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1. Introduction 
 
This chapter will give a background to the subject treated in this thesis as well 
as a discussion of the problem that we have chosen to investigate. This 
problem discussion will lead to our purpose with this thesis. From this some 
research questions have been derived which we wish to answer. This first 
chapter also gives a disposition of the different chapters.  
 
 

1.1 Background 
 
Branding is an old phenomenon that can be traced back as far as the ancient 
Romans and Greeks who centuries ago marked their wine pots and oil-lamps 
with symbols to indicate the origin and quality of these goods. The word 
branding stems from the notion of burning a mark, or in other words making 
an imprint on to something, such as for instance branding cattle to 
demonstrate ownership. With the industrialisation and the development of the 
railways during the nineteenth century, the importance of branding grew 
stronger. The Industrial Revolution led to the increased efficiency in 
production and economies of scale, which in turn was followed by the need 
for market expansion. In other words, during this time the distance between 
the manufacturer and the consumer grew thus reducing their personal contact. 
This increased the importance of branding as a means of communicating the 
quality and identity of the product and also as a way of protecting the products 
from replication by competitors. (Nilson 2000, de Chernatony & McDonald 
1998, Room 1998)      
 
In today’s society the importance of the brand has grown to yet a higher level. 
With the improvement in product quality and performance the products that 
are put out on the market are increasingly similar. Since the differences in 
functionality between the products are less important, consumers have a more 
difficult task when making a choice of purchase and this has led to a shift of 
focus from the product itself as a differentiator to the less tangible factors such 
as brands (Goodchild & Callow 2001). Moreover, the intensification of 
promotional communication such as for instance advertisement as well as the 
larger output of products on the market has added to the complexity of making 
a consumer choice. This implies that there is a need for simplification of the 
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way of processing all this consumer information and a way for the consumer 
to identify the offered products, which stresses the importance of the brand. 
(Goodchild & Callow 2001, Nilson 2000)           
 
So far it has been pointed out that the brand is important as an instrument of 
differentiation, helping consumers differentiating between increasingly similar 
products and simplifying choices in the flow of constant promotional 
information. One of the main reasons behind branding is to be able to compete 
in a more efficient manner through the creation of an identity for the product 
or service being offered and making the consumers emotionally attached to it 
(Nilson 2000). In other words, brands are important because they provide 
symbolic significance to products that gives consumers meaning and the 
possibility of self-expression. Consumers can through what they buy express 
who they are and what they believe in, which put another way means that 
branding transforms functional assets into relationship assets that are a source 
of value creation (Knowles 2001; Chernatony & McDonald 1998).  
 
In conclusion, the importance of branding has grown significantly through 
history and for companies today it could mean the difference between gaining 
a strong competitive advantage and ceasing to exist. 
 
 

1.2 Problem discussion 
 
It may be hard enough to achieve a strong brand for a new kind of product or 
business, which is not yet known to people even though according to Melin 
(1999) these have a so called first mover advantage. For companies which in 
addition are entering a market where competition is already significant it is yet 
harder to create a strong brand since this does not only include establishing 
awareness, but also changing the current preferences of consumers. Not only 
do people need to perceive and recognize the new competitor; they also have 
to switch their preferences in favour of the new, so far unknown brand.   
 
We believe it to be of interest to outline the strategies behind the 
establishment of new successful brands 1  on competitive markets. This is 
                                                 
1 With successful brand we mean brands with a relatively large market share. For a further definition, see 
page 19, Defining the Brand. 
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because we believe that today many new brands face competition by already 
established brands when entering a market. We also believe that new brands 
are often at a disadvantage when it comes to recognition and customer 
preference and therefore we consider it interesting to look at the branding 
strategies that make these brands successful.  
 
In order to shed some light on the process of establishing a strong brand on a 
competitive market we have outlined the branding strategies of some recently 
established companies on the Swedish markets. All of these companies were 
founded in the late 80’s, in the 90’s and in the beginning of this century and 
they have all launched new brands on competitive Swedish markets. The 
companies we will look at are the insurance company ‘If’ as well as the 
accessories company ‘Klockgrossisten AB’ with its brand ‘Axcent of 
Scandinavia’, the clothing company ‘Filippa K’, the company ‘Jens of 
Sweden’, which sells MP3 players and the telecom company ‘Alcatel’. We 
perceive these company brands as successful due to their relatively large 
market share. 
 
We are interested in how these companies look at their branding strategies and 
what they believe has caused their success and therefore we will solely focus 
on the internal strategies for establishing these brands. By outlining the 
strategies of our case companies, we intend to investigate what strategies 
should be used in order to establish new successful brands on the Swedish 
market.  
 
The problem discussed has led to the formulation of the purpose outlined 
below.  
 
 

1.3 Purpose 
 
We intend to investigate which branding strategies companies should use in 
order to establish a new successful brand on a competitive Swedish market.  
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1.4 Research Questions 
 
In order to find an answer to this purpose we have formulated the following 
research questions: 
 

•  Which are the branding strategies of the chosen case-companies?  
•  Which have been the critical points that have contributed to the 

successful establishment of the brands of these companies? 
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 2 Scientific Approach 
 
In this chapter we want to provide the reader with an understanding of the 
basic assumptions and perceptions that affect us as investigators in the way 
that we approach different tasks and how we interpret the material that we use 
in this thesis. This section includes discussions about our view on knowledge 
and our contribution to knowledge, our view on science, i.e. our standpoints 
regarding positivism versus hermeneutics as well as a discussion about our 
scientific approach in terms of induction and deduction. By presenting our 
views regarding these issues, we hope to facilitate for the reader who wishes 
to better understand the underlying reasons for how we have come to the 
different conclusions presented. 
 
 

2.1 Philosophy of Science 
 
Philosophy of science treats some underlying assumptions that unarguably 
affect the approach and results of a thesis such as this one. It deals with 
profound issues such as one’s view of knowledge. According to Jacobsen 
(2002), there is a fundamental disagreement of what reality, or truth, really is, 
whether we can possibly know anything about this reality and how we should 
gather information in order to gain the best possible approximation of the 
reality. These issues include different scientific approaches, e.g. positivism 
versus hermeneutics, which will be discussed further on. First, however a 
discussion about knowledge will be held, which according to Jacobsen (2002) 
is an important concept in the philosophy of science. 
 
 

2.1.1 Knowledge and Science 
 
We believe that scientific knowledge is different from every-day knowledge 
and that the former implies certain demands, which the latter does not. We 
therefore agree with Eriksson and Wiedershiem-Paul (1997) who state that 
science is knowledge that is collected with scientific methods and that 
methods must fulfil certain demands in order to be called scientific. By using 
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what we refer to as scientific methods when writing this thesis we believe that 
we have fulfilled the criteria for calling our work scientific.2  
 
With this thesis we wish to contribute with complementary knowledge to 
already existing knowledge within the field of branding. Our intention has 
been to add knowledge to this field by showing what strategies companies 
should use when establishing a new brand on a competitive Swedish market, 
something that as far as we know has not been investigated before. In 
accordance with Jacobsen (2002), who states that knowledge can be a 
contribution to something already known to us, we believe this kind of thesis 
to be highly relevant and to make a worthwhile contribution to the existing 
knowledge about brand building processes.  
 
 

2.1.2 Hermeneutic approach 
 
There are several approaches toward science that an investigator can take. The 
two most cited ones are the standpoints positivism and hermeneutics, where 
the former according to Patel and Davidson (1994) is associated to the natural 
sciences and objectivity whereas the latter is associated to the social sciences 
and aims at interpreting different phenomena. 
 
In this thesis our aim has been to first seek an overall comprehension and then 
a deeper understanding of the branding strategies of companies establishing 
new brands. The manner for reaching this aim was through the interpretation 
and understanding of the actions that individuals in such companies have 
undertaken when it comes to their branding strategies. Thus, the scientific 
method we have worked with can according to Eriksson and Wiedersheim-
Paul (1997) be classified as hermeneutic since this is a methodology focusing 
on interpretation and understanding of events and actions of other people. 
Working with the hermeneutic approach puts a great emphasis and importance 
on language, due to the fact that this is a critical tool when creating 
understanding. We believe that language has played an important role in our 
research since we have collected data through interviews.3 This implies that 
language has been a critical source for creating the understanding of the 

                                                 
2 What we refer to as scientific work will be described throughout this chapter. 
3 See Primary Data, page 12. 
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branding strategies, which we needed in order to fulfil our purpose. If there is 
no common language or if there are great discrepancies in the meaning that 
the involved parties put in words such as for instance definitions of concepts 
and technical terms the understanding becomes reduced. (Eriksson & 
Wiedersheim-Paul, 1997) This is something that we took into consideration 
when performing our interviews.4  
 
Moreover, to understand the process that occurred in the building of our 
understanding it is important to be aware of the pre-understanding that we 
already had of branding. Within the hermeneutic methodology interpretation is 
built upon previous interpretation and ultimately this leads to a deeper 
knowledge and understanding of the particular subject (Eriksson & 
Wiedersheim-Paul, 1997). We have both some previous experience of the 
subject branding since we have taken a few marketing courses at university 
level. This might have affected our choice of the starting point of our thesis 
such as for instance research questions and points of interest. The fact that we 
are familiar with some of the branding theories and terms might also have 
affected us when choosing which data to accentuate and which to leave out as 
well as in our interpretation of it. However none of us is specialized in this 
subject and therefore we have tried to keep an open mind whenever finding 
new information and new theories. Concerning our pre-understanding about 
strategies behind recently established brands none of us had any previous 
experiences. Neither did we have any knowledge about the investigated 
companies. We believe this has been an advantage, since we have not charged 
our findings with prejudices and assumptions that we might have had if we 
had known more about our subject and our case companies. 
 
 

2.1.3 Induction  
 
Our starting point when beginning our work with this thesis was to think of an 
empirical field that would be of interest to investigate. We decided that we 
wanted to write about branding and came up with the question of how new 
brands should be established on a competitive market in order to be 
successful.  
 
                                                 
4 Our interviews will be further described on page 12, Realizing the Interviews. 
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Our initial starting point is thus in line with the so-called inductive approach 
where the investigator starts with an empirical approach. According to 
Eriksson and Wiedersheim-Paul (1997) the researcher using an inductive work 
method assumes that from different phenomena occurring in reality a 
conclusion is drawn involving more general assumptions, theories and models. 
We have used an empirical field of interest as a starting point when forming 
our research and our interview questions. By comparing our empirical 
findings with existing theories we want to draw conclusions which will 
possibly lead to the formation of a new model for which strategies to use when 
building a new, strong brand. This is thus is in line with the inductive 
approach.  
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3 Methodology 
 

In this chapter we will describe our course of action when writing this thesis 
including the choices we have made throughout our work. We will start with 
depicting which type of investigation that has been carried through, our 
methods of data collection and selection procedures. We will then continue 
with the realization of our interviews and finally conclude with discussing the 
important concepts of validity and reliability.  
 
 

3.1 Method of Data Collection 
 
There are different ways to collect data for a thesis such as this one and 
therefore we will give a more detailed discussion of this process below. It is 
also important to account for how the selection of case companies as well as 
respondents has been carried out. Therefore the method of selection will also 
be described. 
 
 

3.1.1 Qualitative Research 
 
In this thesis the aim has been to thoroughly investigate how some companies 
have laid out their brand building strategies. In order to do this we decided 
that the best way was to conduct interviews with people involved in this 
process in each of these companies, since this method would give the 
interviewees the possibility to speak freely and about their experiences and 
what they judged important in the process. This in turn would give us the 
possibility to get a holistic view of the strategies used. It would also give us 
access to information that we might have missed out on if we had used another 
way of investigating the problem such as mailing questionnaires with 
predetermined alternatives of answers to our respondents. Our way of 
investigating is classified as qualitative research and according to Patel and 
Davidson (1994) this method is best used when the problem deals with 
interpretations and understanding of people’s experiences as ours does. 
Jacobsen (2002) states that this method brings forth nuanced data and that it is 
deep and sensitive to unexpected circumstances and therefore it is open for 
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contextual aspects, which we agree on. It also demands that the investigator 
concentrates on a limited number of entities (Jacobsen, 2002). This demand 
was thus in accordance with our selection since we used five respondents.5 
 
 

3.1.2 Secondary Data 
 
As a foundation for our empirical data as well as for the preparation of our 
interviews we gathered electronic information concerning our case companies 
through the Internet. These data were retrieved from the companies’ official 
homepages as well as from information sent to us through e-mail by 
employees of the different companies. Furthermore our case companies 
provided us with information such as annual reports, promotional material and 
also with internal material at the time of the interviews.     
 
This type of data is according to Jacobsen (2002) secondary data since the 
researcher does not gather the information directly from the source, but uses 
information gathered by others. This implies that the information has been 
gathered for another purpose with another problem than the one that the 
researcher wants to investigate (Jacobsen, 2002).  
 
 

3.1.3 Method of Selection 
 
When choosing which companies to contact we had some criteria. First we 
wanted our case companies to possess a recently established brand. With 
recently established we had in mind brands that were not established earlier 
than in the beginning of the 90’s. Secondly we wanted to find companies 
which were competing with their new brand on a competitive Swedish market, 
i.e. started to market a brand product or service which was already from the 
beginning faced with competing brands. Thirdly we wanted to find companies 
which had not just recently established brands, but also successful brands6. All 
of the companies but one that we have chosen to use in our study fulfil all of 
the criteria mentioned above. Alcatel was first established in 1989, but since 

                                                 
5 See Method of Selection below. 
6 For a definition of a successful brand see Defining the Brand, page 19. 
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this was close enough to the beginning of the 90’s and it fulfilled all of the 
other criteria stated we decided to include this company. 
 
When having found some companies, which fulfilled our criteria, we 
contacted these per e-mail. A number of companies refused to participate for 
different reasons, mainly lack of time. Five companies agreed to participate 
and these are the ones that we have used as our case companies.  
 
When choosing which persons to include in our investigation we let the 
companies decide who would be the most suited to answer our questions 
concerning their branding strategies. Since we contacted the companies 
chosen through e-mail on the web address stated on their home pages the 
selection process was rather carried out by the companies themselves than by 
us. However, all the respondents that were suggested had positions that we 
judged appropriate for our research. Two of the five persons are CEO:s of 
their companies and have been in charge of the brand building strategies and 
the other three have the titles of marketing director, market coordinator and 
brand assistant. We accepted this selection of people since we believed they 
were suitable to provide us with sufficient and good information. This is what 
Jacobsen (2002) refers to as the selection of respondents through the 
information criteria. According to these criteria the respondents can possess 
great knowledge about the subject that we are interested in, they can be good 
at expressing themselves or they can be persons who we know are willing to 
give us information. However, Jacobsen (2002) claims that these criteria may 
be difficult to use since it is first of all necessary to know something about 
how valuable the respondents are as sources of information. We estimated 
these people to be able to give us the information desired since they were all 
personally involved in working with their company brands and since they 
were willing to be a part of our investigation. However, it turned out that not 
all of them had been involved when first establishing their company brands7. 
 
 

3.1.4 Primary Data 
 
Taking into account our purpose of the study we decided that interviews 
would be the best form of gathering data. These data are categorized as 
                                                 
7 See Validity, page 15. 
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primary data, which according to Jacobsen (2002) means that the data are 
collected directly from persons or groups of persons. The person, who gives 
the information through first hand reports, in our case the interviewee, is 
according to Patel and Davidson (1994) a primary source. We believe that 
interviewing is a good technique when collecting data that involves a high 
degree of complexity. We wanted to receive information about the strategies 
employed by different companies when establishing their brands, a subject 
that we considered to be complex and which would require detailed answers to 
our questions. Moreover, performing interviews gave us the possibility to 
clarify and follow up questions as well as to attain in our view developed 
answers.  
 
We conducted two types of interviews, four face-to-face interviews and one 
telephone interview. Our main focus was put on the former type of interviews 
since we deem that this sort of interviews has the advantage of more easily 
creating confidence between the parties involved as well as providing the 
possibility to use body language and visual help devices such as catalogues, 
adds in magazines and so on to clarify certain questions. The reason behind 
the choice of the sole telephone interview was due to the fact that one of the 
respondents was currently in London and the geographical distance influenced 
our choice.8 
 
 

3.1.5 Realizing the Interviews 
 
Before we conducted the interviews we had as already mentioned prepared a 
guideline for our interview questions. We did not intend to let the interviewees 
have a look at this beforehand, since we did not want them to know which 
questions we would pose. The reason for making this decision was that we 
wanted our respondents to tell us about what they thought was important when 
establishing their brands without being influenced by our more specific 
questions about branding strategies. However, one of our respondents, 
Caroline Eriksson at Filippa K, asked us to send our questions to her per e-
mail, which we did.9  
 

                                                 
8 For a discussion about how this has affected our work, see Reliability, page 16. 
9 See Reliability, page 16. 
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Furthermore, we tried to act the same way during all our interviews. We 
listened attentively without interrupting too much and we believe we got a 
good connection with all of our interviewees, which were conducted at the 
company head offices apart from the one telephone interview.10 Our aim was 
to as far as possible create a relaxed atmosphere so that the interviewees 
would feel at ease and openly answer our questions. We made sure to cover all 
of our guideline questions, starting with the more general and specific ones 
concerning number of employees, year of establishment and so on, to be 
followed by open questions such as the interviewees definition of a brand. We 
did not follow the guideline order when posing the questions, but decided 
when to ask which question depending of the direction of conversation. This 
way of conducting our interviews can be said to be semi-standardized, which 
is something in between the standardized interview11, and un-standardized 
interview12 referred to by Patel and Davidson (1994). We also posed follow-up 
questions besides the ones in our guideline whenever the interviewee said 
something that we wanted him or her to develop. As far as possible we tried to 
pose open questions in order for the interviewee to respond freely and to not 
lead the interview in a certain direction, which according to Patel and 
Davidson (1994) is an unstructured 13  form of interview. Some of the 
interviewees were self going whereas others did not have as much to say.14 In 
the latter cases we naturally posed more questions than in the interviews 
where the respondent spoke more freely.  
 
Due to our understanding about branding we used technical terms and 
concepts connected with the subject. However, since our interviewees were all 
involved in their companies’ branding, we supposed that they would be 
familiar with these terms and therefore we did not adjust our interview guide 
by leaving out such expressions, neither did we explain the meaning of them 
to our respondents when posing the questions. We could tell that all of our 
interviewees understood the questions since the responses given to us dealt 
with the subjects that we were asking about. Therefore we do not believe that 
our language has caused any problems during the interviews. 
                                                 
10 See reliability, page 16. 
11 The standardized interview implies that the same questions are posed in the exact same order to each 
interviewee (Patel & Davidson, 1994). 
12 The un-standardized interview implies that the questions are made up during the interview in the way that 
the interviewer thinks is appropriate for a certain interviewee (Patel & Davidson, 1994). 
13 The unstructured interview gives the interviewee maximum space to respond (Patel & Davidson, 1994). 
14 See Reliability, page 16. 
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In order not to miss any relevant information that was given during our 
interviews we decided, to record all of them on tape. This was after getting 
approval by the interviewees of its use. This enabled us to know later exactly 
what the respondent said. According to Patel and Davidson (1994) the 
advantage of this method is that the responses of the interviewee are exactly 
registered. On the other hand they claim that a disadvantage is that the tape 
recorder might have an impact on the responses given, since the interviewee 
often speaks more spontaneous when the recorder is turned off. We considered 
these pros and cons before deciding to tape our interviews, but agreed on that 
the risk of missing important information when taking just notes would be 
larger than the risk of preventing the interviewees from giving us full and 
spontaneous answers.  
 
Another disadvantage with tape recorded interviews is according to Patel and 
Davidson (1997) that it is costly since the interviews have to be transcribed. 
We have transcribed all of our five interviews in as exact words as possible in 
order not to miss any relevant information which indeed proved to be very 
time consuming. However, this was of much help when citing our 
interviewees in the Empirical Data section. When doing this we have 
translated the quotations from Swedish to English which has been authorized 
by the interviewees. In addition to the tape recording we also took notes 
during the interviews in order to see the structure of it later on. This also 
proved helpful since one of our recordings proved to be unsatisfactory due to 
poor sound quality. In this case we had to rely more on our notes than was the 
case for the other interviews. The notes were also useful in some cases when 
we could not hear names and such from the tape recordings.  

 
 

3.2 Validity of the Method 
 
When writing this thesis, we must know that we are investigating what we 
meant to investigate. According to Patel and Davidson (1994) this means we 
must know that we have a good validity.  
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3.2.1 Internal Validity 
 
In order to have a good validity for our thesis we think it is important to use 
relevant companies and persons who have good insight in the phenomenon we 
are investigating. We believe to have found suitable case companies for our 
study in accordance with our selection criteria. We also believe that our 
selection of interviewees is suitable for this investigation since they are all 
involved in managing the company brands. This is in line with the reasoning 
of Jacobsen (2002) who argues that the researchers have to pose the question 
of whether they have found the right entities. However, it turned out that two 
of our five interviewees had not actually been involved at the time when first 
establishing the brands on the Swedish market, but had later become part of 
the branding process. Nevertheless, these persons were all able to account for 
the strategies behind the establishments and we estimated this information to 
be valid.  
 
