
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EXTERNALI-
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Figure 2.3: Brand Identity Planning model
SOURCE: Aaker, 1996, p. 177
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Product related associations would always be an important part of a brand identity because
they are directly linked to brand choice decisions and user experience. The brand as organisa-
tion perspective focuses on attributes of the organisation rather than those of the product or
service. The brand as person perspective suggests a brand identity that is richer and more in-
teresting than one based on product attributes. Like a person, a brand can be perceived as be-
ing upscale, competent, impressive, trustworthy, fun, active, humorous, casual, formal, youth-
ful, or intellectual. A strong symbol can provide cohesion and structure to an identity and
make it much easier to gain recognition and recall. Its presence can be a key ingredient of
brand development and its absence can be a substantial handicap. Anything that represents the
brand can be a symbol, including programs such as the Ronald McDonald House for
McDonalds or the no-haggle pricing policy for Saturn. (Aaker, 1996)

Not every brand identity needs to employ all or even several of these perspectives. For some
brands, only one will be viable and appropriate. Each brand should, however, consider all of
the perspectives and use those that are helpful in articulating what the brand should stand for
in the customer’s mind. (Ibid)

Aakers brand identity system is strongly influenced by Kapferers pioneer work in this area, as
well in the concept and the content. According to Melin (1997) Aaker doesn’t really contrib-
ute anything new at the whole and the contribution he makes in the discussion of brand iden-
tity is limited to the structural division of the factors of development of the brand identity.
What all of these authors (Upshaw, 1995) ( Kapferer, 1997) ( Aaker, 1997) have in common
is their view on the importance of brand personality in development of a brand identity.

2.3.1 BRAND POSITIONING

A brands positioning is the compass of its identity, pointing toward the place where it can
leverage the most power in the category in which it competes, and establish the most powerful
leverage within the lives of its potential users. How a brand is recognised in the marketplace
is based largely on its personality, but what it means in someone’s life is derived from its po-
sitioning. (Upshaw, 1995)

Kotler (1997) states that the positioning is the act of designing the company’s offering and
image so that they occupy a meaningful and distinct competitive position in the target cus-
tomer’s minds. According to Kapferer (1997) positioning a brand means emphasising the dis-
tinctive characteristics that make it different from its competitors and appealing to the public.

Communication objectives need to be established, and execution planned and implemented.
The place to start is with a brand position statement, the cornerstone of the communications
program. Kapferer (1997) states that the brand positioning is a result from an analytical proc-
ess based on the four following questions:

A brand for what? This refers to the brand promise and consumer benefit aspect: Orangina
has real orange pulp, the Body Shop is environment friendly, Twix gets rid of hunger, Volks-
wagen is reliable.
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A brand for whom? This refers to the target aspect. For a long time, Schweppes was the drink
of the refined, Snapple the soft drink for adults, Tango or Yoohoo the drink for teenagers.

A brand for when? This refers to the occasion when the product will be consumed. When a
brand says, “we try harder”, for instance, it caters to customers with pressing requests, J&B
whisky caters to night owls.

A brand against whom? In today’s competitive context, this question defines the main com-
petitor(s), i.e. those whose clientele we think we can partly capture. Tuborg and other expen-
sive imported beers thus also compete against whisky, gin and vodka.

These four questions (see figure 2.4) help position the product or brand and make its contri-
bution immediately obvious to the customer.

Figure 2.4: Positioning a brand.
SOURCE: Kapferer, 1997, p. 97

2.3.2 BRAND PERSONALITY

A brand personality is as mentioned earlier one of the most important factors in developing a
strong brand identity. In the brand management literature Kapferer was (according to Aaker,
1997) one of the first to introduce it in the 1970s. It is usually defined as “the outward face of
a brand, its characteristics most closely associated with human traits” (Upshaw, 1995).

According to Melin (1997) the characteristic for the discussion about the brand personality is
that it has pronounced animistic features. This because that the objective with creating a per-
sonality is to humanise the brand-product, to give it a spirit.

Aaker (1996) states that the perceived personality of a person is affected by nearly everything
associated with that person – including his or her neighbourhood, friends, activities, clothes,
and manner of interacting – so too is a brand personality.

For whom?

Against whom?

Why?

When?
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The idea behind developing in some degree an attractive personality is the assumption that the
buyer chooses brand products in the same way they choose friends (Melin, 1997). The buyers
are expected to choose brand products that they want to associate with and to be seen with.
This means that the buyer chooses brand products that they feel related to and confirms their
own self image (Biel, 1992).

An attractive and charismatic personality is considered to be a strong contributed reason to the
development of a deep, strong and long-lasting relation between the consumer and a brand
product. In brand management terms this is an expression of brand-loyalty, which explains
why personality is considered to be so important for a brand-products success. (Melin, 1997)

2.3.2.1 Variables of brand personality

The same vocabulary used to describe a person can be used to describe a brand personality. In
particular, a brand can be described by demographics (age, gender, social class, and race),
lifestyle (activities, interests, and opinions) or human personality traits (such as extroversion,
agreeableness, and dependability).

The fact that there had been a considerable amount of research in personality psychology to
conceptualise human personality and explore the meaning of each dimension, no parallel re-
search had been conducted in consumer behaviour on brand personality. This was the situa-
tion when Aaker, J.L. (1997) (not to be confused with Aaker, D.A. (1996)) set out to develop
a framework of brand personality dimensions.

Aaker (1997) developed a 42 item Brand Personality Scale (BPS) to structure and measure the
brand personality of any brand across five key dimensions – Sincerity, Excitement, Compe-
tence, Sophistication, and Ruggedness. This brand personality framework and scale can be
used to gain practical insight into the antecedents and consequences of brand personality.

The objective of the research was to develop a framework of brand personality dimensions
and a reliable, valid, and generalised scale to measure personality dimensions. Practical appli-
cations of this research are that there is an alternative to the ad hoc scales currently used.
Moreover, the scale can be used to compare personalities of brands across product categories.

The five dimensions explain nearly all (93 %) of the observed differences between the brands.
Each of the five dimensions has been divided into fifteen facets to provide texture and de-
scriptive insight regarding the nature and structure of the dimensions.  (Aaker, 1996) (see ta-
ble 2.2)

The table shown is Aaker´s (1996) interpretation of the Brand personality Scale variables
used by Aaker (1997).
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Table 2.2: A Brand Personality Scale (BPS)

SOURCE: Aaker, 1996, p. 144

According to Aaker (1997) these five different dimensions and 15 facets of the brand person-
ality could as a framework be used to gain theoretical and practical insight into the antece-
dents and consequences of brand personality, which have received a significant amount of
attention but little empirical testing. In terms of antecedents, many have suggested that brand
personality should be created by a variety of marketing variables (e.g., user imagery, adver-
tising, packaging and so on).

2.3.2.2 Implementing the brand personality

According to Aaker (1996) there are several brand personality drivers divided in product and
non-product related characteristics. Product related characteristics could be primary drivers of
a brand personality (see table 2.3).

Product category can be affecting the personality. A bank or insurance company, for exam-
ple, will tend to assume a stereotypical “banker” personality (competent, serious, masculine,
older, and upper class). An athletic shoe like Nike or Reebok might tend to be rugged, out-
doorsy, and adventurous, as well as young and lively.

SINCERITY (Campbell´s, Hallmark, Kodak)
Down-To-Earth: family-oriented, smalltown, conventional, blue-collar
Honest: sincere, real, ethical, thoughtful, caring
Wholesome: original, genuine, ageless, classic, old-fashioned
Cheerful: sentimental, friendly, warm, happy

EXCITEMENT (Porsche, Absolut, Benetton)
Daring: trendy, exciting, off-beat, flashy, provocative
Spirited: cool, young, lively, outgoing, adventurous
Imagintative: unique, humorous, surprising, artistic, fun
Up-To-Date: independent, contemporary, innovative, aggressive

COMPETENCE (Amex, CNN, IBM)
Reliable: hardworking, secure, efficient, trustworthy, careful
Intelligent: technical, corporate, serious
Successful: leader, confident, influential

SOPHISTICATION (Lexus, Mercedes, Revlon)
Upper Class: glamorous, good-looking, pretentious, sophisticated
Charming: feminine, smooth, sexy, gentle

RUGGEDNESS (Levi´s, Marlboro, Nike)
Outdoorsy: masculine, Western, active, athletic
Tough: rugged, strong, no-nonsense
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A package or feature can also influence the brand personality, just as the white box with black
splotches (reminiscent of Holstein cows) provides a down-to-earth personality for Gateway
Computer. (Aaker, 1996)

A high priced brand such, as Tiffany might be considered wealthy, stylish and perhaps a bit
snobbish.

Product attributes often affect the brand personality. If a brand is “light” (such as Coors Lite,
Weight Watchers, or Dryers Light) the brand personality might be described as being slender
and athletic.

Table 2.3: Brand Personality Drivers

SOURCE. Aaker, 1996, p. 146

Non-product-related characteristics also affect a brand personality, and there are several ways
of doing this. (Ibid)

User imagery is a classical example of developing a personality. Levi´s, uses the idealised
pictures of either women ore male users in their advertising, which the buyer is supposed to
identify with (Melin, 1997). According to Aaker, (1996) user imagery can be based on either
typical (people you see using the brand) or idealised users (as portrayed in advertising and
elsewhere). User imagery can be a powerful driver of brand personality, in part because the
user is already a person and thus the difficulty of conceptualising the brand personality is re-
duced.

Sponsorships, such as events sponsored by the brand will influence its personality. Swatch,
for example, reinforces its offbeat (even outrageous), youthful personality with targeted spon-
sorships that have included the Freestyle Ski World Cup, the First International Breakdancing
Championship. (Melin, 1997)

To use symbols is According to Melin (1997) one way of developing a personality, many
companies use constructed symbols instead of real people. These symbols are visual meta-
phors that in contradictory to living people can be controlled by the company.

  Product- Related
  Characteristics

  Non-Product-Related
  Characteristics

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

- User Imagery (Levi´s 501)
- Sponsorships (Swatch)
- Symbol ( Marlboro Country)
- Age (Kodak)
- County of Origin (Audi)
- Company Image(The Body Shop)
- C.E.O. (Bill Gates of Microsoft)
- Celebrity Endorsers ( Jell-0)
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It is common that symbols have a highly intrinsic distinction ability, which gives them ability
to be registered as brands/trademarks. The best known example of successful symbols is
Ronald McDonald, the Marlboro-man and Johnnie Walker. Aaker (1996) states that a symbol
can be a powerful influence on brand personality because it can be controlled and can have
extremely strong associations. Apple’s bitten apple, The Marlboro cowboy, the Michelin man
all helps to create and reinforce a personality for their brands.

The age, or how long a brand has been on the market can effect its personality. Thus, newer
entrants such as Apple, MCI, and Saturn tend to have younger brand personalities then brands
such as IBM, AT&T, and Chevrolet, and it is all to common for a major or dominant brand to
be seen as stodgy and old-fashioned, a brand for older people. (Ibid)

Country of origin can be important in building a personality. Citroen has in its marketing de-
liberately pointed out its national origin, to bring about its pronounced French personality
(Melin, 1997). A German brand like Audi might capture some perceived characteristics of
German people (such as being precise, serious, and hardworking). (Ibid)

Company image such as the company image of the The Body Shop might suggest a social
activist working hard to stimulate change. (Ibid)

Distinctive advertising is according to Melin (1997) an important part in the marketing of
Absolut vodka that has given famous artists the right to use the image of the bottle in their
work. These pieces of art has been used in their advertising, which have in a large degree
contributed to give Absolut vodka an exiting and sophisticated personality.

C.E.O. could also bee used to build a brand personality. The personality of a visible C.E.O.
such as Bill Gates can transfer to the brand. (Ibid)

Celebrity endorsers have for a long time been one of the most usual ways of developing a
brand personality, The idea behind linking a brand-product with famous persons, like models,
actors or artists from the world of music and sports is to create positive brand-associations.
This is for the most part a successful way because the buyers/consumers want to identify with
these persons. (Ibid)

Advertising is often considered one of the most effective media for communicating with the
consumer. Very often the consumer is captive, sitting in front of a television screen or reading
a magazine. This provides an opportunity to establish a relationship with the consumer, a re-
lationship in which the advertising can communicate both a personality and a position. Every
advertisement should be thought of as a contribution to the brand personality.

For mature brands, advertising may seek to reinforce the existing, and hopefully successful,
brand proposition. For ageing brands, on the other hand, there may be a need to reposition the
brand in ways that make the brand personality more relevant to its target consumer (who may
have changed) or to today’s life-style (which certainly will have changed), or both. However
for new brands there will be a need to create an attractive and distinctive brand proposition
from nothing. (Hankinson & Cowking, 1993)
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2.3.2.3 Visual presentation of brand personality

According to Ghose (1994) Marketing managers commonly face the task of understanding
how consumers perceive the firm’s brand. This is not a simple job since it involves compre-
hending several types of information. Therefore a mechanism is needed by which this com-
plex interrelationship of information can be converted accurately to the manager in a form
which is easy to understand, and that’s why visual representations often are used. Such repre-
sentations or displays typically fall into two categories: perceptual maps and trees. The lit-
erature indicates the existence of two kinds of visual representations: perceptual and prefer-
ence. Perceptual displays are used for understanding product positioning, product design is-
sues and competitive market structure etcetera, while preference displays are used mostly to
predict choice probabilities.

According to Hankinson & Cowking (1993) there are several mapping techniques, including
principal components analysis, principal co-ordinates analysis and multidimensional scaling
that can be used to produce brand maps or perceptual as they are sometimes referred to. In all
these techniques the similarities between brands are measured across a large collection of
relevant dimensions (or variables).

There is according to Melin (1997) a technique to visualise brand personality into a position-
ing map called IMPMAP (see figure 2.5).

Figure 2.5: Brand personality visualised by IMPMAP
SOURCE: Melin , 1997, p. 263
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The personality that is visualised on an IMPMAP is close to origo in the map. The brand per-
sonality shown in the figure is more of a lively, open harmonious and powerful (extro-
vert/expressive) than cold, defensive, rigid or reserved (introvert/repressive). (Melin, 1997)

There are several other techniques to visualise the brand personality. Biel (1992) uses a brand
personality map that displays the brand relative to other brands. Hankinson & Cowking
(1993) use both a simple two-dimensional map and a map where similarity across different
brands with four dimensions superimposed.

All of these techniques to visualise the brand personality have in common that they are used
to show how the consumer perceives the brand. The IMPMAP uses a qualitative technique to
gain information about the personality of a brand. The other techniques mentioned earlier uses
a quantitative technique in form of a scale that’s similar to the one Aaker (1997) developed.

Aaker (1997) gave no guidance in her article to which kind of personality map should be ap-
propriate to use to visualise the results of using the Brand Personality Scale (BPS). After a
correspondence with her, she approved to two ways of visualising the BPS. The first one is a
polar chart that shows the 15 different brand personality facets (see figure 2.6). This polar
chart gives the brand owner a clear view of the important brand personality variables that
should be communicated towards the target market. The other way is by using bar charts.

