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Background: It is important to have a coherent brand identity and brand image, as that facilitate 

the communication process for the brand. It specifically becomes an issue when consumers do 

not understand what the brand stands for.  

Purpose: The purpose of this thesis was to investigate to what extent the brand image of Fjällräven 

among Swedish consumers is coherent with its brand identity. 

Method: To fulfil the purpose of this study, the researcher applied a mixed method, indicating 

that both quantitative and qualitative methods were used. The collection of qualitative data 

investigating brand identity was retrieved from an interview, along with complementary 

information from Fjällräven’s official brand book. The quantitative data investigating brand 

image, was retrieved from Swedish consumers that were aware of the brand. In order to 

investigate the concepts of brand identity and brand image, an abductive research approach was 

used, generating a broad overview of the topic. To justify an appropriate target population, a 

non-probability judgmental sampling technique was used.   

Conclusion: By combining the results from brand identity along with brand image, the 

researchers have found that the two concepts are coherent to a medium-strong level. This means 

that consumers and the company share the same thought about Fjällräven as a brand.   
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1 Introduction 

In this chapter the researchers will present a background of the chosen research subject, a discussion about the problem 

area and the purpose of the thesis. Furthermore, the researchers will emphasize the research questions and highlight 

the specific target group. 

1.1 Background 

To understand branding, one has to understand what a brand is. The very basic foundation of a 

brand is that it is a symbol of which products and services use to identify themselves (de 

Chernatony & Dall’Olmo Riley, 1998). However, a brand stands for much more. It stands for the 

values which the company behind the brand wants to communicate, which is what the process of 

branding is about (Punjaisri & Wilson, 2011). It is important that the company has a well thought 

through brand strategy to be successful in today’s market as it is increasingly competitive (Franzen 

& Bouwman, 2008). Hence, branding is the internal process where value is created for the 

customer, meaning that it is the creation and managing of the brand identity (Kotler & Keller, 

2016). 

Communicating the brand to customers is a crucial aspect in order to create company success, 

since it is through communication they explain and promote the value proposition their firm is 

offering (Lovelock & Wirtz, 2011). Communication consists of a sender, a message and a receiver, 

where the sender represents the company that communicates a brand identity (Kapferer, 2012). 

Brand identity is primarily how a company seeks to identify itself and it includes brand values, aim 

and moral image, which together constitute the essence of individuality that differentiate the brand 

(de Chernatony & Harris, 2001). The receiver, on the other hand, represents the customer who 

receives the company’s message and forms a brand image. Keller (1993) defines brand image as 

the consumer’s perception of a brand as reflected by the brand associations held in the consumers’ 

memory. 

An organization can, through its branding strategies and advertising messages, seek to create a 

certain image for the brand. Consumers may, however, evaluate the company’s message through 

the prism of their own thoughts regarding the brand. People will use their own interpretations and 

will respond differently to brands (Aaker, 1996). This subjective evaluation results in the formation 

of brand image in the mind of the consumer. It is therefore important that the brand message is 

interpreted clearly (Nandan, 2005). As corporations are trying to eliminate any “corporate 

dissonance”, the coherency between what is communicated within the external and internal is 

increasingly emphasized (Powell & Dodd, 2007). 
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In order to investigate the coherence between brand identity and brand image, the researchers have 

chosen to select a case company for the study, more specifically the Swedish outdoor company 

Fjällräven. During the last couple of years, the Swedish outdoor segment has increased in both 

general interest among consumers as well as profits. In the report, Svenska Trender (Andersson & 

Martinsson, 2018), 64% of the respondents said that they have dedicated time to outdoor and 

nature at least once a week. This situation among Swedish individuals also reflects the entire 

outdoor business. In an interview published by Wahlfeldt (2018) in Dagens Industri, Henrik 

Hoffman, CEO of Naturkompaniet, reflects his thoughts regarding the market in general. Hoffman 

reveals that total sales of 2017 increased by nearly 5% from 2016, a result that reflects the entire 

market the last couple of years. 

1.2 Problem Discussion 

It was previously discussed, it is important the company creates an identity which differentiates 

itself among competitors. But if the brand communication fails, it does not matter how the brand 

is differentiated. Therefore, it is equally important that the brand communication is efficiently 

carried out and that the intended message reach the target group. If the company fail to do so, it 

might create inconsistencies in the communication between the brand identity and brand image 

(de Chernatony, 1999). A brand can provide a competitive advantage, but it does not ensure it, as 

it must be communicated properly in order to actually gain from it (Vukasovič, 2012). 

Brand identity is viewed as the unique set of brand associations that represent what the brand 

stands for and promises to customers. This means that the brand identity is operated from the 

company’s point of view, an establishment that is viewed in the opposite direction compared to 

the brand image (Aaker, 1991). The identity is decided by the company itself and can be used to 

elaborate how a company wants to be seen, indicating a process determined by the company itself 

(de Chernatony, 1999). 

The value of a brand from a customer's point of view, can be described through brand image 

(Kotler & Keller, 2016). Kotler and Keller (2016) define brand image as the set of beliefs, ideas, 

and impression that a consumer holds regarding a specific object. This means that the image of a 

brand is decided by the consumers and not by the company behind it. However, the company can 

try to influence the brand image by making changes to the brand identity (Lee, O’Cass & Sok, 

2017). Therefore, it could be argued that it is important that there is a coherency between the brand 

identity and brand image if a company want to create a trustworthy dialog with the consumers (Roy 

& Banerjee, 2007). Additionally, it is important that the brand is managed correctly if it wants to 

last for a longer period of time. That is, if the brand image strays away too much from the brand 
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identity it will be increasingly more difficult to manage, since the brand will try to convey a message 

which will then be interpreted differently by the consumers, from what was originally intended 

(Burmann, Jost-Benz & Riley, 2009).  

Consumers often choose brands that to some degree match and represents themselves in terms of 

identity and goals, and brands that does not match the consumer will most likely be neglected (Jung 

& Hecht, 2004). Therefore, brands need to understand who their target groups are to be able to 

deliver their brand identity. When brands do not know their target group, it is very likely that 

consumers create a brand image which is not coherent with the brand identity and from there the 

coherency is lost.                             

1.3 Purpose and Research Questions 

The purpose of this thesis is to investigate to what extent the brand image of Fjällräven among 

Swedish consumers is coherent with its brand identity. In order to do so, we will compare Swedish 

individuals brand image of Fjällräven with the identity that the brand intends to represent. The 

brand identity will be identified through interviews conducted with Fjällräven along with the brand 

book created by Fjällräven and a questionnaire will be applied to determine the brand image of 

Fjällräven. 

In order to fulfil our purpose, we seek to find the answers to the following questions; 

o What is the brand identity of Fjällräven? 

o What is the brand image of Fjällräven among Swedish owners and non-owners? 

o How strong is the coherency between the brand identity and brand image of Fjällräven? 

1.4 Delimitations 

The delimitation of this study is concerned with that it investigates the brand image of Fjällräven 

of specifically Swedish consumers, which is a conscious decision take by the researchers. This is 

due to that the researchers wants owners and non-owners, which are aware of the brand and it is 

highly likely that Swedish consumers are those with the best knowledge of Fjällräven as the brand 

itself is from Sweden. This is the only delimitation that the researchers have made. 
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2 Theoretical Framework 

In this chapter we will present our theoretical framework, which consist of Fjällräven, brand identity and brand 

image. All three are thoroughly described in order to understand the subject.   

2.1 Fjällräven 

Fjällräven is a Swedish company specializing in outdoor equipment and functional clothing. The 

company has developed a strong market position in Scandinavia and is striving to reduce their 

environmental footprint by reusing, repairing and recycling clothes and gear (Fjällräven, 2018a). 

Additionally, the brand is trying to ensure sustainability along the production process by carefully 

selecting design and material (Fjällräven, 2018b). According to Direkt (2017), Fjällräven has 

increased turnover as well as number of employees by nearly 100% since 2013. 

Since the start of Fjällräven in 1960, the company has become an international player with market 

positions across the globe. This is a procedure that correlates with the modern society as a whole, 

with market expansion and internationalization. Quality, sustainability and responsible acting 

toward nature, are all concepts that symbolize Fjällräven, and has been important aspects since the 

beginning of the company (Fjällräven, 2018a). 

During 2018, Fjällräven introduced some changes to their business. They made a strategic decision 

which involved a focus on specialist stores and discontinuing distribution to larger retail stores 

such as Intersport (Willners, 2018). Intersport has for several years been a retail intermediary of 

Fjällräven, and a highly trustworthy place to find expertise regarding the brand. Intersport is one 

of the major players within the sports equipment industry in Sweden, along with XXL and Stadium. 

By dropping Intersport, Fjällräven made an active choice, to change their market plan, and move 

towards a more closed environment, with fewer external intermediaries (Willners, 2018). 

Apart from reducing their reseller-range, Fjällräven has for the first time ever, collaborated with 

another brand; Acne Studios. Acne Studios is a Stockholm based company that was first introduced 

to the market in 1997 and has since then worked with urban and streetwear across the world. Acne 

Studios is viewed as one of the most successful Swedish fashion companies within the fashion 

segment (Lindholm, 2018). 

Due to the internationalization of Fjällräven and the level of expansion the company has 

implemented the last couple of years, it can be hard keeping up company values, and stay intact 

during expansionary times (Clifton & Magues, 2000). 
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2.1.1 Outdoor vs Fashion Industry 

The outdoor industry and its goods’ main purpose is to be functional, compared to the fashion 

industry where the purpose is to follow a popular esthetical trend and functionality coming 

second.  The functionality can be divided into protection from wind, cold and wetness (Ağaç & 

Sakarya, 2014). Technically, that is the idea of what clothes are supposed to do, protect people in 

circumstances where their body cannot, although as times change and technology emerge, it is not 

always necessary to wear the most functional you have. Because, of the importance of status, which 

includes how one dresses, in today’s society people might prioritize looks over functionality, at 

least to a certain degree (Pigram & Jenkins, 2006). 

Therefore, collections are not as distinguishable within the outdoor segments compared with the 

fashion industry. A fashion brand usually has several collections each year depending on the current 

or upcoming season and the collections might look very differently from year to year as what is 

popular, and/or the fashion has changed (Bohdanowicz & Clamp, 1994). On the contrary, the 

outdoor industry generally introduces new products when they have made improvements on the 

functionality or such, hence not having several collections for the sake of appearance, as for 

example, the summer items might be the same as they were the previous year. 

Furthermore, the outdoor industry and specifically Scandinavia, can be perceived to put a lot of 

effort into sustainability. According to Erdnüß (2016)1 sustainability is not unique in the 

Scandinavian outdoor in segment. Several companies try to communicate their sustainability and 

the importance of it. However, the focus lies differently in every company, such as some focus 

more on the production process while others tries to educate their customers on how to make the 

products last longer by taking care of it.                                                                     

2.2 Branding Concepts 

2.2.1 The meanings of brands 

One of the basic assumptions in business is that companies/brands need to have an identified 

competitive advantage in order to be successful. In other words, a company has to be perceived as 

better than the competitors in some way, otherwise there will not be a reason for consumers to 

choose the product of one company instead of another. This means that consumers need to 

understand the advantages of the brand, and by this be able to identify the origin, the sender and 

the creator of the product (Reyes, Nieto & Pérez, 2018). In order to increase the efficiency and 

                                                 
1 An interview with Lennart Ekberg who is part of the management of Haglöfs 
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reach out to a specific customer group, the uniqueness of the brand has to be efficiently 

communicated to a thoroughly selected target group. This is done to differentiate and achieve 

growth (Romaniuk & Nenycz-Thiel, 2013). 

In branding theory, it is often argued that a superior product is no longer a guarantee for success. 

The fast, technological development has increased the speed in which imitations of products appear 

on the market, which in turn this shortened the product life cycle. The need for increased speed of 

innovations and a more intense price war has in turn led to an increased importance of brands as 

competitive advantages (Aaker, 1996). 

From a company perspective, the brand can be used as a relationship partner. It acts as a mediator 

between the company and its customers (Fournier, 1998). The brand mediate information and/or 

symbols of certain life-styles to attract customers to the company (de Chernatony & Dall’Olmo 

Riley, 1998). Further, brands can represent an opportunity to achieve financial growth by adding 

value to the products (de Chernatony & Dall’Olmo Riley, 1999). 

From a consumer point of view, a brand can be a source of information and perceived as a 

guarantee for quality when the brand itself strongly represent certain attributes. Quality as an 

attribute could however be difficult to evaluate, therefore, consumers tend to look for signals of 

quality in attributes, such as price, reputation or heritage (de Chernatony & Dall’Olmo Riley, 1998). 

Furthermore, as the information that is communicated through the brand can be viewed as both 

rational and emotional characters, brands will not only be viewed as a transportation of information 

to the consumers, they will also have symbolic importance (de Chernatony & Dall’Olmo Riley, 

1998; de Chernatony & Dall’Olmo Riley, 1999). 

This is essential in the creation of a unique brand image (Aaker, 1996). Moreover, the ultimate 

motive from a company perspective to invest in brand building/expansions is to achieve Brand 

Equity, which can be defined as an added value that a strong brand provides to the offering. Brand 

Equity on the other hand can be divided into five parts; Brand Awareness, Perceived Quality, Brand 

Loyalty, Brand Associations, and Other Proprietary brand assets, such as intangible assets, patents 

and registered trademarks (Aaker, 1996). 

2.2.2 Brand Identity   

Brand identity is referred to as what a company strives to become, or how it wants to be perceived 

by the consumers (Aaker, 1996). Brand identity thus represents the company perspective and not 

necessarily how the consumers actually perceive the brand. While traditional marketing researchers, 

such as Philip Kotler argue that the brand should be considered as a prolongation of the product, 
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Aaker on the other hand, states that the product is only one of the perspectives that can be 

communicated through the brand. The theories provided by Aaker (1996) originate from a 

perspective where the brand is analysed from four different perspectives, the brand as a product, 

person, organization and symbol. Moreover, each perspective consists of a set of underlying 

dimensions. 

In comparison to Kotler and Aaker, Jean Noel Kapferer developed a brand identity prism (see 

figure 1) consisting of six dimensions to describe and codify brand identity (Kapferer, 2012). Three 

of the dimensions represent external communication processes of the brand identity through the 

physique, relationship and reflection of the identity. The physique refers to a visual concept of the 

brand, the relation is what connects the company to the consumers and the reflection is a 

spontaneous description of the target group. In addition, the model of Kapferer includes three 

internal dimensions consisting of the personality, culture and self-image. The personality is defined 

by the company and is not entirely static, in contrast it will develop through the relation and 

interaction with the external environment. The culture is the fundamental values of the company, 

these will inspire the brand, which will be a reflection of the deeper underlying culture. The self-

image says something about who the consumers would like to become and be perceived as being 

as the result of choosing or rejecting a certain brand (Kapferer, 2012). 

Kapferer's model have been used within a numerous business segments. Farhana (2014) used the 

model in order to develop an overview of a famous Swedish lifestyle magazine (Sköna Hem). 