In order to investigate what we intend to investigate we believe the questions 
we have posed to our interviewees are also of great importance. We have let 
the respondents freely describe the strategies of establishing their company 
brands to be followed by more specific questions about these strategies, which 
we judged be a good way to find out what we wanted to know for the purpose 
of this thesis. 
 
We have given each of the respondents the opportunity to comment on the 
information they have provided that we have chosen to make use of in this 
thesis as well as our analysis and conclusions. This has been done in order to 
avoid misinterpretations and to give the respondents the possibility to further 
develop their standpoints and also to give us feedback on our work. This 
procedure is according to Jacobsen (2002) referred to as “face validity”, a 
validity control which means that we accept a description because of the fact 
that it seams reasonable and relevant for people who are supposed to know the 
topical phenomenon from inside.  
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3.2.2 External Validity 
 
The above described validity can according to Jacobsen (2002) be considered 
internal validity which deals with the correctness of our description of a 
phenomenon. He also mentions external validity which has to do with whether 
and to what extent the findings of an investigation can be generally applicable. 
We believe that we have chosen a satisfactory selection of companies and 
interviewees for this study, but since this is only a fraction of the selection that 
could have been made it is impossible for us to argue that our result will prove 
to be relevant for all companies wishing to establish a new successful brand 
on a competitive market. However, since we have found a number of similar 
points of view amongst our interviewees, this can according to Jacobsen 
(2002) be a reason for claiming that this is a representative selection, thus 
leading us to believe that our conclusions could be generally used for 
companies wishing to establish a new brand on a competitive market.  
 
 

3.3 Reliability of the Method 
 
The ways we have acted during the course of doing the interviews may have 
affected the information gathered and also the results of our work. According 
to Jacobsen (2002) the investigators should pose questions about the 
investigation itself and whether something within it may have caused the 
results depicted. 
 
For instance when sending the interview questions to Caroline Eriksson 
beforehand we behaved differently from the other interview procedures. The 
fact that she was already aware of the questions may have affected her 
answers somewhat towards bringing up the issues we wanted to discuss 
instead of her own perceptions of what really happened when establishing the 
brand Filippa K. However, she gave us information about this process without 
touching all of the subjects that our interview guide treated. We also got the 
impression that she was telling us in a spontaneous way about this 
establishment, which might not have been the case if she had stuck to the 
questions we wanted to treat. Neither did we get the impression that she was 
better prepared to answer the questions than the other respondents and since as 
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mentioned earlier our interviews were semi-standardized we posed follow up 
questions which she did not know of beforehand.  
 
Another deviation from our ‘normal’ interview behaviour was the telephone 
interview with Tore Evensen at Alcatel. We did not consider this to cause any 
problems, but we cannot neglect the fact that we could not interact with the 
interviewee the same way as with the other interviewees. In addition, he spoke 
Norwegian, but since he was used to conversing with Swedish people we did 
not think of this as a problem. If there was a word we did not understand we 
asked for the meaning of it. Of course we can not be a hundred percent sure 
that we have not misunderstood a few words, but since the context was clear 
this should not have any effect on the reliability of this thesis. 
 
Even though we tried to act the same way in all of the interviews carried out at 
the head offices of the interviewees we cannot be absolutely certain that we in 
fact did. Depending on the different interactions we felt that we established a 
slightly better contact with some of the respondents. This may also have 
affected our body language and tone of voice even though we felt we acted the 
same way in all of the interview occasions. All this may in turn have 
influenced the answers given by the interviewee. In the cases where we had to 
pose more questions due to the shorter answers given by the interviewee, this 
may also have affected the answers somewhat, although we tried to pose as 
open questions as possible in order to avoid influencing the responses. 
Jacobsen (2002) refers to these issues as the “interview effect” which is due to 
the fact that the conversation is shaped both in style and in content by the 
participating parties. 
 
The fact that all of the interviews, the one conducted over the phone a part, 
were carried out at the head offices of the different companies might have 
caused our respondents to feel more at ease, which might have caused them to 
give more developed answers, than would have been the case if they had been 
interviewed in a to them unknown environment. Jacobsen (2002) explains this 
phenomenon with the “context effect” with means that people who are 
exposed to an artificial context, i.e. unnatural context, may change their 
behaviour. 
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3.4 Criticism of Secondary Data  
 
As mentioned earlier some of our secondary data was retrieved from the 
Internet. According to Eriksson and Wiedersheim-Paul (1997) it is difficult to 
determine the authenticity of this form of data. We believe that since most of 
our Internet sources were the case companies’ official homepages they can be 
seen as trustworthy. We are aware of that the information given on these can 
be skewed to give a positive picture of the company and we have therefore, to 
be sure that the information is correct, during our interviews asked the 
respondents if they can confirm the accuracy of it. In the few cases that we 
have used information from other web pages, we have only used the 
homepages of official institutions and recognized companies. Thus, we 
believe that due to the fact that only official web pages have been used and 
that we have been critical to the information on these, the sources can be seen 
as reliable and valid. 
 
We have similarly tried to be critical to the documents that the case companies 
provided us with, such as annual reports, promotional material and internal 
material. In the case of annual reports we deem that these are trustworthy for 
the reason that these are official documents. Moreover, with reference to the 
internal material, we do not see any purpose for it to not be truthful since it is 
for the companies’ internal use, such as for instance launching guides for the 
brands and definitions of target groups. Promotional material, on the other 
hand, is in our opinion used for commercial purposes and aims at showing the 
positive side of the brand, why we think that the information in it might be 
somewhat exaggerated. We have therefore tried to be careful when using this 
sort of information and have mainly used it to get an idea of how the 
promotional material looks and what sort of promotional campaigns have been 
important in the establishment of the brand.       
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4. Frame of Reference 
 
In this chapter we will provide some theories regarding strategies of 
branding. We will start with some general definitions of the concept of 
branding. This will be followed by strategies for building a strong brand 
where we use Melin’s theory of ‘the Strategic Branding Platform’ as a base 
for shedding some light on the internal strategies of building a brand from the 
perspective of the brand holder. In addition to Melin’s thoughts a number of 
other authors’ ideas will be accounted for, where we have felt that additional 
information could be of use when explaining the strategies chosen by our case 
companies.  
 
 

4.1 Defining the Brand  
 

In order to understand the strategies behind the branding process we believe 
that it is important to understand the concept of the brand. Throughout the 
branding literature different thoughts of the brand have been depicted and in 
this section we are going to account for some of these, which will lead to a 
better understanding of what constitutes a brand. Moreover, we are going to 
define the criteria of a successful brand since this thesis focuses on these. 

 
The concept of the brand encompasses much more than only the brand name 
and symbol, these are of course also important parts of the brand but not the 
only constituents (de Chernatony & McDonald, 1998; Urde 1997; Kapferer 
1994). According to a definition given by de Chernatony and McDonald a 
successful brand is:  
 
‘/…/an identifiable product, service, person or place, augmented in such a way that the 
buyer or user perceives relevant, unique added values which match their needs most 
closely. Furthermore, its success results from being able to sustain these added values in 
the face of competition.’  

(de Chernatony & McDonald, 1998 p.20) 
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Melin (1999) argues that none of the definitions of the brand provided by 
other authors explain the constituents of a branded product in a satisfactory 
way. The author has, in cooperation with Urde subsequently developed a 
model, which aims at showing the different building blocks of the branded 
product and the relations between these. The model is also designed to 
describe the prerequisites for the establishment of a branded product on a 
market from the perspective of the brand-owner. (Melin, 1999; Melin, 1997; 
Urde 1997) According to Melin (1997) and Urde (1997) the fundamental 
building blocks of a branded product, which are controlled by the brand owner 
are the product, the brand and the positioning. These three parts are 
interlinked given that the brand is often chosen on the basis of the product and 
aims at identifying the product, and the positioning strategy is chosen 
depending on the product as well as the brand. Moreover, a brief 
exemplification of how the model can be used to describe a branded product 
has been given through the example of ‘Volvo the safe car’, where Volvo is 
the brand, safe is the positioning and car is the product (Urde, 1997). The 
fourth building block in the model is the target group, it is connected to the 
product, brand and positioning through market communication, which leads to 
customer recognition and in the long run customer loyalty.  

 

Target group

Brand

Positioning

Product

 
Figure 4.1: ‘The Brand Pyramid – the structure of the branded product’  
Source: Melin, 1999, page 75. 
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Another definition of a brand is given by Hankinson and Cowking (1997):  
 
‘A brand is a product or service made distinctive by its positioning relative to the 
competition and by its personality.’  

 (Hankinson and Cowking, 1997, p.1) 
 
In other words the constituent components of a brand are positioning and 
personality, where the positioning represents the brand’s point of reference 
with respect to the competition (Hankinson & Cowking, 1997). Explained in 
another manner, the branded product or service is positioned in the mind of 
the consumers in a way that will distinguish the brand from its competitors 
(Hankinson, 2000). The personality on the other hand, refers to the fact that 
the brand is a unique combination of functional attributes and symbolic values 
where the functional attributes encompass tangible properties such as 
performance and where the symbolic values encompass intangible properties 
such as lifestyles and emotions. (Hankinson & Cowking, 1997; Hankinson, 
2000) Moreover, Hankinson and Cowking 1997 argue that in the case of 
successful brands the constituents positioning and personality are intimately 
linked to each other, since the positioning defines the potential competitors 
and the personality distinguishes the brand from the brands of the competitors.   
 
As mentioned in the beginning of this section, the definitions of the brand 
given above have the purpose of introducing the subject of this thesis. Our 
intention is to with these definitions create a base for the following section, 
which treats the strategies behind building a brand. 
 
 

4.2 Strategies for building a strong brand 
 

We have outlined different views on what a brand encompasses and are now 
going to look closer at the strategies for building a strong brand. Our starting 
point will be the Strategic Brand Model created by Melin (1999), who is a 
well renowned branding researcher and who today is responsible for the 
research about Strategic Brand Management at the Department of Business 
Administration at the University of Lund. We have chosen this model because 
we believe it can serve as a base for discussing the different branding 
strategies used by our case companies. However, we will not account for all of 
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Melin’s (1999) reasoning about his model, since some of it treats strategies for 
altering already existing brands, such as repositioning of a company brand, 
which is not in line with our purpose. In addition to Melin’s (1999) reasoning, 
we have added a few ideas put forward by other branding authors where we 
felt that this would be of interest for our later analysis of the strategies used by 
our case companies. Even though Melin’s (1999) model describes a process, 
we are not going to use it as such. Instead our intention is to shed some light 
on which parts of a company’s branding strategies that might be of 
importance. The different parts of this model will also be used as a structure 
throughout the rest of this thesis. 

 

Brand Building 
in the Company

Brand
capital

Product
Attribute

Brand Identity

Core Value

Positioning

Market
communication

Internal Brand 
loyalty

 
Figure 4.2: ‘The Strategic Brand Model’ 
Source: Melin, 1999, page 125 
 
Melin (1999) has integrated some concepts that according to him seem to have 
a great impact on a successful building of brands into a model, which he calls 
the Strategic Platform of Brands. This model describes the process of building 
brands, seen from the perspective of the holder of the brand and it consists of 
six concepts which are intimately associated with each other; product 
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attributes, brand identity, core value, positioning, market communication and 
internal brand loyalty. Each of these concepts represents an activity, or a 
partial process, which constitutes a critical step in the brand building process. 
These partial processes may overlap to a certain extent, but the model 
illustrates the order in which a strong brand can be built. Thus, the brand 
platform serves as an illustration of the brand management competence 
needed in order to build, develop and nurture a strong brand. The different 
parts of the Strategic Brand Platform are according to Melin (1999) 
consecutive steps in the value creating process which aims at building brand 
capital in form of consumer trust Melin (1999) Below, the six concepts 
constituting the brand platform will be discussed.  
 
 

4.2.1 Product attributes 
 

A brand is always known through the product it represents and thus the brand 
alone has no value. (Melin, 1999) The first part of Melin’s model of the 
Strategic Platform of Brands therefore discusses how a product and its 
attributes together with a brand can lead to a competitive advantage. Product 
attributes are usually characterized by distinguishing features of a product of 
which the purpose is to mediate a functional added value to the consumers. 
The perhaps most important attribute, according to Melin (1999) is a persistent 
product quality. Other attributes of great importance when developing a 
competitive brand product are the choice of packaging design, colour signals 
and logotype, which to a great extent contribute to the individualization and 
the visualization of the product. The key concepts here are product protection, 
product quality, package design and visual identity (Melin, 1999) all of which 
will be discussed below.  
 
 

Product protection and product quality  

To gain a competitive advantage, a product has to be innovative to some 
extent. Depending on the degree of innovativeness the product will yield 
different levels of protection. If the new product is highly innovative, it can be 
granted a patent which can be seen as a formal product protection and in the 
case of a low degree of innovativeness when the product will not be granted a 
patent, the innovation can be kept a company secret which can be seen as an 
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informal product protection. A product that is protected by a patent is only 
protected for a limited time since the innovation becomes public as the patent 
is carried through. This enables the competitors to analyze and further develop 
the innovation. On the other hand a product that is a well kept company secret 
can serve as a long term competitive advantage. (Melin, 1999) 
 
According to Melin (1999), in order for a product to have a competitive 
advantage it also has to fulfil some fundamental quality demands. This quality 
also has to be consistent (Melin in Veckans Affärer 2001-11-26) A high and 
consistent product quality creates reliability which is a necessity for the 
competitiveness of a brand product. Melin (1999) also makes a distinction 
between visible and invisible product quality and claims that only the visible 
quality can reinforce the competitiveness of a product since it is 
communicable. He also states that what matters is the opinion of the 
consumers about the quality of a product and therefore the experienced quality 
should be in focus.  Since quality can easily be identified it is also easy to 
analyze and copy. Therefore quality as a competitive advantage is short term. 
(Melin, 1999) 
 
 

Package design and visual identity 

The package is the face of the product and should help to create a positive first 
impression of it. When designing a new package it is important to reflect upon 
whether it should be a product attribute or a part of the brand identity. 
However often seen as the product attribute when the package should present 
the product in an attractive and interesting way it is difficult to make this kind 
of presentation unique. When seen as a part of the brand identity the package 
should signal the personality of the brand, which provides the opportunity to 
have a unique design. The purpose of creating a unique design is to create a 
distinct visual identity. (Melin, 1999) 
 
In accordance to Melin the authors Lightfoot and Gerstman (1998) underline 
the importance of brand packaging. The authors argue that brand packaging is 
a significant means of differentiation since ‘Packaging is a permanent and 
constantly visible expression of the brand and clearly therefore has an 
extremely important strategic role to play in brand building’ (Lightfoot & 
Gerstman, in Hart and Murphy, 1998 p. 47). The authors state that it is of 
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significance that the packaging and its design appeal to customers since a 
customers purchase choice can be based on this. Packaging has also become 
of value as a code of identification for the consumers since it can help them to 
identify a product of a particular type, price or usage by for instance depicting 
certain illustrations or using certain colour on the package. Furthermore, it is 
not only the colour and illustrations that form the base of the packaging 
design, in order to create first-rate packaging design the shapes and 
constructions of the packs also play a great role, in other words the pack needs 
to be innovative. (Lightfoot & Gerstman, 1998) 
 
 

4.2.2 Brand identity 
 

According to Melin (1999) brand identity includes what a brand stands for, 
what gives it meaning and makes it unique. Since differences between 
different products in a product category tend to decrease as a result of easily 
imitable product attributes, companies try to develop other, more complex 
competitive advantages15. Another reason why the brand identity has become 
important is that companies are unable to compete with product quality and 
reluctant to compete with price16. The primary purpose of developing a brand 
identity is thus to mediate an emotional added value to the consumers. The 
brand identity is an immaterial asset which makes it hard to imitate. (Melin, 
1999)  Melin (1999) has stated some key concepts which treat brand identity 
namely identity protection, identity bearer, identity platform, identity transfer 
and identity management. 
 
 

Brand protection and identity protection 

A company can register its brand in order to gain brand protection. However, 
the registration itself does not provide an efficient protection against 
competitors since it only regulates the exclusiveness of a distinguishing 

                                                 
15 This is also stressed in the article ’Telekombranschen vårdar sina varumärken’ in Computer Sweden (2001-
02-23) where it is stated that building and taking care of the brand is a way to differentiate and stand out in an 
industry where the products differ to a rather limited extent. 
 
16 In the article ‘Butiken viktigaste varumärket’ in Resumé (2003-09-04) it is also stated that price and 
products today are so closely linked together, that what matters is to have personnel who have the ability to 
communicate on the terms of the customer and who understand the selling process.   
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feature that identifies a certain product. In order for such a feature to be 
competitive it has to be unique in some way with the ability to individualize 
and differentiate a brand product. Therefore, an effective identity protection 
has to be developed if the product should become a strategic means of 
competition. The design of the identity protection depends to a great extent on 
the prevailing competition on the market. If a monopoly exists the brand does 
not really matter since the monopoly product is the only choice whereas on a 
highly competitive market the brand is a prioritized means of competition. 
(Melin, 1999) 
 
 

Primary and secondary identity bearers 

Melin (1999) states five types of identity bearers namely brand, logotype, 
package, symbol and market communication17 of which a company should 
define the most important ones that should be prioritized. The objective when 
developing a brand identity should be that the identity bearers chosen by a 
company together form a strong and unified identity. In order to form a 
competitive advantage these bearers also have to be unique to some extent. 
Melin (1999) has found that the five bearers differ in dignity and has therefore 
labelled the most important one a primary identity bearer, constituted by the 
brand. The package, logotype, symbol and market communication usually 
have a more supportive function and are therefore labelled secondary identity 
bearers (Melin, 1999) depicted in the figure below. 

                                                 
17 Market communication will be discussed on page 40, and will therefore not be further developed here. 
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Figure 4.3: ‘The identity bearer of the brand product’ 
Source: Melin, 1999, page 216 
 
Even though in most cases the primary identity bearer is the brand some 
exceptions can be found where the package is the most important bearer. This 
is often the case with products that can be hard to estimate beforehand e.g. 
perfume and liquor. An example of this is the brand identity of “Absolute 
Vodka” where the unique bottle has served as the primary bearer. (Melin, 
1999) 
 
 

Identity platform and structure of meaning    

When discussing identity bearers the focus has been on the sort of brand 
identity. The structure of meaning of the brand identity has more to do with 
the contents of the brand identity. In order to develop such a structure an 
identity platform should be established. When building this a number of 
identity developing factors as well as identity limiting factors should be 
considered. (Melin, 1999)  
 
According to Melin (1999) identity developing factors include the name of the 
brand product, the origin, the personality, the use and the distribution. Of 
these factors he states that the name is the most important identity developing 
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factor since the structure of meaning of the brand is built around it and it is 
therefore of strategic concern for the company. When choosing a name a 
company can either choose a name that has a meaning from the start or choose 
one that has no real meaning. If a name with a meaning is chosen, the 
company can deliberately manage the direction of the identity development 
from the beginning. (Melin, 1999) 
 
The geographical and historical origin is also of importance for the identity 
development as well as the cultural, social and ideological origin (Melin, 
1999). As examples of these factors Melin (1999) mentions Absolut vodka 
which is said to date back to 1879 when in fact introduced to the market in 
1979, Findus’ Taste of Asia (oriental food culture), Lee jeans (working class) 
and Body Shop (environmental engagement). 
 
The personality of the brand is according to Melin (1999) the third factor of 
importance for the identity development and it should be designed so that the 
consumers are able to and want to identify with it. Words such as genuine, 
safe and reliable are according to Melin (1999) for example connected with 
the Arla brand and serve as an example of how the personality can be 
described.  
 
The fourth factor that Melin (1999) depicts is the use of the brand product 
which should answer the questions when, where, how, why and by whom the 
brand product should be used. Like the personality factor this has to do with 
the possibility for the consumers to identify with the product and what it 
stands for. (Melin, 1999) 
 
Finally Melin (1999) depicts distribution as an important factor for the identity 
development of a brand product. When choosing a channel of distribution the 
brand holder establishes an alliance with the distributor. Therefore it is 
important for the brand holder to analyze which identity the distributor has 
and what he will contribute with in the alliance. Many companies choose to 
distribute their brand products through a great number of channels and thereby 
they loose control to some extent of the identity building process. Others 
distribute their products themselves and thus have full control of that process. 
(Melin, 1999) 
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Identity limiting factors must according to Melin (1999) also be considered 
when building an identity platform. He states that the most important of these 
factors to consider is to have a good distinctiveness of the name, which makes 
it hard for competitors to imitate the brand. A name can be suggestive, i.e. it 
indicates something about the product or its use, however in that case it has a 
low distinctiveness which makes it hard to develop an identity protection. For 
example Nicorette has been followed by Nicotinell, Nicoderm and Nicolan, all 
similar to the original brand name. The name can also be a fantasy name 
which does not indicate something about the product or its use and therefore 
makes it hard to imitate. This is a good condition to create a unique identity. 
When choosing a name it is important to weigh the distinctiveness against the 
communicability since a suggestive name will be easier communicated and 
thus cheaper than a fantasy name which will take longer time and more 
resources to establish. (Melin, 1999) Melin (1999) further states that the brand 
identity should be trustworthy, i.e. that it reflects the product in a credible 
way, have expanding potential and be possible to internationalise18.  
 