Figure 2.6: Polar chart visualising different facets of brand personality

This polar chart is later in this study used as a visual shortcut, which gives the brand person-
ality a face, and makes it easy to understand and compare to the other brand personalities in
this study.
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2.4 SUMMARY AND RESEARCH QUESTIONS

The overall purpose with this thesis is to throw light upon how brand managers in Swedish
companies use the brand personality as a mean to develop and maintain competitive brands.
This chapter has provided a literature review in the areas of research considered to be vital for
this study:

Brand management: which is important to look at, due to the fact that competent brand
management is one of the key factors for successful branding.

Brand positioning: which is important due to the fact that the positioning and the personality
of a brand are so inextricably linked, that it is impossible to view the personality of a brand
without viewing the positioning. It also gives this study a first source of evidence on the per-
ceived brand personality by the brand owners.

Brand personality: is actually what this study is focusing on, this to get a clear picture of
how it could be a way of improving development and maintenance of brands.

Brand personality implementation: gives an understanding in how the positioning and per-
sonality is communicated through the print ads. It is also a way of gaining a second source of
evidence on the perceived personality by the brand owners.

To get an understanding of the overall purpose of this study, I have four research questions:

1. Who is in charge of developing the brand personality in the company?
2. What are the brand positioning statements?
3. What is the brand owner’s perception of their brand personality?
4. How is the brand personality communicated through print ads to the consumer?

These four research questions will lead to the understanding of the overall purpose, how the
use of brand personality could be used to improve the development and maintenance of
brands. Investigating how the brand managers (brand owners) perceive their brands, and
compare this to the positioning statements and communication through print ads will hope-
fully lead to this understanding.
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3 FRAME OF REFERENCE

The previous chapter provided an overview of the relevant literature for this study, which in
turn gave rise to four research questions. According to Foster (1998) the purpose of the frame
of reference chapter, is to provide the conceptualisation that will allow the researcher to an-
swer the study’s research questions. The frame of reference, which results from this conceptu-
alisation, is what will guide this study’s data collection. All of this is presented schematically
below (see figure 3.1).

Figure 3.1: Schematic presentation of chapter three
SOURCE: Foster, 1998, p. 73

3.1 CONCEPTUALISATION

According to Miles & Huberman (1994), a conceptual framework explains the main dimen-
sions to be studied – the key factors, or variables – and the presumed relationships among
them. According to Foster (1998) it is often easier to generate a conceptual framework after
you have made a list of research questions.

The first research question is about whom is in charge of developing the brand personality in
the company. The second research question is about what kind of personality the brand has
according to the brand owner. The third research question is in what way the brand personal-
ity is linked to the brand positioning statements. The final research question focuses on how
the brand personality is communicated to the consumer.

 CHAPTER TWO

 Research questions 1-4:

 1. who is in charge of developing the
     brand personality in the company?

 2. what are the brand positioning
     statements?

 3. what is the brand owners
     perception of their brand personality?

 4. how is the brand personality
     communicated through print ads?

 Conseptualisation
 of variables in
 the research questions

Emerged Frame
of reference
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3.1.1 BRAND MANAGEMENT: Research Question One

The overall purpose with this thesis is to throw light upon how brand managers in Swedish
companies use the brand personality as a mean to develop and maintain competitive brands.
This has led to the first research question, which is, who is in charge of developing the brand
personality in the company. Regarding the different kind of models of brand management, I
will use the different models presented earlier by Aaker (1996) (see table 3.1). The reason for
this is that it provides the most extensive understanding of the brand management concept.

Table 3.1: Different types of Brand Management

SOURCE: Aaker, 1996, pp 343

The Brand Manager have traditionally had strategic and tactical responsibility for their brand,
including having responsibility for the brand’s identity and position, maintaining that identity
by securing needed investments, and making sure that all media efforts are consistent with the
identity.

The Brand Equity Manager who is in charge of creating and maintaining the brand identity
and co-ordinating it over products and markets. Freed from the tactical management of the
brand, this manager is responsible for strategic brand research and brand equity measurement.

The Range Brand Manager is someone who looks after the strategic interests of the brand
across the different business.

The Global Brand Manager is in charge of developing a brand identity world-wide, ensuring
that the companies in each country are faithful to the brand strategy, communicating and fa-
cilitating best practices, and encouraging consistency and synergy across countries.

   - The Brand Manager

   - The Brand Equity Manager

   - The Range Brand Manager

   - The Global Brand Manager

   - The C.E.O.

   - The Category Manager

   - The Brand Committee

   - The Advertising Agency

DIFFERENT TYPES OF
BRAND MANAGEMENT

   - The Communications Coordinator

   - The Brand Champion
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The C.E.O. (Chief Executive Officer) is in some firms in charge of the brand, and all deci-
sions that put the brand at risk need to be approved at the top. The C.E.O. has the authority to
cross business units to prevent risky programs or to provide resources when and where they
are needed.

The Brand Champion is often housed at the highest level of the organisation in some variant
of the “CEO in charge” model.

The Category Manager role was created in response to the need for companies to think more
broadly about efficiencies in distribution and logistics. When a brand identity is tied to a cate-
gory the category manager is in a good position to manage the brand strategically by devel-
oping strategies and programs among sub-brands and across products within the category.

The Brand Committee that spans the organisation can address co-ordination across business.
The role of the brand committee is to develop an identity position for the brand, to make sure
it is communicated, and to facilitate co-ordination and synergy in the brand building activi-
ties.

The Communications Coordinator is a single manager who a firm has centralised various
communications functions under, to reduce co-ordination problem and to increase opportuni-
ties for synergy.

The Advertising Agency is often a strong candidate for this role. In fact, the best brand strate-
gists may be agency personnel. Agencies attract employees who are interested in brand strat-
egy, and these employees often develop brand strategy toolkits and gain insight and experi-
ence because of their exposure to different brands and brand contexts.

3.1.2 BRAND POSITIONING: Research Question Two

The second research question is in what way the brand personality is linked to the brand posi-
tioning statements. Regarding positioning, this study will use the framework for positioning a
brand by Kapferer (1997). The author states that the brand positioning is a result from an
analytical process based on the following four questions:

A brand for what? This refers to the brand promise and consumer benefit aspect: Orangina
has real orange pulp, the Body Shop is environment friendly, Twix gets rid of hunger, and
Volkswagen is reliable.

A brand for whom? This refers to the target aspect. For a long time, Schweppes was the drink
of the refined, Snapple the soft drink for adults, Tango or Yoohoo the drink for teenagers.

A brand for when? This refers to the occasion when the product will be consumed. When a
brand says, “we try harder”, for instance, it caters to customers with pressing requests, J&B
whisky caters to night owls.

A brand against whom? In today’s competitive context, this question defines the main com-
petitor(s), i.e. those whose clientele we think we can partly capture. Tuborg and other expen-
sive imported beers thus also compete against whisky, gin and vodka.
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These four questions (see figure 3.2) help position the product or brand and make its contri-
bution immediately obvious to the customer.

Figure 3.2: Positioning a brand
SOURCE: Kapferer, 1997, p. 97

3.1.3 BRAND PERSONALITY: Research Question Three

According to Hankinson & Cowking (1993) the brand proposition could collectively be called
positioning and brand personality, and these are inextricably linked for successful brands. The
positioning defines potential competitors and the personality distinguishes the brand. This has
led me to the second and third research questions. The third research question is about what
kind of personality the brand has according to the brand owner. Regarding to the brand per-
sonality, this study will use the brand personality variables that Aaker (1997) developed.

The reason for this selection is that Aaker (1997) is one of the first who developed a theoreti-
cal framework of the brand personality dimensions and a reliable, valid and generalisable
scale to measure the dimensions. Aaker (1997) developed a 42-item Brand Personality Scale
to structure and measure the brand personality of any brand across five key dimensions, Sin-
cerity, Excitement, Competence, Sophistication, and Ruggedness.

Each of these five dimensions has been divided into fifteen facets to provide texture and de-
scriptive insight regarding the nature and structure of the dimensions. The brand personality
variables this study will use are these 42 traits, divided in five different dimensions of brand
personality (see table 3.2).

For whom?

Against whom?

Why?

When?
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Table 3.2: A Brand Personality Scale (BPS)

SOURCE: Aaker, 1997, Appendix A

3.1.4 BRAND PERSONALITY IMPLEMENTATION: Research Question Four

Advertising is often considered one of the most effective media for communicating with the
consumer. Very often the consumer is captive, sitting in front of a television screen or reading
a magazine. This provides an opportunity to establish a relationship with the consumer, a re-
lationship in which the advertising can communicate both a personality and a positioning.
Every advertisement should be thought of as a contribution to the brand personality.

This brings us to the fourth research question, which asks how the brand personality is com-
municated to their target audience through print ads. To be able to pinpoint the print ads, I
have chosen to look at Aaker´s (1996) model of Brand Personality drivers (see table 2.3. p
13), due to the fact that it gives a thorough and extensive view of the complexity of brand
personality communication.

I will only use the non-product-related variables (see table 3.3), because they are most proba-
bly to be communicated through print ads.

SINCERITY
Down-To-Earth: family-oriented, smalltown
Honest: sincere, real
Wholesome: original
Cheerful: sentimental, friendly

EXCITEMENT
Daring: trendy, exciting
Spirited: cool, young
Imagintative: unique
Up-To-Date: independent, contemporary

COMPETENCE
Reliable: hardworking, secure
Intelligent: technical, corporate
Successful: leader, confident

SOPHISTICATION
Upper Class: glamorous, good-looking
Charming: feminine, smooth

RUGGEDNESS
Outdoorsy: masculine, Western
Tough: rugged
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Table 3.3: Brand Personality Drivers

SOURCE: Aaker, 1996, p. 146

User Imagery is a classical example of developing a personality. The advertising uses the ide-
alised pictures of either women ore male users, which the buyer is supposed to identify with.
This variable is clearly possible to use in print ads.

Sponsorships, such as events sponsored by the brand will influence its personality. Although
print advertising could be a part of such an event, it is the event itself that contributes to the
personality. That’s why I don’t consider this variable a valid one for my research.

The use of symbols is one way of developing a personality, and is clearly a variable that is
possible to use in print ads.

Age is the length that a brand has been on the market, and this can effect its personality, and is
a variable that could be used in print ads.

Country of origin can be important in building a personality, and could clearly be communi-
cated through print ads.

Company Image such as the company image of the “The Body Shop” might suggest a social
activist working hard to stimulate change.

Designing distinctive advertising is an important part in the marketing of Absolut Vodka, that
has been to give famous artists the mission to paint the bottle. These pieces of art has been
used in their advertising, which have in a large degree contributed to give Absolut vodka an
exiting and sophisticated personality.

C.E.O. as a mean to build the personality of a visible C.E.O. such as Bill Gates can also trans-
fer to the brand.

  BRAND PERSONALITY DRIVERS

User Imagery

Sponsorships

Celebrity Endorsers

C.E.O.

Company Image

County of Origin

Age

Symbol
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Celebrity Endorsers have for a long time been one of the most usual ways of developing a
brand personality, The idea behind to link a brand-product with famous persons, like models,
actors or artists from the world of music and sports is to create positive brand-associations.

3.2 THE EMERGED FRAME OF REFERENCE

According to Foster, (1998) the conceptualisation will allow the researcher to answer the
study’s research questions. The frame of reference, which results from the conceptualisation,
is what will guide the study’s data collection.

The emerged frame of reference is presented graphically in figure 3.3.

Figure 3.3: The emerged frame of reference

The frame of reference presented shows that there is some kind of brand manager who is in
charge of developing a brand personality. The brand personality is inextricably linked to the
brand positioning, so it is important to understand the relationship between these. It is also
important to see if there is any relationship between the perceived brand personality and the
brand implementation.

This emerged frame of reference presented will be the foundation from which data will be
collected. This will also give the foundation for the frame that is used to get an understanding
of how brand personality could be a way of developing and maintaining brands.

BRAND
MANAGER

BRAND
POSITIONING

BRAND
PERSONALITY

BRAND PROPOSITION

BRAND
PERSONALITY

IMPLEMENTATION

TARGET
AUDIENCE

(buyer)
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4 RESEARCH METHODOLOGY

In this chapter I will cover the research methodology that will be used for collecting the data
to obtain answers to the research questions.

4.1 RESEARCH POSITION

According to Lekvall & Wahlbin (1993) four types of research positions can be defined de-
pending on the type of information required to deal with the research problem: exploratory,
descriptive, casual and predictive research. Exploratory research is to give a basic knowledge
and understanding to a problem area, often used to be able to specify the task for a later re-
search or to give rise to ideas for alternative actions (Lekvall & Wahlbin, 1993).

Descriptive research describes characteristics of a population. Marketing managers frequently
need to determine who purchases a product, portray the size of the market, identify competitor
actions, and so on. Descriptive research seeks to determine the answers to who, what, when,
where, and how questions. (Zikmund, 1994)

I have selected an exploratory and descriptive approach to my research. This because my re-
search problem is to describe in what way companies in Sweden use brand personality as a
way to develop and maintain brands. Since I am seeking insights into a general nature of a
problem, the possible decision alternatives, and relevant variables that need to be considered,
I have chosen to conduct an exploratory research. Since my goal also has been to provide an
accurate snapshot of an aspect of the market environment I will also describe what I find.

4.2 RESEARCH APPROACH

According to Holme & Solvang (1991) there are two different research approaches in the field
of social science, qualitative and quantitative. Qualitative research is conducted to find out
what people think and how they feel – or at any rate, what they say, they think and how they
say they feel. The method is characterised by the nearness to the source of the collected in-
formation. Quantitative research is more formalised and structured than the qualitative re-
search. Planning and arrangement is characterised by selectivity and distance to the informa-
tion source. According to Lekwall & Wahlbin (1993) quantitative research is when the gath-
ered data is expressed in numbers.

The selection between quantitative and qualitative method depends on the information
wanted. The choice of research approach should be conducted from the problem formulation
that is stated for the research. A conceivable and often a natural choice is to combine the dif-
ferent methods. (Holme & Solvang, 1991)

To obtain primary data I have chosen the combination of a qualitative and quantitative
method. The qualitative method is used to gain information that cannot be directly observed
and measured, for example feelings, thoughts, intentions, and behaviour. The quantitative
method is used to gain information about the perceived personality through a questionnaire.
This part is expressed in numbers and also analysed quantitatively.
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4.3 RESEARCH STRATEGY

As I am going to conduct a qualitative research with a small quantitative part attached to it,
the focus now turns to the research strategies available to collect the data. According to Yin
(1994) there are five research strategies to do this, experiment, survey, archival analysis, his-
tory and case study. There are several criteria’s for choosing one or several of these strategies,
and they are: the form of the research question, if it require control over behavioural events
and if it does focus on contemporary events (see table 4.1).

Table 4.1: Relevant Situations for Different Research Strategies

SOURCE: Yin, 1994, p. 6

This study asks “who”, “what” and “how” research questions and I require no control over
behavioural events, and the focus is on contemporary phenomenon, which leaves survey, ar-
chival analysis and case study. To obtain primary data I have chosen the combination of a
qualitative and quantitative method. The quantitative part will answer the “how” and “who”
questions and the qualitative to the “what” question. According to Lekvall & Wahlbin (1993)
the characteristics of a quantitative approach is the nearness to the respondent and the ability
to gain deep knowledge about few research units. According to Aaker, Kumar & Day (1995)
the data for a case study is usually obtained from a series of lengthy, unstructured interviews
with a number of people involved in the situation.