Farhana (2014) describes the prism as valuable in term of describing common practice for brand 

management to develop marketing strategy for the initial brand. Apéria and Back (2004) state that 

the prism can be used to see if there is a gap between the identity and image of a certain brand. 

Figure 1: Brand identity prism (Kapferer, 2012). 
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Apart from Aperia and Back (2004) and Farhana (2004), other successful implementations of the 

brand identity prism have been done by Buil, Catalán and Martínez (2016) as well as Urde (2013). 

Due to the variety industries the prism has been applied to in previous research, the researchers of 

this thesis find it reasonable to use the brand identity prism to describe the brand identity of 

Fjällräven. 

2.2.2.1 Brand Identity- Physique 

A brand has physical specificities and qualities, which is defined as its physique. It is made out of a 

combination of salient objective features (which immediately come to mind when the brand is 

quoted in a survey) and emerging ones. The physique is usually what consumers think of when 

picturing the brand. Physique is both the brand’s backbone and its tangible added value. If the 

brand is viewed as a flower, the physique is the stem. Without the stem, the flower immediately 

dies, it is the flower’s objective and tangible basis. This is how branding traditionally works, 

focusing on know-how and classic positioning, relying on certain key product and brand attributes 

and benefits. Physical appearance is important, but it is not all (Kapferer, 2012). 

2.2.2.2 Brand Identity- Personality 

A brand becomes a personality, by communicating and acting, which will gradually increase its 

character. This means that the brand personality is referred to as which personality the brand would 

have had if it were an actual person. The easiest way of creating instant personality is to give the 

brand a spokesperson or a figurehead (Szmigin & Piacentini, 2015). Brand personality fulfils a 

psychological function. It allows consumers to identify with it and to project themselves into it. 

Brand personality is also the main source of tone and style of advertising (Kapferer, 2012). The 

personality may be obvious since it is a core element within branding, but it is an important aspect 

within the brand identity prism (Kapferer, 2012) 

2.2.2.3 Brand Identity- Relationship 

A brand is a relationship. The relationship a brand has with its customers, represent the way each 

communication relates to its target audience or how a brand influence and provide a particular 

service to its customers (Kapferer, 2012). For example, John Lewis are famous for their product 

warranties and after-sales service, which have helped them foster a relationship of trust and mutual 

respect between buyer and seller. Indeed, brands are often at the result of transactions and 

exchanges between people. This is particularly true for brands in the retail/service sector. Service 

is by definition a relationship (Kapferer, 2012). This facet defines the mode of conduct that most 

identifies the brand. This has a number of implications for the way the brand acts, delivers services, 
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relates to its customers (Kapferer, 2012). According to Aggarwal (2004) there are norms within the 

relationship which is important that the brand upholds as the damage of breaking them are much 

worse than the benefit of upholding them.  

2.2.2.4 Brand Identity- Culture 

A brand is an organizational culture. Strong brands are viewed as a vision of the world. They are 

much more than product benefits or a personality, they are an ideology as well (Szmigin & 

Piacentini, 2015). The cultural facet of the brand makes this explicit. It is the most important facet 

of brand identity. Major brands are not only driven by a culture but also communicating their 

culture. The cultural facet is key to understand the difference between the market leaders within 

sports. They are engaged in cultural competition. Society is changing, with new social features and 

new social conditions (Marzocchi, Morandin & Bergami, 2013). This creates opportunities for new, 

meaningful brands, which beyond their products are the answer to a deeper demand for meaning. 

During the last couple of years, culture has become even more important than before. This is 

something that becomes even more evident if one digs deeper into market leaders across the globe 

such as, Nike (sports equipment), Johnnie Walker (whiskey) and Apple (electronics) (Kapferer, 

2012).   

2.2.2.5 Brand Identity- Reflection 

Customers can use brands as reflections. When customers are being asked how they view, for 

example, a certain car brand, people immediately tend to answer in terms of the brand’s perceived 

client type. That is, it could be perceived as a brand for either young or old, poor or rich. Therefore, 

the communication between the brand and its customers, becomes crucial, since reflection may 

change over time. The aim for the brand is to build a reflection of the buyer/user which it seems 

to be addressing, in order to create a feeling of recognition (Farhana, 2014). The problem with 

reflection is that it often gets mixed up with the target (Kapferer, 2012). The target describes the 

brand’s potential buyers or users. Reflecting the customer is not describing the target; rather, it tells 

us how the consumer wants to be perceived when using the brand in question, for example a 

luxury-clothing brand will in its commercials show wealthy, sophisticated people (Szmigin & 

Piacentini, 2015). Reflection is an attribute that enables a company to determine how they want to 

be seen by consumers, this can be done with for example, specific advertising portraying the desired 

reflection (Farhana, 2014). 
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2.2.2.6 Brand Identity- Self-Image 

Brands also generates a self-image for the customer. If reflection is the target’s outward mirror, 

self-image is viewed as its internal mirror for the customer. The self-image basically provides an 

image how the customer inwardly sees themselves when using a certain product, who a person 

wants to be. Brands give consumers the ability to communicate with others that are using the same 

brand, but also to prove themselves what kind of person they are. When consumers choose brands, 

they build their self-image (Kapferer, 2012; Hosany & Martin, 2012), and develop their ideal self 

(Solomon, Bamossy, Askegaard, & Hogg, 2013). Consumers ideal self or self-identity, in turn, may 

lead to becoming a part of a brand community (Marzocchi, Morandin & Bergami, 2013). Their 

choice of brands and consumption can also make them part of a subgroup (Hawkins & 

Mothersbaugh, 2010). 

2.2.3 Brand Image 

The meanings, which are attributed to brand image, varied in the past, but in the last years brand 

image is mainly defined as how customers perceive the brand (Schmitt, 2012; Romaniuk & Nenycz-

Thiel, 2013). Keller (1993, p.3) defines brand image as "perceptions about a brand as reflected by the brand 

associations in consumer memory", which is a definition that is commonly used when defining brand 

image. Brand image is the key of how consumers make their choices after gathering information 

about the particular brand and the alternatives (Ataman & Ülengin, 2003). Consequently, brand 

image is located on the side of the receiver of the message. Having knowledge about the perceived 

brand image is crucial for the corporate decisions on the brand identity. A brand image tends to be 

rather passive and is past-oriented, whereas as previously stated brand identity (corporate 

perspective, sender’s side) is future-oriented and strategic targeting the creation of a sustainable 

advantage (Aaker, 1996). Moreover, brand image is a multi-dimensional construct, built of different 

associations, which is transferred from the brand into the consumers’ minds where they are created 

(Smith, 2004). As the brand image is the result of what the consumer thinks of the brand, it will 

most likely change over time as the consumers are constantly changing (Woisetschläger & 

Michaelis, 2012). 

If managed effectively, the distinct characteristics of a brand increase the ability to attract and retain 

customers, achieve strategic partnerships, and create a deeper meaning to consumers, aspects that 

in the long run can be beneficial for the brand. A firm’s achievement depends on identifying and 

communicating its distinguishing attributes, that is aspects that make the brand unique. This is 

important in order to a create distinct buying experience in the mind of the consumers, to 
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consistently live up to brand promises and ultimately manifest the uniqueness of the brand with 

regard to consumers’ perception (Hannington, 2004). 

Keller (1993), proposed a model that is called ‘Dimensions of brand knowledge’. It consists of two 

integral parts, namely brand equity and brand image. Brand image consist of four facets; types-, 

favourability-, strength- and uniqueness of brand associations. However, the facet types are more 

concerned with the goods of the brand, as it is built up thought attributes, benefits and attitudes. 

While attitudes are some sort of evaluation of the brand, attributes are the descriptive features 

which the good delivers and benefits are what the consumers believes to receive when consuming 

the good (Keller, 1993). Martínez and de Chernatony (2004) explain that when measuring brand 

image in the context of a good, that is types, it is a product brand image. That is why types will not 

be included in this research as this research focus is on the brand itself and not its goods. Figure 2 

is a reworked version of Keller’s (1993) model. 

2.2.3.1 Favourability of brand associations 

The favourability of brand associations is affected by which attributes the brand and its goods 

possess. It is up to the consumers to judge the attributes and determine if they are good or bad. 

Although, it is unlikely that consumers will evaluate attributes unless they deem them to be 

important, for example, if a consumer does not care for sustainability, that attribute will most likely 

not affect the choice of brand. Hence, companies should not try to communicate or give attention 

Figure 2: reworked version of Keller’s (1993) model 
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to attributes which are experienced as unimportant due to the difficulty of creating a favourable 

association for an unimportant attribute (Keller, 1993). 

2.2.3.2 Strength of brand associations 

The strength of brand associations is referring to how the information of the brand entered the 

memory and how it is maintained (Keller, 1993). The level of strength is determined through how 

actively and often the consumer thinks and seeks information regarding a particular brand. This 

means that a consumer which thinks of information regarding a brand actively and often will have 

a stronger brand association than someone who does not and is more likely to recall back to the 

brand when standing in front of choices of which the brand could be involved in (Lockhart, Craik 

& Jacoby, 1976; Severi & Ling, 2013). As consumers will most likely not think of a brand regularly 

unless they are exposed to it. Therefore, brands use repetition to remind consumers of the brand 

and to strengthen the association (Solomon et al., 2013). Keller (1993) states that the retrieval of 

information is highly dependent on which context with which the brand has been associated, that 

is if a brand is associated with backpacks but also produces tents, it is not certain that the consumer 

would think of the brand when looking for tents because it is not associated with the category. 

2.2.3.3 Uniqueness of brand associations 

Uniqueness of brand associations refer to the “unique value offering” of a brand. This 

distinguishing attribute represents a competitive advantage over rivals and is essential to a brand’s 

long-term success (Keller, 2003). Aaker (1982) argues the importance of brand positioning and the 

brand’s unique selling propositions (USP) that convince consumers to choose the particular brand 

over the competitors. Moreover, the specific USP that the brand has is important to maintain if 

they want to have a consistent brand image, which is desirable as then it is easier to maintain the 

target group (Park & Srinivasan, 1994). The distinctive characteristics will show differentiated 

responses and represent the “point of differentiation” in a marketplace categorised by several 

comparable alternatives and relentless competition (Apería & Back, 2004). 

2.2.3.4 Hypothesis Development 

As brand image is created by consumers and not the company behind the brand, it can be 

interpreted differently by different groups of consumers. Both Baumeister, Scherer and 

Wangenheim (2015) and Hadjicharalambous (2010) state that consumers who are brand-owners 

have a stronger brand image than those who are not, which means that owners have a more positive 

brand image than non-owners. According to Kirmani, Sood and Bridges (1999), it is because 

consumers are brand-owners for a reason and although, it can be for different reasons, it is often 
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because people use brands to express themselves. Hence, brands who reminds consumers of 

themselves are more positively perceived. Moreover, owners are more likely to have a greater liking, 

knowledge and involvement of the brand (Fu, Ding & Qu, 2009). The researchers of this thesis 

therefore found it interesting to see whether this is true for Fjällräven as well and therefore the 

following hypothesis have been developed: 

H0: µ1 = µ2 ("the mean between owners and non-owners are equal") 

H1: µ1 ≠ µ2 ("the mean between owners and non-owners are not equal") 

2.3.3 Coherency between brand identity and brand image 

For a brand to be able to grow strong despite external/internal problems, the brand identity and 

brand image needs to be coherent, in order to build a lasting bond between the brand and the 

customers (Roy & Banerjee, 2007). Melin (1997) agrees and states that the brand owner should 

strive to make the brand image mirroring the brand identity. If the brand image and brand identity 

are not coherent it implies that there is a problem and that the company need to consider/adjust 

it. It is crucial to identify any gap between the two and close it by integrating them. Failure to do 

this successfully could cause a major setback for the company in their market and hurt the brand 

in a way that might be difficult to repair; for example, losing their loyal customers (Roy & Banerjee, 

2007). In order to compare the identity and image, Roy and Banerjee (2007) suggests that brand 

identity and brand image is implemented into a brand derby matrix (see figure 3). 

The model consists of 4 integrated aspects involving identity/image; strong identity, weak identity, 

excellent image and poor image. The classification of brand identity is arrived and based on the 

opinion of the industry experts and the classification of brand image carried out through consumers 

opinion (Roy & Banerjee, 2007). In relation to the identity and image, to matrix also provides 

Figure 3: Brand Derby Matrix (Roy & Banerjee, 2007) 
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researchers with four different market outcomes, namely; Blind Horse, Lame Horse, Black Horse 

and Jackpot. 

Truong, Simmons, Mccoll, and Kitchen, (2008) uses the brand derby concept to what extent 

Volkswagens brand identity is coherent with their brand image. The result shows the importance 

of coherent identity/image, to be able to generate a trustworthy approach towards the chosen 

customer group. Bresciani and Eppler (2010) describes the concept regarding identity/image 

important from a managerial point of view, due to the importance of understanding the brand. 

According to Aaker (1996) a strong brand identity is referred as a unique set of indicators which is 

consistent across time and generates a correct portrait of the company, the opposite is referred as 

a weak identity. Further Keller (1993) states that an excellent brand image on the other hand relates 

to the customer point of view, and if the customer feel that the company has a consistent message 

to deliver toward its customer group. 

If a brand suffers from poor brand image and weak brand identity it is considered a “Lame horse”, 

which will lead to failure in the market (Roy & Banerjee, 2007). In order to solve this problem, the 

company might need to return to their initial starting point and find other alternatives in the way 

they communicate their brand identity. This is done to generate a strong brand identity as well as 

brand image 

An excellent brand image but a weak brand identity will result in the brand being a “Black horse”. 

The “Black horse” has acceptance/potential but needs to communicate extensively with the 

consumers, exploiting their excellent brand image in order to get rid of the weak brand identity 

(Roy & Banerjee, 2007).                                 

A brand with strong brand identity but lacking brand image is referred to as a “Blind horse”. This 

is not a favourable position if the company wants to survive in the long run and generate success 

within the brand (Roy & Banerjee, 2007). The company needs to further communicate the brand 

identity in order to create a surrounding atmosphere of trust and credibility among customers. 

If a brand has excellent brand image and a strong brand identity it is a viewed according to the 

figure as a ‘Jackpot’. In this situation, there is a high level of trust existing between the customers 

and the organization (Roy & Banerjee, 2007). Therefore, a company that is considered to be a 

‘Jackpot’ has great potential to successfully expand, in terms of product range and differentiation 

within the market. In this situation, the company should focus on keeping and strengthening their 

brand position (Aaker, 1996). Roy and Banerjee’s (2007) model is used in order to decide where in 

the matrix the chosen case brand Fjällräven is located. The model also provides helpful 

understanding for examining certain effects, relatable issues to branding and potential development 
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for the identified brand. Other than that, attributes between different brand can be sorted and 

compared among each other. After the investigation assembling Fjällräven’s identity with their 

customers image towards the brand, the research will be able to connect Fjällräven’s result in to 

the already applied brand derby matrix, in other words which of the four dimensions are applicable 

to Fjällräven. 