 

Identity prism 

Kapferer (1994) has a similar way of looking at brand identity, although he 
has described it somewhat different than Melin (1999), using a model to 
depict his ideas. We have chosen to give an account for Kapferer’s model 
since it in our opinion both complements Melin’s theories as well as supports 
them in some aspects that we will point to in the sections below.  
Subsequently, we think that it can contribute to this thesis.  
 
According to Kapferer (1994) the very substance of the brand and its basic 
uniqueness is what constitutes the brand identity. Kapferer (1994) argues that 
there is more to a brand’s identity than just the visual external sign of 
recognition. (Kapferer, 1994) 
 
Kapferer (1994) emphasizes the importance of identity to create powerful 
brands; he argues that to become and remain a power brand it is of great 
importance that the brand is faithful to its identity. Furthermore, Kapferer 

                                                 
18 Expanding potential and the possibility to internationalize a brand will not be further developed here since 
our work only covers the establishment on the Swedish market.  



Frame of Reference 

 30  

(1994) has portrayed the essence of brand identity in a so-called brand identity 
prism. This is a six-sided prism that depicts the different constituents of the 
identity of a brand, which are physique, personality, culture, relationship, 
reflection and self-image. Kapferer’s model of the identity prism also contains 
the concepts of ‘externalisation’ and ‘internalisation’ as well as ‘picture of 
sender’ and ‘picture of recipient’. Kapferer (1994) argues that these accentuate 
that the facets on the left of the brand namely physique, relationship and 
reflection are the facets that are explicitly seen by the consumers, they are 
external. The facets on the right hand side of the model namely personality, 
culture and self-image are implicit and cannot be seen by the consumers, they 
are internal to the brand. The concepts ‘picture of the sender’ and ‘picture of 
the recipient’ indicate that there is an audience that is addressed by the brand – 
the recipient, as well as there is a sender behind the brand. (Kapferer, 1994)   
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Figure 4.4: ‘Identity prism’ 
Source: Kapferer, 1994, page 43 
 
The basis of the brand is its physique; it is linked to the product of the brand 
and its physical characteristics, such as for instance what the product looks 
like and the functional attributes that it evokes. This can also be linked to what 
Melin (1999) calls ‘functional added value’ when discussing product attributes 
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of the brand19. Furthermore, the personality has to do with the character of the 
brand, what the brand expresses, such as conservatism, confidence security, 
simplicity etc. The culture of the brand consists of a system of values and is 
according to Kapferer (1994) one of the most important sides of a brand’s 
identity. Culture can stem from the brand itself but also from the company that 
the brand belongs to. Corporate values and also the values associated with the 
culture of the country of origin of the brand have an impact on the identity of 
the brand.  Melin (1999) has, in accordance to Kapferer, mentioned both 
personality and culture as important factors to build up the identity of the 
brand20.  
 
Another factor in the identity prism of a brand is relationship. The idea of this 
facet of the prism is associated to the fact that many customers do repeat 
purchases of the brand and thus establish a sort of relationship and familiarity 
with it, but it is also associated with the underlying assumptions of the 
relationship that the brand in itself emits. (Kapferer, 1994) For instance 
Kapferer (1994) gives the example of how the Yves Saint Laurent brand of 
perfumes, often emits an underlying sensual relationship between a man and a 
woman. The importance of the relationship aspect of the brand has also been 
stated by de Chernatony and Dall’Olmo Riley (1996). These authors claim 
that the brand should form a special relationship with the customer21. 
 
Furthermore, the identity prism’s constituent reflection underlines that a brand 
reflects a customer’s image. It is connected to the type of customer that the 
brand appears to be aimed at. This does not necessarily coincide with the 
target group that the brand is focused on. One example to clarify this could be 
given through the Coca-Coal brand. The brand Coca-Cola reflects young 
dynamic people. The customers identify themselves with this type of people 
but this does not mean that the customers actually are young and dynamic.  In 
other words, the reflection aims at showing the aspirations of what the 
customers would like to be or aspires to be like, and not who the customers 
actually are. (Kapferer, 1994) The last side of the identity prism is self-image. 
It is associated to the notion that the consumers want to show who they are 
through the brands that they buy. For instance the Porsche brand can signify 

                                                 
19 See Product Attributes, page 23.  
20 See Identity Platform and Structure of Meaning, page 27.  
21 This has also been stated by Urde in the article ‘Special: Sveriges starkaste varumärken – under attac’ in the 
magazine ‘Veckans Affärer’ (2001-11-26) where he claims that when building brands the companies strive to 
establish an emotional relationship to the customers.    
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status and self-improvement. (Kapferer, 1994) The factors reflection and self-
image are according to Kapferer (1994) very similar. The difference is that 
self-image is something that is hard to control by the company to which the 
brand is connected. The company creates the factor reflection, whereas the 
factor self-image is created by the customer through how he perceives the 
brand. (Kapferer, 1994)  
 
Defining the brand’s identity is according to Kapferer (1994) one of the 
principles of brand creation. The author denotes that to become a strong brand 
the brand must have a detailed identity that is durable and coherent throughout 
all the dimensions of the identity prism. Moreover Kapferer (1994) 
distinguishes between the definition of the identity of corporate brands and 
product brands when it comes to the definition of brand identity. In the case of 
corporate brands, where the company name is also a brand name the brand 
becomes a ‘spokesman for the company’ (Kapferer, 1994, p. 76). This means 
that the brand identity is closely linked to the identity of the company and the 
culture of the brand takes on the same features as the company that they 
belong to. The company has key values which it is built on and these are 
transmitted to the brand and gives it its meaning. Moreover, if the identity of 
the brand does not correspond to that of the firm the brand identity is the one 
that needs to be changed to fall into line with the overall company identity. In 
contrast to the company named brands the product brands have a bigger 
freedom when it comes to determining their identity and culture and they can 
more easily be separated from the company they originate from.  (Kapferer, 
1994) 
 
It has earlier been mentioned that, according to Melin (1999), one of the 
factors, which has been acknowledged when developing a strong identity is 
the name of the brand. Kapferer (1994) agrees that attention should be put to 
the choice of name when creating a brand. However, the author believes that 
in the process of creating a major brand almost any name can be used if this 
name is consistently communicated over time thus giving it meaning. 
Moreover, he states that the choice of an appropriate name can save a 
significant amount of time in this process. Furthermore he claims that the 
brand name should be connected to the brand’s future destiny and the meaning 
of the brand.  
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4.2.3 Core value  
 
Melin (1999) suggests that after having identified the product attributes and 
the brand identity, the company should analyze which of these factors that 
could generate a long term competitive advantage. This factor should 
constitute the core value of the brand which represents a differentiating added 
value. Therefore, great concern should be given to identify a unique core 
value, which will serve as a base for positioning and to communicate a brand 
on a market. In order to depict how a company should find its core value the 
following concepts will be discussed: selection criteria, core value analysis, 
conditions of competition and competitive advantages. (Melin, 1999) 
 
 

Selection criteria and core value analysis 

A core value should according to Melin (1999) create value which could 
consist of satisfying a consumer’s fundamental needs. Regardless if the core 
value is related to product attributes or brand identity it also has to be 
communicable to the consumers as well as unique and hard to imitate in 
relation to the competitors. When conducting a core value analysis in order to 
find out which core value or values should be focused on, a company should 
use the model depicted below in which these above cited criteria are included. 
It is important that the core value will sustain the competitiveness over time. 
(Melin, 1999) 
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Figure 4.5: ‘Core Value Analysis – selection criteria for identifying the core value of a 
brand’. Source: Melin, 1999, page 231 
 
 

Conditions of competition and competitive advantages 

The core value analysis is according to Melin (1999) a prioritizing process 
where the objective is to distinguish between the factors which can only serve 
as a condition for and the factors which can cause a competitive advantage. 
The four core value criteria can be divided into three groups depending on 
their level of competitiveness. The first two criteria valuable and 
communicable merely serve as a basic condition for competition, while the 
third, uniqueness serves as a tactical competitive advantage and the fourth, 
hard to imitate serves as a strategic competitive advantage. The objective for a 
company is to possess a core value which constitutes a strategic competitive 
advantage. However, the factors which constitute the competitive advantages 
of a brand should not be considered superior to the factors which constitute 
conditions for competition; when building a strong brand it has to be 
connected to both types of factors. Therefore, these factors mutually depend 
on each other. However, it should be noted that the same core value can 
constitute a competitive advantage for more than one brand and therefore, 
companies also have to consider how factors can be combined, contextualized 
and communicated in order to provide a strategic competitive advantage. 
(Melin, 1999)  
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4.2.4 Positioning  
 
Positioning usually refers to the process through which a company tries to 
gain a specific position of its brand in the consciousness of the consumers. 
This position should cause brand awareness, brand associations and brand 
loyalty. (Melin, 1999) According to Melin (1999) positioning includes a 
psychological perspective, which treats how consumers subjectively 
understand a certain brand product as opposed to competing products, as well 
as a product perspective. The latter deals with how a company objectively can 
position a brand product through different differentiation advantages. (Melin, 
1999) However, Melin (1999) claims that the two perspectives are closely 
intertwined and therefore a competitive product positioning should be seen as 
a basic condition to create an attractive and relevant psychological 
positioning. 
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Figure 4.6: ‘The positioning triangle’ 
Source: Melin, 1999, page 235 
 
Melin (1999) uses a model to discuss the positioning of a brand, namely the 
positioning triangle. This is based on the assumption that the brand is in the 
middle of a triangle drama between the brand holder, the consumers and the 
competitors. The goal of the brand holder is to develop a unique resource 
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position which should be hard to imitate and which foremost aims at building 
a strong mental position in the consciousness of the consumers. This in turn 
can lead to a strong position on the market which complicates the 
establishment of competitors. Concepts which will be discussed are internal 
positioning, external positioning, core value positioning, mental positioning 
and positioning on the market. (Melin, 1999) 
 

 
Internal and External Positioning 

External positioning is according to Melin (1999) the process through which a 
brand holder tries to create a place for the brand in the consciousness of the 
consumers. In order to do so, he further states that an internal positioning is a 
precondition which aims at creating a place for the brand in the consciousness 
of the organization. The idea is to create consensus among the co-workers 
regarding what a specific brand should stand for, how it should be related to 
other brands in a company portfolio and what should differentiate the brand 
from the brands of the top competitors. (Melin, 1999) 
 
 

Core value positioning 

In order to have a successful internal and external positioning, a company 
must first identify what the primary differentiating advantage of its brand 
consists of (Melin, 1999). According to Melin (1999) a company must be sure 
that a position in the consciousness of the consumers can be reached based on 
its competitive ability. Core value positioning, implies a process through 
which a company tries to relate attributes of different brand products in 
relation to each other. The goal is to use the core value to create a unique 
selling proposition (USP) which is often expressed through a slogan. This 
communicative interpretation of the differentiating ability of a brand must be 
based on a competitive advantage. Therefore, the core value of a brand should 
serve as a base for a unique strategic position. Melin (1999) 
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Mental positioning and position on the market  

The external positioning which aims at creating a strong mental position 
among the consumers can in turn lead to a competitive position on the market. 
This will complicate the establishment for the competitors on this market. 
However, even though there is a strong connection between the mental 
position and the position on the market, these can, according to Melin (1999) 
exist independently of one another. He uses Nicorette as an example of this 
where the chewing gum was actually well known to doctors and smokers a 
long time before it was introduced on the market. An important factor for a 
successful positioning is according to him that the brand communicates an 
associative added value. This can be reached by letting the brand products 
satisfy a basic need while at the same time consciously strive to reinforce the 
individual and social identity of the consumers through creative 
communication. (Melin, 1999) 
 
 

Generic positioning strategies 

Like Melin (1999), the authors de Chernatony & McDonald (1998, discuss 
positioning although using a somewhat different approach based on Porter’s 
generic competitive strategies.  
 
 ‘Brands succeed because they are positioned to capitalize on their unique characteristics, 
which others find difficult to emulate – their competitive advantages. This positioning is a 
coherent, total positioning, since it is backed by every functional department in the firm. 
Everyone should be aware of what the brand stands for and they all need to be committed 
to its success.’ 

(de Chernatony & McDonald, 1998, s. 281) 
 
According to the citation above positioning of a brand is very important, since 
it is a way to gain competitive advantage over other brands. Moreover, it is 
crucial that the positioning of the brand is clearly communicated to the whole 
firm. (de Chernatony & McDonald, 1998) De Chernatony and McDonald 
(1998) distinguish between two main types of positioning strategies for 
brands, i.e. cost-driven brands and value-added brands. The cost-driven 
brands are based on lower total costs compared to the industry average. This 
entails that a great deal of attention is put on continuously minimizing costs. 
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Competing on the basis of cost leadership denotes that a cost-driven brand can 
have a profit margin that is identical to the profit margin of competing brands 
but at the same time compete on lower prices, thus leading to competitive 
advantage. Lower costs can be attained through for instance economies of 
scale, access to raw materials and technological advantage over competitors 
but also by knowing the exact needs of the consumers and thus eliminating 
unwanted attributes. The prerequisite for cost-driven brands to succeed is that 
the whole firm is engaged in continuously cutting costs and finding new ways 
for further cost improvements. Value added brands, on the other hand, are 
brands that set out to be unique and offer more benefits at a premium price. 
Benefits that are offered are not only functional, focusing on better product 
performance, but can often also be linked to the image of the brand, a strong 
image created for instance by rigorous advertising, can be a source of 
competitive advantage. Competing on the basis of value-added brands 
signifies incurred costs in creating the added values of the brand but this is 
compensated by a higher price than competing brands. (Chernatony and 
McDonald, 1998) 
 
The reasoning of de Chernatony and McDonald is built on Porter’s generic 
competitive strategies (de Chernatony and McDonald, 1998). Porter argues 
that the two basic types of competitive advantage are low cost and 
differentiation, and the activities to achieve these lead to three generic 
strategies, which are cost leadership, differentiation and focus (Porter, 1998). 
The two basic types of competitive advantage are, according to de Chernatony 
and McDonald (1998), cost-driven brands and value-added brands. These 
authors also draw on the work of Porter when thy claim that beside the type of 
competitive advantage, there is also a choice of scope of the market that the 
brand should appeal to. The cost-driven or value-added competitive advantage 
can support a brand for either a narrow or broad target market, which leads to 
four possible generic strategies, broad cost, broad differentiation, and focus 
cost and focus differentiation.  (de Chernatony & McDonald, 1998) 
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Figure 4.7: ‘Generic strategies for brands’ 
Source: de Chernatony & McDonald, 1998, page 298 
 
The brands that follow the strategy of broad cost have a broad target market 
and have the competitive advantage of low cost. In comparison, the brands 
that follow a broad differentiation strategy have a broad target market but at 
the same time these compete with added value, which increases the costs as 
well as implies that a price premium can be charged. The generic strategy of 
focus is different from the other two in the way that it rests on the choice of a 
narrow competitive scope. This implies that a narrowly defined target market 
is chosen instead of a broad one and competitive advantage is to be achieved 
in this market only. The focus strategy can be divided into cost focus and 
differentiation focus. A focus cost generic strategy implies that cost advantage 
is sought in a narrowly defined target market. A focus differentiation strategy, 
on the other hand, implies that differentiation is sought through the creation of 
a unique brand with many benefits, in a narrow target market. This also 
implies that a significant price premium can be charged. (de Chernatony and 
McDonald, 1998) 
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Classifying brands on a strategic basis 

De Chernatony and McDonald (1998) argue that brands can be cost-driven 
and value-added at the same time. They suggest that a brand often consists of 
both a cost-driven component and a value-added component and by 
determining, which one of these is more dominant, it is possible to 
characterize the brand as a value-added brand or cost-driven brand. This has 
also been visualized in a matrix, which illustrates the classification of brands 
on a strategic basis. (de Chernatony & McDonald, 1998) 
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Figure 4.8: ‘Classifying brands on a strategic basis’ 
Source: de Chernatony & McDonald, 1998, page 289 
 
In this matrix four categories of brands are demonstrated, the commodity 
brand, the benefits brand, the productivity brand and the power brand. The 
commodity brand, which has a high relative cost and at the same time a low 
value-added advantage, will normally not survive on the market. The only 
chance for it to survive is in a monopoly situation where there are no other 
competitors on the market. The benefits brand, which has a high relative cost 
and at the same time a high value-added advantage, can be related to the pure 
form of the value-added brand. It offers benefits that consumers appreciate 
and are willing to reward with a premium price. A benefit brand needs to 
remain the best in its category in order to remain competitive and this signifies 
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continuous improvement and investment in for instance R&D to ensure 
sustained quality and to inhibit imitation by competitors. The productivity 
brand, which has a low relative cost and a low value-added advantage, can be 
related to the cost-driven brand where the main focus is to continuously cut 
costs. The power brands, which benefit from both a relative low cost and an 
added-value advantage, are brands that are highly successful. These brands 
have a high relative market share that is due to customer satisfaction, making 
it possible to take advantage of economies of scale leading to lower costs and 
lower prices for the consumers. (de Chernatony & McDonald, 1998)  
 
 

4.2.5 Market Communication 
 

According to Melin (1999), market communication is of great importance 
when building a strong brand. Commercials and advertisement are particularly 
important and serve to inform, persuade and remind consumers of the 
competitive advantages of a brand product. However, Melin (1999) argues 
that during the past years brand building commercials have decreased in 
favour of other selling measures which might have negative consequences for 
brand products. In order to persistently build a strong brand, commercials with 
a distinctive character should be committed to. (Melin, 1999) 
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Figure 4.9: ‘Triangle of Communication’ 
Source: Melin, 1999, page 240 
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As an attempt to explain how a brand holder can make himself heard in the 
information noise which exists today, Melin (1999) uses an extension of the 
triangle of positioning which he refers to as the triangle of communication. 
The three concepts discussed here are ‘share of voice’, ‘share of mind’ and 
‘share of market’. Share of voice refers to a brand holder’s share of the total 
commercial expenses during a certain time period and for a certain product 
category. According to Melin (1999), large investments in brand building 
commercials increases the possibilities to generate high brand awareness 
among the consumers, also referred to as share of mind. In order to create 
brand loyalty, significant brand awareness is a precondition. Brand loyalty in 
turn can generate a high share of market, which might give the brand holder a 
strong position on the market. However, Melin (1999) also points to the 
importance of quality instead of just quantity, which he discusses using the 
concepts of communicative identity and brand building commercial. (Melin, 
1999) 
 
 

Communicative Identity and Brand Building Advertising 

Melin (1999) considers the core value of the brand the communicative link 
between the brand holder and the consumers and therefore, the core value 
should permeate all brand-building communication. In order to develop 
competitive advantages, brand building advertising has to be given a unique 
communicative identity. (Melin, 1999) 
 
Melin (1999) states that the purpose of the brand building advertising is that it 
should add another dimension to the brand through a communicative added 
value. In order to succeed with this, the communicative identity must be 
expressed homogeneously 22  whether it is mediated through the Internet, 
television, radio or through adds in daily and weekly press. According to 
Melin (1999) the choice of channel made by the brand holder depends on 
different factors, however TV-commercial is an excellent medium when 
striving for emotional engagement toward a brand product since the separate 
image and audio memories of people can both be influenced at the same time.  
 

                                                 
22 According to the article ’Varumärkesbyggande ger resultat’ in the magazine ’Resumé’ (2003-09-25) it is 
also important to have a long-term and clear strategy with a message when building a brand.  
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The importance of advertising 

Melin’s (1999) reasoning about advertising is in accordance with White 
(1999) who claims that advertising plays an important role in building strong 
brands. White (1999) outlines that the role of advertising can be seen as 
creating awareness, providing essential information, helping to build a 
relevant brand image and acting as a regular reminder to try, buy or use the 
brand once it has become more or less established. White (1999) also states 
that in addition to this role advertising also has a role in communicating the 
desired positioning for the brand from the start. For this reason the advertising 
strategies need to be created in such a way that focus is put on the consumers’ 
reactions and responses as well as recognizing that there are other 
characteristics connected to a brand than merely physical ones. (White, 1999) 
Moreover, advertising plays a pivotal role in establishing new brands since it 
is one way to build awareness, and awareness of a brand is a very important 
factor when consumers choose a brand, in other words, consumers are 
unlikely to buy a brand that they know nothing about (Farr, 1999).  
 