I will use a case study as a research strategy combined with a small survey conducted during
these personal interviews. These will be combined with available secondary and internal data
sources which will able me to do a so-called archival analysis.

   STRATEGY

   Form of
   research
   question

   Requires
   control over
   behavioral
   events

   Focuses on
   contemporary
   events

   Experiment    YES   YES   how, why

   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
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4.4 DATA COLLECTION METHOD

According to Yin (1994), data collection for case studies can rely on many sources of evi-
dence. He points out six important sources of evidence, documentation, archival records, in-
terviews, direct observations, participant-observation, and physical artefacts. No single source
has a complete advantage over all the others. In fact, the various sources are highly comple-
mentary, and a good case study will therefore want to use as many sources as possible.

In this case study I will use three sources of evidence, documentation, archival records and
interviews. Due to the time constraints and the nearness to these case study companies, the
other sources of evidence are not relevant. The use of multiple sources of evidence in this
study is according to Yin (1994) the development of converging lines of inquiry, a process of
triangulation. Thus any finding or conclusion in a case study is likely to be much more con-
vincing and accurate if it is based on several different sources of information.

Interviews as a source of evidence will gain me the primary data. According to Yin (1994)
one of the important sources of case study information is the interview. There are three differ-
ent kinds, the open-ended nature, focused interview and a combination of an interview and a
survey. I will use the focused interview, which is when a respondent is interviewed for a short
period of time – an hour, for example. I will also use an interview that entails more structured
questions, along the lines of a formal survey. Such a survey could be designed as a part of a
case study, which in my case, would be that I ask the respondent to fill out a questionnaire
about how they want their brand personality to be perceived by their target audience.

As I stated above, I will also use documentation and archival records. Documentation in the
form of print ads that gives me the opportunity to obtain multiple measures of the same phe-
nomenon, which in turn adds to the validity of any scientific research.  Archival records in the
form of product lists and organisational records.

4.5 SAMPLE SELECTION

The choice of my case study companies fell on Polaris Optic AB, Polarbröd AB and Pite-
ortens Chark AB. All of these three companies are located in the north of Sweden. This was a
convenience choice due to the fact that Luleå University of Technology is also located in this
area. This choice was also approved by my client Explosiv Marknadsföring i Piteå AB
(DYNAMIT Reklambyrå).

The selection of interview respondents was conducted in the early contacts that I had with
these case study companies. Due to the information from these telephone contacts I was led to
understand that the best choice of respondents would be the Sales and Marketing Director or
the Executive Director.

The selection of the level in the brand hierarchy that I would focus on actually was simple due
to the fact that all three case study companies had as strong and combined corporate and range
brand. The brands will be “Polaris” for Polaris Optic AB, “Polarbröd” for Polarbröd AB, and
“Piteortens Chark” for Piteortens Chark AB.
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4.6 DATA ANALYSIS STRATEGY

According to Miles & Huberman (1984) qualitative analysis consist of three parts, data re-
duction, data display and the conclusion drawing/verification part (see figure 4.1).

Figure 4.1: Components of Data Analysis: Flow Model
SOURCE: Miles & Huberman, 1984, p. 22

Data reduction refers to the process of selecting, focusing, simplifying, abstracting, and trans-
forming the “raw” data that appear in written-up field notes. Data display is defined as an or-
ganised assembly of information that permits conclusions drawing and action taking. The
conclusion drawing/verification starts already from the beginning of data collection, where
the qualitative analyst is beginning to decide what things mean. The process of qualitative
data analysis is actually no more complex, conceptually speaking, than the analysis modes
used by quantitative researchers.

For each of my research questions, I will reduce data via what is referred to as within case
analysis (Yin, 1994), where data from within a specific case is compared against prior theory.
According to Miles & Huberman (1994 it is possible to proceed to cross-case analysis when
one have understood the dynamics of each particular case. The intention with a cross-case
analysis is to compare the different cases with each other to find similarities and differences.

As I mentioned earlier, the use of multiple sources of evidence is the development of con-
verging lines of inquiry, a process of triangulation. Thus any finding or conclusion in a case
study is likely to be much more convincing and accurate if it is based on several different
sources of information.

Data collection period

Anticipatory
DATA REDUCTION
During Post

DATA DISPLAY
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CONLUSION DRAWING/VERIFICATION
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4.7 RELIABILITY AND VALIDITY

According to Yin (1994) there are four tests commonly used to establish the quality of any
empirical research, the construct validity, internal validity, external validity and reliability.

Construct validity: establishing correct operational measures for the concepts being studied.

Internal validity (for explanatory or causal studies only, and not for descriptive or exploratory
studies): establishing a causal relationship, whereby certain conditions are shown to lead to
other conditions.

External validity: establishing the domain to which a study’s findings can be generalised.

Reliability: demonstrating that the operations of a study – such as the data collection proce-
dures can be repeated, with the same results.

Table 4.2 lists the four widely used tests and the recommended case study tactics as well as a
cross-reference to the phase of research when the tactics is to be used.

Table 4.2: Case Study Tactics for Four Design Tests

SOURCE: Yin, 1994, p. 33

Internal validity is disqualified for my research due to the fact that it is for explanatory and
causal use only. This leaves me only with construct validity, external validity and reliability to
consider.

      Tests    Case study tactic
   Phase of research in
   which tactic occurs

Construct validity

 - use multiple sources of evidence
 - establish chain of evidence
 - have key informants review draft
   case study report

 - data collection
 - data collection
 - data collection

      Internal validity
 - do pattern matching
 - do explanations building
 - do time series analysis

 - data analysis
 - data analysis
 - data analysis

       Reliability

 - research design
 - use replication logic in multiple
   case studies

External validity

 - use case study protocol
 - develop case study database

 - data collection
 - data collection
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4.7.1 CONSTRUCT VALIDITY

There are according to Yin (1994) three recommended tactics to use for improving the con-
struct validity, multiple source of evidence, maintain a chain of evidence and to have key in-
formants to review a draft case study report.

I will use multiple sources of evidence during data collection. I will use documentation that in
this case consists of print ads from different kind of brochures, magazines and newspapers,
the personal interview and finally the questionnaire to get an accurate picture of the brand
personality. I will compare the brand personality gained from the questionnaire to the posi-
tioning statements and print ads.

The principles of maintaining a chain of evidence is according to Yin (1994) to allow an ex-
ternal observer – the reader of the case study, for example – to follow the derivation of any
evidence from initial research questions to ultimate case study conclusions. This thesis will
have citations to the relevant portions of the case study database. The database will reveal
actual evidence and also indicate the circumstances under which the evidence was collected.

I have not had any key informants reviewing a draft case study report due to time constraints,
but it have been reviewed by fellow academic students.

4.7.2 EXTERNAL VALIDITY

External validity according to Yin (1994) deal with the problem of knowing whether a study’s
findings are generalisable beyond the immediate case study. The generalisation is not auto-
matic. A theory must be tested through replications of the findings. The replication logic is
used in multiple case studies. The multiple case studies are a study that contains more than a
single case. Yin also states that if one only have access to only three cases the appropriate
research design is one in which the same results are predicted for each of the three cases,
thereby producing evidence that the three cases did indeed involve the same syndrome. If
similar results are obtained from all these three cases, replication is said to have taken place.

4.7.3 RELIABILITY

The objective with reliability is to be sure that, if a later investigator followed exactly the
same procedures described by an earlier investigator, and conducted the same case study all
over again, the later investigator should arrive at the same findings and conclusions. There are
two tactics to achieve the above, and that is to use a case study protocol and to develop a case
study database. The goal of reliability is to minimise the errors and biases in a study. (Yin,
1994)

I have not constructed any formal case study protocol that states the procedure of my re-
search, but I have tried as accurate as possible to state the procedures in my methodology
chapter. The second tactic was to organise and document the data collected for the case stud-
ies. All related material to these three case studies will be organised, documented and stored
in such manner that other persons can retrieve them efficiently at some later date.
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5 DATA PRESENTATION

The purpose with this chapter is to present the empirical data from the three case studies con-
ducted here in Sweden.

5.1 BRAND HIERARCHIES

The definition of the brand hierarchies is important due to the fact that it gives me as the re-
searcher and the respondents in these case study companies, a common ground for discussion
about brand- management, identity, positioning, personality and implementation. This would
also give me as a researcher insight into the depth and effort that’s put in developing the
brand at these case study companies.

According to Melin (1997) the corporate name plays a central role in a brand hierarchy, be-
cause it represents the organisations field of action. A corporate name could also function as a
brand, or as range brands. The product line brands is when the products keep their generic
names and are signed with the corporate or range-brand name (Aaker, 1996). The range brand
could have several sub brands. Characteristic of this relationship is that the sub brand plays
the central role and the range brand only has a supportive role. The company puts its name
beside the product; it’s accompanied by the corporate logo. Feature/service branding can be a
way to further delineate the brand.

I am using Aakers brand hierarchy table to show the different brand hierarchy the case study
companies have (see table 5.1).

Table 5.1: Brand Hierarchies

SOURCE: Modified from Aaker, 1996, p. 242

Piteortens Chark

Piteortens Chark

Piteortens Chark-
Pitesnax

Piteortens Chark-
Pitesnax

Polarbröd

Polarbröd

Polarbröd-
Vetekaka

Polarbröd-
Vetekaka-
30-pack

Polarmetoden

Polaris

Polaris

Polaris

Personal
Design

CORPORATE BRAND

RANGE BRAND

PRODUCT LINE BRAND

SUBBRAND

BRANDED FEATURE/
SERVICE
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Polaris Optic AB has the corporate brand “Polaris”, and they divide their products by three
different collections. They have a Titan-assortment targeted for men that is based on the metal
titan and is profiled as high-tech. Then there is the Classical-assortment that is more elegant
and feminine that should be thought of as a jewel. The final assortment is more sporty and
tough. Still there is a lack of product differentiation due to the fact that they are in the busi-
ness of selling customer fitted eyeglasses. That is why all of these eyeglasses are sold under
the brand name Polaris. The brand Polaris can be defined as the corporate-, range- and prod-
uct line brand. They have delineated the brand to a branded feature/service by branding the
“Personal Design” the so-called service that provides customer fitted eyeglasses (see appen-
dix E).

Polarbröd AB has the corporate brand “Polarbröd”, which also function as range brand. Their
product line consists of 16-19 different lines of products with their own product line brands.
These are all endorsed by the brand “Polarbröd“. There are several sub brands to three or four
of the product line brands. They have also delineated the brand to a branded feature/service by
branding the “Polarmetoden”, the so-called freezing technique used (see appendix G).

Piteåortens Chark AB has the corporate brand “Piteortens Chark”, which also act as a range
brand. All of their different products have their own brand names, for example Pitepalt and
Pitesnax. They are all endorsed by the range brand or as in the case of “Piteortens falukorv”
by the name piteortens.

By looking at the depth of the brand hierarchy it is possible to have some indication in the
effort that is put on developing and maintaining the brand in these. Polarbröd AB has a clearly
defined and developed brand hierarchy relative to Polaris AB, and the reason to this, the re-
search has not been able to clarify. However, the definition of the brand hierarchies gives us
without any hesitation the clarification that we are focusing on the corporate brand that acts as
a range brand.

5.2 CASE ONE: Polaris Optic AB

Polaris Optic AB is a successful niche company that’s manufacture rim less eyewear with
unique designs and was established in 1979 in Boden, Sweden. The data recieved from this
case is from personal interviews with The Sales and Marketing Director Gunnar Pettersson
and the Marketing Assistant Siw Kalliostenmaa-Öman.

The Polaris group, under the parent company Polaris Inter, consists of Polaris Sweden, Polaris
UK and Polaris Japan. In several other countries, among them the USA and Australia, they
collaborate with companies licensed to manufacture their eyewear. (Gunnar Pettersson)

For Polaris Optic AB individuality, craftsmanship and quality are the keywords. These three
factors form the basis of Polaris new alternative for buying glasses, Personal Design. With
personal design Polaris offers personally designed glasses that are a personal affirmation of
individuality. Polaris trains retail staffs whom gain knowledge of colour, form and style. This
gives the optical retail outlets its own Personal Designer; a specialist qualified to sell glasses
in a new way. (Ibid)
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The facial lines; the colours and style of the individual is what provides the basis for individu-
ally designed frames. The shape and colour scale of the glasses emerges on the sketch-block
during consultation between the customer and personal designer. (http://www.polarisoptic.se)

They have recently begun a co-operation with Pentax Optical Co, through its daughter com-
pany Pentax UK limited and the Division Pentax Ophthalmic. Pentax Ophthalmic is a pro-
ducer of high quality lenses, which are used in Polaris eyeglasses. (Siw Kalliostenmaa-Öman)

The name Polaris has its origin from the North Pole Star “Stella Polaris”, and the stylised A in
the middle of the name Polaris is thought to represent this star. (Gunnar Pettersson)

The company divides its products by three different collections. They have a Titan-assortment
targeted for men that is based on the metal titan and is profiled as high-tech. Then there is the
Classical-assortment that is more elegant and feminine that should be thought of as a jewel.
The final assortment is more sporty and tough. All of these glasses are sold under the brand
name Polaris (see figure 5.1). (Ibid)

Figure 5.1: The brand “Polaris” at Polaris Optic AB
SOURCE: Corporate Brochure

5.2.1 BRAND MANAGEMENT: Research Question One

According to the Sales and Marketing Director Gunnar Pettersson there are no persons/groups
in the company that are officially responsible for the building and maintaining of their brands,
which is seen in table 5.2.

The marketing department as part of the day to day work handles the brands. There is always
a discussion between the marketing department and the owner Staffan Preutz in matter of im-
portant questions regarding the brand development.
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Table 5.2: Different types of Brand Management

5.2.2 BRAND POSITIONING: Research Question Two

Polaris AB wants to position themselves as a producer of personally designed eyeglasses with
high quality. There are three keywords, individuality, craftsmanship and quality. These three
factors form the basis of Polaris new alternative for buying glasses, Personal Design. In their
advertising they emphasise that the customer is a unique person, and so should the glasses be.

According to the Sales and Marketing Director Gunnar Pettersson the answer to Kapferer´s
four questions in the conceptual model on brand positioning are:

A brand for what? This refers to the brand promise and consumer benefit aspect. In the case
of Polaris Optic AB it is personally designed eyeglasses with high quality.

A brand for whom? This refers to the target aspect. In the case of Polaris Optic AB the target
audience are sophisticated and upper class woman/male.

A brand for when? This refers to the occasion when the product will be consumed. In the case
of Polaris Optic AB it is when unique and individually designed eye-glasses is wanted.

A brand against whom? In today’s competitive context, this question defines the main com-
petitor(s). In the case of Polaris Optic AB it is other high quality eyeglass manufacturers.

This is also shown in table 5.3

   - The Brand Manager

   - The Brand Equity Manager

   - The Range Brand Manager

   - The Global Brand Manager

   - The C.E.O.