The procedure of generating results of what is known as an excellent brand image and a strong 

brand identity, is something that is created with the help of a qualitative/quantitative material 

provided in section 4.  

Brand identity will be estimated with the help of primary/secondary data collection 

(interview/brand book) along with relevant theoretical framework. This will then formulate the 

strength of the overall brand identity in the brand derby matrix.  

Brand image will be estimated with the help of a 1-5-point Likert scale, the scale will then create 

an overall mean, which in the end will be the result of the brand image. In the sense of definition, 

a poor brand image will be the product of a low brand image mean (closer to 1) and excellent brand 

image will be the result of a high brand image mean (closer to 5).  
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3 Methodology 

The following chapter will present the complete research method for this research. It provides an understanding of 

what have been done by the researchers and their motivations for doing it. Moreover, it presents how validity and 

reliability were established and the ethical considerations taken by the researchers. 

3.1 Research Philosophy 

The research philosophy is concerned with how the researchers understand their surroundings 

(Bryman & Bell, 2011). Specifically, in this case, it is concerned with the aspects of the social world 

and what knowledge that can be derived from it. Social science is not as definite as for example 

natural science, as it is open for interpretation and what something means to one person does not 

necessarily mean the same to another (Zikmund, Babin, Carr & Griffin, 2010). 

There are several views of research philosophy, such as, interpretivism, realism, positivism, whereas 

the latter is the one that is applied for this research (Bryman & Bell, 2011). Positivism are in nature 

more deductive than inductive, as it derives from previously established theory, which is then tested 

and measured, which in turn provide specific laws (Bryman & Bell, 2011). Furthermore, it is 

important in positivism, that science should be objective as possible, that is value free, which can 

become an issue within the social sciences as it deals with people and there is always a risk that the 

research is affected by the researcher’s subjectivity (Saunders, Lewis & Thornhill, 2016). As this 

research uses a mixed method, it cannot completely exclude the subjectivity which the researchers 

will apply to the qualitative part of the research. However, the researchers will do their outmost to 

not apply any subjectivity where it is not needed and as this affects the reliability it will be elaborated 

further in chapter 3.9.2. 

3.2 Research Approach  

3.2.1 Inductive and Deductive 

The inductive and the deductive process have different paths of reaching the conclusion. The 

inductive approach seeks to understand the nature of the problem more accurately which leads to 

a formulation of theory. Hyde (2000) defines the inductive reasoning as a theory building process, 

starting off with observation of the specific instance, this will then lead to an establishment of 

generalization among the phenomenon. The deductive reasoning is on the other hand described as 

a theory testing process, where the researchers have an established theory, and seeks to see how 

the theory apply to a specific situation. More specifically, a deductive approach usually includes a 

hypothesis and a test of it to see whether it is rejected or not (Hyde, 2000). 
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If one relates inductivism and deductivism to research methodology, a qualitative approach often 

implies that one should choose an inductive process, as opposed to when choosing a quantitative 

approach, a deductive process is assumed to be used (Punch, 2005). However, these are just 

practical suggestions, that have become generalized toward research. Hyde (2000) argues that this 

does not always have to be the case and as for an example, a qualitative research can often use both 

an inductive and a deductive process. Qualitative research has the tendency to begin with inductive 

reasoning and then move towards a deductive reasoning. Ideas are developed from the qualitative 

data and then tested by using a quantitative approach (Daymon & Holloway, 2003). 

This is the case for this study. Information of Fjällräven’s brand identity is collected using an 

inductive approach, through a qualitative interview as well as company literature. The process then 

moves towards testing the findings from the interviews by using a deductive approach with the 

help of a survey. Since this method is viewed as a mixed method, the abductive approach becomes 

suitable in this situation. The abductive research approach works as a mixture of both the inductive 

and deductive, where the inductive approach uses observations of reality to form and develop new 

knowledge that can be used as future theoretical frameworks, while a deductive research approach 

uses existing theory to study empirical phenomena to create new and develop existing theories 

(Alvesson & Sköldberg, 2008). The benefits of using an abductive approach is that it enables the 

researchers to use a theoretical framework when collecting empirical, while also being able to utilize 

this empirical data to tailor the current theoretical literature, in order to develop a profound 

research. An abductive approach is argued to be well suited if the researchers want extra support 

when analysing the theoretical and empirical data (Dubois & Gadde, 2002).  

3.2.2 Qualitative and Quantitative 

The qualitative research approach is commonly associated with the interpretive worldview, it 

focuses on understanding the social reality (Daymon & Holloway, 2003). When using a qualitative 

method, one usually does not start with models and theories, meaning that the findings are not 

determined by them (Daymon & Holloway, 2003). Quantitative research is, in contrast, often 

associated with the positivistic and realist worldview (Daymon & Holloway, 2003). The quantitative 

method favours numbers and statistics and the data generated is generally broad and collected from 

a large sample (Daymon & Holloway, 2003). 

In order to receive broad and reliable data, a mixed method is applied in this study. The mixed 

research method implies that a combination of quantitative and qualitative approaches is used 

(Adam & Healy, 2000). This method is often used since it allows researchers to avoid the limitations 

of only using one research method and enables the researchers to gain an extensive and more 
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consistent idea about the concerned phenomena (Daymon & Holloway, 2003). According to 

Bryman and Bell (2011), a mixed method is great for triangulation, that is cross-checking between 

a concept in quantitative and qualitative. However, it is not exactly the case for this research as it 

is two different concepts that are being brought together. Although, it still enables the possibility 

to bring the two concepts together and determine the coherency. 

This research starts with qualitative research methods (interview and an analysis of the brand book) 

to investigate the brand identity and the second stage is based on a quantitative research method 

(survey) which allows the researchers to identify the brand image. Finally, they are put together to 

determine the coherency. 

3.3 Research Purpose and Design 

Research design can be defined as a framework which is used to explain the necessary procedures 

for gathering information, which is used to answer and/or solve the purpose and research 

question/hypothesis (Malhotra, 2010; Bryman & Bell, 2011). It facilitates the process and helps 

people outside the research to understand it (Malhotra, 2010). 

The purpose of the research is part of its design, and what kind of purpose the research has will 

have a large impact. According to Malhotra (2010), the purpose can take three different shapes: 

exploratory, descriptive and causal. The exploratory purpose is generally about exploring a new 

subject and is often characterized as in-depth. Hence, it is the foundation for a research 

topic.  Descriptive purpose aims to describe something in a specific way. It does not aim to explain 

a relationship or ‘invent the wheel’ but instead describe it. The third and final purpose is causal. It 

is applied to find the cause-and-affect. It requires a controlled environment to fully determine what 

causes what (Malhotra, 2010; Saunders et al. 2016). The purpose of this research is descriptive in 

nature as the researchers aims to describe the coherency of brand image and brand identity with 

the context of Fjällräven. 

Furthermore, according to Bryman and Bell (2011) there are five research designs, namely: 

experiment, longitudinal, case study, comparative and cross-sectional. Experiments utilize two 

groups, whereof one is a control group. They are exposed to the same thing except for one variable, 

which is the focus of the research. Experiments are used to understand a cause-and-affect; hence, 

they have a causal purpose (Malhotra, 2010). Longitudinal design has time as a focus. It is looking 

for a change that has occurred over time, with the same variables and sample (Bryman & Bell, 2011; 

Malhotra, 2010). The case study design focus on one single case, which is thoroughly investigated 

(Denscombe, 2007). As the case study is the design chosen for this research it will be explained in 
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the next paragraph. Furthermore, a comparative design entails that a comparison is made between 

cases. It is not so much about individuals but instead larger contexts, such as countries, regions, 

companies and so on. The final design is cross-sectional. The focus of it, is that it gathers material 

only once, but on a large number of cases (for example, people, companies and so on) which is 

then examined to detect patterns of associations (Bryman & Bell, 2011). 

According to Bryman and Bell (2011), a case in a case study can be either a single organization, a 

single location, a person or a single event. Denscombe (2007) states that case studies are focusing 

on relationships and processes. Bryman and Bell (2011) argue that what makes a case study 

distinguishable is that it “focuses on a bounded situation or system, an entity with a purpose and functioning 

parts” (p.60). This is the assumption for this research, that the context is Fjällräven and their brand 

identity and brand image are being investigated. It is specifically chosen due to the brand’s recent 

development and changes, namely the discontinuing of larger retail stores and the collaboration. 

Therefore, it was perceived as interesting to see whether the brand identity and brand image is 

coherent or not after the changes described. However, it is not known whether it was coherent or 

not before the changes, which means that that is not what is being investigated.  

3.4 Data sources 

3.4.1 Secondary data 

It is important for researchers to collect all the necessary information and relevant data in order to 

be successful in achieving the desired aims and objectives of the research (Saunders et al., 2016). 

One way of doing so is to collect secondary data. Secondary data is not collected by the researcher 

directly, but instead collected somewhere else which then the researcher use for his specific purpose 

(Cowton, 1998). Secondary data includes textbooks, surveys, reports, newspapers, magazines, 

articles, video recordings (Saunders et al., 2016). The extent of secondary data is available provides 

the base for a strong literature review and secondary research analysis. Secondary data have both 

negative as well as positive aspects (Saunders et al., 2016). The positive aspect is that it enables the 

researchers to quickly identify material, due to the availability. The negative aspect is that the data 

must be reviewed to greater extent before being implemented in to a specific content, due to 

eventual lack of certainty/credibility (Saunders et al., 2016). 

When searching for literature, two main databases have been used, namely google scholar and 

Primo, which is part of Jönköping University’s library service. Both databases are comprised by a 

number of databases, such as Business Source Premier, jSTOR, SAGE Journals and so on, which 

contain reliable and trustworthy journals within the subject. To find suitable literature, specific 
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keywords have been used which is displayed in Appendix A. Apart from the search terms, suitable 

articles have been found through articles reference lists and suggestions of articles by used articles 

(in this research).  

3.4.2 Primary data 

Primary data’s most distinguishable characteristics are that it is collected by the researchers and is 

specifically created for that specific research (Bryman & Bell, 2011; Denscombe, 2007). Jankowicz 

(2005) further states that data collected through primary sources is more relevant and consistent 

with the set objectives to the study. Ghauri and Grønhaug (2005) asserts that only primary data 

can answer the questions related to people's attitudes, intentions and buying behaviour. The 

analysis of primary data is a central source for this study. The primary data will be collected through 

a questionnaire and an interview of Fjällräven’s brand manager. It is the data which the researchers 

have collected primarily to answer the purpose of this research. 

3.5 Data Collection Method 

3.5.1 Brand identity - Interview 

The researchers of this thesis have conducted a semi-structured interview with the brand manager 

of Fjällräven. This is done to see how the brand identity is described from a high point in the 

company hierarchy. When researching a brand’s identity, conducting interviews are beneficial since 

it provides a deep understanding of the identity (Belk, 2006; Saunders et al., 2016). Another benefit 

of conducting interviews is that the interviewer can develop additional questions from the 

information given and elaborate on the answers when interviewing. The interviewer can control 

the line of questioning and combine structure with flexibility (Sekaran, 2003). The interview for 

this research is a semi-structured technique which is good as it allows the researchers to ask follow-

up questions to get fully developed answers (Bryman & Bell, 2011). 

The interview carried out was with the Head of Product and Brand Experience of Fjällräven, 

Andreas Cederlund, who is responsible for the overall product experience gained from Fjällräven. 

Since Cederlund is located in Stockholm a telephone interview was conducted. The reason for 

choosing a telephone interview instead of a personal meeting was due to accessibility, since a 

personal meeting between the interviewers and the interviewee was not possible due to lack of time 

for both the interviewers and the interviewee. 

When conducting a telephone interview, one advantage is that the interviewee is reachable no 

matter the geographic location of either the interviewer or interviewee. Furthermore, information 
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is obtained fast and is considered to be of a low cost (Wrenn, Stevens & Loudon, 2002). A 

disadvantage of telephone interviews includes the lack of personal non-verbal communication, 

which could be of high importance for the interviewer (Sekaran, 2002). Additionally, it is much 

more difficult to have a long interview due to boredom, which does not occur as extensively in 

face-to-face interviews (Wrenn et al., 2002). The questions of the interview were based upon the 

theories of Kapferer and his brand identity prism. The interview started with a few general 

questions about Fjällräven and Cederlund’s task at the company. After that, the interviewer moved 

on to the questions based upon the brand identity prism. 

3.5.1.2 Brand identity - Brand Book 

In order to obtain additional information regarding the brand identity of Fjällräven, the authors 

have examined their official brand book. Since the brand book is provided by Fjällräven, the 

information should be considered to be true to their identity, hence by obtaining such knowledge 

it is possible to determine Fjällräven’s brand identity and further facilitate the creation of a more 

precise questionnaire. The secondary data is information which is supplementing and supporting 

the interviews. Saunders et al., (2016) mentioned that secondary data does not have to be less 

important than primary data. However, as secondary data is collected by someone else than the 

researchers of the specific study, it might not fit the purpose of that particular research. On the 

other hand, secondary data is usually obtained easily and quickly, and can provide necessary 

background information and overviews on markets that one wishes to investigate in. 

3.5.2 Brand image - Questionnaire 

A questionnaire is used as a tool to gather data on a specific topic by stating questions which the 

respondents answer. The questions are created depending on what the researchers wants to know. 

It is considered as a quantitative research tool as it is used to measure something. It is important 

that a questionnaire receives a sufficient number of responses because it is supposed to represent 

some sort of group, which can only be seen as reliable if it has a sufficient number of responses 

(Bryman & Bell, 2011), which is set to 200 (see chapter 3.7). It is also considered to be quantitative 

because the interpretation is done through numbers and not in words, hence it can explain 

relationships with statistical evidence which words cannot (Malhotra, 2010). 

Furthermore, according to Ghauri and Grønhaug (2005), a questionnaire has three objectives. 

Firstly, for a questionnaire to be useful, it must translate the information of which the researchers 

are interested into questions. As quantitative research is generally using a deductive approach, 

which implies that it is based out of existing research and theory, which is what the questions 

should be based on. It is important that the questions are direct and not deceptive, since the 
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respondents need to understand and answer them correctly (Ghauri & Grønhaug, 2005). Secondly, 

the questionnaire must be motivational to some extent for the respondent to follow through. An 

incomplete response is at best partially useable. However, not only completing the questionnaire is 

enough, if the respondent at some point got bored and decided to answer it untruthfully, which is 

the third objective. Therefore, the researchers should do their best to ensure that it does not happen 

before distributing it to the actual respondents. Malhotra (2010) explains that apart from making it 

motivational, it can be avoided by making the questionnaire interesting and not too long. 

There are different types of questionnaires and how the answers are recorded. The most common 

one is the self-completion questionnaire. The name is rather self-explanatory, as the respondent 

gets the questionnaire and answers it him/herself (Bryman & Bell, 2011). Although, how it is 

distributed may vary. It could be through postal as well as online, where it can be shared through 

email or on social media. No matter the type, it is important that the questionnaire has control 

questions which determines the relevance of the specific respondent, for example, a questionnaire 

about a specific brand might require knowledge of it and thus, those who have none are not 

relevant for the research and their answers are not relevant (Saunders et al., 2016).   

