
 

 

J Ö N K Ö P I N G  I N T E R N A T I O N A L  B U S I N E S S  S C H O O L  
JÖNKÖPING UNIVERSITY 

 

Frank, Robert & Stig  

- A Study About Organizational Core Value Branding through Notional Employees 

Master’s Thesis in Business Administration and Methodology  

Authors: Andersson, Angelica 

 Iskander Yavuz, Madelene 

Tutor: Erik Hunter  

 Benjamin Hartmann 

Jönköping  May 2010 



 

 
i 

Acknowledgements 

We, as authors would like to thank all people who participated, helped and believed in us through the 
process of writing this thesis.  

First of all, we would like to thank our tutors, Benjamin Hartmann and Erik Hunter. We thank them 
for their contributions, guidance and support during the process. 

We would also like to thank our seminar group for all the valuable feedback.  

Finally, we would like to thank the people who participated in this thesis. 

We would like to thank Anders Knutsson at Abby Norm, Magnus Wikner at ICA & Jerk Zander at 
Forsman & Bodenfors. This thesis would not have been possible to accomplish without the valuable infor-
mation and insights these persons gave us into the three different cases. 

Further, we would also like to thank the people who participated in our focus groups and gave us external 
insights into the cases.  

A special thank is dedicated to our family and friends who supported and believed in us.  

     

 

 

 

 

_______________________     _______________________ 

Angelica Andersson      Iskander Yavuz Madelene 

 

Jönköping International Business School 2010 



 

 
ii 

Master’s Thesis in Business Administration and Methodology  

Title:  Frank, Robert & Stig: A Study About Organizational Core Value 
Branding through Notional Employees 

Authors:   Angelica Andersson 

Madelene Yavuz Iskander 

Tutor:   Erik Hunter  

Benjamin Hartmann 

Date:   May, 2010 

Subject Terms:  Notional Employees, Core Values, Spokesperson, Spokes character, 
Advertising Communication, Organizational Core Value Communi-
cation.   

 

Abstract 

Background:  The phenomenon of notional employees has started to occur, since 
companies are facing an increased challenge to break through the 
marketing clutter. The phenomenon makes it possible for compa-
nies to communicate the increasingly important intangible values of 
a brand. 

Purpose:  The purpose with this thesis is to explore and illustrate how organi-
zational core values are communicated through notional employees.  

Method:  The phenomenon of notional employees was researched from both 
a company and customer perspective, where a multiple case study 
research was made. Interviews were held with the authors of the no-
tional employees and focus groups were held among consumers.   

Conclusions:  Communication of core values via notional employees follows four 
steps. 

 First the notional employee and its character is created. This step is 
followed by communication of core values through the notional 
employee. Thirdly, the type of values which has been communicated 
needs to be analyzed. Finally, if true core values are not communi-
cated, communicative adjustments are required.  

 These steps are presented in “The Core Value Communication 
Wheel”.    
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Sammanfattning 

Bakgrund:  Fenomenet med fiktiva anställda har börjat öka då företagen står in-
för en ökad utmaning att bryta genom marknadsförings röran. Fe-
nomenet gör det möjligt för bolag att kommunicera allt viktigare 
immateriella värden på ett varumärke. 

Syfte:   Syftet med denna uppsats är att undersöka och belysa hur en organi-
sations kärnvärden förmedlas genom fiktiva anställda. 

Metod:   Fenomenet med fiktiva anställda undersöktes både från ett företags 
och kundperspektiv, där en mångfaldig fallstudie forskning gjordes. 
Intervjuer hölls med skaparna till de fiktiva anställda och fokusgrup-
per hölls bland konsumenterna. 

Resultat/slutsats:  Kommunikationen om grundläggande värderingar via fiktiva an-
ställda följer fyra steg. Först skapas den fiktiva anställde och dess ka-
raktär.  

Detta steg följs av kommunikation av grundläggande värderingar 
genom den fiktiva anställde.  

För det tredje måste man analysera den typ av värderingar som har 
kommunicerat. Slutligen, om kärnvärdena inte är kommunicerade så 
krävs det kommunikativa justeringar. 

 
Dessa steg presenteras i "The Core Value Grid". Kärnvärdenas hjul.  
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1 Introduction 

In this chapter the background of this thesis is presented. The phenomenon of notional employees is pre-
sented and narrowed down into an interest in communication of organizational core values, through a no-
tional employee. The background is followed by a problem discussion, which leads down to the purpose of 
this thesis. After the purpose perspectives, delimitations, research questions and clarification of terms used 
will be introduced. Finally, the structure of the thesis will be presented.     

1.1 Background 

It is “a good marketing strategy, since they manages to reach out to its consumers” and since “everyone 
know what company the person represents”. The commercial becomes “more fun through the use of 
this person” and “it is such a good and fun commercial”. “The commercial is almost like Grey’s Anatomy, 
you cannot wait for the next episode” and thus the commercial “becomes almost like a movie, some-
thing that you want to see”.  

The person in the commercial “has become a commercial icon” who is used as “a metaphor for 
what the company actually stands for”. “He has almost become the company, where the brand tells a story 
about the company”.  

A type of marketing has been described, which seems to be brilliant. This specific market-
ing manages, through the use of a person to capture consumer attention. The person 
makes the advertising more fun and creates an interest among the consumers to watch the 
company’s next commercial. Further, through the use of a person, a commercial icon has 
also been created, which is used as a metaphor for what the company actually stands for.  