   - The Category Manager

   - The Brand Committee

   - The Advertising Agency

No

No

No

No

No

No

No

No

DIFFERENT TYPES OF
BRAND MANAGEMENT

exist

POLARIS OPTIC AB

   - The Communications Coordinator No

   - The Brand Champion No
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Table 5.3: Brand Positioning at Polaris Optic AB

5.2.3 BRAND PERSONALITY: Research Question Three

As a part of the personal interview I asked the respondent (Gunnar Pettersson) to fill out a
questionnaire (see appendix A) about how he perceives their brand personality. This question-
naire used the same 42 item Brand Personality Scale that Aaker (1997) has developed to
measure the brand personality of any brand across five key dimensions – Sincerity, Excite-
ment, Competence, Sophistication, and Ruggedness. Each of the five dimensions have been
divided into fifteen facets to provide texture and descriptive insight regarding the nature and
structure if the dimensions.

This small questionnaire makes it possible to use the recommended technique to present the
data by Lekvall & Wahlbin (1993). These authors talks about a simple statistical way of
working with research of a survey type, which means that the researcher should in a form of a
table show how the material is distributed in different variable values. It is also common to
summarise them in mean or median values.

The data presented in this chapter is the data necessary for my analysis.  A full data presenta-
tion will be found in appendix B. The data presented here is the grading of the fifteen facets
from the five point scale table and the mean score of the different dimensions (see table 5.4).

There are five different personality dimensions, Sincerity, Excitement, Competence, Sophisti-
cation and Ruggedness. To get a value on these, I have calculated the mean value of the dif-
ferent facets that the personality dimensions consists of. Sincerity (mean value 3,50), Excite-
ment (4,25), Competence (4,33), Sophistication (3,50) and Ruggedness (2,50).

A brand for what?

A brand for whom?

A brand for when?

A brand against whom?

Personally designed eye-glasses with high quality

Sophisticated and upperclass woman/male

When unique and individually designed eye-glasses is wanted

Other high quality eye-glass manufacturers

BRAND POSITIONING AT POLARIS OPTIC AB
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Table 5.4: Dimensions and facets of the brand “Polaris”

5.2.4 BRAND PERSONALITY IMPLEMENTATION: Research Question Four

According to the Sales and Marketing Director Gunnar Pettersson it is natural for them to
have pictures of the users in their advertising because they know how she looks, and it is a
she. The appearance in the ads must be successful and upper class (see appendix E). In the
past they also had a brochure were they had three collections called Crystal, Boulevard and
Gallery, and showed things associated to the user. This was according to Gunnar Pettersson
quite interesting but they didn’t have strength to follow it through. At the same time he states
that there is a new collection coming up, where they have taken a decision that the advertising
will not show any person. This is due to the fact that they don’t want the new collection to be
connected to any category of person.

They always try to have their logotype (the stylised A) in their advertising and eyeglasses, but
it isn’t always easy to have it on the glasses due to the design. In their brochures and home-
page at Internet they talk about the origin and the environment of the northern part of Sweden.

This is also shown in Aaker´s (1996) model of non-product related variables in table 5.5.

3,00
4,00

POLARIS OPTIC AB

  Charming
  Upper-class

1,00
4,00  Tough

  Outdoorsy

3,00
5,00
3,00
3,00

  Down-to-earth
  Honest
  Wholesome
  Cheerful
  Daring
  Spirited

  Up-to-date
  Imaginative

4,00
4,00

5,00
4,00

SINCERITY
Meanscore=3,50

EXCITEMENT
Meanscore=4,25

SOPHISTICATION
Meanscore=3,50

  Reliable
  Intelligent
  Successful

5,00
4,00
4,00

COMPETENCE
Meanscore=4,33

RUGGEDNESS
Meanscore=2,50

BRAND-
DIMENSIONS

DIMENSIONS
FACETS

FACET
VALUES
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Table 5.5: Brand Personality Drivers at Polaris
                  Optic AB

5.3 CASE TWO: Polarbröd AB

Polarbröd AB is a family-company who produces bread and is located at Älvsbyn, Sweden.
The data received from this case is from a personal interview with The Sales and Marketing
Director Stefan Erkki.

Polarbröd AB has more than one hundred years of experience in the bakery field. Polarbröd is
Sweden’s fifth largest producer of soft bread. Polarbröd AB is the Mother Company in the
Polarbröd group. This consists of Polarbageriet AB, Polarbröd Försäljning AB, Gene Bageri
AB, and Omne Bageri AB. In 1996 Polarbröd AB had a turnover of 271 million SKr, and
employed 218 people. (http://www.polarbrod.se)

The uniqueness of Polarbröd is that they use traditional products from the North of Sweden
without preservatives and that they also use a freezing technique called the Polar method
(Polarmetoden). Within eight minutes after the bread is taken from the oven it’s frozen to –38
degrees Celsius. This makes it possible for them to operate in a larger market than before.
Historically the market has been regional, but today it is world-wide. (Stefan Erkki)

The mission statement for Polarbröd AB is to produce and sell traditional North of Sweden
bread products in a profitable way, and use the large-scale production and freezing technique
to reach a large market with bread of excellent quality. (http://www.polarbrod.se)

The brand consists of the brand name “Polarbröd” and the logotype, which has a reindeer and
snowy mountains in the background (see figure 5.2). Their product line consists of 16-19 dif-
ferent product types, with their own product line brands. Then there are refined products like
different kind of sandwiches. All of these products have their own product brands but they are
all endorsed by the brand Polarbröd. (Stefan Erkki)
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Figure 5.2: Logotype and the brand name for Polarbröd AB.
SOURCE: Corporate Brochures

5.3.1 BRAND MANAGEMENT: Research Question One

According to the Sales and Marketing Director Stefan Erkki the brand is their guiding star,
and they have invested a lot of effort in developing it. It is the Sales and Marketing Director
who have the operational task of developing and maintaining the brand, with the help of the
owner Margareta Jonsson who has the overall knowledge of the tradition of Polarbröd. There
is no official brand manager of any kind, which is also seen in table 5.6.

Table 5.6: Different types of Brand Management

   - The Brand Manager

   - The Brand Equity Manager

   - The Range Brand Manager

   - The Global Brand Manager

   - The C.E.O.

   - The Category Manager

   - The Brand Committee

   - The Advertising Agency

No

No

No

No

No

No

No

No

DIFFERENT TYPES OF
BRAND MANAGEMENT

exist

POLARBRÖD AB

   - The Communications Coordinator No

   - The Brand Champion No
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5.3.2 BRAND POSITIONING: Research Question Two

Polarbröd AB wants to position their brand “Polarbröd” as a traditional product from North of
Sweden without preservatives, with high quality and a natural taste. They also want to com-
municate that they use a freezing technique called the Polar method (Polarmetoden) which
make the bread fresh as newly baked. According to resent marketing research the brand is
Sweden’s most well known brand in the soft bread market. (Stefan Erkki)

According to the Sales and Marketing Director Stefan Erkki the answer to Kapferer´s four
questions in the conceptual model on brand positioning are:

A brand for what? This refers to the brand promise and consumer benefit aspect. In the case
of Polarbröd AB it is traditional soft bread without preservatives.

A brand for whom? This refers to the target aspect. In the case of Polarbröd AB it is out-
doorsy people and caterers.

A brand for when? This refers to the occasion when the product will be consumed. In the case
of Polarbröd AB it is at the picnic, excursion or as a quick snack.

A brand against whom? In today’s competitive context, this question defines the main com-
petitor(s). In the case of Polarbröd AB it is other high quality bread manufacturers.

This is also shown in table 5.7.

Table 5.7: Brand Positioning at Polarbröd AB

5.3.3 BRAND PERSONALITY: Research Question Three

As a part of the personal interview I asked the respondent (Stefan Erkki) to fill out a ques-
tionnaire (see appendix A) about how he wanted their brand personality to be perceived by
their target market. In this questionnaire there are five key dimensions – Sincerity, Excite-
ment, Competence, Sophistication, and Ruggedness. Each of the five dimensions have been
divided into fifteen facets to provide texture and descriptive insight regarding the nature and
structure if the dimensions.

A brand for what?

A brand for whom?

A brand for when?

A brand against whom?

Traditional soft bread without preservatives

Outdoorsy people and caterers

At the picnic, excursion or as a quick snack

Other high quality bread manufacturers

BRAND POSITIONING AT POLARBRÖD AB
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The data presented in this chapter is the only the data necessary for my analysis.  A full data
presentation will be found in appendix C. The data presented here is the respondents grading
of the fifteen facets from the five point scale table and the mean score of the different dimen-
sions (see table 5.8).

Table 5.8: Mean score of brand dimensions of the brand “Polarbröd”

There are five different personality dimensions, sincerity, excitement, competence, sophisti-
cation and ruggedness. To get a value on these, I have calculated the mean value of the differ-
ent facets that the personality dimensions consists of. Sincerity (mean value 3,50), Excitement
(3,50), Competence (5,00), Sophistication (2,00) and Ruggedness (4,50).

5.3.4 BRAND PERSONALITY IMPLEMENTATION: Research Question Four

According to Stefan Erkki the advertising today mainly consist of the advertising that exist in
the grocery stores. The part that communicates directly to the buyer is a small part of the ad-
vertising. The brand and the theme (outdoor life, picnic and the natural taste) are always cen-
tral parts of the advertising (see appendix F).

When the consumer looks at the brand name “Polarbröd” and the logotype it should have a
clear connection to the north of Sweden. They also have a couple of slogans that they use
“The natural taste” (Det naturligt goda) and “The original from North” (Originalet från norr).
The theme that they are constantly working with is outdoor life, picnic and the natural fla-
vour. (Stefan Erkki)
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This is also shown in Aaker´s (1996) model of non-product related variables in table 5.9.

Table 5.9: Brand personality Drivers for
                  Polarbröd AB

5.4 CASE THREE: Piteortens Chark AB

Piteortens Chark AB is a producer of cured meat and deli foods. The data recieved from this
case is from personal interviews with the Executive Director Stefan Lustig and the Sales and
Merketing Director Martti Perttunen.

The company is located in Piteå, Sweden, and was established in 1952. The company em-
ploys 20 people, from which 5 are the owners. There are over 40 different products, were the
dominating products are lightly smoked sausage (falukorv), liver paste (leverpastej), home-
made brawn (sylta) and Pitepalt. The priorities of the company is quality, service and envi-
ronment, and have their own quality control system and environmental policy. EU has ap-
proved their production facilities. (Martti Perttunen)

They have a mission statement that says that they shall on the Swedish market, be a deliverer
of produced and purchased cured meat and deli foods. They shall have the highest quality on
their products. They shall be customer oriented a keep a high level on their customer service.
(Stefan Lustig)

According to Martti Perttunen the brand name and logotype (see figure 5.3) should associate
to the signs that hung outside the butcheries in the past, and are intended to associate to tradi-
tion and quality. The type of letters on the brand name is intended to associates to sausage.

All of the different products have their own product line brands, for example “Pitepalt” and
“Pitesnax”. Either the corporate/mother brand or the name, for example Piteortens falukorv,
endorses them all.
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Figure 5.3: The brand ”Piteortens Chark”
                     for Piteortens Chark AB
SOURCE:  Corporate Brochures

5.4.1 BRAND MANAGEMENT: Research Question One

There is not any official brand manager or brand team, instead it is the Sales and Marketing
Director who is responsible for the development and maintenance of the brand, but the strate-
gies are set up between the owners, Executive Director and the Sales and Marketing Director.
Due to the size of the company these matters are often discussed more in an informal matter.
(Stefan Lustig)

This is also shown in table 5.10.

Table 5.10: Different types of Brand Management

   - The Brand Manager

   - The Brand Equity Manager

   - The Range Brand Manager

   - The Global Brand Manager

   - The C.E.O.

   - The Category Manager

   - The Brand Committee

   - The Advertising Agency

No

No

No

No

No

No

No

No

DIFFERENT TYPES OF
BRAND MANAGEMENT

exist

PITEORTENS CHARK AB

   - The Communications Coordinator No

   - The Brand Champion No
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5.4.2 BRAND POSITIONING: Research Question Two

Piteortens Chark AB want to position the brand “Piteortens Chark” as a high quality product
with long tradition. They also want to position the brand as a product from the northern part
of Sweden by using the slogans “quality with tradition” (Kavalitet med tradition) and “food
from the North” (Mat från Norr). (Martti Perttunen)

According to the Executive Director Stefan Lustig and the Sales and Marketing Director
Martti Perttunen the answer to Kapferer´s four questions in the conceptual model on brand
positioning are:

A brand for what? This refers to the brand promise and consumer benefit aspect. In the case
of Piteortens Chark AB it is traditional cured meat and deli food with high quality.

A brand for whom? This refers to the target aspect. In the case of Piteortens Chark AB it is the
user of high quality and traditional food products.

A brand for when? This refers to the occasion when the product will be consumed. In the case
of Piteortens Chark AB it is lunch, dinner or as a quick snack

A brand against whom? In today’s competitive context, this question defines the main com-
petitor(s). In the case of Piteortens Chark AB it is other high quality food manufacturers.

This is also shown in table 5.11.

Table 5.11: Brand Positioning at Piteortens Chark

5.4.3 BRAND PERSONALITY: Research Question Three

As a part of the personal interview I asked the respondents (Stefan Lustig and Martti Pert-
tunen) to fill out a questionnaire (see appendix A) about how he wanted their brand personal-
ity to be perceived by their target market. In this questionnaire there are five key dimensions –
Sincerity, Excitement, Competence, Sophistication, and Ruggedness. Each of the five dimen-
sions have been divided into fifteen facets to provide texture and descriptive insight regarding
the nature and structure if the dimensions.

A brand for what?

A brand for whom?

A brand for when?

A brand against whom?

Traditional cured meat and deli food with high quality

The user of high quality and traditional food products

Lunch, dinner or as a quick snack

Other high quality food manufacturers

BRAND POSITIONING AT PITEORTENS CHARK AB
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The data presented in this chapter is only the data necessary for my analysis.  A full data pres-
entation will be found in appendix D1 and D2. The data presented here is the respondents
grading of the fifteen facets from the five point scale table and the mean score of the different
dimensions (see table 5.12). These values are mean values from the two respondents, which
makes the table somewhat different from the other two presented earlier.

Table 5.12: Mean score of brand dimensions of the brand
                    “Piteortens Chark”

There are five different personality dimensions, Sincerity, Excitement, Competence, Sophisti-
cation and Ruggedness. To get a value on these, I have calculated the mean value of the dif-
ferent facets that the personality dimensions consists of. Sincerity (mean value 4,13), Excite-
ment (3,13), Competence (4,33), Sophistication (3,00) and Ruggedness (4,50).

5.4.4 BRAND PERSONALITY IMPLEMENTATION: Research Question Four

Piteortens Chark AB have according to the Executive Director Stefan Lustig a clear connec-
tion to the North of Sweden and the city of Piteå. They have not thought so much on this per-
sonality thing of branding. They had in the past a figure, an old man that would symbolise the
tradition and quality of the brand.