The importance of brand awareness is also something that Aaker (2001) 
emphasizes. Brand awareness is according to this author a key strategic asset, 
as it can create sustained competitive advantage. Awareness not only provides 
a key for differentiating the brands along a recall/ familiarity dimension but it 
is also difficult to remove a brand that has reached a dominant awareness level 
from the minds of consumers. (Aaker, 2001) In contrast to Melin (1999), 
White (1999) and Farr (1999), Aaker (2001) claims that media advertising is 
not a very effective method when trying to increase the awareness levels of 
consumers. This for the reason that consumers are increasingly submitted to 
more and more marketing messages, at the same time as media advertising is 
expensive. Firms that do not enjoy large marketing budgets and that are 
relatively new to the market will have a hard time gaining awareness in the 
normal media channels. (Aaker, 2001) On the other hand Aaker (2001) 
believes that firms that become skilled in operating outside these channels 
using more unconventional ones such as for example event promotions, 
publicity, sampling and other attention-getting approaches will be the ones 
that will succeed when it comes to building brand awareness23. This is in line 
                                                 
23 This is also in accordance with the article ‘Opinion: Skippa skråtänkandet’ in the magazine ‘Resumé’ 
(2001-11-01) where it is stated that communication of today must be holistic, unexpected and create 
interaction.  
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with the reasoning of Randall (1997) who claims that brands are able to build 
up a reputation without heavy advertising by employing means such as word-
of-mouth or by being newsworthy or by being controversial. Moreover, 
Randall (1997) concludes that advertising is not the only way to communicate 
with customers but it is important that there are some methods of 
communication established when creating brand awareness. These others 
methods can be public interest campaigns such as making statements against 
testing on animals as Body Shop has done or making statements on human 
rights as Benetton has done with their controversial advertisements24. The 
author suggests that methods of communication are many and can be 
combined to for instance ‘gear up and multiply the effects of advertisement’ 
(Randall, 1997, p. 69).   
 
 

4.2.6 Internal Brand Loyalty 
 

In order for a strong external brand loyalty to persist over time an internal 
brand loyalty is needed from the part of the brand holder. Internal brand 
loyalty consists of the responsibilities a brand holder has toward a particular 
brand. Consistency and continuity are preconditions for a successful brand 
management. Internal brand loyalty aims utmost at maintaining the legal and 
commercial status of a brand through measures taken by the brand holder. 
(Melin, 1999) According to Melin (1999) high internal brand loyalty can be 
achieved by coordinating activities within four areas. These are trademark 
management, identity management, image management and loyalty 
management, (Melin, 1999) all of which are depicted in the figure below: 
 
 

                                                 
24 Mats Dafnäs also states in the article ‘Varumärket blir världsmedborgare’ in the magazine ‘Dagens Media’ 
(2003-06-11) that consumers today considers it important to know what the company which is making the 
product stands for. 
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Figure 4.10: ‘Internal Brand Loyalty’ 
Source: Melin, 1999, page 247 
 
 

Trademark Management and Identity Management 

Trademark management aims at forming a brand protection which enables the 
brand holder to fend off internal and external threats facing its brand. (Melin, 
1999) One way of doing this is according to Melin (1999) to keep the legal 
department of the firm updated regarding applications about brand 
registrations which are close to the own brand. In order to avoid internal 
threats such as incorrect use of a brand, a brand manual can be put together 
containing rules for correct use of the brand. In order for the trademark 
management to be efficient, the brand protection has to involve all co-
workers. Therefore, the company management should point to the importance 
of an active brand protection which should be upheld by all of the co-workers 
in the organization through a collective responsibility 25 . All this is a 
precondition to uphold the legal status of the brand, which in turn serves as a 
base for the commercial status. (Melin, 1999)  
 

                                                 
25 In the article ‘Telekombranschen vårdar sina varumärken’ in Computer Sweden (2001-02-23), Melin 
further states that the brand today to a larger extent is a question for the company management and that it 
might even be a question on the company board level. 
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To maintain the commercial status of a brand an effective identity 
management must be developed. This implies taking measures to withhold a 
unique identity of a brand. A precondition to succeed with this task is that the 
company has both owner right and full control of the brand. (Melin, 1999) 
 
 

Image Management and Loyalty Management 

For already established brands, an important step in the brand building process 
is image management, which aims at finding coherence between what the 
brand holder wants the brand to stand for and the opinions of the consumers. 
The brand holder should strive to let the brand image reflect the brand identity 
and although the image cannot be controlled it is important to have a good 
understanding of the consumers’ image of the brand to be able to influence it. 
If the gap between the image and the identity of the brand is too wide, the 
brand might have to be repositioned. (Melin, 1999) 
 
Loyalty management aims at manage the trust represented to the consumers by 
an established brand. To influence this capital and to a certain extent steer it, a 
brand holder can for example invest in brand building commercial and reward 
faithful consumers. (Melin, 1999)  
 
 

4.2.7 Summing up 
 
To sum up the contents of Melin’s (1999) Strategic Brand Platform, the grid 
below depicts the different parts of the model. This has been complemented 
with the factors discussed by other authors, which we have referred to in this 
chapter. However, it is important to once again stress that we do not intend to 
treat this model as a process further on, but rather use the different parts of it 
to discuss and analyse which of these factors that have been of importance for 
our case companies when establishing their brands.  
 
 
Table 4.1: ‘Summary of important factors for building a strong brand’ 
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Product Attributes 
•  Product Protection 
•  Product Quality 
•  Package Design 

Brand Identity 
 

•  Identity Protection 
•  Identity Bearers 
•  Identity Developing/ Limiting Factors 
•  Identity Prism 

Core Values 
 

•  Value Creating 
•  Communicable 
•  Unique 
•  Hard to Imitate 

Positioning 
 

•  Internal/External Positioning 
•  Core Value, Mental, Market Positioning  
•  Generic strategies 
•  Broad/Focus cost/differentiation 
•  Commodity, Benefits, Productivity, 

Power Brand 

Market Communication 
 

•  Share of Voice 
•  Share of Mind 
•  Share of Market 
•  Communicative Identity 

Internal Brand Loyalty 
 

•  Trademark Management 
•  Identity Management 
•  Image Management 
•  Loyalty Management 
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5. Empirical Data 
 
In this chapter we will give an account of the empirical findings, which consist 
of information received during the five interviews that we have conducted. 
These will be described separately and the structure of Melin’s model of the 
Strategic Brand Platform will be followed when relating the answers received. 
In the beginning of each of the consecutive interviews related we will shortly 
describe our case companies and their brands. All of the information found in 
these is retrieved from our respondents, the companies’ official homepages, 
annual reports and internal material. The chapter will be concluded with a 
table summarizing the most important points mentioned by the respondents 
concerning the establishment of their brands. 
 
 

5.1 ‘Axcent of Scandinavia’ 
 
‘Axcent of Scandinavia’ is a brand within the company ‘Klockgrossisten i 
Norden AB’ (‘KIN AB’), which is one of the biggest watch retailers and 
wholesalers in Northern Europe. The company was established in 1991, with 
headquarters in Stockholm. (www.axcentofscandinavia.com) The president 
and founder of ‘KIN AB’ is Mr. Ayad al Saffar who in the year 2000 
established the watch brand ‘Axcent of Scandinavia’ within ‘KIN AB’. The 
company has, according to its president, approximately 20 employees and 
around five of them actively work with the brand ‘Axcent of Scandinavia’. 
The brand has a market share on the Swedish market in the order of 18 per 
cent26. According to al Saffar the main competitor of the brand is Swatch. The 
brand currently exists in 47 countries.           
 
According to the launching guidelines ‘Axcent of Scandinavia’ is a 
trendsetting watch brand with Scandinavian design and quality at lucrative 
prices. Moreover, it is not to be perceived as a watch in the function of being a 
watch but as a fashion accessory. ‘Axcent of Scandinavia’ is distributed by 
major travel retail chains, including the airline companies ‘SAS’, ‘Finnair’, 
‘Novair’, ‘Braatens’, ‘Britannia’, ‘My Travel’, ‘Saudi Airlines’ and ‘Cyprus 

                                                 
26 According to Ayad al Saffar 1 400 000 watches are sold in Sweden of which 250 000 are Axcent of 
Scandinavia watches.   
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Airlines’ as well as the leading onboard retailer ‘Starboard Cruise Services 
Inc.’ Furthermore, ‘KIN AB’ owns the leading watch store ‘Ur&Penn’, with 
its 42 stores in Sweden. According to the launching guidelines, the most 
successful distributors are displaying the brand in fashion/ accessory stores. 
According to the launching guidelines, the colours which are used in 
connection to the brand are orange, white and silver. The logotype is black 
and silver. 
 
 

5.1.1 Product Attributes 
 

When discussing the products, Ayad al Saffar argues that these do not have 
any value in themselves. According to him all watches are good as long as one 
uses the right materials when producing them. Therefore he believes that the 
brand is not built on the product. In relation to this he implies that all watches 
today have a good quality and work with very good precision, so this does not 
constitute a ground for competition. The quality in the watch is something that 
is taken for granted, it is, and must be present in all watches no matter the 
brand. Furthermore he claims that since the functionality and quality are taken 
for granted these are aspects that are never communicated to the customers.  
 
Moreover, Ayad al Saffar declares that the company has no product protection 
for their watches and that they are copied by both Swedish and International 
companies. He argues that if they would invest money in protecting their 
models they would also have to increase the prices of their products thus 
losing half of the ‘Axcent of Scandinavia’ concept, which is ‘when art 
becomes a timepiece without costing a fortune’. Al Saffar implies that instead 
of spending money and time on preventing copying they should focus on 
product development.  
 
‘/…/ what we should be good at is product development, we should be fast and produce 
new models constantly’  
 
According to Ayad al Saffar the packaging of the product is extremely 
important when establishing the brand. When it comes to ‘Axcent of 
Scandinavia’ he admits that they are not satisfied with the existing package 
and that they are currently working to improve it so that it will convey the 
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values of the brand more accurately. He further states that designing a new 
package is a matter of money, and today they feel that they have reached a 
level where a new package design is possible. 
  
 

5.1.2 Brand Identity 
 
According to Ayad al Saffar the name had a great significance when 
establishing the brand:  
 
‘Axcent of Scandinavia, when I first chose Axcent I thought that the product should not be a 
product but an accent. An accent, as we know, accentuates something and therefore I want 
it [the product] to be an accent /…/ and then of Scandinavia connotes that the product is 
Scandinavian’  
 
The country of origin is according to the interviewee extremely important. He 
argues that Scandinavian design is recognized as very trendy and that is 
something that they put focus on when selling the brand. He also implies that 
the ‘of Scandinavia’ part of the brand name is something they need to be able 
to establish the brand abroad:  
 
‘/…/ we would have never been able to succeed with it [establishment abroad] if we only 
had Axcent and not Axcent of Scandinavia.’  
 
When creating the identity of the brand the personality was a point of focus. 
Al Saffar asserts that it is important to make the brand interesting and what 
makes ‘Axcent of Scandinavia’ special is the fact that it is a brand whose 
products are very visible; they are products that get attention. The product 
becomes more of an accessory that describes the style of the customer than a 
watch. The customers can show who they are through the product; they 
identify themselves with the brand. Moreover the identity is created to a great 
extent by the design and also the affordable price according to Ayad al Saffar. 
He also states that the designs of the products attract people and create 
attention by their uniqueness. People react to the designs, stop when they see 
them in for instance display-windows of shops, and talk about them, which is 
very important according to al Saffar.  
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The type of customers that the brand suggests that it focuses on is young 
fashion-conscious people in the age of 18 to 25. On the other hand this does 
not have to coincide with the customers who buy the brand, according to al 
Saffar, since it often has to do with a mental age, a person might be between 
the age of 35 and 50 and still feel very young at heart and be very fashion-
conscious. 
 
 

5.1.3 Core Value 
 
Ayad al Saffar specifies that the initial idea when founding the brand was to 
compete with Swedish design, added value and low price:  
 
‘/…/ if we want to go out and compete, I said, we have to use Swedish design, /…/ we 
should have a lower price than all other brands but more added value than other brands.’.  
 
He continues by describing that this was how the motto ‘When art becomes a 
timepiece without costing a fortune’ was born. He states that this motto is built 
on the two main concepts, the timepiece as art and the low cost. Moreover, 
Ayad al Saffar points to the fact that they try to always bring forward the 
designer and an example of this is that the name of the designer is always 
depicted on the back of the watch. The designs are according to him extremely 
important. He argues that their watches are not like any other watches and that 
this can also be illustrated by the fact that some of their products have won 
awards and they also have products that are exhibited at the San Francisco 
Museum of Modern Art. 
 
 

5.1.4 Positioning 
 
According to Ayad al Saffar the brand is positioned to compete with added 
value and low cost. The added value consists in the first place of innovative 
design but also the materials that they work with, the catalogues that they give 
out and everything that surrounds the brand. Moreover, Ayad al Saffar states 
that in order to be able to establish the brand they needed to sell the product in 
big quantities and this is why they chose to compete on lower prices than their 
competitors. The low price he continues has been a strategic choice from their 
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side in order to reach the consumers that can not afford to buy ‘watches that 
only the stars can buy’ and this also contributes to selling high quantities:  
 
‘/…/ the strength is to be able to create a product from nothing, only from an idea and to 
make it cost under SEK 500 to the consumer and make it become a museum piece’.  
 
Al Saffar claims that making products that become exhibited in museums is 
something that is very important to them and these products create added 
value and lift the brand. It is the design in combination with the price that 
makes the brand different from any other brand. Furthermore he points out 
that ‘Axcent of Scandinavia’ competes with many designer brands such as for 
instance Calvin Klein, Diesel and DKNY, and that it can give the consumers 
exactly the same value but at half the price. Ayad al Saffar also emphasizes 
that it is very important that there is a consistency in the brand and that one 
part of this is to keep the prices low even now when the brand is more 
recognized, this in order to maintain their position in the minds of their 
consumers. 
 
Ayad al Saffar states that when establishing a new brand it is important to 
know who you want to target, who the customer is, how the customer should 
be as a person to choose ‘Axcent of Scandinavia’, and that this is something 
that needs to be defined before launching the brand. He argues that it is not 
possible to be a generalist and sell the brand to anyone that is interested in 
buying a watch. Furthermore he states that it is important to find a niche and 
that hopefully more and more people will buy the brand even though it is 
targeted at a specific customer group:  
 
‘What is important when establishing a brand is to be up to date with new trends in the line 
of business and then find your own niche /…/ if you find your niche in this small, small 
segment that exists then you will succeed.’   
 
The niche of ‘Axcent of Scandinavia’ is extreme designer models, different 
products, Ayad al Saffar states that:  
 
‘/…/ it is an enormous strength to create watches that are not boring /…/ today our niche is 
the models that stick out and are different.’  
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The company works with talented designers and design houses such as for 
instance No Picnic. Moreover, they mainly target modern, trendy people 
between the ages of 18 and 25. On the other hand al Saffar claims that in order 
for the brand to survive they could not only sell their products to this target 
group which is why the target group has been extended to include a wider 
range of consumers but that the initial target group is the one that is in focus.     
 
 

5.1.5 Market Communication 
 
Ayad al Saffar claims that the successful establishment of the brand was a 
combination of many things, but that two very important points were the 
exposure in shop windows and the design of the products. Moreover, he points 
to the fact that it is extremely important to get as much editorial text as 
possible. This he argues is a stronger way of communication than to have ads. 
He states that one thing that has given added value to their products as well as 
it has been a fantastic promotional boost for the brand is that famous 
Hollywood stars have been seen wearing ‘Axcent of Scandinavia’ watches. 
For instance the actor Brian Cox from the film X-men II bought the watch on 
a SAS plane and he was wearing it during the film. Al Saffar states that 
Hollywood got interested in the watches and bought 21 products to feature in 
other films which gave the company free product placement as well as a lot of 
attention in media. The fact that for instance Robbie Williams, Kid Rock, 
Sharon Stone and Will Smith are featured in media wearing the watches is 
also something that is invaluable as a means to promote the brand.  
 
On the other hand Ayad al Saffar asserts they also market their products more 
actively and places ads in magazines. He points to the fact that ‘Axcent of 
Scandinavia’ was appointed ‘Best Marketing Campaigns’ by American Time 
which is one of the biggest magazines in the US. This has lead to media 
interest and thus helped in the establishment of the brand. In relation to this he 
argues that their strength is that they have very attractive ads, which helps 
them to advertise without spending a lot of money since the magazines want 
to place the ads in their issues:   
 
‘/…/ they think that we have good material and want to buy our ads, so we do not pay a lot 
to get advertisements in magazines’  
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Furthermore they try to get one year deals with some magazines to lower the 
costs:  
 
‘Placing one ad here and one ad there does not give good results in relation to the money 
you spend to place the ads, but if we buy several ads in one magazine we get a very good 
price.’  
 
The fact that they do not spend too much on placing ads in magazines is also 
related to their concept. Since they want to have low prices on their products 
they cannot afford to have a large marketing budget which forces them to push 
down the advertising costs. 
 
Ayad al Saffar states that they focus on magazines that are targeted at the 
same age group that they have aimed their products at, namely 18-25 years. 
Examples of magazines are ‘Solo’, ‘Slitz’ and ‘Hennes’. Moreover they have 
recently had a marketing campaign at ‘SF cinemas’, where they had big 
posters and samples of their products in paper format for the customers to try 
on as well as a commercial film where the product and its price is exposed. 
The reason why they chose ‘SF cinemas’ was according to al Saffar that it is a 
perfect place to reach their target group.  
 
Ayad al Saffar describes that in the beginning of the establishment of the 
brand the focus of the promotional material such as their catalogues was put 
on the Scandinavian feeling. They had pictures of and slogans describing 
Scandinavian nature. This Scandinavian feeling has stayed with them when 
producing the promotional material but the focus was soon shifted from nature 
to a more sexy and trendy campaign:  
 
‘/…/ what sells is sex. There is nothing else, we have to be more naked, we have to attract 
people.’  
 
Al Saffar claims that many people were against this idea who claimed that this 
is a concept that has been used many times and is a bit dull by now. He 
decided to have a sexier campaign but to do it in a classy way, which he 
claims stimulated sales and gave a boost to the brand. This campaign featured 
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a naked blonde girl and was a big success27, even though the company in the 
beginning got sued for it. This girl is also present in the catalogue distributed 
by the company, where she and a man who she appears to have a relationship 
with are showing the watches. Furthermore Ayad al Saffar argues that it is 
important to keep in mind that the main buyer is in most cases not the end 
consumer but a distributor. In other words the customers who you should aim 
your marketing campaigns at in the first place are the people that own the 
large companies buying the products, these are often middle-aged men. Ayad 
al Saffar also claims that of course they need to attract the end consumers as 
well and since they cannot have two different campaigns they need one 
campaign to attract all consumers. He believes that sex appeal, design and low 
price are things that appeal to most people.      
 
 

5.1.6 Internal Brand Loyalty 
 
Ayad al Saffar claims that there is an internal view of the brand that prevents 
that the brand is used in a manner that is not consistent with what the brand 
stands for. However, there are no written guidelines in the form of a brand 
manual, but this is something that they are currently working on. He argues 
that up to now they have taken care of everything by themselves and that their 
distributors have not had any responsibilities of their own, which is why he 
believes a brand manual was not necessary. Internally in the company they 
have always been aware of the importance of using the brand correctly. 
Moreover they have an employee who is in charge of controlling that the 
brand is not misused:  
 
‘We have a ‘police officer’, it is over his dead body if someone wants to do something that 
is not consistent with Axcent of Scandinavia.’ 
 
 
 
 
 
 

                                                 
27 This was the campaign that was appointed ‘Best Marketing Campaigns’ by American Time June/ July issue 
2003, also mentioned on page 54. 



Empirical Data 

 57  

5.2 ‘Jens of Sweden’ 
 
The MP3 selling company ‘Jens of Sweden AB’ was founded in 2003 by Jens 
Nylander who is the sole shareholder of the company. The company holds 
three brands and is built completely on business revenue, without any venture 
capital. The company is situated in Västerås and employs six people who are 
design and technology experts. (www.jensofsweden.se) The turnover is 
prognosticated to be approximately 50-60 million SEK28. The market share on 
the Swedish market is according to Jens Nylander in the region of 60 per 
cent 29 . Their main competitors are according to Jens Nylander ‘iRiver’, 
‘Creative’ and ‘Mpio’. The brand is currently sold in nine countries30. 
 
According to the company’s official web page, the brand reflects the business 
philosophy of offering excellent quality products with personality added by 
attractive design. The products are distributed through the chains ‘Siba’ and 
‘Expert’ as well as through different web pages and shops in Sweden.  
 
 

5.2.1 Product Attributes 
 
‘/…/the product is just as important as the brand, since it is the product that builds the 
brand, so it is of great importance. I mean if the product would fail so would the brand.’ 
 