The above description is about a marketing phenomenon, which consumers are exposed to 
on a daily basis. A phenomenon which has occurred since companies has started to use 
spokespersons and spokes characters that play an advertising role as the company’s em-
ployee. This marketing phenomenon is thought this thesis going to be named notional em-
ployees and is explained as a person or character, which in an advertising role represents a 
company. Boxer, Lidl, ICA, Tele2 and Tre are some of the bigger companies who currently 
are using a notional employee as an advertising communication tool.  

The phenomenon’s importance is distinct, since companies are facing an increased chal-
lenge to break through the marketing clutter (Giltin, 2002). Further, the phenomenon of 
notional employees also makes it possible for companies to communicate the increasingly 
important intangible values of their brand (Lane & Russel, 2000; Højberg-Christensen, 
2002; Garretson & Burton, 2005). Due to this a notional employee is used, throughout this 
thesis as a mean to communicate the core meanings and values of the organization and its 
products (Salzer-Mörling & Strannegård, 2004).  

1.1.1 Frank, Robert & Stig 

Among all existing notional employees the authors have selected three cases, which are 
going to be followed throughout this thesis. 

The authors wanted to get a general impression of notional employees and place this phe-
nomenon into a new light. In order to do this a spokesperson, a spokes character and a 
combination between the two were selected, who all are well-known characters within ad-
vertising. The notional employees whom are going to be followed throughout this thesis 
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are: Tele2 Frank, Boxer Robert and ICA Stig. A short presentation of each notional em-
ployee will be made.   

Frank is an animated black sheep, who works as some higher executive at Tele2 (J. Zander, 
Personal Communication). Frank is throughout this thesis representing an illustrated no-
tional employee. 

Robert is a created character, who is perceived as a salesman and started as a TV-
correspondent representing Boxer (A. Knutsson, Personal communication). Robert has a 
role in this thesis as a total personification of an illustrated notional employee.  

Stig is a human actor, who has a role as an employee in a local ICA store (M. Wikner, Per-
sonal communication). Stig is throughout this thesis representing a real human in the role 
of a notional employee.  

1.2 Problem discussion 

Notional employees have started to occur as a marketing tool, used to communicate the 
core meanings and values of the organization and its products (Salzer-Mörling & Stran-
negård, 2004). This seems to be a result from an increased amount of marketing clutter, 
where the brand and its core values has become the key concept for marketing communi-
cation (Højberg-Christensen, 2002). At the same time Urde (2003) states that the focus on 
the central part of the brand has become a popular topic for a lot of researchers and ex-
perts, since this stage in the brand building process is perceived as a challenge among many 
companies.  
 
According to this there is a need and a challenge on the market for sharing the core values 
of a company with its consumers, through the use of notional employees (Fog, Budtz & 
Yakabodylu, 2005). The phenomenon of notional employees is currently used within adver-
tising and appreciated among consumers. However, due to a limited amount of research 
within the field, it is still unfamiliar how messages actually are conveyed and communicated 
through a notional employee.    
 
Within communication the recipients are commonly perceived as passive objects and pre-
sumptions are made that the message is communicated and perceived in the correct man-
ner (Stern, 1994). This is not only the case and due to this Urde (2009) points out the im-
portance, within the brand building process to know which core values the organization 
stand for and how these values are communicated and perceived among consumers. 
 
This indicates that a problem exists concerning how a notional employee manages to tie 
back to the heart and soul of a company in order to communicate the company’s core val-
ues and if these values are perceived among consumers (Fog, Budtz & Yakabodylu, 2005; 
Papadatos, 2006: Urde, 2009). Due to this the authors aims to explore and illustrate how 
this type of communication is performed.  

1.3 Purpose 
The purpose of this thesis is to explore and illustrate how organizational core values are 
communicated to consumers, through notional employees in advertising and how the or-
ganizational core values are perceived among consumers.  
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1.3.1 Perspective 

Communication involves according to Schiffman and Lazar Kanuk (2008) a sender and a 
receiver and in order to research communication both parts needs to be considered. Fur-
ther, core values within the field of branding are also important for this thesis, a research 
field with an existing need for research on a consumer and company perspective (Russel, 
2006). Finally, since the organizational core values are used in the brand building process it 
is also important to know which core values the organization stands for and if these values 
are perceived among consumers (Urde, 2009).  

In order to answer the purpose of this thesis the authors will consider both a consumer and 
company perspective.  

1.4 Delimitations 

The research took place in Sweden, where three Swedish cases were researched, used and 
applied. Further, the phenomenon of notional employees was researched and applied on 
television advertising.    

Finally, the performed focus groups were conducted in Jönköping, Sweden.  

1.5 Research Questions  

To answer the purpose, the following research questions where explored during the 
process of this thesis. 

RQ1: How is a notional employee’s character created?  

RQ2: How is a notional employee communicating organizational core values? 

RQ3: What types of organizational core values are communicated?  

1.6 Clarification of Terms Used 

Added Value: “The positive difference between a brand and a product” (Knox & Maklan, 1998).  

Aspirational Core Value: “An internally meaningful value, but not perceived by consumers” (Urde, 
2009).  

Brand: “Symbol of an organization’s efforts and ambitions” (Urde, 2001).  

Brand Identity: “The organizations own understanding and commitment to its brand” (Urde, 2001).   

Communication: “The transmission of a message from a sender to a receiver via a medium (or channel) 
of transmission” (Schiffman & Lazar Kanuk, 2008). 

Core Values: “A mindset that connects the organization with its brand and consumers” (Urde, 2009).    

Hollow Core Values: “Values which are neither perceived as credible or meaningful in the internal 
and external environment” (Urde, 2009).  

Notional Employee:  “A spokesperson, a spokes character or a combination of the two, who in an 
advertising role as an employee represents and promotes a company, its brand and products”.  