They don’t advertise so much towards the customer themselves, it is largely done by the gro-
cery stores. But when they advertise the theme should be food with quality and tradition and
the fact that it is from the North of Sweden (see appendix H). They use the slogan “Food from
the North” because it links to the personality of the northern man who is real, genuine, honest
and hard working. They often use a picture of the product, the brand and the slogan in their
advertising. (Martti Perttunen)

This is also shown in Aaker´s (1996) model of non-product related variables in table 5.13.
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Table 5.13: Brand Personality Drivers for
                    Piteortens Chark AB

5.5 SUMMARY

This chapter has provided empirical data from three case study companies. These three case
study companies are all located in the North of Sweden and are manufacturing companies.
The interview data provided has been on what kind of brand managers are in charge of build-
ing and maintaining brands, the brand position, the preferred brand personality and the im-
plementation of this. With the collected data presented in the three case studies above, I now
turn my attention to analysing all this data in the next chapter.
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6 DATA ANALYSIS

In the methodological chapter (chapter four) Miles & Huberman (1994) stated that data analy-
sis consists of three parts, data reduction, data display and conclusion drawing/verification.
For each of my research questions, I will reduce data via what is referred to as within case
analysis (Yin, 1994), where data from within a specific case is compared against prior theory.
I will then proceed to cross-case analysis. This is possible to do according to Miles & Huber-
man (1994) when one have understood the dynamics of each particular case. The intention
with a cross-case analysis is to compare the different cases with each other to find similarities
and differences.

6.1 BRAND MANAGEMENT: Research Question One

As stated in the literature review the companies that are good at developing strong brands
usually have strong brand-development culture, and someone, or some group that is in charge
of designing the brand identity and positioning (Aaker, 1996). This is one of the key factors
for successful brand development.

6.1.1 POLARIS OPTIC AB

In the Polaris Optic AB case there are no persons/groups in the company that are officially
responsible for the building and maintaining of their brands. The marketing department as
part of the day to day work handles the brands. There is always a discussion between the mar-
keting department and the owner Staffan Preutz regarding the brand development.

There is a tendency towards an unofficial brand team consisting of the Sales and Marketing
Director Gunnar Pettersson and the owner of the company Staffan Preutz.

6.1.2 POLARBRÖD AB

In the Polarbröd AB case there are no persons/groups in the company that are officially re-
sponsible for the building and maintaining of their brands. It is I as the Sales and Marketing
Director who have the operational task of developing and maintaining the brand, with the help
of the owner Margareta Jonsson who has the overall knowledge of the tradition of Polarbröd.

Also in this case there is a tendency towards an unofficial brand team consisting of the Sales
and Marketing Director Stefan Erkki and the owner of the company Margareta Jonsson.

6.1.3 PITEORTENS CHARK AB

In the Piteortens Chark AB case there is no official brand manager or brand team in the com-
pany. Instead it is the Sales and Marketing Director who is responsible for the development
and maintenance of the brand, but the strategies are set up between the owners, Executive
Director and the Sales and Marketing Director.
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Even in this case there is a tendency towards an unofficial brand team consisting of the Sales
and Marketing Director Martti Perttunen and the Executive Director Stefan Lustig along with
the owners.

6.1.4 CROSS CASE ANALYSIS

The comparison between the theory on brand management with it’s variety of different man-
agement types and the research conducted by this thesis, state that there is little connection
between the both. These case study companies are all similar in the way that the people in
charge of developing and maintaining the brand is clearly the same as the people in charge of
the tactical and strategic overall decisions in the company. There is no one officially respon-
sible for the task of building and maintaining their respective brand; instead it falls under the
responsibilities of the Sales and Marketing Director, the Executive Director and the owners.
These people are in fact unofficial brand teams.

The reason to the lack of official brand managers or teams could be that the case study com-
panies are relatively small with little resources. A contributing reason could be that they rela-
tive to bigger companies have less knowledge and experience in developing and maintaining
brands, but this is contradicted by the fact that the persons I have interviewed in these compa-
nies are highly competent in the marketing area.

All of these case study companies have some indication towards some unofficial brand teams,
in the form of key persons in the marketing department and the owners. To say if this is a
natural stage in the development towards official brand managers, or if it is a symptom of
something else is difficult to say.

I have not found any differences in the matter of brand management between these cases.

6.2 BRAND POSITIONING: Research Question Two

According to Aaker (1996) the brand positioning is the part of the brand identity that is to be
actively communicated to the target audience and that demonstrates an advantage over com-
peting brands. Positioning is the way in which a customer thinks of a brand relative to its
competitors. Positioning focuses both on what the marketer thinks is important, and what the
consumer perceives as important. (Upshaw, 1995)

6.2.1 POLARIS OPTIC AB

According to the Sales and Marketing Manager Gunnar Pettersson, Polaris Optic AB want to
position the corporate/range brand “Polaris” as a unique product with high quality, and they
have three keywords that’s important; individuality, craftsmanship and quality. These three
factors form the basis of Polaris new alternative for buying glasses, Personal Design.

The brand promise and consumer benefit aspect in the case of Polaris Optic AB is personally
designed eyeglasses with high quality. The target audience is sophisticated and upper class
woman/male who wants unique and individually designed eyeglasses. The main competitors
are other high quality eyeglass manufacturers.
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Polaris Optic AB has well defined positioning statement, which will be helpful in the analysis
and conclusion drawing of the perceived brand personality by the brand owners. These posi-
tioning statements will be one of the multiple sources of evidence in this study, which will
make any finding or conclusion likely to be much more convincing and accurate.

6.2.2 POLARBRÖD AB

According to the Sales and Marketing Manager Stefan Erkki Polarbröd AB want to position
the corporate/range brand “Polarbröd” as a traditional product from the North of Sweden
without preservatives, with high quality and a natural taste. They also want to communicate
that they use a freezing technique called the Polar method (Polarmetoden), which make the
bread fresh as newly baked. In the case of Polarbröd AB the brand promise and consumer
benefit aspect is the traditional soft bread without preservatives. The target audience is out-
doorsy people who want soft bread for the picnic or excursion and caterers who want to use
the bread for a quick snack. The main competitors are other high quality bread manufacturers.

Polarbröd AB has also well defined positioning statements, which will be helpful in the
analysis and conclusion drawing of the perceived brand personality, as a source of multiple
evidence.

6.2.3 PITEORTENS CHARK AB

According to the Sales and marketing director Martti Perttunen Piteortens Chark AB want to
position their corporate/range brand “Piteortens Chark” as a high quality product with long
tradition, this by using the slogan “quality with tradition” (kvalitet med tradition). They also
want to position it as a product from the northern part of Sweden by using a slogan that says
“food from the North (Mat från Norr). In the case of Piteortens Chark AB the brand promise
and consumer benefit aspect is the traditional cured meat and deli food with high quality. The
target audience is the user of high quality and traditional food products, who want a lunch,
dinner or a quick snack. The main competitor is other high quality food manufacturers.

Piteortens Chark AB has as well as the other two cases, well defined positioning statements.
This will be helpful in the analysis and conclusion drawing of the perceived brand personal-
ity, as a source of multiple evidence.

6.2.4 CROSS CASE ANALYSIS

The similarities between these different cases are that they all have clear positioning state-
ments, which will be helpful in my summary, when I compare the positioning statements,
personality and how it is communicated through print ads. They also all emphasise that their
products have high quality in their positioning statements.

The differences between these cases are that Polaris Optic AB wants their target audience to
be upper-class, and preferably female. They also want to position the brand as a provider of
personally designed products. The other two case study companies has a target audience of
ordinary men, women or families who in their every day life use these products in their
lunches, pick nicks or as evening snacks. These companies have a broader target audience.
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6.3 BRAND-PERSONALITY: Research Question Three

To gain insight in what way the brand managers want their target audience to perceive their
brand personality, I asked them to fill out a questionnaire with five key dimensions – Sincer-
ity, Excitement, Competence, Sophistication, and Ruggedness. Each of the five dimensions
has been divided into fifteen personality facets. The polar chart used is somewhat different to
the one in the literature review. It is modified in the way that I have combined the fifteen fac-
ets with the five personality dimensions. The aim with this is to get a simple visual simplify
the analysis of the brand personalities.

By using the five-point scale in the questionnaire (see appendix A), there is a way of dividing
the scale in a preferred and not preferred personality. The most preferred personality facet has
the highest number (5), and the least preferred personality facet has the lowest number (1).
And there have been a consensus between the respondents an me, that number (3) should be a
personality facet that is acceptable but not pursued in their communication with their target
audience. By taking the mean value of the facets under the respective dimension I get a value
on the personality dimensions.

6.3.1 POLARIS OPTIC AB

Polaris Optic AB with their brand “Polaris” has according to the Sales and Marketing Direc-
tor, Gunnar Petterson, a personality as the one visualised in figure 6.1

Figure 6.1: Five dimensions and their different facets of
                    personality in the brand “Polaris”

To analyse the brand personality of the brand “Polaris” I will look at each of the brand dimen-
sions and their different facets. I will start with the different dimensions (see table 6.1) and
proceed with their facets.
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Table 6.1: Mean score of brand dimensions of the
                   brand “Polaris”

According to the Sales and Marketing Director Gunnar Pettersson, the most preferred person-
ality dimension is Competence (mean value 4,33) and the second most is Excitement (4,25).
The least preferred personality dimension is Ruggedness (2,50). This indicate that Polaris
Optic AB perceives their brand as a competent and exiting person, and not at all rugged.

Each of these personality dimensions has different facets that are of interest to analyse. I will
start with the different facets of sincerity (see table 6.2) and thereafter proceed with the oth-
ers.

Table 6.2: Facets of Sincerity for the brand “Polaris”

Three of the four different facets yield a score number three (3,00) that could be considered a
personality facet that is acceptable but not pursued in their communication with their target
audience. The most preferred personality facet is “Honest” with the score number five (5,00)
and yield has the highest number
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The different facets of Excitement are shown in table 6.3.

Table 6.3: Facets of Excitement for the brand “Polaris”

Three of the four different facets yield a score number four (4,00) and the last facet yield a
score number five (5,00). This indicates that this dimension is important and that all of these
facets should be pursued in the marketing communication, especially the “Up-to-date” facet.

The different facets of Competence are shown in table 6.4.

Table 6.4: Facets of Competence for the brand “Polaris”

Two of the three different facets yield a score number four (4,00) and the last facet yield a
score number five (5,00). This indicates that this dimension is important and that all of these
facets should be pursued in the marketing communication, especially the “Reliable” facet.
The different facets of Sophistication are shown in table 6.5.
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Table 6.5: Facets of Sophistication for the brand “Polaris”

One of the two different facets yield a score number three (3,00), and could be considered a
personality facet that is acceptable but not pursued in their communication with their target
audience. The second facet is “Upper-class” with the score number four (4,00), which indi-
cates that this facet is of importance for the brand personality.

The different facets of Ruggedness are shown in table 6.6.

Table 6.6: Facets of Ruggedness for the brand “Polaris”

One of the two different facet’s yields a score number one (1,00), and could be considered a
personality facet that is not important. The second facet is “Tough” with the score number
four (4,00), which indicates that this facet is of importance for the brand personality. The rea-
son to why Polaris Optic AB see their brand as tough and not outdoorsy is important and
should be pursued in some further research.

To summarise the analysis of the five dimensions and the different facets of the brand
“Polaris” it is visible that the most preferred personality facets are Honest (5,00), Up-to Date
(5,00) and Reliable (5,00), Daring (4,00), Imaginative (4,00), Intelligent (4,00), Successful
(4,00), Upper-class (4,00) and (Though) (4,00). The least preferred personality facet is Out-
doorsy (1,00). The most dominating personality dimension is Competence (mean value 4,33)
and the second most is Excitement (4,25). The least dominating personality dimension is
Ruggedness (2,50).

This would indicate that Polaris Optic AB wants their brand personality to be perceived as a
competent and exiting upper-class woman that’s very honest, up-to-date and reliable. She is
also daring, imaginative, intelligent, successful and though. She is not the outdoorsy type.
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6.3.2 POLARBRÖD AB

Polarbröd AB with their brand “Polarbröd” has according to the Sales and Marketing Direc-
tor, Stefan Erkki, a personality as the one visualised in figure 6.2

Figure 6.2: Five dimensions and their different facets of
                    personality in the brand “Polarbröd”

To analyse the brand personality of the brand “Polarbröd” I will look at each of the brand di-
mensions and their different facets. I will start with the different dimensions (see table 6.7)
and proceed with their facets.

Table 6.7: Mean score of brand dimensions of the
                   brand “Polarbröd”
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According to the Sales and Marketing Director, Stefan Erkki, the most preferred personality
dimension is Competence (mean value 5,00) and the second most is Ruggedness (4,50). The
least preferred personality dimension is Sophistication (2,00). This indicates that Polarbröd
AB perceives their brand as a competent and rugged person, and not at all sophisticated.

Each of these personality dimensions has different facets that are of interest to analyse. I will
start with the different facets of Sincerity (see table 6.8) and proceed with the others there
after.

Table 6.8: Facets of Sincerity for the brand “Polarbröd”

The facet “Cheerful” yield a score number one (1,00) and is not considered as an important
personality facet. The rest of them yield high scores and are considered as important. The
most preferred personality facet is “Honest” with the score number five (5,00). The low score
on the facet “Cheerful” is somewhat surprising and the reason to this should be considered for
some further research.

The different facets of Excitement are shown in table 6.9.

Table 6.9: Facets of Excitement for the brand “Polarbröd”
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The facet “Up-to-date” yield a score number two (2,00) and is not considered as an important
personality facet. The facet “Spirited” yield a score number three (3,00) and is acceptable but
not pursued in their communication with their target audience. The rest of the two yield high
scores and are considered as important. The most preferred personality facet is “Imaginative”
with the score number five (5,00).

The different facets of Competence are shown in table 6.10.

Table 6.10: Facets of Competence for the brand “Polarbröd”

All of the three different facets yield a score number five (5,00), which indicates that this di-
mension is important and that all of these facets should be pursued in the marketing commu-
nication.

The different facets of Sophistication are shown in table 6.11.

Table 6.11: Facets of Sophistication for the brand “Polarbröd”

The upper-class facet yield a score number one (1,00), and is not considered as an important
personality facet. The other facet yield a number three (3,00) which could be considered to be
acceptable but not pursued in their communication with their target audience.
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The different facets of Ruggedness are shown in Table 6.12.

Table 6.12: Facets of Ruggedness for the brand “Polarbröd”

Both of these two different facets yield high scores, which indicates that these facets are of
importance for the brand personality.

To summarise the analysis of the five dimensions and the different facets of the brand
“Polarbröd” it is visible that the most preferred personality facets are Honest (5,00), Imagina-
tive (5,00), Reliable (5,00), Intelligent (5,00), Successful (5,00), Outdoorsy (5,00), Down-to-
earth (4,00), Wholesome (4,00), Daring (4,00), and Though (4,00). The least preferred per-
sonality facet is Cheerful (1,00), Upper-class (1,00) and Up-to-date (2,00). The most domi-
nating personality dimension is Competence (5,00) and the second most is Ruggedness (4,50).
The least dominating personality dimension is Sophistication (2,00).