This research will utilize self-completion questionnaires to gather data on consumers and their 

perception of Fjällräven. It is chosen due to its facilitation to gather a larger set of data than other 

methods (Malhotra, 2010). If constructed correctly with the right variables, it will provide rich data 

to strengthen the research. For this research, the questionnaire was distributed through the 

researchers’ social media platforms (see chapter 3.6.2 for more information). 

3.6 Data Collection Instruments 

3.6.1 Brand identity - Interview (Qualitative) 

The interview was conducted 9th of April 2019 through a phone conversation. The interviewee 

was located in an office environment at Fjällräven in Stockholm, while the interviewer was in a 

small room at Jönköping University in Jönköping.  

The interview started with the interviewer presenting the paper and those responsible for it. 

Further, the interviewer started asking the questions (see table 1). To get the most out of the 

interview, probing questions was used, which facilitates the analysis process, that is the answers 

becomes more clarified and the researchers are less likely to misinterpret. The interview lasted for 

approximately 30 minutes.  
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Table 1: Operationalization of Brand Identity 

Concept Sub-concept Conceptual definition Items 

Brand 
Identity 

Physique 
Physical specificities and qualities, 

this is defined as its physique 
(Kapferer, 2012). 

How would you describe 
Fjällräven’s physical aspects? 

Personality 
Which personality the brand would 
have been if it were an actual person 

(Szmigin & Piacentini, 2015). 

If Fjällräven were a person, what 
personality would it possess? 

Relationship 

What the customer hopes they are 
getting from the brand beyond the 
actual product or service (Kapferer, 

2012). 

What does a consumer get when 
buying a Fjällräven product? 

In what situations does consumers 
use Fjällräven products? 

Culture 

Strong brands are viewed as a vision 
of the world. They are much more 

than product benefits or a 
personality, they are an ideology as 
well (Szmigin & Piacentini, 2015).  

What set of values and vision of the 
brand are communicated to the 

consumers? 

Reflection 

When customers are being asked 
how they view a certain car brand, 

people immediately answer in terms 
of the brand’s perceived client type. 

Who is the typical user of 
Fjällräven? 

Self-Image 

The self-image basically provides a 
image how the customer inwardly 
picture themselves when using a 

certain product (Hosany & Martin, 
2012). 

Who does a consumer want to 
become by using Fjällräven? 

 

3.6.2 Brand image - Questionnaire (Quantitative) 

The survey was distributed through the researchers’ social media platforms as it allowed for a quick 

spread and gave a lot of people access to it. It was also encouraged to be shared by those who 

completed the questionnaire. The questionnaire starts with general information about the 

researchers and why the respondents are asked to take the survey. Then the first two questions are 

presented, which are control questions. These questions are about the participant’s knowledge of 

Fjällräven and the citizenship of the respondent. The respondent must answer that they know that 

the brand Fjällräven is and that they have a Swedish citizenship in order to continue with the 

questionnaire. This is due to that the research is concerned with Fjällräven and if they do not know 
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what it is then they will not contribute with any valuable information and the research is on Swedish 

consumers.  

Questions can be either open- or close-ended. Open-ended questions are those which the 

respondents are free to answer with their own words. There are both advantages and disadvantages, 

but the key point is that it gives freedom for the respondents to express themselves, but it makes 

it more difficult for the researchers to code and interpret. Additionally, it is good when the 

researchers do not know all potential answers (Bryman & Bell, 2011; Denscombe, 2007). Close-

ended questions are those where the respondents are given a specific number of options for each 

question. Compared with open-ended, it is much quicker to answer as the respondent does not 

need to think as much (Bryman & Bell, 2011; Denscombe, 2007). Additionally, it allows for the 

researchers to investigate possible relationships between variables much more efficiently than in 

open-ended (Bryman & Bell, 2011). In total there are 25 questions and all of them are close-ended. 

The following three questions are about the respondent’s interaction with Fjällräven, such as if they 

own any items and in what circumstances. Then, questions which are based out of the theory are 

presented. The initial 12 questions are using the Likert scale, which means that they are formulated 

as statements whereas the respondent answers in a 5-point scale to which degree they disagree or 

agree (Malhotra, 2010). These items can be found in table 2. They are inspired from the work by 

Ansary and Nik Hashim (2018) but have been adjusted to fit this particular research. Moreover, 

the items were divided into smaller and more specific items, which to some degree removes the 

established reliability (Cronbach’s alpha). However, the researchers found it necessary to do so in 

order to properly investigate the brand image of Fjällräven.  

The questions after that are based out of the brand book, which is used specifically to get a clear 

understanding if the respondent understand Fjällräven as themselves do. They consist of extremes, 

where the respondents decide on a 5-point scale which Fjällräven is closer to, for example, 

greenwash or sustainable. Lastly, some demographic questions are asked which enables the 

researchers to better describe the consumer groups.  

  



   
 

25 
 

Table 2: Measurement items for Brand Image 

Concept Sub-concept Items Based out of 

Brand 
image 

Favourability of 
brand associations 

1. I like Fjällrävens products 
2. I select Fjällräven when Im 

buying outdoor products 
3. Fjällrävens products offers 

good value for the price 
4. I trust that the products from 

Fjällräven is of good quality 

Ansary and Nik Hashim 
(2018) 

Strength of brand 
associations 

1. Fjällräven has a broad product 
range 

2. Fjällräven is consistent in 
their messages 

3. Fjällräven has a consistent 
theme in their product range  

4. Fjällräven has good 
knowledge within the outdoor 

segment  

Ansary and Nik Hashim 
(2018) 

Uniqueness of brand 
associations 

1. Fjällräven is overall unique in 
compared with their 

competitors 
2. Fjällräven has unique 
products in the outdoor 

segment 
3. Fjällräven has unique values 

in the outdoor segment 
4. Fjällräven's communication is 
unique in the outdoor segment 

Ansary and Nik Hashim 
(2018) 

 

3.7 Sampling Process 

Sampling is described as the process of choosing who, when, where and what, in relationship to 

the data collection. While sampling is the process, sample is that outcome and is the final selection 

of a population (Zikmund et al., 2010). 

The process starts with the defining of target population. The population is everyone that have 

information of which the researchers is interested in (Malhotra, 2010), that is in this research 

Swedish consumers who recognize the brand name Fjällräven. When the target population have 

been identified the next step is to create a sample frame. As it is not realistic to sample the whole 

population, a sampling frame is needed. The sampling frame is compiled of those who are suitable 
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to participate and taking the survey (Bryman & Bell, 2011). Sampling frames are less frequently 

used within website surveys compared to post surveys due to the fact that people chose to visit a 

website and accepting to take the survey. Hence, it is near impossible to know exactly who will 

participate in the survey (Denscombe, 2007). 

The next step is to decide the sampling technique. There are two fundamental ways of sampling, 

namely non-probability and probability sampling. These two branches out further into more 

specific techniques (Bryman & Bell, 2011). Whereas probability sampling is preferred due to it 

being an equal probability for each unit in the population to be selected which result in a minimum 

sampling error, it is also much more difficult (than non-probability) since it is not certain that 

researchers have access to the whole population and knowledge of who they are (Malhotra, 2010). 

In non-probability, which is used in this research, the probability is not equal amongst the units of 

the population. This means that the researchers to some degree decides themselves who is 

appropriate for the research (Bryman & Bell, 2011). 

Bryman and Bell (2011), Malhotra (2010) and Denscombe (2007) agree on three types of non-

probability techniques, namely convenience, snowball and quote. Additionally, Malhotra has 

judgemental and Denscombe has purposive, although they have different names for them, but they 

are virtually the same and it is the chosen sampling method for this research. The basic idea is that 

the sample consist of those who fulfil certain criteria (Malhotra, 2011). Since there is not an equal 

probability for each unit, the generalizability is rather low. Although, depending on the specific 

sample, it is possible to draw some conclusions from it (Bryman & Bell, 2011; Malhotra, 2010). 

Furthermore, it is the least time-consuming and least expensive technique (Denscombe, 2007).   

The sampling procedure for this research is applied to the questionnaire which will include control 

questions. These questions will determine the relevancy of the individuals taking the questionnaire. 

Hence, some conclusions can be drawn from a judgemental/purposive sample. According to 

Denscombe (2007), small-scale research that utilize questionnaires can have between 30-250 cases, 

although generalization becomes more difficult. Additionally, Malhotra (2010) states that problem-

solving research, product tests and test-marketing studies, all should have a minimum of 200 cases. 

Therefore, the researchers deemed it appropriate to aim for 200 responses.  
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3.8 Data Analysis Method 

3.8.1 Content Analysis 

According to Malhotra (2010), content analysis is useful when analysing large amount of text. It is 

used as an approach when analysing texts where the goal is to find themes and to understand what 

is being said (Bryman & Bell, 2011). Texts can be in any shape as it could for example be from a 

book, a song or an interview (Denscombe, 2007). Content analysis was applied to the brand book 

and the interview in order to determine the brand identity. Bryman and Bell (2011) explain that the 

researcher’s aim is to find patterns within the text that is being analysed, that is words or phrases 

that is frequently used. This was applied by reading and analysing the brand book to find what 

specific and recurring words and phrases they use to describe things as it shows what they are trying 

to emphasize. It was also used on the interview but to a lesser degree as the questions were based 

on the brand identity, hence it gave more concrete answers.  

3.8.2 Descriptive Statistics 

The first stage of the quantitative data analysis is to create descriptive statistics. It helps researchers 

to summarize the data and to find patterns among the dataset (Gujaranti & Porter, 2009). 

Descriptive statistics provide absolute numbers. However, they do not explain the rationale or 

reasoning behind those numbers. In general, there are four major concepts within descriptive 

statistics (Saunders et al., 2016). 

• Measures of Frequency: Count, Percent, Frequency 

• Measures of Central Tendency: Mean, Median, and Mode,  

• Measures of Dispersion or Variation: Range, Variance, Standard Deviation   

• Measures of Position: Percentile Ranks, Quartile Ranks 

Before applying descriptive statistics, it is important to think about which one is best suited for the 

research question and what needs to be displayed (Bryman & Bell, 2011). In this case, three of the 

concepts will be used to explain the data set, excluding measures of position. The reason for 

excluding measures of position is due to that the percentile/quartile ranks do not contribute to 

answering the research questions. In terms of contribution, frequency, central tendency and 

dispersion of variation will help the researchers to compare and analyse different types of data 

groups, which in the end will help the researchers to answer their research questions.  
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3.8.3 Independent Sample T-Test 

In order to create an understanding how the two-sample groups, owners and non-owners is present 

within the data set, an independent sample t-test will be created. The “Independent Samples T-Test" 

compares the means of two independent groups (Gujaranti & Porter, 2009). This is done in order 

to determine whether there is statistical evidence that the associated population means are 

significantly different. Along with conducting output related to the t-test, the researchers have to 

determine if variance is assumed to be equal or not. This is efficiently done by applying a “Levene’s 

Test”, a statistical test that allows researchers to determine if variance is assumed to be equal or not 

(Gujaranti & Porter, 2009). To be able to reject a specific null hypothesis, the researchers has 

chosen to apply 95% (0,05) and 99% (0,01) level of significance. The significance level is estimated 

by applying a specific percentage confidence level into the example, where a higher confidence 

level, decreases the chance of committing “Type II” error, the chance of rejecting a false null 

hypothesis (Gujaranti & Porter, 2009).  

3.9 Quality Criteria 

It is argued that researchers cannot guarantee that their findings will be completely accurate, 

however the researchers can reduce the risk of collecting faulty data by emphasising two statistical 

core concepts; reliability and validity (Saunders et al., 2016). Saunders et al. (2016) defines reliability 

as the extent to which the data collection techniques or analysis procedures of said data will yield 

consistent findings. Should different attempts to measure certain dimension come to the same 

result, then that measure is considered to be reliable (Zikmund et al., 2010). 

Validity on the other hand measure accuracy or the degree to which a concept is truthfully 

represented by the scores collected (Saunders et al., 2016). The next section will explain in greater 

detail the precautions and considerations made by the authors to control for reliability and validity. 

3.9.1 Validity 

In quantitative research, validity is referred as a statistical concept that to establish a measure’s 

accuracy or the degree to which a concept is truthfully represented by the scores obtained 

(Zikmund et al., 2010). Hence, validity indicates whether a measure truly measures what it intends 

to measure (Saunders et al., 2016). The steps to ensure the validity of this research are presented 

below.  

The first validity is face validity. Face validity is present if professionals agree that the scale which 

is applied reflects the concept that is measured (Zikmund et al., 2010). This was done by asking the 
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tutor of this paper to give her opinions on the questionnaire as she is seen as a person, which has 

great knowledge of this kind of research. Additionally, face validity can be ensured by testing the 

measurement on people to see if they understand it (Bryman & Bell, 2011). This was done by a 

pre-testing on five people, whereas some questions were edited due to some difficulties in the way 

they were phrased, but other than that nothing was changed. 

3.9.2 Reliability 

Robson (2002) proposes that there are four main threats to research reliability; subject or 

participants error, subject or participants bias, observer error, and observer bias (Saunders et al., 

2016).  

Subject or participant error is the threat of receiving different responses from consumers at 

different moments. This risk may occur due to the respondent not understanding a question or 

basing their answer according to their current mood at the given time of answering the survey. This 

risk for the most part occurs during personal interviews or surveys, it is less likely to occur during 

online surveys (Malhotra, 2010). The authors deem it a difficult task to completely control factors 

pertaining to time in the distribution of this survey, especially consider the nature of the study as 

cross cultural. However, precaution was made in the distribution of the surveys to limit the 

possibility of subject/participant error. 

Subject or Participant bias occurs when the respondent answers a question in a way that they may 

deem to be most appropriate (Zikmund et al., 2010). The authors have stated firmly in the survey 

that they want the respondents to answer the questions as openly and honestly as possible in order 

to increase the reliability of their answers, as well as expressing that there were no right or wrong 

answer in regard to the survey. Subject or participant bias may also occur due to personal risk, 

which was controlled for by the authors choosing to have the respondents remain anonymous. 

Observer error is the risk associated with the way in which questions are asked by interviewers, 

hence this risk largely applies to qualitative research (Zikmund et al., 2010). Since the authors of 

this thesis use a survey to gather data, the questions are asked in the exact same way for each of 

the respondents, which in turn eliminates the likelihood observer risk. 

Observer bias is the risk that occurs when an observer prompts the respondent to answer in a 

certain way that they have deemed to be more favourable. This risk has been reduced again due to 

the authors having expressed within the survey instructions that there are no right or wrong 

answers, thus attempting to ensure that respondents answer questions in the way that they feel is 

correct (Zikmund et al., 2010). 
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Bryman and Bell (2011) describe two important factors within reliability, namely internal reliability 

and inter-observer consistency. Internal consistency measures the consistency of responses across 

all the included questions or a sub-group of the questions within the questionnaire. The most 

common method used to complete this reliability test is Cronbach’s Alpha test (Saunders et al., 

2016). The value of a Cronbach’s Alpha will be between 0 and 1 (Bryman & Bell, 2011) and 

according to Malhotra (2010) the lowest acceptable score of a Cronbach’s Alpha is 0.6 as a lower 

score indicates too much inconsistency between the variables.  This test will be implemented by 

the authors during the analysis section of the thesis and no score below 0.6 will be acceptable by 

the researchers. 