Potential Core Values: “Values which are perceived by the consumers but not internally meaningful” 
(Urde, 2009).  
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Spokes Character: “An imaginary character in the shape of animals, objects, mythological figures ra-
ther than a human being, created with a promotional purpose from a company’s point of view” (Garretson 
& Burton, 2005). 

Spokesperson: “An individual who promotes a certain product or service, whose name further on be-
comes associated the just that product or service” (Ohanian, 1991). 

True Core Value: “Core values are well established internally and over time appreciated externally” 
(Urde, 2009).  

1.7 Structure of the Thesis 

This thesis is divided into five different chapters, frame of reference, method, empirical 
findings, analyze and conclusion and reflections.  

First the current literature within relevant research fields for the purpose of this thesis will 
be presented in the chapter named frame of reference. After current research and theories 
has been presented the method for how the research was conducted for this thesis will be 
presented, followed by the chapter with the empirical findings. The following chapter will 
be the analyze, where the empirical findings will be analyzed against current theories. Final-
ly, the authors will present the conclusion and their reflections.    
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2 Frame of Reference 

In this part a literature review will be presented for relevant theories applied for this thesis. The theories will 
take both a company and a customer perspective.  

2.1 Choice of Theory 

The authors intend to explore and illustrate how organizational core values are communi-
cated through notional employees within advertising. In order to do this theories concern-
ing organizational core value branding, advertising communication, organizational core val-
ue communication, spokesperson and spokes characters were used. 

2.2 Organizational Core Value Branding 

Within this section the brand will be presented as a strategic resource, which through an in-
ternal and external brand building process can be used to create a competitive advantage. 
Further, the relationship between organizational values, core values and added consumer 
values will be presented as a base in order to point out the importance of organizational 
core values. Finally the four different types of core values will be presented. 

The theories concerning organizational core value branding will be used by the authors to 
generate an understanding of core values and how they are used in the brand building 
process.    

2.2.1 Brand as a Strategic Resource 

In contradiction to the traditional view on brands Levitt (1960) argue that branding has in-
creased in importance and is today the resource used by companies in order to compete 
and create a competitive advantage on the market. According to this the authors are going 
to follow the strategic resource view on brands throughout this thesis, since this approach 
focuses on the link between the resources and competences within the company and how 
these are used in order to develop a competitive advantage (Penrose, 1959; Dierickx and 
Cool 1989; Barney 1991; Hamel and Prahalad, 1994; Grant, 1995; Macrae, 1996).  

Following the strategic resource approach means that the brand, as a resource is placed in 
the centre of the strategic process and a focus is placed on creating, developing and pro-
tecting the brand as a strategic resource in order to create a competitive advantage (Macrae, 
1996; Urde, 1999). The centralized brand strategy will in turn affect the whole organization 
and due to this the brand will create an internal type of mindset, where everything evolves 
around the brand. This special type of mindset will internally generate an emotional and 
symbolic value for the organization and in certain cases, the organization starts to live its 
brand (Macrae, 1996). This implies that in order for the brand to create a competitive ad-
vantage it is important to consider the internal approach to that specific resource (Urde, 
1999). 

Ideally, a brand as a sustainable competitive advantage should be unique and difficult for 
competitors to imitate (Hall, 1992; Grant 1995; Barney, 1997). Within the strategic resource 
approach an ideal situation occurs, since it is hard for competitors to imitate the internal re-
sources and competences which have been used as a base in the creation of the brand 
(Grant, 1995).   

However, the development of a brand as a resource and a strategic instrument of competi-
tion require that it engages and represents a value for both the organization and the target 



 

 
6 

consumers (Melin, 1997; Urde, 1997). This means that within the strategic resource view 
the company consciously and actively strives to manage both internally and externally the 
processes that gives the brand value and meaning and thus the brand becomes a symbol in 
the continuous interaction between the company and its consumers (Urde, 1999). Due to 
this a brand will be defined as “a symbol of an organization’s efforts and ambitions” (Urde, 2001, 
p.1023). 

2.2.2 The Brand Building Process 

The brand building process is divided into two different processes: the internal brand 
building process and the external brand building process. 

The internal brand building process concerns the relationship between the organization 
and its brand, where the aim is to make the organization live its brand (Urde, 1999). Urde 
(2001) refer to this as the brand identity, since it explains the organizations own under-
standing of the brand and its commitment to it, something which in turn is determined by 
the value base. This means that the value base is crucial in the creation of a brand identity 
and includes: vision, organizational values and organizational core values (Urde, 2001).  

The external brand building process is instead concerned with the relationship between the 
brand and its consumers. This process is based on consumer identity and focuses on creat-
ing consumer value and relationship through the brand identity (Urde, 2001). In order to 
create consumer relationship brand sensitivity is required, since the brand needs to be re-
garded as important to create added consumer value, which can be functional, emotional, 
and/or symbolic (Kapferer, 1992; de Chematony & MacDonald, 1998).   

2.2.3 Brand Values 

Organizational brand values are according to McCracken (1993) determined by the organi-
zations ability to manage meanings and values in a cultural context. With different view-
points as a base Urde (2009) argues that organizational brand values can be divided into 
three different groups: values that summarizes the brand, values as they are perceived by 
the consumers and values related to the organization. Dividing the values into these three 
categories will according to Urde (2003) make it easier to find the organizational values, 
core values and consumer added values. 
 
Values, which according to Urde (2009) are named “values related to the organization” are 
according to the authors describing organizational values. Due to this organizational values 
would be a more suitable name for this group. Further, core values are described in a group 
which Urde (2009) calls “values that summarize the brand”, since this group is describing 
core values the authors argue that core values would be a more suitable name for this 
group of values. Finally, the group named “values as they are perceived by consumers” by 
Urde (2009) describes according to the authors added consumer values and due to this 
added consumer values would be a more suitable name for this group of values.        
 