This would lead to the conclusion that Polarbröd AB wants their brand “Polarbröd” to be per-
ceived as a competent and rugged man that’s honest, imaginative, reliable. He is also intelli-
gent, successful and outdoorsy. He is not a modern upper class man.

6.3.3 PITEORTENS CHARK AB

Piteortens Chark AB with their brand “Piteortens Chark” has according to the Executive
Manager, Stefan Lustig and the Sales and Marketing Director, Martti Perttunen, a personality
as the one visualised in figure 6.3.

This chart is different to the other personality charts I have shown earlier on the companies of
Polaris Optic AB and Polarbröd. The personality viewed, and specially the grading, is the
mean value of the grading from both Stefan Lustig and Martti Perttunen.
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Figure 6.3: Five dimensions and their different facets of
                    personality in the brand “Piteortens Chark”

To analyse the brand personality of the brand “Piteoertens Chark” I will look at each of the
brand dimensions and their different facets. I will start with the different dimensions (see ta-
ble 6.13) and proceed with their facets.

Table 6.13: Mean score of brand dimensions of
                     the brand “Piteortens Chark”  
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According to the Sales and Marketing Director, Stefan Erkki, the most preferred personality
dimension is Competence (mean value 4,33) and the second most is Excitement (4,25). The
least preferred personality dimension is Ruggedness (2,50). This indicate that Polaris Optic
AB perceives their brand as a competent and exiting person, and not at all rugged.

Each of these personality dimensions has different facets that are of interest to analyse. I will
start with the different facets of sincerity (see table 6.14) and proceed with the others there
after.

Table 6.14: Facets of Sincerity of the brand “Piteortens Chark”

All of these facet yields a score number above average, which indicates that they are impor-
tant.

The different facets of Excitement are shown in table 6.15.

Table 6.15: Facets of Excitement of the brand “Piteortens Chark”
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All of these facets yield an average score, and is acceptable but not pursued in their communi-
cation with their target audience.

The different facets of Competence are shown in table 6.16.

Table 6.16: Facets of Excitement of the brand “Piteortens Chark”

All of the three different facets yield a score number five (4,50), which indicates that this di-
mension is important and that all of these facets should be pursued in the marketing commu-
nication.

The different facets of Sophistication are shown in table 6.17.

Table 6.17: Facets of Sophistication of the brand “Piteortens Chark”

The facet “Upper-class” yield a score number one (1,50) and is not considered as an important
personality facet. The second one yield a score number five (4,50). The difference between
the facet “Upper-class” with its low score and the facet “Charming” with its high score is
somewhat surprising and the reason to this should be considered for some further research.

The different facets of Ruggedness are shown in table 6.18.
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Table 6.18: Facets of Sophistication of the brand “Piteortens Chark”

Both of these two different facets yield high scores, which indicates that these facets are of
importance for the brand personality.

To summarise the analysis of the five dimensions and the different facets of the brand
“Piteprtens Chark” it is visible that the most preferred personality facets are Honest (5,00),
Down-to-earth (4,50), Reliable (4,50), Intelligent (4,50), Charming (4,50), Outdoorsy (4,50),
Though (4,50) and Successful (4,00). The least preferred personality facet is Upper-class
(1,50) and Up-to-date (3,00). The most dominating personality dimension is Ruggedness
(4,50) and the second most is Competence (4,33). The least dominating personality dimension
is Sophistication (3,00).

This indicates that Piteortens Chark AB wants their brand “Piteortens Chark” to be perceived
as a rugged and a competent man that’s honest, down-to-earth, reliable, intelligent, charming
and outdoorsy. He is not a sophisticated, upper-class kind of man.

6.3.4 CROSS CASE ANALYSIS

The intention with a cross-case analysis is to compare the different cases with each other to
find similarities and differences.

In table 6.19 we see the different facets of Sincerity across the three case study companies.

Table 6.19: Facets of Sincerity in all three case study companies
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The similarities that we find is most visible in the facet “Honest” where the score for all three
case study companies yield number five (5,00). The differences are most visible in the facet
“Cheerful” where the case study company Polarbröd AB yield a number one (1,00), while the
other two case study companies yield an average number (3,00 and 3,50).

In table 6.20 we see the different facets of Exitement across the three case study companies.

Table 6.20: Different facets of Excitement in all three case study companies

There are a few similarities between these case study companies, except in the facet “Spirited
who has some similarities, where all have average or just above average scores. The differ-
ences are clearly visible in almost all these facets. Polaris Optic AB yields high scores in all
of these facets, which indicates that this dimension is important for them. When compared to
the other case study companies they yield average scores or below average, except in the case
of Polarbröd AB who yields high scores in facets “Daring” (4,00) and “Imaginative” (5,00).

In table 6.21 we see the different facets of Competence across the three case study companies.

Table 6.21: Different Facets of Competence in all three case study companies

The similarities are clearly visible across all of these case study companies, where all facets
yield high scores. This indicates that this personality dimension is important to all of these
companies.
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In table 6.22 we see the different facets of Sophistication across the three case study compa-
nies.

Table 6.22: Different Facets of Sophistication in all three case study companies

There are no clear similarities between these case study companies in this dimension. The
differences are clearly visible in these two facets. Polaris Optic AB yields a high score (4,00)
in the facet “Upper-class”, which indicates that this facet is important for them. The other two
case study companies yield low scores (1,00 and 1,50) in this facet, which indicates that this
facet is not preferred for their brands.

The facet “Charming” yield average scores for the case study companies Polaris Optic AB
and Polarbröd AB, and a high score for Piteortens Chark AB. This indicates that this facet is
important for Piteortens Chark AB and should be perused in their market communication.

In table 6.23 we see the different facets of Ruggedness across the three case study companies.

Table 6.23: Different Facets of Ruggedness in all three case study companies

The similarities exists in the facet “Tough” where all of the case study companies yield high
scores (4,00, 4,00 and 4,50) which indicates that this facet is important for al of the compa-
nies. The differences exist in the facet “Outdoorsy” where Polaris Optic AB yield a low score
(1,00) , and the other two case study companies yield high scores (5,00 and 4,50). This indi-
cates that Polaris Optic AB does not want their brand to be perceived as a outdoorsy person,
while the opposite exists in the other two companies.
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6.5 BRAND PERSONALITY IMPLEMENTATION: Research Question Four

According to Aaker (1996) there are several non-product characteristics that can affect a
brand personality, such as user imagery, sponsorship, symbols, age, ad style, country of ori-
gin, company image, C.E.O. identification, and celebrity endorsers. Advertising is often con-
sidered as one of the most effective media for communicating with the consumer, where
every advertisement should be thought of as a contribution to the brand personality. (Hankin-
son & Cowking, 1993)

There are several ways of communicating the brand personality to the target audience, but I
will focus on the advertising part, especially print ads. These print ads will be another of the
multiple sources of evidence in this study, which will make any finding or conclusion in this
study likely to be much more convincing and accurate.

6.5.1 POLARIS AB

Polaris AB has a strategy of implementing the personality by user imagery. It is natural to
have pictures of the users in their advertising because they have a perception of the user, they
know that it is a she and how she looks. The appearance in the ads must be successful and
upper class. At the same time there is a new collection coming up, where they have taken a
decision that the advertising will not show any person. This, because they don’t want the new
collection to be connected to any category of persons. In their brochures and the homepage at
Internet they talk about the origin and the environment of the northern part of Sweden. They
also use a symbol in the shape of a stylised “A”. According to the Sales and Marketing Di-
rector Gunnar Pettersson they have always tried to have the symbol in their advertising and
eyeglasses, but it isn’t always so easy, due to designer problems.

6.5.2 POLARBRÖD AB

Polarbröd AB use in their advertising the theme of outdoor life, picnic and the natural taste.
The symbol, brand name, and their slogans (The natural taste and the original from North)
enhance the country of origin. The pictures that are used in their advertising have always a
connection to the nature in the North of Sweden. The symbol they use has a reindeer and
snowy mountains in the background. The country of origin is enhanced by the symbol, the
brand name “Polarbröd”, pictures in their print advertising and the slogans “The natural taste”
and “The original from North”.

6.5.3 PITEORTENS CHARK AB

Piteortens Chark AB want in their advertising to communicate that they have a product with
quality and tradition, and that it is from the North of Sweden. They often use a picture of the
product, the brand and the slogan in their advertising. There is a clear connection to the coun-
try of origin, North of Sweden and Piteå, due to the brand name “Piteortens Chark” which
indicates that it is a product from the city of Piteå. The location of Piteå in turn indicates that
it has it origin in the North of Sweden.
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This fact is endorsed by their slogan “Food from the North”, which also has other meaning,
and that is to link the personality of the northern man in Sweden, who he is real, genuine,
honest and hard working.

They used to have a symbol in the past, in the shape of an old man that would symbolise the
tradition and quality of the brand.

6.5.4 CROSS CASE ANALYSIS

All of these case study companies have little own advertising towards their target audiences.
These companies are all depending heavily to their distribution chains and retail dealers (opti-
cians, grocery stores), to communicate towards the customer. But when they advertise there is
for Polarbröd AB and Piteortens Chark AB a strong emphasis on the origin of the product by
either showing pictures or using slogans that points to the north of Sweden. As Martti Pert-
tunen at Piteortens Chark AB stated, the aim with pointing to the north of Sweden is to link
the personality of the northern man in Sweden, who he is real, genuine, honest and hard
working man, to their own brand.

On the other hand we have Polaris AB who want their brand to be perceived as a competent
and exiting upper-class woman that’s very honest, up-to-date and reliable. She is not the out-
doorsy type. The appearance in the ads must be successful and upper class. For them there is
little meaning to try to enhance their origin of a company in the north of Sweden, instead they
should rely more on user imagery.

6.6 SUMMARY

I will summarise the previous chapter and compare the brand personality stated by each of the
case study companies with their positioning statements, and the way these are communicated
in their advertising. This will gain insight to if there is any relation between personality, posi-
tioning and the way it is communicated. This will also help me to answer the research ques-
tions in the next chapter.

Polaris Optic AB wants their brand personality to be perceived as a competent and exiting
upper-class woman that’s very honest, up-to-date and reliable. She is also daring, imaginative,
intelligent, successful and though. She is not the outdoorsy type. We will compare this to the
positioning statements they have, which are personally designed eyeglasses with high quality,
with a target audience who are sophisticated and upper class woman/male who wants unique
and individually designed eyeglasses.

Hankinson & Cowking (1993) stated earlier in this thesis that the personality and positioning
are inextricably linked for successful brands. Comparing the personality and positioning
clearly shows that there are similarities. The brand personality perceived by the brand owner
is an upper-class woman, who is intelligent and successful, and clearly match the target audi-
ence they want to position their product towards. This is important because the idea behind
developing an attractive personality according to Melin (1997) is the assumption that the
buyer chooses brand products in the same way they choose friends. Biel (1992) who states
that the buyer is expected to choose brand products that they want to associate with and to be
seen with supports this statement.
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The positioning statements and the personality are not worth anything if it is not communi-
cated properly against the company’s target audience. That is why it is important to compare
the brand proposition, that consisted of the brand positioning and personality, with the way
they are communicated.

The way the brand proposition is communicated through print ads is by user imagery. It is
natural to have pictures of the users in their advertising, because polaris Optic AB have a per-
ception of their users and they know that it is a she and they know how she looks. The ap-
pearance in the ads must be successful and upper class (see appendix E). In their brochures
and the homepage at Internet Polaris Optic AB talk about the origin and the environment of
the northern part of Sweden, and they also use a symbol in the shape of a stylised “A”.

The comparison with the brand proposition, that consisted of the brand positioning and per-
sonality, shows that there are similarities. In their advertising they use pictures of the user,
that is a young, beautiful and successful woman, which are consistent with the proposition
statements.

At the same time there is a new collection coming up, where Polaris Optic AB have taken a
decision that the advertising will not show any person. This, because they don’t want the new
collection to be connected to any category of persons. What this will mean for the brand per-
sonality is difficult to grasp, but according to the theory of brand personality it would cer-
tainly suffer in some way.

Polarbröd AB wants their brand “Polarbröd” to be perceived as a competent and rugged man
that’s honest, imaginative, reliable. He is also intelligent, successful and outdoorsy. He is not
a modern upper class man. This will be compared to the positioning statements they have,
which are traditional products from the north of Sweden without preservatives and with high
quality and a natural taste. The target audience is outdoorsy people who want soft bread for
the picnic or excursion and caterers who want to use the bread for quick snacks.

When we compare the personality to the positioning we see that there clearly are similarities.
The brand personality perceived by the brand owner is an honest, reliable, intelligent and out-
doorsy man, and clearly matches their target audience, which are outdoorsy people. As we
stated before this is important because the idea behind developing an attractive personality
according to Melin (1997) is the assumption that the buyer chooses brand products in the
same way they choose friends.

Comparing the brand positioning and personality with the print ads clearly shows that there
are similarities. In their advertising they use the theme of outdoor life, picnic and the natural
taste. The symbol, brand name, and their slogans (The natural taste and the original from
North) enhance the country of origin (see appendix F). The pictures that are used in their ad-
vertising have always a connection to the nature in the North of Sweden. This is consistent
with the positioning statements of a traditional product from the north of Sweden and their
target audience that are outdoorsy people.

Piteortens Chark AB wants their brand “Piteortens Chark” to be perceived as a rugged and a
competent man that’s honest, down-to-earth, reliable, intelligent, charming and outdoorsy. He
is not the sophisticated, upper-class kind of man.
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Comparing this to the positioning statements they have, which are that they want to be per-
ceived as a producer of traditional cured meat and deli food with high quality from the north-
ern part of Sweden. The target audience is the user of high quality and traditional food prod-
ucts for lunch, dinner or evening snacks.

When we compare the personality and positioning we see that there are some similarities. The
brand personality perceived by the brand owner is a rugged and a competent man that’s hon-
est, down-to-earth and outdoorsy. These characteristics are more or less the same that the
people in the northern part of Sweden have (according to Martti Perttunen). And if we make
the assumption that traditional foods mentioned in the positioning statements is the same as
food characteristic of the region, we have the similarities between the personality and posi-
tioning statements.

The comparison of the brand positioning and personality with the print ads shows that there
are (maybe) some similarities. In their advertising they want to communicate that it is a prod-
uct with quality and tradition, and that it is from the North of Sweden. They often use a pic-
ture of the product, the brand and the slogan “Food from the North” in their advertising (see
appendix H). This to link the personality of the northern man in Sweden, who is a real, genu-
ine, honest and hard working man (according to Martti Perttunen), with their brand.

The brand personality is a rugged and a competent man that’s honest, down-to-earth and out-
doorsy, and the positioning statement say that it is traditional quality food from the northern
part of Sweden. To see the similarities between the brand proposition and how it is communi-
cated through print ads, one has to assume that the characteristics of the brand personality and
the northern Swedish man are the same.