Last factor to consider in reliability is inter-observer consistency (Bryman & Bell, 2011). This factor 

is related to the issue when several researchers are defining or interpreting things differently. For 

example, in open-ended questions were decisions have to be made on how to categorize answers, 

researchers might do it differently (Bryman & Bell, 2011). For this research, it is dealt with by 

communication between the researchers and a comparison of gathered material, specifically the 

qualitative part of the research.  

3.10 Ethical Considerations 

According to Saunders et al (2016) there are several general ethical issues that can be raised across 

the stage and duration of a research project. The most common ethical issues researchers tend to 

face are issues regarding privacy, confidentiality and the nature of voluntarily participation 

(Saunders et al., 2016). 

In the sense of privacy, the participants of the quantitative questionnaire have all been informed 

that all answers are taken to be anonymous. This means that the researchers can guarantee 

participants that there will not be a private separation among participants. Secondly, the researchers 

can ensure that all data that have been provided from the questionnaire have been collected 

confidentially. The researchers explicitly obliged themselves to not reveal any information given by 

the respondents for the sake of this research. Respondents were ensured that their data was solely 

collected for the research purpose only. This was an active choice to insure the avoidance of 

embarrassment, stress, discomfort, pain and harm would be taken away, for the sake of 

traceability.   

In the sense of traceability, there is always a theoretical risk that respondents could be traced back 

by means of their email or IP address. However, the researchers informed all participates that this 

will not be done in the course of the underlying research. 
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Lastly, all of the participants have been invited to answer the questionnaire, with no further 

obligations. This means that all the participants have been assigned with a survey invitation, that 

has been answered personally and voluntary by the individual. 

Apart from that, the surrounding questionnaire environment has been established on the demand 

of the respondent, this means that the respondent him/herself has had the opportunity to answer 

the questions, in their own personal environment. This is a situation that has secured harmfulness 

off the respondent and reduced eventual moments that may cause stressfulness for the respondent. 
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4 Empirical Result 

In the following chapter, the empirical framework will be presented. The first section will be based on the concept of 

brand identity. This means that an interview with the brand manager, Cederlund will be presented together with 

relevant information from the brand book. The section after that will present the result from the questionnaire. This 

is done with the help of demography of sample, descriptive statistics, reliability testing and Independent T-Test. 

4.1 Fjällräven’s Brand Identity 

The brand identity of Fjällräven have been created through a content analysis of their brand book 

and an interview with their brand manager. This was done in order to establish how the brand want 

to portray themselves to the consumers, which is portrayed by the dimensions of the brand identity 

prism (Kapferer, 2012). The integral part of the analysis was looking for words and phrases which 

was emphasised in some way (repetition or stated that it was important). 

4.1.1 Physique  

According to Fjällräven (2018c), the company should be viewed as timeless, durable and 

sustainable with a touch of Swedish nature in each and every product. Fjällräven tries to adapt 

functionality and a high range of quality in everything that they do, something that applies in their 

entire product range - “Fjällräven way - applying the philosophy of aesthetics, functionality and durability that 

underpinned the brand” (Fjällräven, 2018c, p.130). When Cederlund described Fjällräven as a 

company, the phrase lover of nature becomes significant. He mentioned that Fjällräven has a 

clear vision of functionality in everything that they produce, something that enables customers to 

use Fjällräven products in multiple occasions and not only for one specific occasion – “several 

variants have been developed to cater for different climatic conditions and multiple activities and purposes” 

(Fjällräven, 2018c, p.47).  

Cederlund also mentioned the fact that Fjällräven is a company with several market segments. It 

works equality as good wearing a pair of Fjällräven pants in city environment as in hiking in the 

Swedish mountains. “The bag (Kånken) has become not only a beloved accessory but also an ambassador for 

the Fjällräven brand” (Fjällräven, 2018c, p.75), which suggest that Kånken is an important feature 

outwardly. Typical words that often comes up when talking about Fjällräven are according to 

Cederlund: Swedish quality, Arctic Fox and uncomplicated design. Apart from that Cederlund 

also mentioned the importance of the arctic fox logotype that is associated with Fjällräven. It 

represents “A happy, comfortable creature resting cosily – just the way you should feel when you’re in a 

Fjällräven tent” (Fjällräven, 2018c, p.80). 
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4.1.2 Personality  

“Fashion doesn’t interest me. I’ve always done things because I need them myself. I’m not an exceptional type, I’m 

an ordinary person. And that means that when I make things for myself, they meet many other people’s needs” 

(Fjällräven, 2018c, p.61). When Cederlund was asked to describe what personality Fjällräven would 

have if it were a person, he presented a few ideas. First of all, Fjällräven would have been an 

individual with high level of confidence. That is since Fjällräven applies a timeless design with a 

high level of quality and they do not apply market trends into their decision making, a feature which 

could be interpreted as self-confidence. Moreover, according to Fjällräven (2018c), they try to be 

innovative and update their products when they have made it functionally better. Secondly, 

Cederlund states that Fjällräven would have been eager to explore the world, which is due to the 

functionality level of their products – “core purpose remains the same as it was for the first Fjällräven Classic: 

to encourage more people to explore nature” (Fjällräven, 2018c, p.139). It enables them to be curious to 

find and see new things.  

Lastly, Fjällräven would be an individual that lives in the present. Cederlund describes the 

importance of contributing to the environmental society, this is done with the help of high range 

quality and timeless design. Fjällräven would be an individual that is against the modern societal 

consumption pattern, quantity before quality. Described elements from Cederlund is united with 

the common thoughts of Fjällräven (2018c), where the company highlights sustainability and the 

ability to be contemporary within time and not being a know-it-all. Cederlund ends the section with 

saying that “If Fjällräven would have been a person, he or she would have been an intentional individual with both 

feet on the ground”. 

4.1.3 Relationship  

When Cederlund described relationship in terms of brand identity, it can be divided into two 

categories; (1) what a customer receives when buying Fjällräven besides the products and (2) what 

situations in which the products is used. He stated that buying a Fjällräven product enables you to 

be part of something bigger, the Fjällräven community. This is a feature that does not only relies 

on hiking or trekking, it also reflects an environmental standpoint. When buying a Fjällräven 

product, customers is joining a Swedish company that want to improve nature on a long-run 

relationship, a feature that not only is important for the planet, but also enables future generations 

to make their own choices - “Because if you’re running a business on nature’s terms there’s always room for 

improvement, and we will always walk the extra mile. For us, it’s not a case of winning today or in ten years. Our 

work is far more long-term than that” (Fjällräven, 2018c, p 105). 
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When Cederlund described the usage of Fjällräven products, the answer was fast but concise: “on 

every occasion”. According to Cederlund, high quality items can be used in several market segments. 

A ski-jacket can for example also be used when hiking the Swedish mountains. He also reflected 

on the contemporary subject of buying less products, which goes in line with Fjällräven being 

sustainable and putting emphasis on the quality of the products – “We strive to offer outdoor 

equipment of unrivalled quality and function, while being at the forefront of sustainability” (Fjällräven, 2018c, 

p.105). The features that Cederlund presented goes along with Fjällräven (2018c) thought of 

customer relationship, namely creating long term bonds that moves across generations. Timeless 

design and functionality give the customer an opportunity to enjoy a product on a long-term 

basis (Fjällräven, 2018c). “Quality works in each and every situation, instead of focusing on the number of 

products, one should focus on the quality of those products. Quality comes before quantity” (Cederlund). 

4.1.4 Culture 

Fjällräven (2018c) describes the culture as down to earth, even though the company is growing 

on the international market. According to Fjällräven (2018c), the word “humble”, is an important 

feature for the company. It enables the company to work towards long term goals instead of 

running a short-term race, an ideology which is practiced with harmony through nature. When 

Cederlund was asked to describe the company’s internal culture, the concept of equal value, is a 

crucial standpoint for Fjällräven. An example of this is the requirement for new employees to 

complete the “Fjällräven Classic” before one starts its journey at Fjällräven. Fjällräven classic is a 

110 km hiking trip that is mandatory for every newly employed staff member, irrespective of 

position (Fjällräven, 2018c).  

Cederlund also mentioned that their external cultural vision is to create a feeling of 

trustworthiness, Fjällräven products can be trusted for every occasion. Another important feature 

in Fjällräven culture, is commitment - ”an ongoing commitment that permeates everything we do, from 

production and development of sustainable products, choice of materials and carbon offsetting – to sponsorship and 

donations” (Fjällräven, 2018c, p.127). All with the task to create innovative functional clothing that 

has a responsible approach to the nature, in order to keep “the camping fire” alive. “Fjällräven is a 

small company internally, but with big visions externally” (Cederlund). 

4.1.5 Reflection 

According to Fjällräven (2018c) the company provides a selection of market categories, for example 

hiking, urban lifestyle and hunting. Due to this differentiation, different reflections are created 

within every market segment. Reflectional keywords that are featured in Fjällräven (2018c) are 

timeless (p.13, p.75), innovative (p.75, p.105), curious (p.135, p.13) and sustainable (p.105, p.127). 
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When Cederlund was asked to describe the typical user of Fjällräven products, he stated that 

Fjällräven does not have just one type of customer, it totally depends on which market segment. 

Cederlund mentioned that the person buying the classical “Kånken” backpack is widely spread in 

terms of personality/age/gender – “Regardless of model, colour and context, a Kånken is always a Kånken” 

(Fjällräven, 2018c, p.75). The backpack can be bought and used for nearly every occasion “Our 

Kånken customer don't just have one personality, he/she is old/young/modern/classic, it is made for everyone to 

enjoy” (Cederlund). On the other hand, Cederlund described the typical user of hiking/hunting 

products as a person influenced by timeless design, high quality, innovativeness and contributing 

to nature. This person is not as interested in new patterns and different colour selection, a clean 

classical design is his/her choice. 
4.1.6 Self-Image   

When Cederlund was asked to describe who a person wants to be when he/she uses Fjällräven, 

contributing to nature was the main approach. When a person buys Fjällräven he/she does not 

only contribute to nature due to the low natural impact in production, but the consumer also does 

an active choice choosing quality and deselecting the wear and tear society. This was an important 

feature according to Cederlund. Similar to the statement of Fjällräven - “We want our products to make 

people feel at home in nature. We want them to help more people find their way into woods, up mountains and down 

rivers. And we want them to last for at least the next generation” (Fjällräven, 2018c, p.11). 

Cederlund also mentioned that when a customer buys a Fjällräven product, he/she is belonging to 

the Fjällräven community. When Cederlund talked about the Fjällräven community, he reflected 

on a group of individuals that share the common though of long-term arrangement, quality and 

technical abilities. The statements by Cederlund goes hand in hand with Fjällräven (2018c) affinity 

line. Fjällräven (2018c) describes the affinity of Fjällräven as contributor to nature, quality aware 

and an uncomplicated person with functional interest. “The customer that chooses to buy Fjällräven wants 

to add a message to its environment, he/she want to be different” (Cederlund). 
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4.2 Fjällräven’s Brand Image 

This section consists of the brand image of Fjällräven, which is compiled by the result from the 

questionnaire and is quantitative in nature. 

4.2.1 Demographic 

The total number of gathered responses were 201, which means that everyone that started the 

questionnaire fulfilled the criteria of both being Swedish and having knowledge about Fjällräven. 

Hence, when working with the data in SPSS (Statistical Package for the Social Sciences) no 

responses had to be removed. The data was cleaned, coded and then analysed in SPSS. The majority 

of responses came from men with 81,6%, while women were 17,9% and 0,5% (1 response) did not 

want to reveal their gender (see appendix B). The age profile mostly compounded people born in 

the 90s as they represented 88,1% of the sample. The other 12% were born between 1963 and 

1989, specifically 5% in the 60s, 2,5% in the 70s and 4,5% in the 80s. The majority of the 

respondents were either working (53,7%) or studying (44,3%) and 1% stated that they were 

unemployed and the last 1% stated other (see appendix B). 

The respondents were asked if they own a Fjällräven product, whereof 85 (42%) respondents stated 

that they do (see table 3).  These respondents were asked two additional questions regarding how 

they became owners of Fjällräven products and in what situations they use them. When asked how 

they became owners they were faced with four alternatives; bought, gift, inherited and other. The 

respondents could choose more than one option if desired, which is why it has 124 responses.  

N Percent Percent of Cases

Non owners 116 42,30%

Owners 85 57,70%

Total 201 100%

Bought 63 50,80% 70,00%

Gift 38 30,60% 42,20%

Inherited 17 13,70% 18,90%

Other 6 4,80% 6,70%

Total 124 100,00% 137,80%

Ownership

Responses

Table 3: Ownership of Fjällräven products 
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5Anyway, 70% stated they bought the products themselves and 42,2% stated that they got it as gift. 

Inherited and other had a significantly lower percentage with 18,9% and 6,7% respectively. This 

suggests that, at least to some degree, Fjällräven’s products have a long lifespan. 

For the usage of Fjällräven products, the respondents were face with the following options; 

work/school, outdoor, hunting, shorter walks, and other. They also had the ability to choose more 

than one option. Work/school (43,3%), outdoor (67,8%), shorter walks (28,9%) and other (30%) 

were all chosen frequently, whereas hunting were only chosen 8,9% of the times. Why hunting is 

chosen significantly less could be because it is not as popular within hunting, although it could just 

as well be because the authors social surrounding does not consist of people who hunt (see table 

4). 

 

4.2.2 Descriptive 

The descriptive data presents an initial overview of the collected data. The questions that are based 

out of brand image and the brand book have a possible minimum value of 1 and maximum of 5 

and as shown in tables 3, 4, 5 and 6. Although there is the exception of strength of brand association 

that have 2 as minimum in three questions. Additionally, there was no missing values in any 

questions. 

For favourability of brand associations, the mean values are between 3,11 and 4,45 and the total 

mean was set at 3,77. This is a relatively large gap in context to the size of the scale (1-5). However, 

Cronbach’s alpha is sufficient which can be seen in chapter 4.2.3. The only numbers that sticks out 

are those of FAV1. It has a mean of 3,92 and a mode of 5. This means that the most picked answer 

was 5 (I totally agree) but many respondents also answered 3 (Neutral) or less, which created this 

gap (see table 5). 39,3% answered ‘I totally agree’ and 36,3% answered ‘Neutral’, which explains 

the big difference between the mean and the mode (see appendix C). 

Responses

N Percent Percent of Cases

To work/school 39 24,20% 43,30%

Outdoor 61 37,90% 67,80%

Hunting 8 5,00% 8,90%

Shorter walks 26 16,10% 28,90%

Other 27 16,80% 30,00%

Total 161 100,00% 178,90%

Usage situations

Table 4: Usage situations of Fjällräven products 



   
 

38 
 

Table 5: Favourability of brand association 

 

For strength of brand associations, the mean values are between 3,51 and 4,34, which is a much 

smaller gap compared with favourability. The total mean value was set at 3,91, which is almost in 

the middle between the lowest and highest mean. Furthermore, no one answered ‘I totally disagree’ 

for STR1, STR3 and STR4, which means that the minimum value was 2 (see table 6).  