In order to make a complex subject more feasible the authors has decided to rename the 
Urde’s (2009) groups of values after the type of values which they actually are describing. 
According to this the organizational brand values will be divided into three different groups 
named: organizational values, core values and consumer added values.  
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2.2.3.1 Organizational Values 

Organizational values will answer the questions of what the organization stands for and 
what it is that determine the character of the organization (Urde, 2001) and according to 
Gad (2001) these values will work as a guide for the “rules of life” within the organization. 
Organizational values are further explained by Urde (2001) as: internal values, basic traits of 
the organizational culture and guiding principles.  

Urde (2001) divides organizational values into three subgroups: product development, the 
way of doing business and the feel of the organization. 
The product development group consists of internal values that determine the qualifica-
tions that a product needs to fulfill in order for the company to be proud of it. Due to this 
the values within this group describes functional values of the products. Emotional values 
for the brand are describes in the second group, which is called: “the way of doing busi-
ness”. Within this group the organizational behavior is determined, something which re-
flects the organizational culture and thus also organizational relationship to external parts. 
Finally, the “feel of the organization” describes the purpose of what people want to achieve 
within the organization, values which normally are symbolic (Urde, 2001).    

Dividing the organizational values into these three subgroups makes it possible to identify 
three different types of core values: functional, emotional and symbolic. However, organi-
zational values are internally important for the organization, an importance which might 
not hold in the external environment (Knox, Maklan & Thompson, 2000).   

2.2.3.2 Core Values 

Organizational values are used as a base and platform for the organizational core values 
(Urde, 2009). The importance of the core values is pointed out since these values builds up 
the brand identity, which in section 2.3.1 was referred to as the organizations own under-
standing and commitment to its brand (Urde, 2001; Urde, 2003). In order for the core val-
ues to communicate the brand identity it is important that these values are built into the 
product, recognized in behavior and create a feeling within the communication (Urde, 
2003). According to this the core values will have an impact on both the internal and exter-
nal environment, since they internally create the brand identity which is communicated to 
the external environment to create consumer added values (Urde, 2001; Urde, 2003; Urde, 
2009). 

The core values are rooted in the organizational values and create consumer added values, 
something which according to Urde (2009) means that the core values are a mindset that 
connects the organization with its brand and consumers and will explain what the brand ac-
tually stands for. This means according to Melin (1997) the core values should be valuable 
and possible to communicate to the consumer and at the same time hard to imitate for 
competitors. Urde (2009) further states that a brand cannot be stronger externally than it is 
internally and Urde (2003) argues that the brand building process is affected by the organi-
zation, since the development of core values are equal to the development of the brand.  
  
From the core value discussion clear parallels can be drawn to the literature where a lot of 
different authors use the term brand-essence and due to the different authors there are also 
a lot of different explanations for the same concept (Urde, 2009). 
 
Brand essence is explained as the inner value of a brand, the values behind the brand values 
(Macrea, 1996; Aaker & Joachimstahler, 2000; Upshaw, 1995). Randazzo (1993) also ex-
plains brand essence as the inner values of a brand but uses instead the term core values, 



 

 
8 

which are going to speak the soul and spirit of the brand. Keller (2008) also mentions the 
spirit of the brand in the context of brand essence but he argues that the brand essence 
works like a mantra, which consists of three to five words that communicates the essence 
or spirit of the brand. Due to this clear parallels can be drawn to core values, which earlier 
have been referred to as a type of mindset and perception which makes up the brand iden-
tity (Urde, 2001; Urde 2009). Further core values have also been explained as a mindset 
which will explain what the brand actually stands for (Urde, 2009). 
 
According to this the authors argues that brand essence is another term for organizational 
core values, since clear parallels can be drawn and has been presented between the two 
concepts. Due to this the term brand essence will not be used for this thesis and instead the 
concept of core values will be applied and followed throughout this thesis. Core values will 
be explained as: a mindset that connects the organization with its brand and consumers 
(Urde, 2009).    

2.2.3.3 Added Consumer Values 

Brands have the ability to create consumer added value, something which implies that a 
brand actually has a value (McCracken, 1993). Knox and Maklan (1998) argue that con-
sumer added values indicate what the consumer is prepared to exchange for a brand and 
that added consumer values are perceived as the positive difference between a brand and a 
product.  
 
The aim with the core values and so also the brand identity is to create a transition into 
added consumer value. However, core values can be interpreted in different ways and due 
to this the translation into added consumer value are perceived as a challenge within the 
brand building process. In order to create added consumer value the core values are re-
quired to create functional, emotional and/or symbolic feelings (Urde, 2003). If the core 
values does not manage to create consumer feelings this might indicate that the core values 
lack meaning (Urde, 2009). 

The values perceived by the consumers are according to Kapferer (2008) normally clearer 
and more precise compared to organizational values and Itami and Roehl (1987) argues 
that consumer added values can be used by the company as a competitive advantage.   

2.2.3.4 Combining Organizational Values, Core Values and Added Consumer 
Values 

Clear parallels between organizational values, core values and added consumer values has 
been presented, where consumer added values represents the link between the internal and 
external communication process (Urde, 2003). To summarize, organizational values can be 
said to fulfill two functions. First, the organizational values are transformed into organiza-
tional core values, which are used to guide the organization’s efforts. Second, the core val-
ues are translated into added consumer value (Urde, 2001).   
 
Finally, core values can be described as a mindset that connects the organization with its 
brand and consumers (Urde, 2009).    