Summary of the discussion above states that there is a clear connection between the position-
ing statements and brand personality and how it is communicated via print ads to their target
audience in all of these companies. Although they have an intuitive perception of the brand
personality and that there is no program for this, it is clear that all of these brands have a per-
sonality. What is interesting is that Piteortens Chark AB link the personality of the northern
man in Sweden, who he is real, genuine, honest and hard working with their brand. It seems
that by enhancing the origin of the product, it attaches consciously or unconsciously, the per-
sonality of the northern man in Sweden.
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7 CONCLUSIONS AND IMPLICATIONS

According to Miles & Huberman (1994) conclusion drawing is an activity that starts already
from the data collection, and is verified in the analysis stage. The final conclusions can’t be
drawn until the data collection and the analysis stage is over. This chapter will provide an-
swers to the different research questions, and draw some overall conclusions regarding the
findings in this study. These conclusions will then lead to some implications for management,
for the future development of theory in this area, as well as implications for future research,
which will be provided at the end of this chapter.

7.1 CONCLUSIONS

There are several purposes with this study; to identify who is in charge of developing and
maintaining the brand, to identify their positioning statements, to identify how the companies
want their personality to be perceived and to identify how they communicate their brand per-
sonality through print ads. The purposes of this thesis have been to answer my research ques-
tions that were stated in end of chapter two (see page 18).

7.1.1 CONCLUSIONS: Research Question One

The first purpose was to identify who is in charge of developing and maintaining the brand.
The conclusions I have made from my research is that there is no one officially responsible
for the task of building and maintaining their respective brand; instead it falls under the re-
sponsibilities of the Sales and Marketing Director, the Executive Director and the owners.
These people are in fact unofficial brand teams. The reason to this could be that the compa-
nies are relatively small with little resources. A contributing reason could be that thecompa-
nies in my study relative to bigger companies have less knowledge and experience in devel-
oping and maintaining brands. This is contradicted by the fact that the people I have inter-
viewed in these companies are highly competent in the marketing area.

7.1.2 CONCLUSIONS: Research Question Two

The second purpose was to identify the case study companies positioning statements. The
conclusions I have made from my research on this topic are that all of the three case study
companies have clear positioning statements.

7.1.3 CONCLUSIONS: Research Question Three

My third purpose was to identify in what way the companies want their brand personality to
be perceived by their target audience. This was to get insight in how the brand managers in
these companies work with brand personality, and to gain knowledge in how they perceive
their brand personality. No one of these case study companies had a clear brand personality
program and a clear perception of the personality of their brand. But they all had clear posi-
tion statements, and from this an intuitive perception of the personality.



CHAPTER 7.  CONCLUSIONS AND IMPLICATIONS

- 69 -

7.1.4 CONCLUSIONS: Research Question Four

The fourth and the last purpose were to identify how brand owners communicate the brand
personality in their advertising. All of these case study companies have little own advertising
towards their target audiences. All of these companies are depending heavily to their distribu-
tion chain and retail dealers (opticians, grocery stores), to communicate towards the customer.
There is an indication that there could be a relation between the type of product and the way
they are using print ads to communicate brand personality with their target audience. This due
to the fact that the two food producing companies is more or less sending the same message in
similar channels.

7.1.5 OVERALL CONCLUSIONS

The overall purpose with this research was to throw light upon how Companies in Sweden
use the brand personality as a mean to develop and maintain competitive brands. The research
states that there is no one officially responsible for the task of building and maintaining their
respective brand; instead it falls under the responsibilities of the Sales and Marketing Direc-
tor, the Executive Director and the owners.

No one of these case study companies had a clear brand personality program and a clear per-
ception of the personality of their brand. But they all had clear position statements, and from
this an intuitive perception of the personality. The conclusions from my findings imply that
the use of brand personality as a mean of developing and maintaining the brand is not so
commonly used, as one could have thought.

All of these case study companies have little own advertising towards their target audiences.
They are all depending heavily to their distribution chain and retail dealers (opticians, grocery
stores), to communicate towards the customer. But when they advertise there is for Polarbröd
AB and Piteortens Chark AB a strong emphasis on the origin of the product by either showing
pictures or using slogans that points to the north of Sweden. As Martti Perttunen at Piteortens
Chark AB stated, the aim with pointing to the north of Sweden is to link the personality of the
northern man in Sweden, who he is real, genuine, honest and hard working man, to their own
brand. On the other hand there is Polaris AB who want their brand to perceived as a compe-
tent and exiting upper-class woman that’s very honest, up-to-date and reliable. She should
also be daring, imaginative, intelligent, successful and though. She is not the outdoorsy type.
To them it is natural to have pictures of the users in their advertising because they have a per-
ception of the user, they know that it is a she and how she looks. The appearance in the ads
must be successful and upper class. For them there is little meaning to try to enhance their
origin of a company in the north of Sweden, instead they should rely more on user imagery.

7.2 IMPLICATIONS

The overall purpose with this study was to gain knowledge in the use of brand personality as a
mean to develop and maintain brands. This section will cover the implications this study
could have for practitioners, for theory and possible future research.
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7.2.1 IMPLICATIONS FOR PRACTITIONERS

For practitioners in the field of developing and maintaining brands, the use of this study could
be to gain insight in to how brand personality could be a way to further strengthen the brand
identity. As Upshaw (1995) states that the brand positioning is the compass of its identity,
pointing towards the place where it can leverage the most power in the category in which it
competes. If the positioning is the compass of the identity, what is the personality, and what is
its purpose, and why should anyone that deal with branding, bother to use it in the develop-
ment of their brands?

If the positioning is the compass of the identity and defines potential competitors, the person-
ality according to Hankinson & Cowking (1993) distinguishes the brand. According to Melin
(1997) the main task with personality is to humanise the brand. And the idea behind the de-
velopment of an attractive personality is the assumption that the buyer chooses brand products
in the same way they choose friends. They choose brand products that they feel related to and
confirm their own self-image. An attractive and charismatic personality is considered to be a
strong contributed reason to the development of a deep, strong and long-lasting relation be-
tween the buyer and a brand product, which in brand management terms is an expression of
brand loyalty.

Looking at these different cases clearly shows that there exists a brand personality, even if the
brand managers are not aware of it. This implies that the effort for the brand manager to use
brand personality as a way to develop and maintain brands is minor. The brand manager only
has to beware of it and use it in the coexistent with the brand positioning, and develop it
through different forms of communication with its target audience.

7.2.2 IMPLICATIONS FOR THEORY

The implications for theory that this study has, is that when other study’s has focused on the
consumer perception of the brand personality aspect, this has focused on the brand owner’s
view. And hopefully this contributes to the overall understanding of what brand personality is.

7.2.3 IMPLICATIONS FOR FUTURE RESEARCH

There are several implications for future research. Due to the fact that this study was limited
to look at the brand owner’s view of brand personality, it would be interesting to conduct a
comparison study in what way the target audience of these respective companies perceives
these brand personalities.

If a comparison could be made between the brand owner’s perceived personality and the buy-
ers, there should also be clear strategies to use if they don’t match.  It would be interesting to
conduct research in different strategies for this purpose.

There is a indication that there could be a relation between the type of product and the way
they are using print ads to communicate brand personality with their target audience. This due
to the fact that the two food producing companies is more or less sending the same message in
similar channels. Possible future research would be to conduct a comparison study on these
relations.
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APPENDIX A: INTERVIEW GUIDE

BRAND PERSONALITY



INTERVIEW GUIDE               DATE: _____________    STARTTIME: ______________

I.  QUESTIONS ABOUT THE COMPANY

A. Company Name?    _______________________________________________________________________

B. Number of Employees?  ___________________________________________________________________

C. Turnover/year?   _________________________________________________________________________

D. Year of Establishment?    __________________________________________________________________

E. Line of business?  ________________________________________________________________________

II.   QUESTIONS ABOUT THE RESPONDENT

A. Name?  ________________________________________________________________________________

B. Department?   ___________________________________________________________________________

C. Title?  _________________________________________________________________________________

III.   QUESTIONS ABOUT THE BRAND

A. Describe the company brand and what it stands for.
_______________________________________________________________________________________

B. Describe your line of products.
_______________________________________________________________________________________

C. Have these products their own brands?
_______________________________________________________________________________________

IV.   QUESTIONS ABOUT BRAND MANAGERS

A. Is there any person/group officially responsible for the Brand Management?                 Yes           No

B. Is there any person/group unofficially responsible for the Brand Management?             Yes           No

C. Describe who the people are that is responsible for the brand management.
_______________________________________________________________________________________

D. Describe in a general way in which you work with building and maintaining brands.
_______________________________________________________________________________________

V.   QUESTIONS ABOUT THE BRAND POSITIONING

A. Describe the different positioning statements for the brand.
_______________________________________________________________________________________



VI.   QUESTIONS ABOUT BRAND PERSONALITY

On this 5-point numerical scale you can point out how these personality traits agree with the personality of the
brand.

A.  SINCERITY

1. DOWN-TO-EARTH Does not agree (1) (2 (3) (4) (5) Fully Agrees

1.2. Family-oriented Does not agree (1) (2) (3) (4) (5) Fully Agrees

1.3. Small-town Does not agree (1) (2) (3) (4) (5) Fully Agrees

2.  HONEST Does not agree (1) (2) (3) (4) (5) Fully Agrees

2.1. Sincere Does not agree (1) (2) (3) (4) (5) Fully Agrees

2.2. Real Does not agree (1) (2) (3) (4) (5) Fully Agrees

3. WHOLESOME Does not agree (1) (2) (3) (4) (5) Fully Agrees

3.1. Original Does not agree (1) (2) (3) (4) (5) Fully Agrees

4. CHEERFUL Does not agree (1) (2) (3) (4) (5) Fully Agrees

4.1. Sentimental Does not agree (1) (2) (3) (4) (5) Fully Agrees

4.2. Friendly Does not agree (1) (2) (3) (4) (5) Fully Agrees

B. EXCITEMENT

5. DARING Does not agree (1) (2) (3) (4) (5) Fully Agrees

5.1. Trendy Does not agree (1) (2) (3) (4) (5) Fully Agrees

5.2. Exciting Does not agree (1) (2) (3) (4) (5) Fully Agrees

6. SPIRITED Does not agree (1) (2) (3) (4) (5) Fully Agrees

6.1. Cool Does not agree (1) (2) (3) (4) (5) Fully Agrees

6.2. Young Does not agree (1) (2) (3) (4) (5) Fully Agrees



7. IMAGINATIVE Does not agree (1) (2) (3) (4) (5) Fully Agrees

7.1. Unique Does not agree (1) (2) (3) (4) (5) Fully Agrees

8. UP-TO-DATE Does not agree (1) (2) (3) (4) (5) Fully Agrees

8.1. Independent Does not agree (1) (2) (3) (4) (5) Fully Agrees

8.2. Contemporary Does not agree (1) (2) (3) (4) (5) Fully Agrees

C.  COMPETENCE

9. RELIABLE Does not agree (1) (2) (3) (4) (5) Fully Agrees

9.1. Hardworking Does not agree (1) (2) (3) (4) (5) Fully Agrees

9.2. Secure Does not agree (1) (2) (3) (4) (5) Fully Agrees

10. INTELLIGENT Does not agree (1) (2) (3) (4) (5) Fully Agrees

10.1. Technical Does not agree (1) (2) (3) (4) (5) Fully Agrees

10.2. Corporate Does not agree (1) (2) (3) (4) (5) Fully Agrees

11. SUCCESSFUL Does not agree (1) (2) (3) (4) (5) Fully Agrees

11.1. Leader Does not agree (1) (2) (3) (4) (5) Fully Agrees

11.2. Confident Does not agree (1) (2) (3) (4) (5) Fully Agrees

D.  SOPHISTICATION

12. UPPER CLASS Does not agree (1) (2) (3) (4) (5) Fully Agrees

12.1. Glamorous Does not agree (1) (2) (3) (4) (5) Fully Agrees

12.2. Good-looking Does not agree (1) (2) (3) (4) (5) Fully Agrees

13. CHARMING Does not agree (1) (2) (3) (4) (5) Fully Agrees

13.1. Feminine Does not agree (1) (2) (3) (4) (5) Fully Agrees

13.2. Smooth Does not agree (1) (2) (3) (4) (5) Fully Agrees



E.  RUGGEDNESS

14. OUTDOORSY Does not agree (1) (2) (3) (4) (5) Fully Agrees

14.1. Masculine Does not agree (1) (2) (3) (4) (5) Fully Agrees

14.2. Western Does not agree (1) (2) (3) (4) (5) Fully Agrees

15. TOUGH Does not agree (1) (2) (3) (4) (5) Fully Agrees

15.1. Rugged Does not agree (1) (2) (3) (4) (5) Fully Agrees

VII.  QUESTIONS ABOUT THE BRAND PERSONALITY DEVELOPMENT

A.  In what way does the personality implement in your advertising?

• By giving a picture of the user
• By being on different events
• By enhancing the origin
• By distinctive print ads
• By endorsement by famous people
• By using symbols
• Through the age
• Through the C.E.O.

B.  Is there a consequent using of the advertising in different media?
__________________________________________________________________________________________
__________________________________________________________________________________________