Table 6: Strength of brand association 

 

For uniqueness of brand associations, the range of the mean values are smaller but so is the means 

in general. The mean span is between 3,12 and 3,38 and the total mean was set at 3,22. The most 

frequently chosen answer is ‘Neutral’ and ‘I partially agree’, which in turn provides evidence for 

the mean being above 3 (see table 7).  

Valid Missing Mean Median Mode Std. Deviation Minimum Maximum

I like Fjällräven's products (FAV1) 201 0 3,92 4 5 0,999 1 5

I select Fjällräven when Im buying 

outdoor products (FAV2)
201 0 3,11 3 3 1,217 1 5

Fjällrävens products offers good 

value for the price (FAV3)
201 0 3,61 4 3 1,005 1 5

I trust that the products from 

Fjällräven is of good quality 

(FAV4)

201 0 4,45 5 5 0,848 1 5

Total mean 3,77

Favourability of brand association

Valid Missing Mean Median Mode Std. Deviation Minimum Maximum

Fjällräven has a broad product 

range (STR1)
201 0 3,8 4 3 0,896 2 5

Fjällräven is consistent in their 

messages (STR2)
201 0 3,51 3 3 0,837 1 5

Fjällräven has a consistent theme 

in their product range (STR3)
201 0 4 4 4 0,857 2 5

Fjällräven has good knowledge 

within the outdoor segment 

(STR4)

201 0 4,34 5 5 0,834 2 5

Total mean 3,91

Strength of brand association



   
 

39 
 

Table 7: Uniqueness of brand association 

 

The items that were created from the brand book had a mean ranging between 3,43 and 4,29, which 

could be argued to be quite a narrow span with that many variables (9). The variable that has the 

highest mean is ‘fast moving trends – timeless and durable’ (4,29), which is good from Fjällräven’ss 

perspective as it is a feature that Fjällräven puts a lot of effort into. Same goes with ‘greenwash – 

sustainable’ that have a mean of 4,05 which is an important feature for Fjällräven. The lowest mean 

was ‘a know-it-all – humble’ with a mean of 3,43, which could be a result of the participants 

association or understanding of the phrase ‘a know-it-all’ and the translation to Swedish, that is 

that they do not necessarily associate it with something negative. However, another low mean was 

3,57 for ‘following – leading’. Here it could be argued that it is not necessarily bad to follow as it 

could be just as important. Although, leading is usually something that is desirable in the business 

world, hence it could be that that the respondents do not perceive Fjällräven as much of a market 

leader in that sense (see table 8). 

Table 8: Brand book items 

Valid Missing Mean Median Mode Std. Deviation Minimum Maximum

Fjällräven is overall unique in 

compared with their competitors 

(UNI1)

201 0 3,38 3 3 1,023 1 5

Fjällräven has unique products in 

the outdoor segment (UNI2)
201 0 3,15 3 4 1,015 1 5

Fjällräven has unique values in the 

outdoor segment (UNI3)
201 0 3,24 3 3 0,776 1 5

Fjällräven's communication is 

unique in the outdoor segment 

(UNI4)

201 0 3,12 3 3 0,828 1 5

Total mean 3,22

Uniquness of brand assosciation

Valid Missing Mean Median Mode Std. Deviation Minimum Maximum

Fast moving trend - Timeless 

and durable
201 0 4,29 5 5 0,948 1 5

Extreme sports - Experience at 

our own pace
201 0 3,79 4 4 1,013 1 5

Conquer nature - Walk with 

nature
201 0 4,07 4 5 0,93 1 5

Excluding - Inclusive 201 0 3,73 3 4 0,985 1 5

A know-it-all - Humble 201 0 3,43 3 3 1,076 1 5

All talk - Competence 201 0 3,86 4 4 0,992 1 5

Complicated - Uncomplicated 201 0 3,87 4 5 1,047 1 5

Greenwash - Sustainable 201 0 4,05 4 5 0,958 1 5

Following - Leading 201 0 3,57 3 3 0,931 1 5

Brand book items
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4.2.3 Reliability 

The reliability of the different dimensions; favourability, strength and uniqueness have been tested 

with the help Cronbach’s alpha. A measure can be considered to be of fair reliability if its 

Cronbach’s alpha is at least 0.6 and of good reliability if its Cronbach’s alpha is at least 0.7 (Bryman 

and Bell, 2011). With this information in mind, the estimated values in table 9 provides us with 

useful information of the three estimated items, with four sub-aspects creating one item. 

Table 9: Reliability of items 

 

 The first item, favourability had a Cronbach’s alpha of 0,786, a number that indicates that the four 

collected items, possess fair reliability (Bryman and Bell, 2011). One important aspect within the 

Cronbach’s reliability test is to see if the number of items is correctly used or if one should delete 

a specific item. In the last column, one can see the estimated score if a specific item where deleted 

from the estimation, hence Cronbach’s alpha if item deleted. In the case of favourability, all 

individual items showed the simlar result, that is was beneficial to include them into the item. This 

can be seen by comparing, value if item deleted with the total Cronbach’s value for the item. If the 

total value is greater than a specific value if item deleted, one should keep all individual aspects 

within the item.  

The second item, strength has a lower Cronbach’s value compared to favourability. In this case the 

Cronbach’s alpha was estimated to be 0,696. The estimated value is between the recommended 

borders of 0,7 and 0,6, and is therefore considered to have fair/good reliability. As in the first case 

Item Number of Items Cronbach α Cronbach α if item deleted

Favourability 4 0,786

FAV1 0,676

FAV2 0,77

FAV3 0,726

FAV4 0,761

Strenghts 4 0,696

STR1 0,677

STR2 0,593

STR3 0,618

STR4 0,639

Uniqueness 4 0,821

UNI1 0,757

UNI2 0,744

UNI3 0,769

UNI4 0,818
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of favourability, strength have a greater total Cronbach’s value compared to if item where deleted 

from the estimation (see table 9). 

The last and finale item presented, uniqueness had the highest Cronbach’s value of the three 

presented items. An estimated value of 0,821 can be seen as good reliability according to the test 

statistics, and just as in the previous two cases (favourability, strength) the total Cronbach’s value 

for the item is higher compared to if one were to delete a specific aspect within the item. In total 

the estimated values of the data set should be seen as reliable, due to the fulfilment of Cronbach’s 

criteria.  

4.3 Hypothesis testing 

In order to investigate if differences occurred between owners and non-owners, the mean value of 

brand association items was conducted. To decrease the complexity, 12 items were first assembled 

into three different concepts, namely favourability of brand association (FAV), strength of brand 

association (STR) and uniqueness of brand association (UNI), the results can be seen in table 11. 

To be able to measure the total brand image, the three concepts is then united in to one common 

concept, namely Total brand image (TBI).  

As can be seen in table 11, 116 individuals out of 201 answered that they do not own a product 

from Fjällräven, respectively 85 answered that they are currently owning a Fjällräven product, this 

set non-owners into a majority within the dataset.  

The first concept, FAV show that the mean is higher for owners (4,279) compared to non-owners 

of Fjällräven products (3,399). The same procedure follows with standard deviation, where owners 

is proven to have a higher degree of standard deviation (see table 10). The second concept, STR 

follows the procedure as FAV, were owners both has a higher mean (4,215) compared to non-

owners (3,658) and a higher standard deviation, (see table 10). In the third case, UNI, the data once 

again have the same tendency. In this case, owners had a mean of 3,541 versus non-owners mean 

of 2,989, just as in the two previous concepts, standard deviation is higher for owners. The 

assembled concept, TBI, shows that owners have a higher mean (4,012) compared to non-owners 

(3,358). The same result is shown in the standard deviation where owners have a higher value 

(0,572) compared to non-owners (0,463) (see table 10). This indicates that owners have a more 

positive brand image of Fjällräven than non-owners, in terms of the sample group of this research. 

However, if it is significant or not, is explained below. 
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Table 10: Means of brand image dimensions 

 

To see if there is a statistical difference between the two chosen groups (owners and non-owners) 

in Total brand image (TBI), an independent sample t-test was conducted (see table 11). In order to 

identify a specific, one must first see if there is reason the believe that variance is assumed to be 

equal or not. By implementing a “Levene’s test” in to the output, one can see two different 

columns, namely equal variance and not equal variance (see table 11). Bryman and Bell (2011) 

describes that if sigma (sig) is 0,05 or below, one can conclude that variance is not assumed to be 

equal, results occurred in second row is supposed to be used. The opposite situation, hence equal 

variance is assumed, occurs if sigma is higher than 0,05.  

The presented hypothesis involving total brand image for owners and non-owners are defined as; 

H0: µ1 = µ2 ("the mean between owners and non-owners are equal") 

H1: µ1 ≠ µ2 ("the mean between owners and non-owners are not equal") 

Since sigma on column 2 is below 0,05 (0,021) one can assume that variance is set to be non–equal, 

meaning that the second row is set to be used. By analysing the column sigma two tailed, we can 

see that the p-value is 0,000. As presented in section 3.8.2, the researchers have chosen to 

implement both significance level of 95% level as well as 99% level, in order to decrease the chance 

of committing “Type II” error (Gujaranti & Porter, 2009). The null hypothesis (H0) is rejected as 

0,05>0,000, which means that the alternative hypothesis (H1) is supported. To conclude, owners 

of Fjällräven have a more positive brand image of Fjällräven than non-owners. 

Table 11: Independent sample t-test 

 

  

Concept Ownership status N Mean
Mean 

Difference
Std. Deviation

Owners 85 4,279 0,881 0,679

Non-owners 116 3,399 0,881 0,669

Owners 85 4,215 0,529 0,599

Non-owners 116 3,685 0,529 0,535

Owners 85 3,541 0,552 0,745

Non-owners 116 2,989 0,552 0,646

Owners 85 4,012 0,654 0,572

Non-owners 116 3,358 0,654 0,463

Favourability of Brand 

Association (FAV)

Strength of Brand 

Assocation (STR)

Uniqueness of Brand 

Assocation (UNI)

Total Brand Image (TBI)

Assumed Variance F Sig T df Sig. (2-tailed)

(Levene´s Test)

Equal variances assumed 5,442 0,021 8,952 199 0,000

Equal variances not assumed 8,667 157 0,000
Total Brand Image (TBI)

Concept
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 5 Analysis 

In the following chapter the researchers will analyse the findings from the collected data and the outcomes of the tested 

hypothesis in this study. The concepts of brand identity and brand image will be put into the brand derby matrix to 

determine the coherency.  

5.1 The brand identity of Fjällräven 

The subchapters to section 5.1 will use the empirical data gather from the interview and the brand 

book to argue and describe the facets of the brand identity prism of Fjällräven. The last part will 

consist of an evaluation of how strong the brand identity is. This is determined on how the different 

facets fits with each other. For example, if one facet has been described as sustainable and another 

as fast-moving goods, it will decrease the strength as they convey two very different meanings. 

However, the facets do not necessarily need to be the same, but they cannot be opposites to each 

other either.  

5.1.1 Physique 

The physique of a brand is described as salient objective features and emerging ones (Kapferer, 

2012). That is, products and symbols that are iconic or synonymous with a brand. The identified 

key-terms for Fjällräven’s physique are Swedish quality, Uncomplicated design, Artic fox logotype and 

Kånken. All but the Artic fox logotype are directly associated with products. However, the logotype 

plays an important role as it is an identification of the brand when products are not present. 

Additionally, Cederlund stated that the Artic fox is a typical association for the brand. Swedish 

quality and Uncomplicated design are features of Fjällräven’s products and was mentioned 

frequently in the brand book. Swedish quality is perhaps not visible when just looking at a product, 

but it is used as an USP and is something that is experienced over time when using Fjällräven’s 

products, which was expressed by Fjällräven (2018c). Kånken, which is a product, is stated to be 

used as an ambassador by Fjällräven themselves (Fjällräven, 2018c), hence it is clearly part of their 

physique.  

5.1.2 Personality 

The personality of Fjällräven consists of three terms, namely Innovative, Curious and Down to earth. 

Personality in the context of brands, is described as what features or traits the brand would have if 

it were a real person (Szmigin & Piacentini, 2015). The two terms Innovative and Curious can be 

argued to fit well together as both are concerned with the same thing to a certain degree. That is, 

Innovative is to develop something further and Curious is wanting to explore. Both are discussed 
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by both Cederlund and Fjällräven (2018c). Furthermore, the last term, Down to earth, is also 

important and emphasized. It has to do with living in the present and a healthy consumption 

pattern, which is referred to the negative aspects of overconsumption and that it is better to invest 

in quality products over a larger quantity in products (Cederlund).  

Szmigin and Piacentini (2015) mention that it is efficient to create a brand personality through a 

spokesperson or figurehead, however Fjällräven does not have a defined spokesperson and 

therefore the authors could not create a brand personality from a single person. Although, the three 

terms are well  suited as personality traits and is therefore used to describe the personality.  

5.1.3 Relationship 

Fjällräven’s relationship are defined by the two terms Long-run and Quality over quantity. The 

relationship between the brand and the consumer is affected by how the brand treats their 

consumers, hence not a traditional relationship but a one-way relationship (Kapferer, 2012). The 

two terms have a long-term orientation which is quite common as brands wants loyal customers. 

The chosen terms are how Fjällräven acts towards their relationship, which is in the Long-run and 

Quality over quantity (Fjällräven, 2018c). The term Long-run is referred to both the sustainability 

as well as quality and by integrating these two, the products will last long, and the relationship will 

as well. However, Quality over quantity is to a certain degree included in Long-run but it also makes 

a statement by itself and therefore it is included (Fjällräven, 2018c; Cederlund). 

As these terms suggest something about the quality and sustainability, it is of high importance that 

they uphold them since breaking them will have a larger negative impact than the positive impact 

of upholding them (Aggarwal, 2004).  

5.1.4 Culture 

Culture is according to Marzocchi et al. (2013) the most important facet of the brand identity prism. 

The culture within a brand is supposed to convey what they believe in and for Fjällräven that is 

expressed in the following terms; Inclusive, Trustworthiness, Humble and Commitment.  

The four terms are quite similar and stands for how one should act towards each other. Inclusive 

is chosen as Cederlund states that equal value important standpoint for them as a brand, which 

strengthens the fact that they also want to be humble. This is something which all employees have 

to show through the participation of ‘Fjällräven Classic’ (Fjällräven, 2018c). To some degree it also 

shows the commitment that is put into their work. But commitment is also devoted into their 

development of sustainable products. The final term, which is Trustworthiness, is applied to their 
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products and that they want them to be reliable, so that they can be used in every occasion 

(Fjällräven, 2018c). 

5.1.5 Reflection 

Customers can use brands as reflections. When customers are being asked how they view a brand, 

people immediately tend to answer in terms of the brand’s perceived client type (Farhana, 2014). 