2.2.4 Different Types of Core Values  

The existence of core values and the importance that they play for brands are commonly 
shared among organizations. Clearly defined core values play an important role since they 
are used as a guide in the brand building process, where both internal and external values 
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must align with each other. Due to this it is important to know which core values the or-
ganization stands for and how these values are perceived by the consumers (Urde, 2009).  

The number of core values and how well they are defined internally and perceived external-
ly differs between brands. According to Urde (2009) there are four different types of core 
values: true core values, aspirational core values, potential core values and hollow core val-
ues. For a further understanding, each of these values are individually explained and visua-
lized in “The Core Value Grid” (Urde, 2009).    

 

Figure 1, The Core Value Grid (Urde, 2009) 

2.2.4.1 True Core Values 

When core values are well established internally and over time appreciated externally, they 
are referred to as true core values (Urde, 2009).  

Strong internal values are received as a result from an internal brand building process, 
which creates a close relationship between the brand and the organizational core values 
(Urde, 2001). As a result from this the core values have become part of the organizational 
culture and thus the core values are lived by the organization (Burmann & Zeplin, 2005). 
The core values can be lived by the organization since these values creates a type of mind-
set, something which creates internal meaning and thus are lived and followed by the or-
ganization (Mitchell, 2002).  

In order for the core values to be categorized as true core values they also needs to be ex-
ternally perceived as a credible representation of the organization and its brand (Urde, 
2009).  

2.2.4.2 Aspirational Core Values 

Aspirational core values are internally meaningful, but this type of values are not perceived 
by the consumers (Lencioni, 2002).  

Aspirational core  values reflect what the organization wants to achieve and stand for in the 
future, however these values has failed to be communicated to the external environment. 
In order for aspirational core values to become true core values, external communication 
needs to be based on product performance and consumer perception. The aim with the 
communication is to make the values credible and meaningful also in the external envi-
ronment (Urde, 2009).   
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The organization might also face a situation where the aspirational core values do not and 
will not resonate with consumers perceptions. In those cases the aspirational core values 
should remain in their current position as important internal values (Urde, 2009).   

2.2.4.3 Potential Core Values 

Potential core values are the opposite of aspirational core values, which means that they are 
perceived by the consumers but not internally meaningful. 

This type of values is consumer driven but the problem faced is that they are not defined 
and understood within the organization. This type of values resonates with the internal way 
of working and due to this there is a need for internal communication in order for the val-
ues to become internally meaningful (Urde, 2009).  

2.2.4.4 Hollow Core Values 

Hollow core values are neither perceived as credible in the internal or external environment 
(Urde, 2009).   

This group of values is not based on any real substance and is only words. Confusion be-
tween hollow core values and the behavioral standard within the organization might also 
exist (Lencioni, 2002). Due to this these values are normally disturbing the brand commu-
nication, destroying the organizational reputation or disillusioning the internal commitment 
(Urde, 2009).  

However, some values might be desirable to transform into true core values and in that 
case both internal and external communication is required (Urde, 2009).  

2.2.5 Summary Organizational Core Value Branding 

Within the strategic resource approach on brands an ideal situation occurs, since it is hard 
for competitors to imitate the internal resources and competences which have been used as 
base in the creation of the brand (Grant, 1995). However, the development of a brand as a 
resource and a strategic instrument of competition require that it engages and represents a 
value for both the organization and the target consumers (Melin, 1997; Urde, 1997). Due to 
this the brand building process is divided into two different processes: the internal brand 
building process and the external brand building process, where a brand will be defined as 
“a symbol an organization’s efforts and ambitions” (Urde, 2001, p.1023). 

Brand values are divided into organizational values, core values and added consumer values 
(Urde, 2001). Organizational values will answer the questions of what the organization 
stands for and what it is that determine the character of the organization and are used as a 
base and platform for the organizational core values (Urde, 2001; 2009). The importance of 
the core values is pointed out since these values builds up the brand identity (Urde, 2003). 
The aim with the core values and so also the brand identity is to create a transition into 
added consumer value. In order to create added consumer value the core values are re-
quired to create functional, emotional and/or symbolic feelings (Urde, 2003).  

Clearly defined core values play an important role since they are used as a guide in the 
brand building process, where both internal and external values must align with each other. 
Due to this it is important to know which core values the organization stands for and how 
these values are perceived by the consumers (Urde, 2009). According to Urde (2009) there 
are four different types of core values: true core values, aspirational core values, potential 
core values and hollow core values. 
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2.3 Communication 

Within this section “The Advertising Model” will be presented as a mean to understand 
communication within advertising and how this model can be used to affect actual custom-
er perception through both internal and external factors. To further understand how core 
values are communicated within the brand building process a section concerning core val-
ues as a communication strategy will be presented, followed by the most common commu-
nication mistakes within branding. Finally, message and source credibility will be presented.  

The theories concerning communication will be used by the authors to obtain an under-
standing for advertising communication and how organizational core values are communi-
cated.     

2.3.1 The Advertising Model 

In order to explain advertising communication the authors of this thesis will present “The 
Advertising Model” created by Stern (1994). This model will be applied throughout this 
thesis, since it explains the relationship between an ad agency and its clients, different ways 
for how a message can be communicated and the different recipients. This means that 
“The Advertising Model” will show the whole process from creating an advertising mes-
sage until the message reaches the actual consumer (Stern, 1994). 

“The Advertising Model” is built on the principle that advertising belongs to the category 
of text, since text is graphical marks in media art works. Stern (1994) argues that almost any 
cultural creation which is recorded and accessible to the public can be categorized within 
the text term and due to this advertising can be referred to as a type of text specific to the 
marketing context (Stern, 1994).     