The product as well as its quality and its functional attributes are according to 
Jens Nylander, the CEO of ‘Jens of Sweden’, a foundation for establishing a 
new brand on the market. He especially puts great focus on quality throughout 
the interview stating that:  
 
‘/…/ we do not tolerate that there is something wrong with the product, here we do not 
tolerate that anything breaks’. 
 

                                                 
28 Jens Nylander states that since Jens of Sweden is a new company they have an extended financial year until 
March 2004, which is why he can only make speculations about the exact numbers concerning the turnover.  
29 The market share is based on Flash MP3-players on the Swedish market. Flash MP3 denotes a small, flat 
and solid state type of memory used in MP3-players (http://www.mpio.com 2003-01-02).    
30 The nine countries are: Sweden, Norway, Denmark, Finland, Holland, Germany, Australia, Great Britain 
and the US. (www.jensofsweden.se) 
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Moreover, Jens Nylander argues that it is not important to build in more and 
more advanced functions into the product but that it is important to focus on 
functions that are important to the customers and that give them added value. 
Small details such as making sure that the display on the MP3-player is 
working well and does not get scratched and dirty can provide more quality to 
the customer than an installation of the newest high-tech solution into the 
player. Thus focus on quality, as the quality perceived by the customer is an 
important factor of success. On the other hand Nylander states that there is a 
certain degree of innovativeness to the product that also plays an important 
role in the establishment of the brand. The product in itself, he maintains, is 
not new since MP3-players have existed earlier but what ‘Jens of Sweden’ has 
done is that they have taken this product and made it as good as it can get, 
added some new technology, new design and packed it extremely skilfully 
which has made the consumers see it as a new and innovative product. 
 
Furthermore, Jens Nylander states that since the MP3-player in itself is not a 
new product there is also no patent for it and concerning the shell-rights of the 
product they are owned by a technology company in Korea. 
 
The packaging of the product has also been an essential factor when 
establishing the brand. Jens Nylander expresses the significance of being 
unique when it comes to packaging. The package should according to him be 
attractive in the mind of consumers. He also means that the package mirrors 
their identity, the fact that they have used unique material, aluminium and 
design in form of a cylinder, shows according to Nylander that they are 
different from other competitors.  
 
 

5.2.2 Brand Identity 
 
Concerning the choice of name this has been of large strategic importance 
when establishing the brand according to Jens Nylander. The name of the 
brand is linked to Jens Nylander himself as well as the country of origin of the 
brand. He states that the name has served as a means of differentiation, as a 
way to connect with the customers since they often identify themselves with 
the name and also as a way to create attention. He continues by declaring that 
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in the beginning the name was not taken very seriously and thus it created 
attention:  
 
‘In the beginning people thought that we were lunatics, but despite this it [the name] 
seemed to work, we got a whole lot of attention in the media and this has led to the fact that 
our brand survived /…/’.  
 
Moreover, the fact that ‘Jens of Sweden’ was not taken seriously also had a 
positive effect on the brand, according to Jens Nylander, since he believes that 
competitors underestimated the brand and therefore did not take any action 
against it. On the other hand this also contributed to that the name was the 
hardest part to establish:  
 
‘I had people telling me: forget it, you will never be able to sell, and this was probably the 
hardest part.’  
 
Jens Nylander believes that there is certain uniqueness to the name that makes 
it attractive to the customers. He thinks that people appreciate that an average 
Swede put his own name on the product; they can identify themselves with 
him and thus value the product. 
 
Referring to the name ‘Jens of Sweden’, Jens Nylander also states that the 
country of origin connotation in the brand name has significance. It mirrors 
the identity of the brand, which is something that is positively viewed by the 
customers. The identity of the brand is also linked to the personality of Jens 
Nylander. The brand expresses the values that are important to him. He 
declares that the brand expresses values such as extreme precision, high 
quality, design and exclusivity. Moreover he claims that an important part of 
the identity is also the long-lasting relationship that is created between the 
customer and the product.  
 
The type of customers that the brand is focused on is according to Jens 
Nylander people who have a keen interest in music, not only music products 
but music in general. In combination with this interest is a concern for design 
and quality but also to some degree technology and simplicity. Moreover the 
customer should be someone that is willing to pay a little bit extra for the 
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brand. Jens Nylander states that this is not necessarily the target group but 
people who the brand appeals to. 
 
Furthermore, Jens Nylander states that they have chosen what he believes to 
be high qualitative chains to distribute their products, which limits the 
availability of the products and thus enhances their exclusiveness. The 
packaging and distribution of the products to the customer is something that 
the company takes care of by themselves since they want to be sure of that all 
details are dealt with correctly.  
 
 

5.2.3 Core Value 
 
According to Nylander the core value is quality. He also defines quality as 
more than just the functional quality of the product and argues that quality 
includes a lot of things such as for instance support and service. Jens Nylander 
states that by giving support and service the company differs from its 
competitors. On the other hand he implies that not everyone in the company 
might see quality as the core value, and that someone else might for instance 
see design as the core value. He does not believe this to be a problem, since 
this gives the customer the possibility to choose which value he is attracted to. 
Moreover he claims that the brand can be perceived differently and the point 
is that everyone can identify with the part of the brand that they like, may it be 
quality design or anything else.  
 
 

5.2.4 Positioning 
 
Jens Nylander states that when establishing the brand they did not have any 
clear positioning strategy. He also states that when establishing a brand it is 
important to have a feeling and intuition of what is right and wrong. 
Moreover, he argues that he was aware of the fact that the MP3 players on the 
market were not good enough for the consumers but he did not sit down and 
analyse how he should position the brand to differ from others in order to be 
able to sell his product. First of all, he states, it is of great importance to find 
people who show a great interest in the product, he calls this category of 
people ‘early adopters’. Early adopters then do the work for you Nylander 
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claims, they categorise the products by for instance determining the quality, 
and this way the brand Jens of Sweden automatically gained its status of high 
quality, service and support. On the other hand he also claims that the brand is 
differentiated by its design, its name and also its limited availability, which 
makes the brand exclusive. The price he argues has not been a means to 
differentiate the brand. The brand is in the same price class as one of their 
main competitors ‘iRiver’ who is also positioned as an exclusive brand. Jens 
Nylander states that they definitively do not have discount prices.  
 
When establishing the brand the first customer group was the early adopters. 
This group consists of for instance computer hackers and people with 
enormous interest in music and technology. Jens Nylander puts emphasis on 
that this group of people were the key to establishing the brand on the market. 
He argues that when you get acceptance from this customer group and they 
acknowledge that the product is good, you can then move on and establish the 
brand in the media and reach the ‘normal customers’:  
 
‘/…/this is the way it [the brand establishment] has gone, early adopters, technology nerds, 
IT-magazines, and then the technology nerds have spread the interest for the brand to the 
normal consumers.’  
 
Moreover, Jens Nylander claims that he does not want to say which the target 
group is right now, because by determining a target group they charge the 
brand with whom it is aimed at and that is not something they want to do. He 
states that the target group can be anyone, and that they do not want to 
concentrate on any specific segment at the moment. Nylander also adds that 
one of their greatest strengths in the brand establishment process has been 
their ability to spot and reach early adopters and that this is a competitive 
advantage. This ability is linked to the size and age of the company but also 
with the fact that they are all very interested in and have great knowledge of 
the music market so they know exactly where to find the early adopters:  
 
‘I know exactly where all the music is down-loaded, I know where everything happens and 
where everything is discussed’.   
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5.2.5 Market Communication 
 
Jens Nylander states that there were three very important aspects when 
establishing the brand; attention in media, the brand name and the values of 
the brand. He claims that from the very start of the establishment of the brand 
they have had many reviews in the media that have supported their brand, 
which has been of great importance. He also points to that it is necessary to 
contact daily papers and magazines and try to grab their attention when it 
comes to the brand. According to Nylander they mainly focus on technology 
magazines that are interested in the product. On the other hand they also try to 
get editorial text in all the large papers to create awareness of the brand and 
company. Papers that Nylander mentions are ‘Dagens Industri’, ‘Veckans 
Affärer’, ‘Svenska Dagbladet’, ‘Göteborgsposten’, ‘Helsingborgsbladet’ and 
‘Expressen’.  
 
Moreover, Jens Nylander emphasizes that they did not start their brand 
establishment in papers and magazines but by catching the attention of early 
adopters, which was done mainly through the Internet. When early adopters 
accepted the brand they were ready to start promoting it through other 
channels such as papers and magazines. Another important part in 
communicating the brand and creating awareness is word-of-mouth according 
to him.  
 
Recently the company has had a marketing campaign at the nine biggest 
underground stations in Stockholm where they put up posters marketing the 
product. This is according to Jens Nylander not something that they will spend 
great amounts of money on in the future. He believes that there are alternative 
ways to gain attention and he also implies that printed advertising is very 
expensive:  
 
‘What I have said is that you can spend 500000 SEK on placing two advertisements in a 
central place and you can also spend 500000 SEK to, for instance, sue another company 
/…/ there are many things like that that you can do to gain attention.’  
 
He specifies that the goal is to do things that people do not expect and that this 
is an excellent way to give the brand a boost. To do something unique, 
something that nobody else has had the courage to do, defy norms and trends 
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and create a scandal. This he argues can have positive effects for the brand 
and create awareness, but it is also important that you know the limit and that 
you are not foolish and harm the brand.   
 
 

5.2.6 Internal Brand Loyalty 
 
Jens Nylander emphasises that it is extremely important to examine how the 
brand is used and make sure that it is not misused. He claims that he together 
with another employee goes through all major search engines on the Internet 
two to three hours per day and seeks out how the brand has been used. They 
are very strict with how the brand is used and do not want to lose control over 
it. Moreover he argues that this is an extremely costly activity but that it has to 
be done:  
 
‘/…/ you can not afford to lose a single little bit of the brand and we are extremely careful 
/…/ all my employees have a brand manual in their heads and they know how to act.’   
 
On the other hand Jens Nylander states that they do not have any written 
manual but that they all know how the brand can and should be used. 
Furthermore he asserts that the fact that his own name figures as the brand 
name has led to that he is even more careful as to how the brand is used, and 
he would never approve if anyone would try to use it in the wrong way.    
 
 

5.3 ‘If’ 
 

If P&C Insurance Holding Ltd. (‘If’) was formed in 1999 through a merger of 
the property and casualty business of the Swedish company Skandia and the 
Norwegian company Storebrand, with the aim of establishing the leading 
property and causality insurance company in the Nordic region. According to 
the annual report of ‘If’ the group’s Head Office is located in Solna, just 
outside Stockholm. The company employs approximately 1600 employees in 
Sweden and the gross written premiums of the ‘If’ group in 2002 amounted to 
MSEK 38, 136. Moreover, in the Swedish insurance market the company has 
a market share of 23 per cent and is the second largest company in its field 
after Länsförsäkringar. The largest competitors of ‘If’ are Länsförsäkringar, 
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Trygg Hansa and Folksam. Today ‘If’ has operations in 10 European 
countries31 in addition to Sweden. 
 
 

5.3.1 Product Attributes 
 
Mikael Hellman, assistant brand manager of ‘If’, states that the products in the 
property and causality insurance business are very similar. He continues by 
claiming that insurance companies are in general difficult to differentiate since 
they compete with the same products at more or less the same prices.  
 
Moreover, Mikael Hellman implies that the brand is linked to the product in 
the sense that:  
 
‘/…/ the brand is all the associations and the feeling one gets, it is what you can express 
and what you cannot express for a name of a product or company.’   
 
In the case of ‘If’ where the brand is also the name of the company, a so called 
corporate brand, the focus, according to Hellman, is put on forming 
associations and a picture of what the company is and what it stands for. 
 
 

5.3.2 Brand Identity 
 
Mikael Hellman states that the brand name and logotype have been of great 
importance when establishing the brand:  
 
‘The logo and the name are the most important brand bearers to build a brand in the 
insurance business, together with the customer’.  
 
The logotype was designed together with the advertising agency and it is blue 
and white. However the positions of the colours in the logotype have been 
changed after the initial establishment. The brand name was chosen on the 
basis that it should be unique, short, shortly describe what the company was 
doing and that it should work in all countries. Moreover, Mikael Hellman 

                                                 
31 The ten countries are:  Denmark, Norway, Estonia, Latvia, Lithuania, Finland, France, the Netherlands, the 
United Kingdom and Germany. 
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emphasizes the importance of the brand name and logotype as a means for 
quickly building a positively charged awareness of the brand. The choice of 
the brand name ‘If’ has according to him led to that a large percentage of the 
population today recognizes the name:  
 
‘/…/ if we would have chosen the brand name ‘Skandia Storebrand’ for instance, it would 
have been a lot more difficult for us and it would have demanded a lot more money to 
establish the brand.’  
 
Hellman implies that the brand has expressed playfulness, for instance the 
appearance of the homepage of the company up to some time ago was full of 
bright colours such as orange. He asserts that this had some functions to attract 
consumers in the first years but that the time has come to change this 
expression of personality:  
 
‘7…/ now we want to teach the consumers about the brand and what we actually supply, 
and we also want to incorporate more reliability, credibility and seriousness /…/’.  
 
Mikael Hellman also mentions the notion of the sympathetic sensation that has 
been expressed by the brand. This is something that will stay with them in 
their new communication platform in the form of ‘the sympathetic specialist’ 
according him. He continues by outlining that in the former communication 
platform the sympathetic part was accentuated whilst now the emphasis will 
be put on the notion of the specialist. Moreover Hellman states that this is also 
illustrated by the slogan that has changed from ‘don’t worry it will be alright’ 
to ‘don’t worry we will help you’ where the focus is put on helpfulness, which 
also expresses credibility.  
 
 

5.3.3 Core Value 
 

According to Mikael Hellman when establishing the brand the company 
created a so-called brand platform. This platform is constituted of four core 
values that are based on generic values namely: reliable, dedicated, easy to 
reach and relate to and forward thinking. These values were, as stated by 
Hellman, not created out of thin air, but decided on after thorough analysis of 
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customer needs. Furthermore, he states that the four core values are lodestars 
for the company and something that they follow and try to become better at. 
 
 

5.3.4 Positioning 
 
Mikael Hellman implies that the company does not compete on price since the 
products and the prices generally are very similar in the property and causality 
insurance business. Moreover, he states that one way that they try to 
differentiate themselves is by creating a positive picture of the company and 
this way gain customer preference. This, he claims, is not always easy because 
it is very dependent on what personal experiences the customers have 
regarding the company. One way that they try to generate this positive picture 
is by for instance having very good service. A few examples given by 
Hellman concerning this service are an internet site that is very elaborated 
where the customers can have their personal pages, 24 hour telephone service 
and various discounts and bonuses for customers. Moreover they have 
engaged normal customers who are a sort of final authority to decide on 
difficult cases where the company believes that a customer should not get 
compensation and the customer believes the contrary; Hellman thinks that this 
is a very customer oriented way to do business. He also states that the fact that 
the company is specialised on solely property and causality insurance is 
something that they see as a competitive advantage:  
 
‘/…/ if your throat hurts you would rather go to a throat specialist.’    
 
Mikael Hellman points out that when establishing the brand the company 
already had an established base of customers. This he claims was the factor 
that contributed to the possibility for them to establish the brand. He continues 
by stating that without this base they would have never been able to succeed. 
He explains that in the beginning of the establishment process when ‘If’ was 
still a rather weak brand, they had the advantage of getting the customers that 
were interested in buying property and causality insurance from ‘Skandia’. So 
the strategy has been to keep the existing customers rather that to gain market 
shares. Mikael Hellman also points to that the second priority is to get the 
existing customers to buy more and the third one to sell to new customers. 
When discussing the target group he states that they have both private 
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customers and commercial customers and that these segments are proximately 
the same size.    
 
 

5.3.5 Market Communication 
 
Mikael Hellman claims that the most important point in establishing their 
brand has been the market communication. He explains that when the 
company was established in the spring of year 2000 they mostly used TV- 
commercials and large outdoor advertisements, which had a great impact on 
creating brand awareness. Only in that year they produced six different TV-
commercials. On the other hand Hellman points out that it is quite easy to 
create awareness through commercials. Therefore it is also important to at the 
same time have the correct expectations as to what these commercials actually 
generate when it comes to which insurance company the customers actually 
choose. He believes that the commercials create a prerequisite for triggering 
customer preference, but that this is often not enough. For instance if a 
consumer has a neighbour that is not satisfied with the company then it is 
difficult to gain his preference even though the commercials are great.  
 
In relation to establishing the brand Hellman mentions that one important 
aspect has been ‘If’s’ communication platform. This platform, created in 
cooperation with an advertising firm as well as a media agency, consists of 
three parts that point to what the brand expresses. The first point was called 
‘hello’ and aimed at presenting the brand. The second one was the ‘promise’ 
and consisted of creating a feeling of that this company proposed more 
customer value than others, that it would be easier to understand, that it was a 
reliable and innovative company. The third and most important part of the 
platform was according to Mikael Hellman ‘proof’ to fulfil the expectations of 
the customers.  
 
Moreover Mikael Hellman claims that one way to also build a positive picture 
of the brand is through engaging in sponsorship activities. He mentions that 
one of ‘If’s’ current activities is that they are involved in sponsoring 
Fryshuset32. 

                                                 
32 According to ‘If’s’ annual report Fryshuset is an organisation in Stockholm that works proactively to help 
young people become secure and self-reliant individuals.   
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5.3.6 Internal Brand Loyalty 
 
Mikael Hellman mentions that he believes that there is a rooted internal view 
of what the brand stands for. The company has organised a few internal 
meetings to communicate the brand and its values and identity to the 
employees. They are also currently developing a brand book, which will 
describe everything from how to communicate with customers to how to write 
letters as well as how the employees should express themselves when talking 
about the brand. Mikael Hellman points to that they also have a design 
manual, which gives guidelines as to for instance which colours, pictures and 
fonts are allowed when depicting the brand. Moreover, in order to become 
aware of how the company is perceived by its customers, they do market 
surveys.      
 
 

5.4 ‘Filippa K’ 
 
The clothing company ‘Filippa K AB’ was founded in 1993 by the Swedish 
fashion designer Filippa Knutsson together with Patrik Kihlborg who is today 
the president of the firm. (www.filippa-k.se) The headquarters are placed in 
Stockholm and employs approximately 40 people. The turnover in 2002/2003 
was of about MSEK 142. The estimated market share is of 7% of the total 
market, whereas the market share of the segment which includes ten 
Scandinavian clothing brands is of about 30%. Competitors include the brands 
Tiger of Sweden, J.Lindeberg and Day.  
 
The business concept of ‘Filippa K’ is to create stylish and easy-to-wear 
clothes that will remain an essential part of the wardrobe season after season. 
There is simplicity and a purity in the style and the company aims to create 
practical, trendy clothing with a sexy and youthful appeal. (www.filippa-k.se)  
 
    

5.4.1 Product Attributes 
 
According to Caroline Eriksson, Market Coordinator at ‘Filippa K’, the 
products of the company, namely the clothes, are very intimately linked to the 
brand:  
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‘We work very intensively with our clothes so the biggest focus lies there, and the clothes 
should be able to speak for themselves since we have charged so many of our values in the 
way that they look.’  
 
Moreover, Eriksson emphasizes the importance of quality when talking about 
the establishment of ‘Filippa K’ as a brand. She continues by saying that she 
believes that quality is important since it is a means for establishing credibility 
of the brand. She argues that the quality should also be visible to and 
experienced by the customers, in other words that they should be able to look 
at the finish of the clothes and touch the materials and perceive the quality. 
Moreover, Caroline Eriksson states that the company puts more money into 
the small details partly because the clothes should feel better and also because 
they should endure longer, thus enhance the quality. 
 
The logotype was something that was not thought of by the company when 
first establishing the brand. After a while they were offered help with the 
design of it by a famous Swedish designer, who chose a stylistically pure font 
and the basic colours black and white. The logotype is very discrete, which 
according to Caroline Eriksson is in line with the beliefs of the company 
founder that big logotypes are ugly. 
 
According to Eriksson the products do not have any product protection and are 
not based on any company secret to prevent them from being copied. She 
further states that it is very difficult to prevent other companies from copying 
the designs of ‘Filippa K’, which often occurs. When referring to other 
companies that copy the designs of ‘Filippa K’, Caroline Ericsson claims:  
 
‘If someone wants to copy our products, let them do it, because we know that we do them in 
our way /…/ and we are quite sure of what we can do and what we stand for.’   
 
On the other hand the company has very strict rules and contracts when it 
comes to production plants and suppliers and how these are allowed to 
produce and distribute the products.  
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5.4.2 Brand Identity 
 
Caroline Eriksson points out that she sees building a brand as processes:  
 
‘First of all you need a business concept that everything should build on and a strategy of 
how to go out with this concept, and then there is the process of charging the brand and 
what it should stand for, these are rather long processes that are the basis for everything.’  
 