In terms of Fjällräven’s reflections, it should be perceived as brand for the person that is Timeless, 

Innovative, Curious and Sustainable. Reflection is an attribute that enables a brand to determine how 

they want to be seen by consumers, this can be done with for example, specific advertising 

portraying the desired reflection (Farhana, 2014). Szmigin and Piacentini (2015) exemplifies this by 

addressing that a luxury-clothing brand will in its commercials show wealthy, sophisticated people, 

this would then reflect the target group. In the Fjällräven case, this person can be different in its 

approach depending on the situation. Cederlund mentioned that the reflection of Fjällräven is not 

necessarily the same between different costumer segments, for example, the Kånken segment and 

the hiker/hunter segment are most likely very different in behaviour and therefore also in how they 

use Fjällräven as a reflection. However, their fundamental approach towards Fjällräven should be 

within the lines of Timeless, Innovative, Curious and Sustainable.  

5.1.6 Self-Image 

When consumers choose brands, they build their self-image (Kapferer, 2012; Hosany & Martin, 

2012), and develop their ideal self (Solomon, Bamossy, Askegaard, & Hogg, 2013). When applying 

this on Fjällräven, there are three terms that are identified, namely; Technical, Quality aware and 

Contributor. This means that the person owning/using Fjällräven products should have a self-image 

that is more toward contributing to a decreased global footprint, is technical in mind and 

understand what quality is in the outdoor context. The contribution was chosen as it could be seen 

that it was important to select sustainable options, hence contributing to the environment 

(Cederlund). When talking about the technical and quality aware, it is more connected to the self-

image and subgroup belonging, which is a possible outcome of the self-image (Hawkins & 

Mothersbaugh, 2010). Although, as there is more than one type of customer which are all different 

from each other, all should have these three terms to some extent.  

5.1.7 Brand Identity prism Fjällräven  

The combined results from the brand identity terms are assembled and identified in figure 4. As 

can be seen, the six concepts are categorized within internal/external columns as well as 

sender/receiver.  
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Figure 4: Brand identity prism of Fjällräven 

 

5.1.8 The Degree of Strength in Brand Identity 

The strength of the brand identity was determined through an evaluation of the facets explained 

above. The strength of Fjällräven’s brand identity have been identified as medium to strong as the 

facets are portraying the same or similar things.  

In the brand derby matrix provided by Roy and Banerjee (2007), brand identity is allocated on the 

vertical axis (y) and have two different options, namely; Strong and Weak. According to Aaker 

(1996), a strong brand identity is referred as a unique set of indicators which is consistent across 

time and generates a correct portrait of the company, the opposite is referred to as a weak identity.  

Taking Fjällräven brand identity in to consideration, there is a lot of focus on sustainability and the 

environment, which can be seen as sustainable is specifically used once, but terms like commitment, 

contributor, down to earth and inclusive are used in other facets and they are to a certain degree 

synonym with sustainability. Furthermore, as sustainability is important, it must be believable that 

it can be delivered and carried out, which is done through innovation which in hand provides 

quality. They are mentioned several times, or synonyms for them and specifically: Swedish quality, 

curious, quality before quantity, innovative, technical and quality aware. Some are more obvious 

than others, as for example, curious can be argued to be farfetched but it is understood as an 

aspiration to develop and become better and therefore it is a good fit to innovation. As can be seen 
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in figure 5, Fjällräven’s total brand identity is located slightly above the medium point, hence the 

middle horizontal line, indicating that the identity is set to be medium to strong.  

 

 

 

5.2 The brand image of Fjällräven among owners and non-owners 

The derby matrix provided by Roy and Banerjee (2007) exemplifies brand image to be either poor 

or excellent. Since there are two different type of populations within the study, owners and non-

owners, brand image will be measured for both. This means that the two group have different 

outcomes in terms of brand image. In section 4.3, an independent sample t-test was conducted to 

see if mean was assumed to be equal between owners and non-owners. As displayed in table 11, 

independent sample t-test, variance was assumed to be non-equal between the two groups 

(Gujaranti & Porter, 2009).  

In order to see where brand image of owners and non-owners is located in the prism, the Likert 

scale (1-5) is applied. This means that a mean value of 3 is set to be a neutral point, located in the 

middle part of the X axis, a poor point is a value below 3, located on the left part of the x-axis and 

an excellent point is a value that is above 3, right on the x-axis.   

Since sigma was lower than both 5% and 1% (0,000<0,01), the researchers could reject the null 

hypothesis, meaning that the owners of Fjällräven and non-owners had a difference in mean. 

Figure 5: Brand identity in the brand derby matrix 
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This assumption is supported by the difference in mean presented in table 10. The sample that 

consisted of 201 respondents, whereof the majority of respondents were non-owners (116) and 

the remaining 85 were owners. By comparing the TBI mean provided by table 10, one can clearly 

see that owners have a higher mean value (4,012) compared to non-owners (3,358) and the result 

of this difference in mean is estimated to be 0,654. Another notable fact combined by the output 

in table 11, is the difference in standard deviation between the groups. In this case non-owners 

have proven to answer with a lower level of difference, which is shown in table 11, where the 

standard deviation value is lower for non-owners. This result follows the notion of both 

Baumeister et al. (2015) and Hadjicharalambous (2010) who state that consumers who are brand-

owners have a stronger brand image than those who are not, indicating the positive brand image 

for owners within the study. The result can be due to owners greater liking, knowledge and 

involvement of the brand, indicators supported by Fu et al. (2009). The presented TBI value is 

presented in figure 6, where one can identify owners and non-owners on the x-axis. The result 

proves that both owners and non-owners, has a value that is on the right side of the neutral 

point. The green star (*(owners)), has a value that is further to the right compared to the red star 

(*(non-owners)), indicating that brand image of owners is seen to have a higher value (Excellent) 

compared to non-owners. By evaluating the situation featured in figure 6, the researcher can 

identify brand image as excellent. Keller (1993) states that an excellent brand image relates to the 

customer point of view, and if the customer feel that the company has a consistent message to 

deliver toward its customer group, which is the case for Fjällräven.  

Figure 6: Brand derby matrix for the brand image 
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5.3 The coherency between brand identity and brand image 

5.3.1 Brand Derby Matrix Coherency 

The combination of brand identity and brand image are the fundamentals to the brand derby matrix 

(Roy & Banerjee, 2007). The combination of the two concepts is summed up to create a specific 

brand derby terms, namely; Blind Horse, Jackpot, Lame Horse or Black Horse. The different terms 

are concepts that explain the degree of coherency between brand identity and brand image (Roy & 

Banerjee, 2007). Since the degree of brand identity and brand image was conducted in section 5.1 

respectively 5.2, the separate results will be combined in this section. As can be seen in figure 7, 

Fjällräven’s brand derby matrix value is located on the orange line. The reason for this, is due to 

the combination of identity and image. In the case of brand identity, Fjällräven is argued to be 

medium to strong, while the image of Fjällräven is set to be excellent both, from an owner and a 

non-owner perspective. Therefore, the total combination of identity/image is set to be in the 

Jackpot box. In order to give the reader a correct picture of the result, it is important to mention 

that the dimensions within the brand derby matrix can be stronger or weaker. For example, if a 

brand is in the top right corner of the Jackpot box, the coherency should be evaluated as stronger 

compared to if it is in the left/down corner of the same box. 

 

Jackpot is according to Roy and Banerjee (2007) a brand with high level of trust existing between 

the customers and the organization. Therefore, a company that is a Jackpot has great potential to 

Figure 7: Brand derby matrix for Fjällräven 
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successfully expand, in terms of product range and differentiation within the market. In this 

situation, the company should focus on keeping and strengthening their brand position (Aaker, 

1996). Since Fjällräven is set to be in a situation where they are placed as a Jackpot in the brand 

derby matrix, the coherency is determined as high. However, it could be higher as it is in the lower 

part and more to the left within the box.  

5.3.2 Brand book coherency 

The items that was created from the brand book is perceived as what the brand wants to be 

perceived as and, in some ways, similar to the brand identity prism. In figure 8, the desired 

perceptions of Fjällräven are on the right side, closer to 5 and the non-desirable on the left side, 

closer to 1.  

The 9 items that were created from the brand book yielded a positive result as the lowest mean was 

3,43. This indicates that consumers have a perception which, to some degree, is coherent with what 

Fjällräven wants to be perceived as. For example, the respondents see Fjällräven more as ‘Timeless 

and durable’ than ‘Fast moving trend’ as the mean is set at 4,29. Although, most items have a score 

closer to 3 than to 5 (see figure 8), which suggests that consumers are not that confident in their 

perception of Fjällräven as a score lower than 3 would mean that they are closer to the exact 

opposite of what Fjällräven wants to be perceived as. For example, ‘A know-it-all - Humble’ has a 

mean of 3,43, which is relatively close to the middle point (3) and it suggests that consumers do 

not perceive Fjällräven as particularly humble. However, it could be that they do not think that ‘A 

know-it-all’ is the opposite to ‘Humble’ and therefore gave it a lower score.  

Since the lowest mean concept (3.43) is above 3, the researchers find coherency to be present 

between customer perception (brand image) and what the company wants to address (brand 

identity), to a medium/high level. The reasons for the coherency to be explained as medium to 

high is due to the explained mean values in figure 8.  

This result follows the line of the coherency explained and analysed in section 5.3.1, where the 

researchers found that coherency occurs even though brand identity is set to be medium-strong 

and the combined concepts were set to be a weaker Jackpot.  
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Nonetheless, since respondents had the opportunity two choose between two items, one may 

assume that the choice of the respondent was due to relative comparison, meaning that their initial 

thought could have been altered. Therefore, the estimated result for this specific section could be 

bias in the sense of the respondents’ actual perception about the brand. Although, that was not the 

intention, as it was used to determine to what extent consumers agree or disagree with specific 

items. It was also why it was the last thing in the questionnaire.  

 

  

1        1,5        2        2,5        3        3,5        4        4,5        5

Inclusive

Humble

Competence

Uncomplicated

Sustainable

Leading

Conquer nature

Extreme sports

Fast moving trends Timeless and Durable

Experience at our own pace

Walk with nature

Following

Greenwash

Complicated

All talk

A know-it-all

Excluding

Figure 8: Brand book coherency 
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6 Conclusion 

This section provides a summary of the results that were discovered within the empirical data and analysis section. It 

also provides answers to the research questions. Additionally, the implications, limitations, and suggestions for future 

research are addressed. 

The purpose of this thesis was to investigate to what extent the brand image of Fjällräven among 

Swedish consumers is coherent with its brand identity. The coherency between the brand identity 

and brand image of Fjällräven among Swedish consumers are primarily the features which can be 

found in the Physique of the brand identity prism. This includes the logotype, Kånken and Swedish 

Quality. These three are the most distinguishable features of the brand whereas Sustainability, 

which Fjällräven emphasize a lot in their brand book, but is almost non-existing for Swedish 

consumers. It seems that Swedish consumers are not that involved in Fjällräven beyond the 

products as it was those features which consumers thought of.  

RQ1: What is the brand identity of Fjällräven? 

By observing the brand identity prism, the researchers can conclude that Fjällräven has a 

medium/strong brand identity. This means that Fjällräven has a unique set of indicators which is 

consistent across time and generates a correct portrait of the company. Apart from the strength of 

identity, Fjällräven wants to be a sustainable brand that is bought on a long-run perspective with a 

high degree of quality. The researchers can also see in the qualitative material that Fjällräven 

supports the concept “Quality before Quantity” meaning that consumers should by less products 

but with a higher degree of quality. Other than that, consistent keywords that fits to the Fjällräven 

context are down to earth, a contributor, inclusive and timeless.  

RQ2: What is the brand image of Fjällräven among Swedish owners and non-owners? 

The results of the empirical study show that Fjällräven has a strong brand image. The results also 

show that brand image in general is stronger for owners than non-owners of Fjällräven. As can be 

seen in the brand derby matrix, both owners and non-owners prove to have excellent brand image, 

meaning that both have a total brand image that is above 3 on the horizontal x-axis. An excellent 

brand image indicates that owners and non-owners feel that the Fjällräven has a consistent message 

to deliver toward its customer group.  

RQ3: How strong is the coherency between brand identity and brand image? 

By combining the results from brand identity along with brand image, the researchers have found 

that the two concepts are coherent to a medium-strong level. The motives behind the degree of 

coherency is the weaker Jackpot concept in the brand derby matrix as well as the medium-strong 
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values in the brand book coherency table. The sum of these figures has enabled the researchers to 

conclude that Fjällräven’s brand identity and brand image is coherent to a medium/strong degree.  

6.1 Implications  

6.1.1 Managerial Implications 

The managerial implications of this research are specifically aimed towards Fjällräven. As it has 

been found that there is a coherency between the brand identity and the brand image among 

Swedish consumer on a medium-strong level. This means that Fjällräven have done a good job in 

terms of branding. However, there are room for improvement as both the identity and the image 

could be stronger and additionally figure 8 shows that consumer does fully understand the ideas 

which Fjällräven tries to communicate. This mean that Fjällräven must communicate their values 

which are important to them, and it is most likely the channels which they do not own that fails as 

the brand book are quite clear on their standpoints.  

6.1.2 Theoretical Implications 

The theoretical implications of this thesis are aimed towards the usage of brand identity prism 

(Kapferer, 2012), Brand image (Keller, 2013) and Brand Derby Matrix (Roy & Banerjee, 2007) to 

identify coherency or lack of it between brand identity and brand image. In previous research, 

theories are either used separately or determined with the help of external sources. Due to this 

reason, the researchers believe that the research fulfil an academic gap, combining the relevant 

theories with each other. Apart from the dimension, this thesis also proves valuable information 

towards brand image and the difference between owners and non-owners of a specific industry. 

The findings show that owners in general has a higher brand image to the specific brand compared 

to non-owners, these results follow the line on previous studies within different fields. Lastly, the 

researchers have with the help of this research contributed to already established findings within 

topic of “Coherency between brand identity and brand image”, increasing the degree of 

differentiation among industries and fields.  

6.2 Limitations  

As with most studies there are limitations and this study is no different. The first limitation is 

combined of both time and financial constraint. Both of these constraints have affected the 

researchers to make decisions which have limited the scope of the research, such as the limitation 

to only one interview. Although, it was with someone with a large influence on the brand 

management, it could have been further strengthened to conduct more interviews with people that 
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works with the brand. Furthermore, the questionnaire did not offer any incentive for the 

respondents which might have affected the number of responses and that people that did not 

answer might have a different view of Fjällräven.  

6.3 Future Research 

This research has shown that there is a difference within brand image among Swedish owners and 

non-owners of Fjällräven. Other than that, the research provides valuable information regarding 

the coherency between brand identity and brand image. In order to increase the differentiation in 

empirical findings, the researchers suggest that applying different nationalities to the study is a 

reasonable future research. Apart from that, the researchers believe that increasing the sample size 

and increasing the differentiation in the age groups may generate a more complete result. This 

would have made it possible to compare the results of different age groups with each other, thereby 

making it more accurate. Furthermore, expanding the range of companies within the study, could 

generate a comparison in the outdoor segment. This would then generate an increased 

understanding of the outdoor industry.  