As a result from the written communication the source and the recipient are separated 
within advertising. According to this Stern (1994) states that a virtual world has been 
created where the source does not physically deliver the message to the imagined recipient 
(Ong, 1987, cited in Stern, 1994). Due to this “The Advertising Model” makes a distinction 
between external reality and internal message reality. The external reality is within “The 
Advertising Model” referred to as without-text and explained as the real world outside the 
text. In the same way the internal message reality are termed within-text and consist of the 
fictionalized world inside the text (Stern, 1994). 

Figure 2, The Advertising Model (Stern, 1994) 
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Within advertising the source consists of a sponsor, an author and a persona. The sponsor 
is the company behind the advertisement, the one who aims at communicating a message 
through the advertisement (Stern, 1994). However, the sponsor does usually not bear the 
creative responsibility for the advertisement and the creative role in advertising is within 
the model referred to as the authorship for the advertisement (Stern, 1994). Both the spon-
sor and the author are without-text, which in the advertising model means that they are real 
life figures. The only part of the source which is within-text and so also a fictional figure is 
the persona, who is created to communicate the advertising message (Stern, 1992; 1993).  

The within-text in advertising consists of the persona and its message, a content which can 
be communicated in a variety of ways (Martin, 1986, cited in Stern, 1994). In the model the 
different ways of communication is referred to as: autobiography, narrative and drama. 
However, Stern (1994) states that the most important decision within the construction of 
the message is to consider what type of persona to use in order to communicate the adver-
tising message in the most efficient way.  

The implied consumer’s character is determined by the communicated message and the 
persona’s personality and is an imaginary, ideal consumer who is recognized by the persona 
within the advertisement (Stern, 1994). Outside the message, the first line of consumers’ 
without-text will be the sponsorial consumers, who are representatives from the sponsor. 
When the advertisement is approved it is launched to the public audience, which in the 
model is called actual consumer (Stern, 1994). 

2.3.2 Actual Customer Perception 

Perception is the basic level of consumer information processing and implies that consum-
ers have a tendency to see certain things that one sees but another does not. A consumer 
faces an average of 1500 advertisements per day but only what interests and concerns the 
viewer is remembered, the rest passes unnoticed (Kotler, 2000).  
 
What message the consumer come to terms with depends on both external and internal 
factors. The external factors are the methods of advertising procedures, which can be used 
by the companies to attract target audience's attention and interests. They do this by using 
celebrities, models but also experts such as dentists for toothpaste commercials or other 
charismatic persons. Further, the use of humor, sex and gender within advertising has also 
become more common (Bryntse, Stenros & Thott, 2003).   
 
Humor is today commonly used within marketing as a mean to increase the acceptance, the 
persuasiveness and the attention for the advertising (Madden & Weinberger, 1982; Shiff-
man & Lazar Kanuk, 2008). However, other elements within the advertisement must also 
contribute to the impact in order to maintain consumer attention (Weinberger & Gulas, 
1992). 

The internal factors will depend on how the consumers receive and perceive television ad-
vertising through their five senses. Sensory input could be enhanced through the use of 
color, form, music/sound and the flow of the advertising, something which will create ex-
pectations, needs and motivation for how the message is received by the actual consumer 
(Fill, 2005). Moreover, the internal factors gives the consumer an ability to weed out the re-
levant information in commercials and it is therefore important that the product and the 
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brand are in focus, so that consumers will remember the product and the brand better 
(Bryntse, Sternros & Thott, 2003). 

2.3.3 Core Values as a Communication Strategy 

When core value branding is in the centre of the business, the activities of marketing, ad-
vertising and branding are no longer categorized as supportive functions and instead the 
core values become the theme of communication (Stern, 1994; Salzer-Mörling & Stran-
negård, 2004). The core values are interpreted, coded and communicated by the source, 
which in turn are interpreted and decoded by the actual consumers (Stern, 1994).  

 A successful communication of core values results in a brand, which acquires meaning and 
content that correlates with the brand identity (Urde, 2001). In order to communicate the 
brand identity, core values are required to create a feeling within the communication (Urde, 
2003). As discussed in section 2.3.6 the brand identity should be translated into consumer 
added values and due to this the communication strategy needs to translate core values into 
messages that interest and appeal to consumers (Urde, 2001).    

However, direct communication of core values should be avoided, since a core value 
should not be seen as a slogan or a payoff. The core values should be interpreted so that 
the meaning of the core values instead can be communicated. The aim with this type of 
communication is that the core values will be experienced by consumers who understand 
the meaning behind the core values, something which is reached from prior consumer ex-
perience with the company’s products, behavior and communication (Urde, 2001).     

2.3.4 Communication Mistakes  

Branding has a lot to do with communication and there are several brand communication 
mistakes which are commonly made or reached (Sacett & Kefallonitis, 2003). 
 
When talking about branding, it is according to Sacett and Kefallonitis (2003) important to 
communicate a products’ uniqueness and even more so in a market with little or no prod-
uct differentiation. This uniqueness is easiest to reach for market leaders but they also face 
a challenge and risk of brand confusion, since competing brands will imitate the leaders’ 
brand messages. A lot of similar brand messages in the same market will cause a situation 
which is called brand confusion, which happens when a brand is mistaken for another and 
the leading company loses its edge. 
 
The communicated information also needs to be coordinated with the internal image of the 
brand, if not there is a lack of brand reality. The information communicated should be as 
close to the brand values as possible, since it is not possible for a brand to be everything to 
everyone, something that is called brand over-information (Sacett & Kefallonitis, 2003).  
 
Finally, when the communication creates negative feelings towards the brand or when the 
purchased product is a disappointment brand to- product dysfunction is reached (Sacett & 
Kefallonitis, 2003). 