When talking about the identity of the brand Caroline Eriksson feels that it is 
associated both to the product and the founder Filippa Knutsson. She believes 
that choosing the name of the founder as the brand name was a very natural 
choice, especially in their line of business were names of founders and 
designers often figure as the brand name. 
 
According to Caroline Eriksson, ‘Filippa K’ wants to attain a feeling of purity 
and integrity, a simple and clean design where all superfluous details are 
avoided. She thinks that this to some extent could be referred to as a 
Scandinavian undertone:  
 
‘/…/ this clean, light, simple, basic design /…/ in a way is very Scandinavian.’  
 
On the other hand Eriksson indicates that it was not a strategic choice to stress 
the Scandinavian origin of the brand and that they do not specifically try to be 
perceived as Scandinavian. 
 
According to the interviewee the brand expresses a sort of clean and fresh 
feeling that sometimes can lead to that it becomes perceived as orderly, decent 
and good. This is something that they do not want to communicate even 
though they understand that their designs can lead to this brand personality. 
She adds that even if the designs contribute to expressing an orderly and good 
personality of the brand, they will not try to change this since the simple and 
clean designs are part of their business concept. Furthermore, Caroline 
Eriksson argues that the brand also expresses a sexiness, which is linked to the 
fit and design of the clothes. She clarifies by saying that they put extreme 
focus on the perfect fit of the clothes, and that they for instance make them a 
bit more low-necked than average but never overdo it, thus accentuating the 
sexiness.   
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Caroline Eriksson moreover claims that the brand identity also has created a 
type of customer that the brand suggests that it is focused on:  
 
‘A few years ago we had the ‘Filippa K’ girl /…/ ,who had a nice cardigan, worked in for 
instance the reception of an advertising agency and who was always very sure of herself 
/…/’  
 
She insinuates that the brand reflects a customer in the late 20’s who lives in a 
big city, has a higher education and who is brand conscious. This does not 
always coincide with the target group that the company has set up which 
consists of people interested in fashion and have a sense for quality, style and 
form. Moreover Caroline Eriksson indicates that the customer can show by 
wearing ‘Filippa K’ clothes that they are dressed right, that the clothes can 
give the customer a sense of security.  
 
When it comes to distribution Caroline Eriksson states that they have their 
own stores in Stockholm, Gothenburg and Malmö, but that they also have 
almost 90 retailers in Sweden. The retailers are chosen on the basis that they 
should be selling brands that go well with the ‘Filippa K’ brand. 
 
 

5.4.3 Core Value 
 
Caroline Eriksson claims that the brand ‘Filippa K’ is charged with their core 
values which are an unfailing sense of style, simplicity and quality and that 
this is something that permeates everything that they do.  
 
 

5.4.4 Positioning  
 
Caroline Eriksson points out that when it comes to their differentiation 
strategy they try to have a focus on the ‘long-term’. She explains that the 
clothes should be designed in such a way that they will last for a long period 
of time, both in quality and fashion. The clothes should form a ‘base 
wardrobe’ for the customer meaning that the customer should feel comfortable 
wearing them for a long period of time and that they do not go out of fashion:  
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‘We do not really work with the very trendy fashion /…/ we dissociate ourselves with the 
fast type of consumption since we try to work long-term both in the sense of quality colour 
and form.’ 
 
Furthermore, Eriksson states that if you plot in ‘Filippa K’ in to a so-called 
positioning map they are rather unthreatened, for the reason that they have 
good quality at a price that is medium-high. On the other hand she states that 
this is of course if you look at the brand generally and that they sometimes 
also have a limited number of products that are in a higher price class. This 
she argues is because they do not want to lock themselves creatively. 
Generally the price strategy is to produce clothes with as high quality as 
possible but at the same time has an affordable price. Eriksson also mentions 
that the beginning of the establishment process of the brand was not full of 
pronounced strategies. She believes that this has to do with the fact that 
‘Filippa K’ is a rather small company. The strategies have, as she recalls, 
existed somewhere as a base but they have worked a great deal on intuition 
and feeling.  
 
The target group set up by the company is fashion conscious people interested 
in style and quality. Caroline Eriksson states that they have a collection of 
clothes both for men and women although the one for men is more recent 
since it was established in 1997. Generally the age group of the customers 
both for men and women is in the late 20’s, early 30’s. She also claims, when 
speaking of the collection for women, that she divides the customer group into 
a younger and an older group of customers. The older has been with them 
from their establishment and the younger has found the brand more recently. 
She further claims that if she would generalise she would say that the older 
group is already out in the working life and is interested in the ‘base 
wardrobe’ part of the brand at the same time as they appreciate the clothes that 
are more fashion oriented. The younger group on the other hand consists of 
girls who have just finished university or are still studying and who are 
looking for the more fashion oriented clothes.    
 
 
 
 



Empirical Data 

 73  

5.4.5 Market Communication 
 
Caroline Eriksson believes that market communication plays and important 
role when building a brand, since this creates awareness and recognition of the 
brand. In the beginning when launching the brand, there were not according to 
her any huge campaigns. However, they had advertisements in the press and 
outdoor advertisements in the underground in Stockholm. Furthermore 
Eriksson believes that the main part in communicating the brand when it was 
launched was through editorial text in the press and through their launch party. 
Caroline Eriksson also points to that the development of good press relations 
is very important when establishing the brand since this contributes to 
building credibility of the brand.  
 
Caroline Eriksson also emphasises that to have advertisements in media and to 
produce advertising material is very expensive. She states that they mostly 
work with media advertisement on a seasonal basis when they have new 
collections. The magazines that they focus on when placing their ads are 
foremost fashion and lifestyle magazines. In Sweden it is above all the 
magazine ‘Elle’. Furthermore Caroline Eriksson relates that they have a rather 
broad media strategy since they exist in many markets. She clarifies that they 
have lately put more focus on working with international media and that today 
almost 50% of the magazines that they work with are international. This has 
had a good impact on creating brand recognition not only in Sweden but also 
abroad.      
 
The marketing campaigns that they have are according to Caroline Eriksson 
very consistent are also in line with the brand identity. She claims that they 
want to be subtle in the way that they work and states that they never have big 
logos or the prices of the products depicted on their advertisements:  
 
‘We think that it is horribly ugly to put these huge logos on a beautiful picture, why would 
you want to do that? If somebody wonders who made the picture it [the brand name] is 
always there.’  
 
The same goes for sponsoring. Eriksson claims that when their clothes are 
used in connection with sponsoring they do not display the brand name to any 
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large extent. She argues that it is very easy to become overexposed and that 
this is something that they would not be comfortable with.  
 
Moreover Caroline Eriksson states that they have booklets that they send out 
to customers twice a year in relation to the launch of new collections. The 
booklets are only sent to customers who have registered their interest on their 
Internet homepage. Furthermore, the founder Filippa Knutsson plays a role in 
the promotion activities since she is a very good lecturer and very good at 
communicating the brand to the public.  
 
 

5.4.6 Internal Brand Loyalty 
 
Caroline Eriksson claims that there is a rooted view internally in the company 
of what the brand stands for. At least once a year everyone at the office assists 
at a meeting where guidelines are given as how to work with the brand. 
Moreover, there is a written manual in which guidelines concerning how to 
use and illustrate the brand are given. Furthermore, there is a second manual 
describing for instance which materials and chemicals are allowed in the 
production of the products and how to measure quality. The fact that training 
is organised for their employees concerning the company and the brand is also 
something that according to Eriksson creates an inbuilt picture of the brand by 
the employees. In addition to this the company conducts customer surveys 
regularly to find out how it is perceived by its customers. 
 
 

5.5 ‘Alcatel’ 
 
The history of the originally French telecommunications company ‘Alcatel’ 
dates back to 1891, then under the name Compagnie Générale d'Electricité. In 
1991 the name was changed to Alcatel Alsthom and in 1998 the current name 
‘Alcatel’ was taken.  The company develops telecommunications network 
equipment as well as has expertise in application and network services. 
(www.alcatel.se) It operates worldwide and the establishment in Sweden was 
according to the Marketing Director of ’Alcatel’ for Northern Europe carried 
out in 1989. According to him, the company has a yearly turnover of around 
30 billion euro on a world basis. Moreover, it has around 40 employees in 



Empirical Data 

 75  

Sweden and a market share of 16 per cent in the telecommunication business. 
The consumer side of ‘Alcatel’, which mainly consists of mobile phones, is 
rather small in Sweden. (Tore Evensen) In other words, the company mainly 
operates in a business-to-business segment in Sweden, which is the segment 
that we are going to treat in this thesis. According to Evensen the main 
competitors in this segment are Ericsson, Cisco, Nortel, Siemens and Philips.     
 
 

5.5.1 Product Attributes 
 
According to Tore Evensen, Marketing Director of ‘Alcatel’ for Northern 
Europe, the products of the company and their functionality is closely 
connected to the establishment of the brand. Moreover he states that quality of 
the products is also of essence and something that ‘Alcatel’ works a lot with. 
However, Evensen claims that even though they work a lot with this issue and 
follow the ISO 900033 standard this is not something that to any larger extent 
gives their brand a competitive advantage. This is due to the fact that most 
large companies which ‘Alcatel’ competes with have high quality standards. 
He also believes that the customers do not perceive the quality of their 
products as higher than the quality of their competing companies’ products.  
 
On the other hand Tore Evensen maintains that protecting their product 
solutions and components with patents is important in their brand 
establishment process. He argues that this gives them competitive advantage 
over competitors and that they have noticed an increase in market share when 
it comes to patented solutions. Furthermore, Evensen clarifies that even 
though patented solutions are a great asset to the brand it is also important to 
constantly develop new solutions:  
 
‘/…/ today technology changes very quickly. New solutions are developed quickly, so we do 
not ignore the fact that in a few years time our solutions might not be top of the art 
anymore, so naturally we work with the development of our products.’   
 
Tore Evensen does not think that package design is of large significance when 
it comes establishing the brand in his line of business. He means that in the 

                                                 
33 ISO 9000 is an international reference for quality management requirements in business-to-business 
dealings. (http://www.iso.ch/iso/en/iso9000-14000/index.html 2004-01-05) 
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business-to-business situation the customer does not really attach much 
importance to the package design. The only thing that should be thought of 
when designing the package is that it should be easy to open so that time is 
saved and hassle avoided for the installers. 
 
 

5.5.2 Brand Identity 
 

According to Tore Evensen the brand name, which is also the name of the 
company, was created to symbolise the companies that merged to create the 
company ‘Alcatel’. He claims that the brand name in itself does not have any 
special significance; the letters from the companies before the merger were 
put together to create the name of the new company. He continues by saying 
that the name does have a French connotation to it. He also states that the 
design of the logotype is not very interesting since it just consists of the letters 
forming the brand name.  
 
According to Evensen the brand expresses technical advancement and also 
that it is perceived a bit old-fashioned. The latter is something that they in 
reality do not want their brand to be associated with. This picture has, 
according to Tore Evensen, emerged because the company does not have huge 
marketing campaigns, which in turn might be linked to the fact that most of 
their customers are in the business-to-business segment:   
 
‘/…/ we are not known to be an extremely big marketing machine but technically advanced, 
with good products, products that are focused on the future.’  
 
Moreover, he points to the support and service provided by the company to 
their customers. He argues that this is a very important part when adding value 
to the brand and creating the identity.  
 
A very important point for the establishment of the brand according to Tore 
Evensen has been the collaboration with retailers since the organisation of 
‘Alcatel’ was very small when first establishing on the Swedish market. The 
retailer is also a very important part for communicating the products and 
providing the services of ‘Alcatel’ to the customers. According to Evensen, 
the company has set up certain demands for these retailers in order for them to 
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act accordingly to the service policies of ‘Alcatel’. This even includes a 
rewarding system, where the retailer gets a discount the better they fulfil these 
demands. 
 
 

5.5.3 Core Value 
  
Tore Evensen claims that many core values and value propositions exist in the 
brand ‘Alcatel’. He further specifies that the lodestar is that ‘Alcatel’ should 
serve its customers by developing and improving the products that the 
customers need to make a profit from. Moreover he emphasises that the most 
important person is the end-customers who use the products of ‘Alcatel’ as 
tools in their company activities.  
 
 

5.5.4 Positioning 
 
Tore Evensen states that ‘Alcatel’s’ positioning strategy is not based on price 
but on the functions of the product, and that it is the functions that they 
compete with. The business market of ‘Alcatel’ targets mainly large telephone 
operators to which it sells communication solutions and applications.  
 
 

5.5.5 Market Communication 
 
According to Tore Evensen, ‘Alcatel’ was not very known in the beginning 
when establishing the brand in Sweden and it was therefore important for the 
company to gain recognition and awareness. Moreover they did not have a big 
marketing budget so they could not have large marketing campaigns. What 
they decided to do was to focus on special customer groups, which could be 
interested in the products and solutions of ‘Alcatel’. Then they aimed a 
marketing action at this specific group. They mainly used direct marketing in 
the form of information through direct mail and telemarketing and this way 
tried to create an interest in ‘Alcatel’ and gain customers: 
 
‘We have never had the money to have big marketing campaigns in media, neither in 
magazines, daily press, radio nor television. So what we have to do is to try and find 
solutions with the limited resources that we dispose of.’  
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One point that Tore Evensen brings up is that he considers it important to 
develop good relations with the press when establishing a brand. He clarifies 
that this is important in order to get editorial text that does not cost anything 
for the company and gives them the possibility to gain recognition. Evensen 
claims that this has given good results and that the fact that the press has 
shown interest in their brand has led to increased interest by larger companies:  
 
‘The companies we used to reach were at the best medium sized companies in Sweden. Now 
we get invited to make tenders to the largest companies in Sweden. /…/ for instance we are 
going to supply communication systems to make Kriminalvårdsverket more effective.’  
 
The best strategy to get editorial text is according to Evensen to invite one 
journalist at the time on a one-to-one meeting where the products and 
solutions are presented and demonstrated during approximately one or two 
hours. This gives the journalists a sense of exclusiveness and makes them 
more comfortable, which according to him gives better results when it comes 
to getting editorial text published:  
 
‘/../ you give him [the journalist] the sense that he is getting an exclusive story, even though 
he probably knows that a journalist from the competing paper will be there one hour later. 
This is better than having a big press conference since it gives them peace and quiet 
without making them look stupid in front of their colleagues in the case that they pose 
stupid questions.’  
 
Evensen argues that they have these sorts of meetings with journalists roughly 
twice a year. The magazines and papers that he mentions that they have gotten 
editorial text in are ‘Computer Sweden’, ‘Nätverk och Kommunikation’, 
‘Dagens Industri’ and ‘Telecom idag’.   
 
Tore Evensen also states that they use brochures to communicate the brand. 
Most of the brochures are produced in France and are then translated to 
English and Swedish to suit the Swedish market. It is important according to 
him to make them as easy as possible to understand in order to catch the 
interest of the potential customer. The brochures are mainly aimed at new 
customers but they also send them to existing ones for instance when they 
have new products and applications that could complement the products that 
the customers already possess. Moreover, Evensen claims that they also have 
advertising in magazines. This he argues is not a means to gain new 
customers, but at the same time he points to that it can contribute to 
establishing the brand. In order to gain new customers he believes that Internet 
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based advertising and telemarketing have good impact. Advertising in 
magazines he claims can be a part of establishing awareness of the brand and 
increase an interest in the solutions and products that they offer:  
 
‘It is a way to establish the brand, to make customers aware of our telephone and IT 
solutions /…/ and also to show that they do not have to go to Cisco to get innovative 
solutions’  
 
 

5.5.6 Internal Brand Loyalty 
 
Tore Evensen claims that they are very strict with how the brand is used such 
as for instance how the logo is featured, where it is featured, by whom it is 
featured and in which context it is featured. The company has a brand manual 
but he is not sure if everyone in the company is aware of how to use the brand.   
 
 

5.6 Summary 
 
In this section we will present a table summarizing the factors, which have, 
according to the respondents, been of great importance when establishing their 
brands.  
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Table 5.1: ‘Important factors in the establishment of the brands of the case-companies’ 
 

 
Product 

Attributes 
Brand 

Identity 
Core Value Positioning 
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low price, 
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Je
ns

 o
f 

Sw
ed

en
 

Product 
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packaging 
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design, 
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Through 
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feeling and 
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Internet, 
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Examine use 
of brand, 
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of brand use 

If
 

logotype Brand name Reliable, 
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reach/ relate 
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customer 
orientation, 
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TV-
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sponsoring 
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centre of the 
brand, 
quality 

Business 
concept, 
values, 
design,  

Sense of 
style, 
simplicity, 
quality 

Long-term, 
high quality, 
intuition and 
feeling, 
broad target  

Editorial 
text, press 
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ads, Filippa 
Knutsson, 
consistency 
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of brand use 

A
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product 
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developing 
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the product,  

Direct mail, 
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aimed at 
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target, press 
relations, 
editorial text 
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6. Analysis 
 
In the previous chapter we have outlined which branding strategies the chosen 
case-companies have used and the critical points that have contributed to the 
successful establishment of the brands of these companies. In this chapter we 
will analyze the empirical findings by applying the theories described in the 
Frame of References. This will lead to the result in the form of a model for 
which branding strategies a company should use in order to establish a new 
successful brand on a competitive Swedish market, which will answer our 
purpose with this thesis.  
 
 

6.1 Product Attributes 
 
All of our case companies sell products, which evidently serve as the base for 
building their brands. Thus, the company brands would in accordance with 
Melin’s (1999) statement not have any value without these products. 
However, the importance of the product for the brand differs a lot depending 
on company.  
 
 

6.1.1 Functionality and quality as added value 
 
The respondents of ‘Jens of Sweden’, ‘Filippa K’ and ‘Alcatel’ believe that 
the product is of utmost importance for the brand, whereas ‘If’ and ‘Axcent of 
Scandinavia’ refer to other brand values. This is due to the fact that their 
products in themselves, or the functionality of them, are no different from 
their competitors’ products. This implies that quality, which according to 
Melin (1999) is the most important product attribute, can not serve as a 
competitive advantage for these company brands, since all of their competitors 
offer the same quality. The quality as a functional added value is not 
something that ‘Alcatel’ can provide either, since all its competitors have high 
quality standards. Instead, this company has to find different solutions and are 
by new innovations able to differentiate their products somewhat. However, 
even though quality is not something that all of our case companies can build 
their competitive advantage on, they all fulfil some fundamental quality 
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demands, which according to Melin (1999) is necessary for the reliability and 
competitiveness of a brand product. This type of quality is in accordance with 
the reasoning of Melin (1999) not visible and thus not communicable. 
 
‘Filippa K’ and ‘Jens of Sweden’ on the other hand have differentiated their 
products to a great extent through product quality. In their cases they have put 
the experienced quality of the consumers in focus, which according to Melin 
(1999) is the most important quality since it can be communicated. However, 
this competitive advantage is according to him easy to copy and therefore, we 
believe that in order for these brands to have a long term competitive 
advantage, they must provide the customer with something more than this. For 
both companies this could be achieved by their unique design. Nevertheless, 
for the establishment of these brands their quality as competitive advantage 
served as an important factor for becoming successful. 
 
When analysing the companies’ strategies, it seems as it is possible to 
compete by differentiating the functionalities of the products themselves, 
either by differentiating the product through a better quality as in the case with 
‘Filippa K’ or through a new solution, as in the case with ‘Alcatel’, or through 
both as ‘Jens of Sweden’ has done. However, these approaches do not seem to 
be a prerequisite for establishing a new brand, since two of our case 
companies, ‘If’ and ‘Axcent of Scandinavia’ have managed to succeed with 
presenting products with functionalities and quality that are no different from 
their competitors’ products to the market. Put in other words they have 
succeeded without mediating a functional added value by distinguishing 
product features, which according to Melin (1999) is usually the purpose of 
product attributes. Instead they have used other strategies which will be 
discussed further on.  
 
 

6.1.2 Product Packaging 
 
For natural reasons the product attribute of packaging also differs between the 
case companies, since some of them do not sell packed products. For those 
companies that do use packages, namely ‘Jens of Sweden’ and ‘Axcent of 
Scandinavia’ these seem to have had different importance. Whereas the 
package of the MP3 players that ‘Jens of Sweden’ provides is highly 



Analysis 

 83  

innovative, which Lightfoot & Gerstman (1998) argue is important, the 
package for the ‘Axcent of Scandinavia’ watches seems to have been more 
average, although stated by Ayad al Saffar it is extremely important when 
establishing a brand. Thus the aluminium package covering the MP3 players 
has a unique design, of which the purpose in accordance with the reasoning of 
Melin (1999) seems to be to create a distinct visual identity. The packages of 
the different companies therefore seem to have different purposes. Whereas 
the ‘Jens of Sweden’ package reflects the brand identity more, the ‘Axcent of 
Scandinavia’ package serves as a product attribute with the purpose of 
presenting the product in an attractive way. This might in accordance with the 
reasoning of Melin (1999) have limited the possibilities to make it unique. 
However, the package of ‘Axcent of Scandinavia’ is currently about to be 
changed to better communicate the values of the brand, which now has 
become possible due to increased financial resources. 
 