Another possibility for future research is to divide the mixed methodology to separate research. 

This would then imply that future research is conducted in depth with a qualitative method, or a 

quantitative method.   

Lastly, the researchers believe that applying a more into depth analysis of a specific segment could 

generate interesting results. This would mean that researcher investigate within Fjällräven’s 

different segments, outdoor, hunting and casual to see if there occurs a united picture within the 

company.  
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Appendix 

Appendix A: Search terms used for searching using Primo and Google 

Scholar 

Branding 

Brand  

Brand image 

Brand identity 

Brand association 

Brand derby matrix 

Brand identity prism 

Brand management 
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Appendix B: Frequency tables – Demographics 

   

  

  

Frequency Percent Valid Percent Sum. Group

1963 2 1 1

1964 1 0,5 0,5

1966 5 2,5 2,5

1968 2 1 1 5

1970 1 0,5 0,5

1973 2 1 1

1978 2 1 1 2,5

1980 2 1 1

1985 2 1 1

1987 2 1 1

1989 3 1,5 1,5 4,5

1990 1 0,5 0,5

1991 2 1 1

1992 8 4 4

1993 10 5 5

1994 28 13,9 13,9

1995 31 15,4 15,4

1996 57 28,4 28,4

1997 27 13,4 13,4

1998 9 4,5 4,5

1999 4 2 2 88,1

Total 201 100 100

What year are you born?

Frequency Percent Valid Percent

Man 164 81,6 81,6

Woman 36 17,9 17,9

Prefer not 

to answer
1 0,5 0,5

Total 201 100 100

What is you gender?

Frequency Percent Valid Percent

Working 108 53,7 53,7

Unemployed 2 1 1

Studying 89 44,3 44,3

Other 2 1 1

Total 201 100 100

What is you occupation?
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Frequency Percent Valid Percent

No 116 57,7 57,7

Yes 85 42,3 42,3

Total 201 100 100

Do you own a Fjällräven produkt?
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Appendix C: Percentage of answers of the brand image 

FAV1 

  Frequency Percent 
Valid 
Percent 

Cumulative 
Percent 

I totally disagree 1 0,5 0,5 0,5 
I partially 
disagree 10 5 5 5,5 

Neutral 73 36,3 36,3 41,8 

I partially agree 38 18,9 18,9 60,7 

I totally agree 79 39,3 39,3 100 

Total 201 100 100 100 

FAV2 

  Frequency Percent 
Valid 
Percent Cumulative Percent 

I totally disagree 30 14,9 14,9 14,9 
I partially 
disagree 23 11,4 11,4 26,4 

Neutral 67 33,3 33,3 59,7 

I partially agree 56 27,9 27,9 87,6 

I totally agree 25 12,4 12,4 100 

Total 201 100 100 100 

FAV3 

  Frequency Percent 
Valid 
Percent Cumulative Percent 

I totally disagree 4 2 2 2 
I partially 
disagree 18 9 9 10,9 

Neutral 78 38,8 38,8 49,8 

I partially agree 54 26,9 26,9 76,6 

I totally agree 47 23,4 23,4 100 

Total 201 100 100 100 

FAV4 

  Frequency Percent 
Valid 
Percent Cumulative Percent 

I totally disagree 1 0,5 0,5 0,5 
I partially 
disagree 5 2,5 2,5 3 

Neutral 26 12,9 12,9 15,9 

I partially agree 40 19,9 19,9 35,8 

I totally agree 129 64,2 64,2 100 

Total 201 100 100 100 
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STR1 

  Frequency Percent 
Valid 
Percent Cumulative Percent 

I partially 
disagree 10 5 5 5 

Neutral 75 37,3 37,3 42,3 

I partially agree 62 30,8 30,8 73,1 

I totally agree 54 26,9 26,9 100 

Total 201 100 100 100 

STR2 

  Frequency Percent 
Valid 
Percent Cumulative Percent 

I totally disagree 1 0,5 0,5 0,5 
I partially 
disagree 4 2 2 2,5 

Neutral 126 62,7 62,7 65,2 

I partially agree 32 15,9 15,9 81,1 

I totally agree 38 18,9 18,9 100 

Total 201 100 100 100 

STR3 

  Frequency Percent 
Valid 
Percent Cumulative Percent 

I partially 
disagree 5 2,5 2,5 2,5 

Neutral 59 29,4 29,4 31,8 

I partially agree 69 34,3 34,3 66,2 

I totally agree 68 33,8 33,8 100 

Total 201 100 100 100 

STR4 

  Frequency Percent 
Valid 
Percent Cumulative Percent 

I partially 
disagree 3 1,5 1,5 1,5 

Neutral 38 18,9 18,9 20,4 

I partially agree 48 23,9 23,9 44,3 

I totally agree 112 55,7 55,7 100 

Total 201 100 100 100 
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UNI1 

  Frequency Percent 
Valid 
Percent Cumulative Percent 

I totally disagree 8 4 4 4 
I partially 
disagree 30 14,9 14,9 18,9 

Neutral 68 33,8 33,8 52,7 

I partially agree 68 33,8 33,8 86,6 

I totally agree 27 13,4 13,4 100 

Total 201 100 100 100 

UNI2         

  Frequency Percent 
Valid 
Percent Cumulative Percent 

I totally disagree 13 6,5 6,5 6,5 
I partially 
disagree 38 18,9 18,9 25,4 

Neutral 68 33,8 33,8 59,2 

I partially agree 69 34,3 34,3 93,5 

I totally agree 13 6,5 6,5 100 

Total 201 100 100 100 

UNI3         

  Frequency Percent 
Valid 
Percent Cumulative Percent 

I totally disagree 3 1,5 1,5 1,5 
I partially 
disagree 17 8,5 8,5 10 

Neutral 126 62,7 62,7 72,6 

I partially agree 39 19,4 19,4 92 

I totally agree 16 8 8 100 

Total 201 100 100 100 

UNI4         

  Frequency Percent 
Valid 
Percent Cumulative Percent 

I totally disagree 5 2,5 2,5 2,5 
I partially 
disagree 27 13,4 13,4 15,9 

Neutral 124 61,7 61,7 77,6 

I partially agree 29 14,4 14,4 92 

I totally agree 16 8 8 100 

Total 201 100 100 100 

 

 

a  
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Appendix D: Questionnaire in Swedish and English 

Swedish 

Fjällräven 

 

Q1 Var snäll och läs igenom frågorna innan du besvarar dem. 

 

 

Hejsan, vi är två studenter från Jönköping International Business School, som för tillfället 

skriver våran Masteruppsats om märket Fjällräven.  

 

 

Denna enkät kommer ta max 2 minuter. Ditt svar kommer enbart att användas i denna 

studien och är helt anonymt. Om du har några frågor så är det bara att kontakta oss på 

följande email adresser: 

 

 

Pontus Möller - mopo1596@student.ju.se 

Henrik Svensson - svhe18vx@student.ju.se 

 

 

Tack på  förhand, ditt deltagande är högst uppskattat! 

 

 

 

Q2 Känner du till märket Fjällräven? 

o Ja  

o Nej  

 

 

 

Q3 Äger du någon typ av Fjällräven produkt? 

o Ja  

o Nej  
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Q4 Om Ja på Q3, hur har du införskaffat den/dem? 

▢ Köpt  

▢ Fått i present  

▢ Ärvt  

▢ Annat  

 

 

 

Q5 Om Ja på Q3, i vilken/vilka situationer använder du Fjällräven? 

▢ Arbete/skola  

▢ Friluftsliv  

▢ Jakt  

▢ Kortare promenader  

▢ Annat  

 

 

 



   
 

XV 
 

Q6 Välj alternativet som du tycker passar in 

 
Jag håller 
inte alls 

med 

Jag håller 
delvis inte 

med 
Neutral 

Jag håller 
delvis 
med 

Jag håller 
fullständigt 

med 
 

Jag gillar 
Fjällrävens 
produkter  

o  o  o  o  o   

Jag vänder mig 
till Fjällräven 
när jag ska 

köpa 
friluftsprodukter  

o  o  o  o  o   

Fjällrävens 
produkter 

erbjuder bra 
värde för 
pengarna  

o  o  o  o  o   

Jag litar på att 
produkter från 

Fjällräven är av 
god kvalité  

o  o  o  o  o   

 

 

 

 

Q7 Välj alternativet som du tycker passar in 

 
Jag håller 
inte alls 

med 

Jag håller 
delvis 

inte med 
Neutral 

Jag håller 
delvis 
med 

Jag håller 
fullständigt 

med 
 

Fjällräven har ett 
brett 

produktsortiment  

o  o  o  o  o   

Fjällräven är 
konsekventa i 

sina 
meddelanden  

o  o  o  o  o   

Fjällräven har ett 
genomgående 
tema i deras 

produktsortiment   

o  o  o  o  o   

Fjällräven har 
stor erfarenhet 
inom friluftslivs 

segmentet  

o  o  o  o  o   

 

 



   
 

XVI 
 

 

 

Q8 Välj alternativet som du tycker passar in 

 
Jag håller 
inte alls 

med 

Jag håller 
delvis inte 

med 
Neutral 

Jag håller 
delvis 
med 

Jag håller 
fullständigt 

med 

Fjällräven är 
överlag unika i 

jämförelse 
med sin 

konkurrenter   

o  o  o  o  o  

Fjällrävens 
produkter är 

unika i 
friluftslivs 

segmentet   

o  o  o  o  o  

Fjällrävens 
värderingar är 

unika i 
friluftslivs 

segmentet  

o  o  o  o  o  

Fjällrävens 
kommunikation 

är unik i 
friluftslivs 

segmentet  

o  o  o  o  o  

 



   
 

XVII 
 

Q10 I denna frågan vill vi att du sätter ut var du tycker att Fjällräven är 

 1 2 3 4 5  

Snabba 

trender 
o  o  o  o  o  

Tidlös och 

hållbar/slitst

ark 

(durable) 

Extrem 

sporter 
o  o  o  o  o  

Utforska i 

egen takt 

Erövra 

naturen 
o  o  o  o  o  

Tillsammans 

med naturen 

Uteslutan

de 
o  o  o  o  o  

Inkluderand

e 

En som 

vet allt 
o  o  o  o  o  Ödmjuk 

Mycket 

snack 
o  o  o  o  o  Kompetens 

Komplicer

ad 
o  o  o  o  o  

Okomplicera

d 

Greenwas

h 
o  o  o  o  o  Hållbar 

Följande o  o  o  o  o  Ledande 

 

 

End of Block: Default Question Block 
 

Start of Block: Block 1 

 



   
 

XVIII 
 

Q13 Vilket kön tillhör du? 

o Man  

o Kvinna  

o Annat  

o Vill inte svara  

 

 

 

Q14 Vilket år är du född? 

________________________________________________________________ 
 

 

 

Q15 Vad har du för huvudsysselsättning?  

o Arbetar  

o Arbetslös  

o Studerar  

o Annat  

 

  



   
 

XIX 
 

English: 

Q1 Please read the questions before answering them.  
 
 
 Hello, we are two students from Jönköping International Business School, who are currently 
writing our Master's thesis on the Fjällräven brand.  
 
 
 This questionnaire will take a maximum of 2 minutes. Your answer will only be used in this 
study and is completely anonymous. If you have any questions, just contact us at the 
following email addresses:  
 
 
 Pontus Möller - mopo1596@student.ju.se  
 Henrik Svensson - svhe18vx@student.ju.se  
 
 
 Thanks in advance, your participation is highly appreciated!  

 

 

 

Q2 Do you know the Fjällräven brand? 

o Yes  

o No  

 

 

 

Q3 Do you own any type of Fjällräven product? 

o Yes  

o No  

 

 

 



   
 

XX 
 

Q4 If yes on Q3, how did you get it / them? 

▢ Purchased  

▢ Received as a gift  

▢ Inherited  

▢ Other  

 

 

 

Q5 If yes on Q3, in what situations do you use Fjällräven? 

▢ Work / school  

▢ Outdoor life  

▢ Hunting  

▢ Shorter walks  

▢ Other  

 

 

 



   
 

XXI 
 

Q6 Select the option that you think fits in 

 
I do not 
agree at 
all 

I partially 
disagree 

Neutral 
I partially 
agree 

I 
completely 
agree 

 

I like 
Fjällräven's 
products  

o  o  o  o  o   

I select 
Fjällräven 
when Im 
buying 
outdoor 
products 
 
 
 
   

o  o  o  o  o   

Fjällrävens 
products 
offers good 
value for the 
price 
 
 
 
   

o  o  o  o  o   

I trust that 
products 
from 
Fjällräven 
are of good 
quality  

o  o  o  o  o   

 

 

 

 



   
 

XXII 
 

Q7 Select the option that you think fits in 

 
I do not 
agree at 
all 

I partially 
disagree 

Neutral 
I partially 
agree 

I 
completely 
agree 

 

Fjällräven 
has a broad 
product 
range 
 
 
 
   

o  o  o  o  o   

Fjällräven is 
consistent in 
their 
messages 
 
 
 
   

o  o  o  o  o   

Fjällräven 
has a 
consistent 
theme in their 
product 
range  
 
 
 
   

o  o  o  o  o   

Fjällräven 
has good 
knowledge 
within the 
outdoor 
segment  
 
 
 
   

o  o  o  o  o   

 

 

 

 



   
 

XXIII 
 

Q8 Select the option that you think fits in 

 
I do not 
agree at 
all 

I partially 
disagree 

Neutral 
I partially 
agree 

I 
completely 
agree 

 

Fjällräven is 
overall unique 
in compared 
with their 
competitors  

o  o  o  o  o   

Fjällräven has 
unique 
products in the 
outdoor 
segment  

o  o  o  o  o   

Fjällräven has 
unique values 
in the outdoor 
segment  

o  o  o  o  o   

Fjällräven's 
communication 
is unique in the 
outdoor 
segment  

o  o  o  o  o   
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Q10 In this question we want you to place where you think Fjällräven is 

 1 2 3 4 5  

Fast moving 
trends 

o  o  o  o  o  
Timeless and 
durable 

Extreme 
sports 

o  o  o  o  o  
Experience at 
our own pace 

Conquer 
nature 

o  o  o  o  o  
Walk with 
nature 

Excluding o  o  o  o  o  Inclusive 

A know-it-all o  o  o  o  o  Humble 

All talk o  o  o  o  o  Competence 

Complicated o  o  o  o  o  Uncomplicated 

Green Wash o  o  o  o  o  Sustainable 

Following o  o  o  o  o  Leading 

 

 

End of Block: Default Question Block 
 

Start of Block: Block 1 

 



   
 

XXV 
 

Q13 Which sex do you belong to? 

o Man  

o Woman  

o Other  

o Do not want to answer  

 

 

 

Q14 What year were you born? 

________________________________________________________________ 

 

 

 

Q15 What is your main occupation? 

o Working  

o Unemployed  

o Studying  

o Other  

 