2.3.5 Message and Source Credibility  

Source and message credibility are two characteristics that determine effective communica-
tion. Source credibility refers to the supposed trustworthiness and expertise of the commu-
nicator, whereas message credibility involves accepting the statements within the conveyed 
message (Applebaum & Anatal, 1973; Wilding and Bauer, 1968). 
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The assumption has been that the more credible the source and message content is, the 
higher is the possibility that the audience will accept the communication. However, this as-
sumption has not been examined in many researches in the context of advertising (Hov-
land, Janis & Kelley, 1952).  

Studies have found that for attractiveness related products such as cosmetics, a physically 
attractive spokesperson significantly enhances the message credibility, further on the stu-
dies also revealed that for products that are not looked upon as attractive, such as a camera, 
the spokespersons physician has little or no effect (Schiffman & Kanuk, 2004). 
 
The reputation of the retailer who sells the product has a large influence on the message 
credibility, if the retailer has a good reputation the product will be looked upon as a high 
quality product and therefore affect the message credibility (Schiffman & Kanuk, 2004). 
 
Previous experience that the consumer has had with the product or retailer has a high im-
pact on the message credibility. Fulfilled product expectations increase the credibility, whe-
reas unfulfilled product expectation or disappointing product experience reduces the credi-
bility of future messages. Therefore, the key for attaining message credibility is the capabili-
ty of the product, service or brand to bring consistent quality, value and satisfaction to the 
consumers (Schiffman & Kanuk, 2004).  

2.3.6 Summary Communication 

“The Advertising Model” has been presented, where the creation of an advertising message 
until the message reaches the actual customer is illustrated. “The Advertising Model” is 
built on the principle that advertising belongs to the category of text, where advertising can 
be referred to as a type of text specific to the marketing context. Further, the model takes 
into consideration the different sources, different ways to communicate the message and 
three different types of customers (Stern, 1994).  

What message the consumer come to terms with depends on both external and internal 
factors. The external factors are the methods of advertising procedures, which can be used 
by the companies to attract target audience's attention and interests. The internal factors 
will depend on how the consumers receive and perceive television advertising through their 
five senses (Bryntse, Sternros & Thott, 2003). 

When core value branding is in the centre of the business, the core values become the 
theme of communication (Salzer-Mörling & Strannegård, 2004). The core values are inter-
preted, coded and communicated by the source, which in turn are interpreted and decoded 
by the actual consumers (Stern, 1994). A successful communication of core values results 
in a brand, which acquires meaning and content that correlates with the brand identity. The 
brand identity is further used to create customer added values and due to this the commu-
nication strategy needs to translate core values into messages that interest and appeal to 
consumers (Urde, 2001). In order to maintain the meaning of the core values, direct com-
munication should be avoided (Urde, 2001). However, mistakes are made and brand confu-
sion, brand over information and brand to- product dysfunction are three common com-
munication mistakes within branding (Sacett & Kefallonitis, 2003). 

Source and message credibility are two characteristics that determine effective communica-
tion. Source credibility refers to the supposed trustworthiness and expertise of the commu-
nicator, whereas message credibility involves accepting the statements within the conveyed 
message (Applebaum & Anatal, 1973; Wilding and Bauer, 1968). 



 

 
15 

2.4 Spokesperson, Spokes Character & Notional Employee 

Within this section the concept of spokesperson and spokes character will be presented. 
Finally, the phenomenon of notional employees will be defined.  

There are no specific known theories concerning notional employees and according to the 
definition theories concerning spokesperson and spokes characters will be applied in order 
to understand the phenomenon of notional employees.  

2.4.1 Spokespersons 

According to Ohanian (1991), a spokesperson is an individual who promotes a certain 
product or service, whose name further on becomes associated to that specific product or 
service.  

When scrutinizing the market for finding a spokesperson that is suitable for the particular 
campaign, three aspects needs to be considered. First, the spokesperson needs to be ap-
pealing to the targeted audience. Secondly, the spokesperson ought to have some expe-
rience in the promoted product/service area, preferably being an expert. Thirdly and final, 
the spokesperson must have a media appeal such as good communications skills, an inter-
esting story to tell or just be famous (Ohanian, 1991).  

It has become a trend to use new faces in commercials and give them their own character, 
something which will make it easier for the audience to remember the company and the 
brand behind the commercial (Bryntse, Sternros & Thott, 2003). In positioning products, 
advertisers many times work to create an image for a brand by featuring the targeted per-
son in an advertisement as a typical user of the product. Research has shown that a product 
image is likely to be related to the person perceived to be the most likely user of the prod-
uct.  The goal for the advertisers is for the audience to recognize with that individual and to 
perceive the brand as suitable for themselves (Neil & Mullet, 1979). 

According to Lane and Russell (2000), one of the most important challenges for advertising 
is to present a tangible and differentiating element to the marketing. Using a spokesperson 
is one method to enhance tangibility and providing a point of differentiation (Stafford 
1996). An effective advertising requires the right spokesperson to carry out the message.  
To select the right spokesperson is often a complex decision to make since it has to take 
many factors into consideration such as being credible and attractive and it also has to 
match the brand’s image with the spokespersons character.  

Human spokespersons and celebrity endorsers are effective to use in commercials. A famil-
iar face acts as a great attention getter of the targeted audience, and make whatever they 
endorse more attractive. The celebrities tend to create a higher recollection and be more 
persuasive on the targeted audiences (Bonnett, 2002).  It has been argued that the positive 
feelings the target audience has for the celebrity can directly be transferred to endorse 
product.    