Although ‘Alcatel’ uses packages for their business-to-business products, 
these are not designed in any way in order to appeal to the customers. This is 
due to the fact that the customers are only interested in the product solutions 
and purchase these solutions together with the service to have the system 
installed, which implies that the customers never actually have to see the 
packages less make a purchase decision based on them. We therefore do not 
believe that the package plays an important role when establishing business-
to-business brands such as this one.  
 
Even though the package might serve as an enforcement of the brand image, 
we do not believe this factor to be of most importance. We base this 
assumption on the fact that when first establishing the brand on the market, 
‘Jens of Sweden’ sold most of its MP3-players on the Internet without 
showing the packages, which implies that the customer purchase decision was 
not based on the design of these. The packages of ‘Axcent of Scandinavia’ 
helped to present the products in an attractive way, but did not completely 
mediate the brand values, which implies that other factors were more 
important when establishing the brand. However, we believe that everything 
surrounding the brand should be consistent with the values of it, and therefore 
the importance of the package should not be ignored.  
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6.1.3 Logotype and Colour Signals 
 
Another thing which seems to have had different importance for our case 
companies are the colour signals and logotypes, which according to Melin 
(1999) are other product attributes. ‘If’ has used the same colours, white and 
blue, of the logotype since first establishing on the market, but has changed 
the position of the colours. By using a media agency, they seem to have 
estimated the design of the logotype important. ‘Filippa K’ had not thought of 
either form or colour of the logotype when first establishing, but got help after 
a while from a Swedish designer to design it using a stylistically pure font and 
the basic colours black and white. ‘Axcent of Scandinavia’ has used orange, 
white and silver as colour signals and a black and silver coloured logotype 
from the beginning, which points to the assumption that consistency is 
important to the company. One of five companies, ‘If’, has stated that the 
logotype was of great importance when establishing the brand on the 
insurance market. However, none of the other respondents have emphasized 
the importance of the logotype and the colour signals, which implies that this 
factor might not be of great importance when establishing the brand on the 
market. Nevertheless, none of the companies’ respondents who have 
mentioned the logotype has made any major changes to the existing one at any 
time, which causes us to believe that consistency is important in order to 
establish customer recognition. 
 
 

6.1.4 Product Protection 
 
The product attribute of product protection also varies to some extent between 
our case companies. However some similar traits can be denoted for some of 
them. Whereas ‘Alcatel’ is the only company using patents, or formal product 
protection which is the term used by Melin (1999), the other companies have 
neither formal nor informal product protection by patents or company secrets. 
This has lead to the fact that two of the brands, ‘Filippa K’ and ‘Axcent of 
Sweden’ have been copied. However, these company respondents have stated 
that they do not mind being imitated, since they do not feel threatened by this. 
The general solution suggested by the companies is to remain competitive is to 
constantly develop new products and solutions, so that the imitators are 
always one step behind The reason why ‘If’ has not been copied is that its 



Analysis 

 85  

products do not differ from its competitors and in the case with ‘Jens of 
Sweden’ the company is so recently established, so possible imitators have 
probably not had the chance to copy it yet. Furthermore, Tore Evensen at 
‘Alcatel’ points to the fact that even though the company uses patents, which 
today is giving them competitive advantages, it is still important to constantly 
innovate so that the competitors will not surpass them. Finally, the one thing 
to keep in mind when establishing a brand which will face the risk of imitation 
seems to be to constantly develop new products.   
 
To sum up, the brand products must provide fundamental quality demands as 
a base for competitive advantage. For companies which are differentiating 
their brands through quality, they also have to offer other added values, since 
the quality itself will not serve as a long term competitive advantage. 
However, this differentiating advantage might be an important factor when 
first establishing the brand. It is also possible to establish a brand without a 
functional added value as long as other values are provided. We also believe 
that the package might serve as an enforcement of the brand, but that this is 
not of utmost importance. Another factor which for the majority of our case 
companies have not deemed very important is the logotype and colour signals 
of the brand. However consistency is important for these factors. Finally, in 
order to keep a strong brand, constant development of products is necessary 
when facing imitation. 
 
 

6.2 Brand Identity 
 
The identities of our case company brands have had great importance during 
their establishment in order to differentiate from the competitors.  
 
 

6.2.1 Brand Name 
 
Four of our five respondents have mentioned that the name has been of high 
significance whereas one company, ‘Alcatel’, has put less focus on this. 
However, the companies have had somewhat different focus regarding the 
strategies of the name, which according to Melin (1999) is the most important 
identity developing factor. The brand name ‘Jens of Sweden’ was chosen as a 
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means of making the consumer interested and curious, but it also turned out to 
be tactical since the competitors underestimated the brand, whereas ‘Axcent of 
Scandinavia’ aimed at describing the product which according to the founder 
should serve as an accent. In this latter case, the name therefore has a 
meaning, which according to Melin (1999) is a good starting point for 
managing the direction of the identity development, whereas in the first case 
the name has less meaning. Another brand name with a meaning is ‘If’, which 
indicates that the company will provide help if something would happen. 
However, in none of the cases anything can be found in the names that reveals 
which type of products they are connected to, which when referring to the 
reasoning of Melin (1999) would facilitate identity protection for these brands. 
The same goes for ‘Filippa K’, whereas the name ‘Alcatel’ clearly indicates a 
connection with telecommunication, thus making it harder to protect. 
However, as stated by Melin (1999) a fantasy name which is not suggestive 
might be harder to establish which is something that ‘Jens of Sweden’ has 
learnt. On the other hand the respondent of ‘If’ has stated that their non 
suggestive name has helped them a lot when establishing the brand. Thus, 
choosing a non suggestive name seems to be the preferred strategy of the 
major part of our case companies.  
 
 

6.2.2 Origin 
 
The origin and cultural aspects of a brand discussed by Melin (1999) and 
Kapferer (1994) differ somewhat depending on brand. For two of our case 
companies the geographical origin of the brand has had such a strong meaning 
that it is a part of the name itself. According to Ayad al Saffar, Scandinavian 
design is very high fashion which was the reason for adding ‘of Scandinavia’ 
to ‘Axcent’. For ‘Jens of Sweden’ it had more to do with the fact that the 
founder was Swedish, but it might also have had something to do with the fact 
that Swedish technology products are considered high quality products, since 
Jens Nylander states that the brand mediates quality. The cultural origin from 
the design world can be depicted in the brand name ‘Filippa K’ since 
designers often use their own name as brand name.  
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6.2.3 Personality 
 
Personality, which is the third identity developing factor stated by Melin 
(1999) and also discussed by Kapferer (1994), can for our case companies’ 
brands be divided into two different approaches. Since ‘Jens of Sweden’ and 
‘Filippa K’ are clearly connected to persons, the brand personalities are 
closely intertwined with the personalities of these persons. For instance the 
brand ‘Jens of Sweden’ expresses values such as extreme precision, high 
quality, design and exclusivity which are closely linked to Jens Nylander’s 
personal values, whereas for ‘Filippa K’ these values are purity and integrity. 
We believe that using personal values as a foundation for the brand values 
might be a good way to ensure the consistency of the brand management. We 
also believe that choosing your own name as a brand name might be a good 
idea since consumers can easily identify with a ‘normal person’, which creates 
a positive attitude toward the brand. However, the company personality of 
‘Alcatel’ seems to be more based on values which are closely linked to the 
values of the actual business, such as support and service, whereas for ‘If’ 
with values such as reliable and sympathetic and for ‘Axcent of Scandinavia’ 
with values such as fashion consciousness have been developed in order for 
the customers to be able to identify themselves with the brand. This way of 
approaching the personality of the brand might also have advantages, since 
this in a way is more customer-oriented. The two latter cases have thus been a 
deliberate creation of brand identity, whereas in the other cases the identities 
have followed the business or personal values. All of the companies but 
‘Axcent of Scandinavia’ also have so called corporate brands where the 
identity of these brands in accordance with the reasoning of Kapferer (1994) 
also reflects the overall company identity. This implies with reference to his 
reasoning that these brands have less freedom than the product brand ‘Axcent 
of Scandinavia’ when determining their identity and culture.  
 
 

6.2.4 Distribution 
 
Distribution is something that most of our case companies have stated is 
important and according to Melin (1999) this is the fifth factor for identity 
development. All of the companies but ‘If’, which for natural reasons is the 
only company not distributing their products through a partner, have stated 
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that their distribution partners have been carefully chosen to match the brand 
identity. For example ‘Filippa K’ deals with stores that distribute clothing 
brands which ‘fit’ together with the brand and quit deals with those that no 
longer do. Similarly, ‘Jens of Sweden’ only distributes the products 
themselves and through a limited number of retailers in order to keep the 
brand exclusive. All of the companies’ distributors are well informed of how 
to sell the products and have to fulfil certain demands outlined by these 
companies. The most illuminating example of this is the systems used by 
‘Alcatel’ where the retailer gets a discount the better they fulfil these 
demands. This implies that the companies in accordance with the advice given 
by Melin (1999) have analyzed the identity of the distributors and what they 
will contribute with in the alliance between the companies. 
 
 

6.2.5 Relationship 
 
Another factor connected to the identity of the brand is the relationship 
depicted in Kapferer’s (1994) identity prism, which seems to be important to 
our case companies. For instance ‘Jens of Sweden’ states on the company 
home page that ‘you have never loved anything so small’, which refers to the 
relationship between the brand product and the customer. In the ‘Axcent of 
Scandinavia there is also the kind of relationship mentioned by Kapferer 
(1994) emitted by the brand itself where a relationship between a man and a 
woman is used to display the watches in an attractive way. ‘Filippa K’ among 
other things builds a relationship with its customers by their list of customers. 
‘If’ in its market communication acts as the helping hand and uses a very 
familiar approach in its commercials. Finally, ‘Alcatel’ creates through its 
well established customer service durable relationships. This seems to imply 
that in order to establish a connection with the customers it is important to 
emit a positive feeling of recognition and familiarity; to make the customers 
emotionally attached to the brand. This also gives support for de Chernatony 
and Dall’Olmo Riley (1996) statement, which points to the importance of 
forming a special relationship with the customers.  
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6.2.6 Reflection 
 
All the brands of the case companies reflect a certain customer image, which 
according to Kapferer (1994) is an important factor for building a brand’s 
identity. The brand ‘Axcent of Scandinavia’ suggests through its innovative 
designs that it is focused on young fashion conscious people. In this case the 
reflection of the brands target group corresponds to a large extent to the 
defined target group of the brand. However, it is also stated by Ayad al Saffar 
that even though the brand reflects young people older people that are ‘young 
at heart’ buy the brand. This could imply that these customers aspire to be 
young and fashion-conscious. The brand ‘Jens of Sweden’, on the other hand, 
expresses among other things an exclusivity, which could in our opinion 
reflect an image of a customer who would like to think of themselves as a bit 
exclusive and who is willing to pay a premium price to get this feeling of 
exclusivity. In comparison to this the brand ‘Filippa K’ reflects a customer 
who aspires to be orderly and properly dressed through their simple and clean 
designs. Furthermore, the brand ‘Alcatel’ reflects that it is aimed at customers 
who would like to think of themselves as technically advanced, in this case 
this is also the same as the brand’s target market. The brand ‘If’ mediates a 
sympathetic and helpful feeling, which reflects that the brand appears to be 
aimed at helping anyone who is in need of insurance in a customer oriented 
way. It can be concluded that all the brands of the case companies include 
what Kapferer (1994) calls the ‘reflection’ dimension in their identities. We 
have not, on the other hand, seen any indication of that the case companies 
have as part of their brand establishment strategies defined this factor but we 
rather think that it has followed from the values of the brand.    
 
 

6.2.7 Self-Image 
 
The customers of our case companies can according to three of the 
respondents identify themselves or, as referred to by Kapferer (1994) create a 
self image by buying the brand products. ‘Jens of Sweden’ attracts music and 
technology lovers. ‘Filippa K’ enables the customers to show that they are 
dressed right which give them a sense of security. ‘Axcent of Scandinavia’ 
help hip, young and attention seeking people to enforce their self image. Even 
though ‘Alcatel’ has not explicitly mentioned that they provide their 
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customers with a self image it is possible to believe that the customers can 
identify their company with the products and the service provided by ‘Alcatel’ 
since they make their business better. Similarly it is reasonable to believe that 
the customers of ‘If’ can reinforce their sense of orderliness and responsibility. 
This implies that the customers wants to attain something else than just the 
product itself; the brand has to provide the customer with an additional added 
value than just the value of fulfilling its basic needs. For instance the persons 
who buy an ‘Axcent of Scandinavia’ watch would be happy to buy a cheaper, 
more ordinary watch if they just wanted to satisfy the basic need of knowing 
the time. However, the additional value provided by the ‘Axcent of 
Scandinavia’ makes up for the extra expense.  
 
To sum up, for the majority of the companies the name seems to have been of 
great importance for their branding strategies and a non suggestive name has 
been preferred. The geographical origin of the brand has been of importance 
for designed products, but not for designed clothes even though the cultural 
origin might have led to the use of the designer’s name. For the ‘non-
designed’ products of ‘If’ and ‘Alcatel’ this has not shown to be of 
importance. The personalities of the brands have also been important, as has 
the self-image, although the latter seems to be of more importance for the 
designed products, than for insurances and business-to-business products. 
Moreover, we believe that all the brands of the case companies include in their 
identity all the dimensions of Kapferer’s (1994) identity prism, which 
according to the author is a prerequisite for establishing a strong brand. 
However, in our opinion the companies have not defined all these dimensions 
explicitly when establishing the brand. For instance, the dimensions 
‘personality’, ‘culture’, ‘reflection’ and ‘self-image’ are what we believe the 
consequences of the business concepts of the companies and values of the 
brands. On the other hand, the maybe most important factor for establishing a 
successful brand is to build up customer relations and create a sense of 
familiarity for the customers in order to win their loyalty. 
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6.3 Core Value 
 
We believe that the core values of our case company brands were present in 
the strategies of establishment. However, for some of these companies they 
were not specifically referred to as core values at that stage. For instance the 
core values of ‘Jens of Sweden’ exclusivity, quality and design appear to have 
been defined at a later stage even though the founder himself was convinced 
that he was offering something unique to the customers. The same goes for 
‘Filippa K’ where the core values style, simplicity and quality probably have 
derived from the fact that these are the type of clothes that the designer Filippa 
Knutsson stands for. Thus, the founders of these brands did not explicitly 
define the core values from the start, even though they were probably 
inexplicitly present at all time in their minds. This is opposite to the statement 
of Melin (1999) that great concern should be given to identify core values. For 
‘Axcent of Scandinavia’, the core values Swedish design and low price have 
been a part of the brand concept all along as in the case with ‘If’ were the four 
core values reliable, dedicated, easy to reach and relate to and forward 
thinking were carefully decided on after analyses of customer needs. The core 
values of ‘Alcatel’ have not been clearly defined, but the implicit values of 
customer service and product improvement permeate the company activities 
and have also been the values communicated when establishing the brand. 
 
It thus seems as all of the companies have implicitly or explicitly selected core 
values which aim at creating value by satisfying customer needs and which are 
also communicable, which according to Melin (1999) are the fundamental 
condition for gaining competitive advantage. All of the companies have also 
managed to find unique core values, in the sense that their brands all differ 
somewhat from the competitors’ brands, which according to Melin’s (1999) 
reasoning would imply that they can enjoy tactical competitive advantages. 
However, not all of the companies can be said to have inimitable core values, 
which referring to Melin (1999) means that they do not have a strategic 
competitive advantage. This implies that in the future, these brands might 
have to face competitors using the same core values, thus risking their position 
on the market. However, it is probable to believe that those company brands in 
such a situation would sustain their position due to their established position in 
the minds of the consumers. We also believe that two of the companies, 
‘Alcatel’ and ‘Axcent of Scandinavia’ have strategic competitive advantages 
since the first is using patent which make their solutions impossible to copy 
and the latter has well established connections with famous Swedish designers 
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as well as scale production enabling low prices. In order for a competitor to 
copy that company’s core values it would have to find ways to distribute and 
produce the watches at a low cost as well as establishing designer 
relationships, which might not be the easiest thing to do. To sum up, it appears 
as it is possible to become a successful brand without having any strategic 
competitive advantages, but that tactical competitive advantages are needed. 
However, the question remains of whether these companies will sustain their 
competitive position in the case of new entrants on the market. 
 
 

6.4 Positioning 
 
All of our case companies have when positioning their brand followed a 
strategy that consists of adding values to the brand that are appreciated by the 
consumers. These values have been the main differentiators, or the primary 
differentiating advantage in terms used by Melin (1999) of the brand and 
created competitive advantage. The reason for this advantage is that these 
company brands have managed to fulfil a basic need while at the same time 
reinforcing the identity of the consumers through communication which 
implies that their brands communicate an according to Melin (1999) 
associative added value. Since these company brands are competing on added 
value they can also be referred to the value-added brands discussed by de 
Chernatony and McDonald (1998), which according to these authors are 
brands that are unique and offer benefits at a premium price.  
 
The brands of the case companies differentiate themselves from their 
competitors by offering added values such as design in the case of ‘Axcent of 
Scandinavia’, exclusivity, quality and design in the case of ‘Jens of Sweden’, 
quality and simple style that is meant to last in the long-term in the case of 
‘Filippa K’, customer orientation and specialization in the case of ‘If’ and 
functionality in the case of ‘Alcatel’. These values, which differentiate the 
brands from their competitors, are not necessarily the same as the core values 
of the brand, but are linked to these. This supports the arguments of Melin 
(1999) who claims that the core value of a brand should serve as a base for a 
unique strategic position.  
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6.4.1 Power Brands 
 
However, not all of the brands of the case companies have positioned 
themselves at a premium price. This can specifically be noticed in the case of 
‘Axcent of Scandinavia’, which in its establishment process has positioned 
itself as a brand with both added values and a low price. This can in turn be 
linked to the notion of the ‘power brand’ put forward by de Chernatony and 
McDonald (1998), which according to these authors is very successful since it 
has both low costs and offers added value to the consumers. With reference to 
our empirical findings the focus of ‘Axcent of Scandinavia’ is put on being 
cost-conscious in for instance their advertising. This is in line with the 
arguments of de Chernatony and McDonald (1998) who claim that a great deal 
of attention should be put on minimizing costs in order to be a power brand. 
We believe that it is the unique combination of low price and added value 
through design that has been one of the most important parts behind the 
strategy of establishing of the brand. Even though there are many designer 
brands of watches, there are not many that sell innovative designs at a low 
price, thus giving ‘Axcent of Scandinavia’ a unique position on the market. 
This combination of low cost and high added value is the basis of the brand 
motto34 as well as the core values of the brand. This is in line with what Melin 
(1999) calls the ‘unique selling proposition’ where the core values are used to 
differentiate the brand and these are moreover often expressed in a slogan.  
 
 

6.4.2 Benefits Brands 
 
Looking at the other case companies’ brands, all of them claim to have 
positioned themselves at a price level that is in comparison to the price level 
of their competitors. None of these brands have positioned themselves at a 
particularly low price. The brand ‘Jens of Sweden’ differentiated itself by 
being an exclusive and high qualitative brand, which entails that it competes 
in a rather high price-class. Similarly the brand ‘Filippa K’ is claimed to be in 
a medium-high price class. Furthermore, both ‘If’ and ‘Alcatel’ are brands of 
which the positioning strategies are not based on price. In our opinion, these 
brands are currently positioned to compete on merely added value and not on 
costs. This is in line with what de Chernatony and McDonald  (1998) classify 
as ‘benefits brands’35.  

                                                 
34 ‘When art becomes a timepiece without costing a fortune’   
35 A brand that has a high relative cost and, at the same time, a high value-added advantage.    
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The reason behind why most of the brands do not compete on a cost basis 
could be that according to our case companies it is rather costly to establish a 
new brand. This would mean that the new brands would be at a disadvantage 
when it comes to already established brands when competing on a cost basis. 
Moreover, we think that it can be hard for a new brand, due to its small 
recognition on the market, to attain economies of scale which is according to 
de Chernatony and McDonald (1998) one way to attain lower costs.  
 
 

6.4.3 Narrow/Broad Competitive Scope 
 
The positioning of ‘Axcent of Scandinavia’ is somewhat different from the 
other case companies’ brands, since it is the only one of them that in its 
establishment focused on a specific niche in the market. The brand has in its 
positioning strategy focused on a narrowly defined target market, which is 
composed of trendy people in the age group of 18-25. This can be related to 
generic strategy of focus mentioned by de Chernatony and McDonald (1998), 
built on the theories of Porter (1998). We get the impression that the four 
other brands have not in their establishment followed the strategy of focus on 
a narrowly defined target market but have rather tried to reach a broad market. 
In contrast to the other brands the brand ‘If’ already had an established 
customer base when it entered the market, which has been of great importance 
in their establishment. This was the customer group that they continued to 
target in their positioning strategy.   
 