ENDTIME:  ___________________



APPENDIX B: QUESTIONNAIRE

BRAND IDENTITY
GUNNAR PETTERSSON

SALES AND MARKETING DIRECTOR
AT POLARIS OPTIC AB

98-05-05

JOAKIM WALLENKLINT



GUNNAR PETTERSSON, SALES AND MARKETING DIRECTOR, POLARIS OPTIC AB

A.  SINCERITY

1. DOWN-TO-EARTH Does not agree (1) (2 (3) (4) (5) Fully Agrees

1.2. Family-oriented Does not agree (1) (2) (3) (4) (5) Fully Agrees

1.3. Small-town Does not agree (1) (2) (3) (4) (5) Fully Agrees

2.  HONEST Does not agree (1) (2) (3) (4) (5) Fully Agrees

2.1. Sincere Does not agree (1) (2) (3) (4) (5) Fully Agrees

2.2. Real Does not agree (1) (2) (3) (4) (5) Fully Agrees

3. WHOLESOME Does not agree (1) (2) (3) (4) (5) Fully Agrees

3.1. Original Does not agree (1) (2) (3) (4) (5) Fully Agrees

4. CHEERFUL Does not agree (1) (2) (3) (4) (5) Fully Agrees

4.1. Sentimental Does not agree (1) (2) (3) (4) (5) Fully Agrees

4.2. Friendly Does not agree (1) (2) (3) (4) (5) Fully Agrees

B. EXCITEMENT

5. DARING Does not agree (1) (2) (3) (4) (5) Fully Agrees

5.1. Trendy Does not agree (1) (2) (3) (4) (5) Fully Agrees

5.2. Exciting Does not agree (1) (2) (3) (4) (5) Fully Agrees

6. SPIRITED Does not agree (1) (2) (3) (4) (5) Fully Agrees

6.1. Cool Does not agree (1) (2) (3) (4) (5) Fully Agrees

6.2. Young Does not agree (1) (2) (3) (4) (5) Fully Agrees



7. IMAGINATIVE Does not agree (1) (2) (3) (4) (5) Fully Agrees

7.1. Unique Does not agree (1) (2) (3) (4) (5) Fully Agrees

8. UP-TO-DATE Does not agree (1) (2) (3) (4) (5) Fully Agrees

8.1. Independent Does not agree (1) (2) (3) (4) (5) Fully Agrees

8.2. Contemporary Does not agree (1) (2) (3) (4) (5) Fully Agrees

C.  COMPETENCE

9. RELIABLE Does not agree (1) (2) (3) (4) (5) Fully Agrees

9.1. Hardworking Does not agree (1) (2) (3) (4) (5) Fully Agrees

9.2. Secure Does not agree (1) (2) (3) (4) (5) Fully Agrees

10. INTELLIGENT Does not agree (1) (2) (3) (4) (5) Fully Agrees

10.1. Technical Does not agree (1) (2) (3) (4) (5) Fully Agrees

10.2. Corporate Does not agree (1) (2) (3) (4) (5) Fully Agrees

11. SUCCESSFUL Does not agree (1) (2) (3) (4) (5) Fully Agrees

11.1. Leader Does not agree (1) (2) (3) (4) (5) Fully Agrees

11.2. Confident Does not agree (1) (2) (3) (4) (5) Fully Agrees

D.  SOPHISTICATION

12. UPPER CLASS Does not agree (1) (2) (3) (4) (5) Fully Agrees

12.1. Glamorous Does not agree (1) (2) (3) (4) (5) Fully Agrees

12.2. Good-looking Does not agree (1) (2) (3) (4) (5) Fully Agrees

13. CHARMING Does not agree (1) (2) (3) (4) (5) Fully Agrees

13.1. Feminine Does not agree (1) (2) (3) (4) (5) Fully Agrees

13.2. Smooth Does not agree (1) (2) (3) (4) (5) Fully Agrees



E. RUGGEDNESS

14. OUTDOORSY Does not agree (1) (2) (3) (4) (5) Fully Agrees

14.1. Masculine Does not agree (1) (2) (3) (4) (5) Fully Agrees

14.2. Western Does not agree (1) (2) (3) (4) (5) Fully Agrees

15. TOUGH Does not agree (1) (2) (3) (4) (5) Fully Agrees

15.1. Rugged Does not agree (1) (2) (3) (4) (5) Fully Agrees



APPENDIX C: QUESTIONNAIRE

STEFAN ERKKI
SALES AND MARKETING DIRECTOR

AT POLARBRÖD AB

98-05-04

JOAKIM WALLENKLINT



STEFAN ERKKI, SALES AND MARKETING DIRECTOR, POLARBRÖD AB

A.  SINCERITY

1. DOWN-TO-EARTH Does not agree (1) (2 (3) (4) (5) Fully Agrees

1.2. Family-oriented Does not agree (1) (2) (3) (4) (5) Fully Agrees

1.3. Small-town Does not agree (1) (2) (3) (4) (5) Fully Agrees

2.  HONEST Does not agree (1) (2) (3) (4) (5) Fully Agrees

2.1. Sincere Does not agree (1) (2) (3) (4) (5) Fully Agrees

2.2. Real Does not agree (1) (2) (3) (4) (5) Fully Agrees

3. WHOLESOME Does not agree (1) (2) (3) (4) (5) Fully Agrees

3.1. Original Does not agree (1) (2) (3) (4) (5) Fully Agrees

4. CHEERFUL Does not agree (1) (2) (3) (4) (5) Fully Agrees

4.1. Sentimental Does not agree (1) (2) (3) (4) (5) Fully Agrees

4.2. Friendly Does not agree (1) (2) (3) (4) (5) Fully Agrees

B. EXCITEMENT

5. DARING Does not agree (1) (2) (3) (4) (5) Fully Agrees

5.1. Trendy Does not agree (1) (2) (3) (4) (5) Fully Agrees

5.2. Exciting Does not agree (1) (2) (3) (4) (5) Fully Agrees

6. SPIRITED Does not agree (1) (2) (3) (4) (5) Fully Agrees

6.1. Cool Does not agree (1) (2) (3) (4) (5) Fully Agrees

6.2. Young Does not agree (1) (2) (3) (4) (5) Fully Agrees



7. IMAGINATIVE Does not agree (1) (2) (3) (4) (5) Fully Agrees

7.1. Unique Does not agree (1) (2) (3) (4) (5) Fully Agrees

8. UP-TO-DATE Does not agree (1) (2) (3) (4) (5) Fully Agrees

8.1. Independent Does not agree (1) (2) (3) (4) (5) Fully Agrees

8.2. Contemporary Does not agree (1) (2) (3) (4) (5) Fully Agrees

C.  COMPETENCE

9. RELIABLE Does not agree (1) (2) (3) (4) (5) Fully Agrees

9.1. Hardworking Does not agree (1) (2) (3) (4) (5) Fully Agrees

9.2. Secure Does not agree (1) (2) (3) (4) (5) Fully Agrees

10. INTELLIGENT Does not agree (1) (2) (3) (4) (5) Fully Agrees

10.1. Technical Does not agree (1) (2) (3) (4) (5) Fully Agrees

10.2. Corporate Does not agree (1) (2) (3) (4) (5) Fully Agrees

11. SUCCESSFUL Does not agree (1) (2) (3) (4) (5) Fully Agrees

11.1. Leader Does not agree (1) (2) (3) (4) (5) Fully Agrees

11.2. Confident Does not agree (1) (2) (3) (4) (5) Fully Agrees

D.  SOPHISTICATION

12. UPPER CLASS Does not agree (1) (2) (3) (4) (5) Fully Agrees

12.1. Glamorous Does not agree (1) (2) (3) (4) (5) Fully Agrees

12.2. Good-looking Does not agree (1) (2) (3) (4) (5) Fully Agrees

13. CHARMING Does not agree (1) (2) (3) (4) (5) Fully Agrees

13.1. Feminine Does not agree (1) (2) (3) (4) (5) Fully Agrees

13.2. Smooth Does not agree (1) (2) (3) (4) (5) Fully Agrees



E.  RUGGEDNESS

14. OUTDOORSY Does not agree (1) (2) (3) (4) (5) Fully Agrees

14.1. Masculine Does not agree (1) (2) (3) (4) (5) Fully Agrees

14.2. Western Does not agree (1) (2) (3) (4) (5) Fully Agrees

15. TOUGH Does not agree (1) (2) (3) (4) (5) Fully Agrees

15.1. Rugged Does not agree (1) (2) (3) (4) (5) Fully Agrees



APPENDIX D1: QUESTIONNAIRE

BRAND IDENTITY
STEFAN LUSTIG

EXECUTIVE DIRECTOR AT
PITEORTENS  CHARK AB

98-05-08

JOAKIM WALLENKLINT



STEFAN LUSTIG, EXECUTIVE DIRECTOR, PITEORTENS CHARK AB

A.  SINCERITY

1. DOWN-TO-EARTH Does not agree (1) (2 (3) (4) (5) Fully Agrees

1.2. Family-oriented Does not agree (1) (2) (3) (4) (5) Fully Agrees

1.3. Small-town Does not agree (1) (2) (3) (4) (5) Fully Agree

2.  HONEST Does not agree (1) (2) (3) (4) (5) Fully Agrees

2.1. Sincere Does not agree (1) (2) (3) (4) (5) Fully Agrees

2.2. Real Does not agree (1) (2) (3) (4) (5) Fully Agrees

3. WHOLESOME Does not agree (1) (2) (3) (4) (5) Fully Agrees

3.1. Original Does not agree (1) (2) (3) (4) (5) Fully Agrees

4. CHEERFUL Does not agree (1) (2) (3) (4) (5) Fully Agrees

4.1. Sentimental Does not agree (1) (2) (3) (4) (5) Fully Agrees

4.2. Friendly Does not agree (1) (2) (3) (4) (5) Fully Agrees

B. EXCITEMENT

5. DARING Does not agree (1) (2) (3) (4) (5) Fully Agrees

5.1. Trendy Does not agree (1) (2) (3) (4) (5) Fully Agrees

5.2. Exciting Does not agree (1) (2) (3) (4) (5) Fully Agrees

6. SPIRITED Does not agree (1) (2) (3) (4) (5) Fully Agrees

6.1. Cool Does not agree (1) (2) (3) (4) (5) Fully Agrees

6.2. Young Does not agree (1) (2) (3) (4) (5) Fully Agrees



7. IMAGINATIVE Does not agree (1) (2) (3) (4) (5) Fully Agrees

7.1. Unique Does not agree (1) (2) (3) (4) (5) Fully Agrees

8. UP-TO-DATE Does not agree (1) (2) (3) (4) (5) Fully Agrees

8.1. Independent Does not agree (1) (2) (3) (4) (5) Fully Agrees

8.2. Contemporary Does not agree (1) (2) (3) (4) (5) Fully Agrees

C.  COMPETENCE

9. RELIABLE Does not agree (1) (2) (3) (4) (5) Fully Agrees

9.1. Hardworking Does not agree (1) (2) (3) (4) (5) Fully Agrees

9.2. Secure Does not agree (1) (2) (3) (4) (5) Fully Agrees

10. INTELLIGENT Does not agree (1) (2) (3) (4) (5) Fully Agrees

10.1. Technical Does not agree (1) (2) (3) (4) (5) Fully Agrees

10.2. Corporate Does not agree (1) (2) (3) (4) (5) Fully Agrees

11. SUCCESSFUL Does not agree (1) (2) (3) (4) (5) Fully Agrees

11.1. Leader Does not agree (1) (2) (3) (4) (5) Fully Agrees

11.2. Confident Does not agree (1) (2) (3) (4) (5) Fully Agrees

D.  SOPHISTICATION

12. UPPER CLASS Does not agree (1) (2) (3) (4) (5) Fully Agrees

12.1. Glamorous Does not agree (1) (2) (3) (4) (5) Fully Agrees

12.2. Good-looking Does not agree (1) (2) (3) (4) (5) Fully Agrees

13. CHARMING Does not agree (1) (2) (3) (4) (5) Fully Agrees

13.1. Feminine Does not agree (1) (2) (3) (4) (5) Fully Agrees

13.2. Smooth Does not agree (1) (2) (3) (4) (5) Fully Agrees



E.  RUGGEDNESS

14. OUTDOORSY Does not agree (1) (2) (3) (4) (5) Fully Agrees

14.1. Masculine Does not agree (1) (2) (3) (4) (5) Fully Agrees

14.2. Western Does not agree (1) (2) (3) (4) (5) Fully Agrees

15. TOUGH Does not agree (1) (2) (3) (4) (5) Fully Agrees

15.1. Rugged Does not agree (1) (2) (3) (4) (5) Fully Agrees



APPENDIX D2: QUESTIONNAIRE

MARTTI PERTTUNEN
SALES AND MARKETING DIRECTOR

PITEORTENS  CHARK AB

98-05-08

JOAKIM WALLENKLINT



MARTTI PERTTUNEN, MARKETING DIRECTOR, PITEORTENS CHARK AB

A.  SINCERITY

1. DOWN-TO-EARTH Does not agree (1) (2 (3) (4) (5) Fully Agrees

1.2. Family-oriented Does not agree (1) (2) (3) (4) (5) Fully Agrees

1.3. Small-town Does not agree (1) (2) (3) (4) (5) Fully Agrees

2.  HONEST Does not agree (1) (2) (3) (4) (5) Fully Agrees

2.1. Sincere Does not agree (1) (2) (3) (4) (5) Fully Agrees

2.2. Real Does not agree (1) (2) (3) (4) (5) Fully Agrees

3. WHOLESOME Does not agree (1) (2) (3) (4) (5) Fully Agrees

3.1. Original Does not agree (1) (2) (3) (4) (5) Fully Agrees

4. CHEERFUL Does not agree (1) (2) (3) (4) (5) Fully Agrees

4.1. Sentimental Does not agree (1) (2) (3) (4) (5) Fully Agrees

4.2. Friendly Does not agree (1) (2) (3) (4) (5) Fully Agrees

B. EXCITEMENT

5. DARING Does not agree (1) (2) (3) (4) (5) Fully Agrees

5.1. Trendy Does not agree (1) (2) (3) (4) (5) Fully Agrees

5.2. Exciting Does not agree (1) (2) (3) (4) (5) Fully Agrees

6. SPIRITED Does not agree (1) (2) (3) (4) (5) Fully Agrees

6.1. Cool Does not agree (1) (2) (3) (4) (5) Fully Agrees

6.2. Young Does not agree (1) (2) (3) (4) (5) Fully Agrees



7. IMAGINATIVE Does not agree (1) (2) (3) (4) (5) Fully Agrees

7.1. Unique Does not agree (1) (2) (3) (4) (5) Fully Agrees

8. UP-TO-DATE Does not agree (1) (2) (3) (4) (5) Fully Agrees

8.1. Independent Does not agree (1) (2) (3) (4) (5) Fully Agrees

8.2. Contemporary Does not agree (1) (2) (3) (4) (5) Fully Agrees

C.  COMPETENCE

9. RELIABLE Does not agree (1) (2) (3) (4) (5) Fully Agrees

9.1. Hardworking Does not agree (1) (2) (3) (4) (5) Fully Agrees

9.2. Secure Does not agree (1) (2) (3) (4) (5) Fully Agrees

10. INTELLIGENT Does not agree (1) (2) (3) (4) (5) Fully Agrees

10.1. Technical Does not agree (1) (2) (3) (4) (5) Fully Agrees

10.2. Corporate Does not agree (1) (2) (3) (4) (5) Fully Agrees

11. SUCCESSFUL Does not agree (1) (2) (3) (4) (5) Fully Agrees

11.1. Leader Does not agree (1) (2) (3) (4) (5) Fully Agrees

11.2. Confident Does not agree (1) (2) (3) (4) (5) Fully Agrees

D.  SOPHISTICATION

12. UPPER CLASS Does not agree (1) (2) (3) (4) (5) Fully Agrees

12.1. Glamorous Does not agree (1) (2) (3) (4) (5) Fully Agrees

12.2. Good-looking Does not agree (1) (2) (3) (4) (5) Fully Agrees

13. CHARMING Does not agree (1) (2) (3) (4) (5) Fully Agrees

13.1. Feminine Does not agree (1) (2) (3) (4) (5) Fully Agrees

13.2. Smooth Does not agree (1) (2) (3) (4) (5) Fully Agrees



E.  RUGGEDNESS

14. OUTDOORSY Does not agree (1) (2) (3) (4) (5) Fully Agrees

14.1. Masculine Does not agree (1) (2) (3) (4) (5) Fully Agrees

14.2. Western Does not agree (1) (2) (3) (4) (5) Fully Agrees

15. TOUGH Does not agree (1) (2) (3) (4) (5) Fully Agrees

15.1. Rugged Does not agree (1) (2) (3) (4) (5) Fully Agrees



APPENDIX E

PRINT AD FOR POLARIS OPTIC AB

SOURCE: Advertising Paper about the Ice Hotel Jukkasjärvi, p 8, 1998



APPENDIX F

PRINT AD FOR POLARBRÖD AB

SOURCE: Vildmarksguiden – Appendix in Dagens Nyheter ,20 April 1998



APPENDIX G

PRINT AD FOR POLARBRÖD AB

SOURCE: Company Brochure, 1998



APPENDIX H

PRINT AD FOR PITEORTENS CHARK AB

SOURCE: Advertising Paper from Grocery Stores Ica-Örnen and Ica-Öjebyn, July
1998
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