 

6.4.4 Implicit and Explicit Positioning 
 
During the interviews with the companies ‘Jens of Sweden’ and ‘Filippa K’ it 
was also mentioned that feeling and intuition are important when establishing 
a brand and that the positioning strategy has been formulated gradually. We 
believe that in these cases the business concept was extremely important and 
that the positioning strategy was intimately linked to this concept and this is 
probably why there was no specific need to explicitly formulate a positioning 
strategy when establishing the brand. This is in contrast to the brand ‘Axcent 
of Scandinavia’, where the positioning strategy was formulated from the very 
beginning of the establishment of the brand. This might have to do with the 
fact that ‘Axcent of Scandinavia’ is, in contrast to the other brands, not what 
Kapferer (1994) calls a corporate brand but it is a product brand. This signifies 
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that it can be more easily separated from the company it originates from. We 
believe that as a result of this, the brand did not have a business concept that it 
was intimately linked to in the beginning of its establishment. This in turn led 
to that there was a need to explicitly define the brand motto and the 
positioning strategy that would be followed when establishing the brand.  
 
Moreover, we also get the impression that the brand ‘Jens of Sweden’ has 
differed in one aspect from the other brands in its positioning strategy. A very 
important point in the positioning strategy of the brand has been the focus on 
so-called ‘early adopters’. This was the customer group that the brand first 
targeted. With reference to the empirical findings, this group was used as a 
means for the company to determine a positioning for the brand. In other 
words the early adopters categorized the product of the brand and its values 
and helped in what Melin (1999) refers to as external positioning, creating a 
place for the brand in the consciousness of the consumers.    
 
 

6.4.5 Internal Positioning 
 
Furthermore, we believe that the employees of the case-companies are well 
aware of what their brands stand for and their positioning strategies. This due 
to the fact that the companies, with the exception of ‘If’ are rather small on the 
Swedish market and it is therefore easy to communicate the brand to the 
employees. Concerning the company ‘If’ it was stated during the interview 
that internal education of what the brand stands for was given to employees. 
The well established view of the brand within the company can be linked to 
what Melin (1999) refers to as ‘internal positioning’ and what de Chernatony 
and McDonald  (1998) call a ‘total positioning’. 
 
In brief, all the brands of our case companies have followed a value added 
strategy and most of them have a broadly determined target market. The one 
disparity can be seen in the strategy of ‘Axcent of Scandinavia’, which 
follows both a value added and a cost driven branding strategy at the same 
time as it focuses on a narrow target segment. Moreover, the case companies 
vary as to how much importance they put on positioning in the establishment 
of their brands. In the case of ‘Axcent of Scandinavia’ the positioning strategy 
seems to be of great importance and it permeates both the core values and the 
brand motto. In all of our case companies the core values are linked to the 
positioning strategy. We therefore believe that when establishing a brand an 
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important factor is to have a clear picture of the business concept or brand 
motto of the company, which in turn is intimately linked to the core values of 
the brand. In our opinion, the positioning strategy automatically follows the 
core values and business concept or brand motto which are all interlinked.  
 
 

6.5 Market Communication 
 
Market communication has been a critical factor for all the case companies in 
the establishment of their brands. The brand and its values have been exposed 
to the consumers in a successful way to gain awareness and this way, become 
established on the market. This is in accordance with Melin’s (1999) argument 
that market communication is of great importance when establishing a brand 
and that this can lead to a communicative added value. On the other hand, we 
have in our empirical data not found much support for the view of the 
particular importance of commercials and advertisements given by Melin 
(1999) as well as White (1999) and Farr (1999). Most of the case companies 
have, when establishing their brands, not used commercials and advertisement 
as their main communication strategy. These have been used at a later point 
when the brands have already gained some awareness. This is due to the fact 
that the marketing budgets of the case companies were rather limited when 
they were at the point of establishing their brands and that commercials and 
advertisement are two very expensive forms of market communication. In a 
later stage of the establishment of their brands, all of the case companies have 
used advertisement in magazines and papers and some have used outdoor 
advertisements. We therefore get the impression that this is something that 
does have an impact but is, due to limited resources, not available for the 
companies when starting up their brands. Moreover, it seems to be effective as 
a means to reinforce the brand awareness of consumers who already have a 
picture of the brand. In our opinion, using commercials and advertisements to 
reinforce the brand after an alternative way of market communication is a 
more realistic communication strategy for new brands that have a limited 
budget, since in this manner the costs can be reduced.  
 
The brand ‘If’ is the only brand that we have looked at in this thesis that from 
the start was communicated to the market through fierce publicity both in the 
form of TV- commercials and outdoor advertisements. This brand-building 
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advertising gave the company a unique communicative identity in terms used 
by Melin (1999). The large share of voice in comparison to ‘If’s’ competitors 
also helped to generate high brand awareness among the consumers, or as 
stated by Melin (1999) a large share of mind, which also lead to a relatively 
large share of market. We believe that one reason for this choice of market 
communication could be that the company was the result of a merger, which 
implies that it most likely had a larger marketing budget than for instance the 
new companies ‘Filippa K’, ‘Jens of Sweden AB’ and ‘Klockgrossisten AB’. 
In the case of Alcatel, which similarly to ‘If’ is not a new company36 it was 
explicitly stated during the interview that the marketing budget was limited 
why large marketing campaigns in media were not possible, which explains 
why they have focused more on other sorts of communication.  
 
 

6.5.1 Core Value Communication 
 
On the other hand, all case companies agree that the strategies used in 
communicating the brand should be consistent with the values of the brand. 
This is for instance expressed trough how the brand is featured in marketing 
material. ‘Axcent of Scandinavia’, for example is always featured together 
with the prices of the products in its marketing, which corresponds to the core 
value of low price. ‘Filippa K’ on the other hand, is never featured with the 
price nor large logos, which corresponds to the values of simplicity and the 
feeling of integrity. Moreover, ‘Alcatel’ is through its direct marketing 
approaches consistent with the core value of customer orientation. ‘If’ has 
through the sympathetic specialist in its TV-commercials been consistent with 
the core values of reliable, easy to relate to and dedicated. Finally, the brand 
‘Jens of Sweden’ has been featured as a high quality brand on the Internet, 
which was its primary marketing channel when reaching early adopters. This 
coincides with Melin (1999) and his statements that the core value should 
permeate all brand building communication. In addition, our empirical 
findings show that all of the case companies focus on exposing their brands in 
magazines and papers that are aimed at their target group. This supports the 
statement of White (1999) who claims that advertising has the role of 
communicating the desired positioning for the brand.  

                                                 
36 Alcatel is a new brand on the Swedish market but is not a new brand outside of Sweden.  
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6.5.2 Editorial Text and Other Exposure 
 
One factor that was emphasised to be important in the establishment of a 
brand, by all companies except ‘If’, is editorial text and the creation of good 
press relations. Editorial text can for instance be reviews of the products 
related to the brand or any form of positive exposure in the media with 
reference to the brand, which the company does not have to pay for. The 
reason behind the importance of this factor is that it is an inexpensive way to 
communicate the brand and gain awareness. Moreover, it is a way to gain 
credibility, since the positive opinions of the brand, are stated by someone that 
is not directly linked to the company. We consider that one of the reasons why 
‘If’ did not mention editorial text and press relations could be that it is, in 
contrast to the other brands in this thesis, linked to services, and more 
specifically to the insurance business. We believe that the fact that most of the 
insurance companies do not differ in the products or prices that they offer can 
contribute to that they become less newsworthy than for instance brands that 
offer new or innovative products such as ‘Jens of Sweden’. Another deviation 
that we found among the communication strategies of the brands in focus was 
the one of ‘Alcatel’. In addition to the already mentioned focus on editorial 
text, the company’s communication strategy consisted of telemarketing and 
direct mail. We suppose that this could be connected to that the brand is 
foremost linked to a business-to-business market and advanced technology 
solutions. In our opinion, the communication and sales of these types of 
products requires a direct contact with the customer in order to inform the 
customers of the functionality of the product in connection to their business. 
Communication through for instance advertisements and commercials would 
most likely not have the same impact, when it comes to the establishment of 
the brand, since these would not be able to inform the customer in a sufficient 
way about the brand and its products.    
 
The strategy behind establishing a brand with the help of editorial text can be 
connected to the theories of Aaker (2001) and Randall (1999). These authors 
claim that new brands should as a consequence of their lack of resources be 
communicated through unconventional channels different from advertisement 
and commercials. Moreover, our empirical findings show that the companies 
have not only focused on editorial text but also other types of exposure was 
mentioned, such as for instance exposure in shop windows, sampling, prizes 
that have been obtained, sponsoring, lectures by the founder of the brand, 
exposure on the Internet and exposure in museums. In the case ‘Jens of 
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Sweden’ there is an idea formulated by the founder that exposure could also 
be sought by being controversial, which is in line with the reasoning of 
Randall (1999). In the case of ‘Axcent of Scandinavia’, controversy was 
created through their marketing campaign with the naked girl. This is 
something that we think might have caused larger brand recognition on the 
market since it became a public topic in the sense that people spoke about it. 
The same campaign was also awarded with a prize by a renowned magazine; 
this is a type of exposure, which in our opinion can be important in the 
establishment of a brand since it creates awareness of the brand.        
 
 

6.5.3 Word-of-Mouth 
 
Moreover, with reference to our empirical findings we believe that word-of-
mouth is a critical factor when establishing a brand. This corresponds to the 
arguments of Randall (1999) who considers that word-of-mouth is a means of 
building up reputation without heavy advertising. Three of the five companies 
brought up this factor in connection to communicating their brands, ‘Axcent 
of Scandinavia’, ‘Jens of Sweden’ and ‘If’. It appears that it has impact on 
both creating recognition of the brand as well as it has an impact on weather 
the consumers will chose the brand in favour of other brands. This was in 
particular evident in the case of ‘If’. In our opinion this can again be linked 
with the fact that the products of the brand ‘If’ are difficult to differentiate, 
which is why opinions of the public regarding this brand can have a great 
impact in consumer choice. Furthermore, we got the impression that word-of-
mouth is something that is difficult to control by the case-companies, which is 
why it can not only be of help in the successful establishment of the brand but 
also have negative effects on the brand. An example taken from the ‘If’ 
interview is that when for instance one customer is dissatisfied with the brand 
and its products he will tell his surroundings about this and it will be very 
difficult to gain the trust of these consumers no matter how good the active 
market communication is. In our opinion word-of-mouth can have a bigger 
impact on the establishment of the brand than advertisements and 
commercials. One example of how word-of-mouth has been used in 
establishing a brand is ‘Jens of Sweden’. The company has had a 
communication strategy that consisted of reaching early adopters through the 
Internet, who then communicated the brand to others. By successfully gaining 
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the confidence of these first customers the brand was then spread to other 
consumers by word-of-mouth and became established on the market. This 
communication strategy was then reinforced with advertisement in magazines 
and outdoor advertisements. Furthermore, the brand ‘Axcent of Scandinavia’ 
also tries to make their brand a topic among the consumers, and thus get their 
attention, through the brand’s innovative designs. 
 
Based on the empirical findings, our opinion is that an extremely important 
part of establishing a brand is to get the brand positively exposed by a third 
party who is not directly connected to the company or the brand. This is 
important first of all because it builds credibility and secondly because it is 
inexpensive in comparison to commercials and advertisements. However, 
these are in turn important to reinforce the brand. Moreover, we think that all 
market communication should be in line with the core values of the brand. 
 
 

6.6 Internal Brand Loyalty 
 
All five companies have stated that they have regulations of how to use the 
brand. However, only two of five companies, ‘Filippa K’ and ‘Alcatel’ have 
stated that they have a written brand manual which describes how, where and 
when to use the brand, but two companies, ‘Axcent of Scandinavia’ and ‘If’ 
are currently creating such a manual. The reason why these companies as well 
as ‘Jens of Sweden’ has not had one before is that there has been an internal 
understanding of how to use the brand anyway. This has been accomplished 
by internal meetings and education at ‘If’ and by the limited number of 
employees in the other cases, which has simplified the control of use. These 
kinds of regulations are in accordance with Melin’s (1999) reasoning a means 
to fend off internal threats. Internal awareness has also been reinforced by 
internal meetings once a year at ‘Filippa K’, but at ‘Alcatel’ Tore Evensen has 
stated that even though they have and use a brand manual, he is not sure that 
everyone in the company knows how to use the brand. This would in 
accordance with Melin’s (1999) reasoning make the trademark management 
less efficient. At ‘Jens of Sweden’, the co-workers are also careful to fend off 
not just the internal threats stated above, but also external threats such as 
misuse on the Internet. All these measures taken by the companies are if 
referring to Melin (1999) important to uphold the legal status of the brand.  
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All of the company brands have also had the same identity from the 
beginning, thus enabling the companies to maintain an identity management in 
order to withhold a unique identity of the brand, which according to Melin 
(1999) is of importance to maintain the commercial status of the brand. The 
companies also have full owner right and control of their brands, which 
according to him is a precondition for keeping this unique identity. Besides 
this, two of the companies, ‘If’ and ‘Filippa K’ have stated that they regularly 
do market surveys to find out what image the customers have of the brand. 
This is in accordance with Melin (1999) a good way to make sure that the gap 
between the image experienced by the customers and the brand identity is not 
too big. Three of five companies, ‘If’, ‘Filippa K’ and ‘Axcent of 
Scandinavia’ also uses brand building ads or commercials which is in line 
with the reasoning of Melin (1999) that a company should manage the capital 
of trust, also referred to as loyalty management.      
 
In brief it seems as an internal awareness of how to use the brand is an 
important factor when establishing a brand, since it enables the companies to 
have a consistent brand exposure. 
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7 Results 
 
To lead to the answer of our purpose, namely which branding strategies 
companies should use in order to establish a new successful brand on a 
competitive Swedish market, we have concluded our reasoning from the 
analysis chapter in a grid.  
 
Below we have summarized what according to us seem to be the most 
important strategies behind the establishment of a successful brand on the 
Swedish market: 
 
Table 7.1: ‘Strategies behind the establishment of a successful brand’ 
 
 Branding strategies 
Product 
Attributes 

•  Set up fundamental quality demands. 

Brand Identity •  Create unique brand name. 
•  Control the distribution. 
•  Create familiarity for the customers. 

Core Value •  Create core values that provide the customer with 
added value. These can be established when 
forming the business concept/brand motto. 

•  The core values should at least be tactical, but 
preferably strategic. 

•  Build the branding strategies around them.  
Positioning •  Use the identified core values. 
Market 
Communication 

•  Create press relations to get editorial text.  
•  Create customer relations in order to start word-of-

mouth. 
•  If financially possible, use brand building 

commercial and advertising. 
•  Make sure that the marketing communication is 

consistent with the core values of the brand. 
Internal Brand 
Loyalty 

•  Make sure that everyone working in the company is 
aware of the brand policies. 
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According to the grid depicted above the establishment of a brand includes 
many different strategies that are part of the whole establishment. Moreover, 
we believe that there are two strategies that can be followed depending on if 
the brand is a corporate brand or product brand. 
 
In the case of a corporate brand the company’s business concept is intimately 
linked with the strategies that are followed when establishing the brand. The 
business concept serves as a base from which the values that will be 
incorporated in the brand are derived. Furthermore, from these values the core 
values are identified and it is important that these provide the customer with 
added value and are unique, meaning that they have a tactical competitive 
advantage. Connected to both the business concept and the core values is the 
positioning strategy. This strategy consists of positioning the brand so that it 
benefits from the values that it contains. In other words the brand should use 
the core values to differentiate itself from competing brands.  
 
In the case of the product brand, which does not have a business concept that 
it is intimately linked to, a brand motto needs to be defined that describes the 
purpose of the brand. In the same manner that the business concept served as a 
base for the corporate brand, the brand motto is then the base for the product 
brand. This in turn signifies that the core values are derived from the brand 
motto and the positioning strategy can in turn be linked to these.  
 
The business concept as well as the brand motto includes the notion of what 
product is linked to the brand. For establishing a brand on the market it is 
necessary that the product that is connected to the brand fulfils fundamental 
quality demands. This signifies that the brand does not necessarily need to 
have superior quality in comparison to its competitors’ products but it can 
neither have a quality that is inferior to these.   
 
Furthermore, what has shown to be of importance in establishing the brand is 
selecting a name for the brand as well as choosing its distributors. The strategy 
to follow when selecting distributors is to match the distributors with what the 
company stands for. The distributors must be consistent with the values of the 
brand. This can for instance be done by making sure that the other products 
that the distributor sells are comparable to the products of the brand or that the 
service demands are fulfilled. The strategy behind the choice of name is to be 
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certain that the name is unique and helps in the creation of a relationship with 
the customer. We believe that choosing a non-suggestive name is one way to 
create the uniqueness of the name.  
 
When the above-mentioned parts of the establishment of the brand have been 
accomplished the next big step is to communicate the brand to the consumers. 
The communication strategy depends on the financial resources that are 
available when establishing the brand. We get the impression that for a new 
brand these resources are limited, why this should be taken into consideration 
in the communication strategy. The brand should at the start of the 
establishment not be exposed through conventional channels such as TV-
commercials and advertisements, since this is very costly, but instead focus on 
other ways to gain awareness and recognition. These more unconventional 
market communication strategies can consist of the creation of good press 
relations that lead to the brand obtains editorial text in the press or the creation 
of good customer relationships that lead to the gain of recognition for the 
brand through word-of-mouth. Of course, if financially possible, TV-
commercials and advertisements should be used in the market communication 
strategy to reinforce the recognition and awareness of the brand.   
 
Finally it is important that all these strategies mentioned above are consistent 
with the business concept or brand motto as well as the core values derived 
from these. Not only do all the strategies need to be permeated with these; 
they also need to be internally recognized by the people who are working with 
the brand. In the case when there is a very limited number of people working 
with the brand it is normally not difficult to attain brand loyalty since 
everyone is aware of what the brand stands for. In the case when a large 
number of people work with the brand, a strategy to attain brand loyalty can 
be to organise internal education concerning the brand.  
 
 
This reasoning has led to the formation of a model, depicted below, which 
includes the most important variables for establishing a successful brand on 
the Swedish market. 
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Brand Motto /Business Concept

Core Values Positioning

Market Communication

Unconventional

Conventional

Brand Name

Distribution Consistency

Internal Loyalty

Customer Relationship

 
Figure 7.1: Important variables for a successful establishment of a brand 
 
The model has its starting point in the brand motto for product brands and in 
the business concept for corporate brands. From this the core values and the 
positioning strategies should be derived. In order to communicate the brand to 
the market, the brand name is an important factor which should preferably be 
unique. The distribution is also an important factor for this communication, 
since the distributor is the ambassador who mediates the brand to the 
customer. The market communication in turn should in the first place consist 
of unconventional channels such as editorial text when possible. For 
companies possessing a large marketing budget, brand building commercial, 
for instance TV-commercial should also be invested in. The marketing 
communication serves as a means to gain good customer relationships. 
Finally, it is important to have a consistent branding strategy as well as an 
internal loyalty toward the brand.  
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8. Conclusions 
 
Even though our case companies have different business concepts and supply 
different products, regarding their branding strategies they have turned out to 
have more in common. For natural reasons these companies’ brands have 
different characteristics regarding for example their identity and added values, 
where for example quality has proven to be of more importance for 
technology products such as MP3 players as a competitive advantage, than for 
more simple products such as watches. There are also some differences 
between business-to-business brands and product brands. However, the 
strategies behind establishing these different brands have to a great extent 
included similar factors.  
 
The most important ones for establishing these companies’ brands have turned 
out to be to have a consistent and persistent branding strategy starting with a 
clearly defined business concept if it is a corporate brand or brand motto if it 
is a product brand. From these the core values should be derived which should 
serve as the basis for all further branding strategies such as product 
positioning and market communication. The communication in turn should be 
primarily focused on getting attention in the media at low cost, such as 
editorial text in the case when a company has a small marketing budget for 
establishing a brand. In order to succeed with this the company should strive 
to develop relationships with media, but we have also found that it is of 
utmost importance to create relationships with the customer in order to create 
a foundation for positive word-of-mouth. For companies with a larger 
marketing budget brand-building advertising should also be committed to. For 
companies that distribute their products through a third party it is also 
important to make sure that this party is working in accordance with the 
brand’s core values. Finally it is important to choose a non-suggestive, unique 
name and also to have an internal brand loyalty within the company. 
 
It should be noted that we have concluded some important points for which 
strategies to use in order to establish a new successful brand on a competitive 
Swedish market by investigating a limited number of company strategies. 
There is a possibility that other and supplementary factors for a successful 
establishment could be found if another selection of companies was to be 
made. It is also possible that more specific factors could be found for certain 
industries if a selection was to be made solely within that particular industry. 
However, we believe that our findings should prove to be of importance for a 
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wide variety of businesses, and that this might serve as starting point for a 
more specifically oriented research on industry level. 
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