A without difficulty identifiable person will generate a higher attention span to a product 
compared to an unknown person (Miciak & Shanklin, 1994). Furthermore, the first step in 
the purchasing process is awareness, and without awareness the likelihood that the targeted 
audience will conduct a purchase is indefinite. The positive charisma and success associated 
with the celebrity endorser will increase the odds of a future purchase (Wilson, 1997). 

However spokespersons can also be risky to use (Tom, Clark, Elmer, Grech, Masetti, 
Sandhar, 1992). A good match between an endorser and the brand is critical if a company 



 

 
16 

wants a successful advertising (Bush, Moncrief, Zeithaml (1987).  Human endorsers must 
change their public persona whenever they get involved in different activities and that can 
results in them losing credibility (Tom et al. 1992). That is why animated characters are 
thought of as being a safer choice because they can be controlled and shaped in a way that 
one cannot do with a human endorser, (Callcott and Alvey 1991). 

2.4.2 Spokes Characters 

A spokes character is an imaginary character in the shape of animals, objects and mytholog-
ical figures rather than a human being, created with a promotional purpose from a compa-
ny’s point of view (Garretson and Burton, 2005). 

In previous studies, authors have referred to spokes characters with the terms “advertising 
character” and “trade character”. Studies have found that both definitions are very similar 
if not identical. Due to this, Callcott and Lee (1994) invented the expression “spokes cha-
racter” as an alternate for the expressions “advertising character” and “trade character”.  

The opinions about features included in spokes characters are many. Calcott and Lee 
(1994) argue that a spokes character features both the virtual role and the spokesperson.  
Another author who shares the similar opinion is Stout (1990), who argues that spokes 
character implies a combination between imaginary advertising product endorsers and 
spokes person, whose function is to speak for a product or provide some kind of visual 
demonstration.  

All humans possess a unique personality, so does a spokes character. Its personality is often 
an important feature from a consumer point of view, a phenomenon that connects con-
sumer perception with the brands features (Thompson, 2002). The spokes character is de-
signed in a way so that it easily can be remembered, as a mean to build up the credibility of 
the producer’s information and push consumers to shape a positive attitude towards the 
product (Mizerski, 1995). A common used feature is the humor technique referring to silly 
behaviors, unusual faces etc, enables a more in-depth and long lasting remembrance 
(Thompson, 2002). 

The appearance of the spokes character such as the body shape, the outfit and other props 
jointly helps to establish a unique symbol for the brand, which creates consumer identifica-
tion. Research has showed certain characteristic that affects consumers’ perception on 
spokes characters. Spokes characters facial appearances are of great importance for creating 
a high credibility and acceptance (Dowling, 2001). Masterton (1998) argued that consumers 
are more likely to accept advertisements with a degree of anthropomorphism than a full 
personification, since consumers most likely will lower their expectation for a cartoons 
communications skill due to technical implication. 

Spokes characters are a great tool available for marketers, which today are used by compa-
nies to differentiate themselves from competitors by creating a strong organizational image 
and brand (Garretson & Burton, 2005). Furthermore, in order to improve the brand, com-
panies create distinctive spokes characters representing their products and their brand Call-
cott & Lee, 1994; Garretson and Burton, 2005).   

Benefits connected to the use of spokes characters are: being in control all of the time, they 
do not grow old and are adjustable to changes on the market (Phillips, 1996b). Animals are 
the most used spokes character and have been so for years (Phillips, 1996a). Animals have 
several traits and characteristics associated with human beings and the consumers often 



 

 
17 

think of animated spokes characters as true people with souls (Stafford, Stafford & Day, 
2002). When using an animal as a spoke character it is necessary to investigate if there are a 
symbolic meaning between the endorsed product and the animal used. One way to make 
an animal relate to the product is to anthropomorphize it, meaning giving it human charac-
teristics such as clothing or speech (Spears, Mowen, & Chakraborty, 1996).     

Animated spokes-characters are born to promote products and brands and can be more ef-
fective for marketers than human beings (Dotz, Morton & Lund, 1996; Fournier, 1998; 
Thompson, 2002). The use of animated characters has increased and numerous modern 
advertisements use spokes characters as a charismatic alternative to celebrity endorsements 
(Till, 1998). According to Callcott and Lee (1994), using animated characters as endorsers 
can be very appealing to the audience. Therefore, more companies have developed their 
own spokes characters in recent years (Garretson and Niedrich, 2004). 

2.4.3 Notional employees 

Spokespeople and spokes characters are in the literature described as characters that visual-
ly represent a company and its brand. Based on the theories for spokespeople and spokes 
characters the authors have discovered a marketing phenomenon, where a spokesperson or 
spokes character represents a company in the role of a notional employee, within an adver-
tising context. The most crucial within the concept of notional employees is that the spo-
kesperson or spokes character has a role as an employee, if not the phenomenon is not ap-
plicable.    

A notional employee is according to the authors defined as a spokesperson, a spokes cha-
racter or a combination of the two, who in an advertising role as an employee represents 
and promotes a company, its brand and products.   

The definition explains that a notional employee needs to fulfill three requirements: 

1. The notional employee is represented by a spokesperson, a spokes character or a 

combination between the two, who has a role as an employee. This means that a 

notional employee can be anything from a real human to an animated fictional fig-

ure. 

2. Further, the spokesperson, the spokes character or the combination between the 

two needs to have an advertising role as a notional employee. This means that the 

definition of notional employees is applicable within the world of advertising, 

where communication is made through a notional employee.  

3. The final requirement is that the notional employee, within its advertising role 

needs to represent and promote the company, its brand and products.    

2.4.4 Summary Spokesperson, Spokes Character and Notional Em-
ployees 

According to Ohanian (1991), a spokesperson is an individual who promotes a certain 
product or service, whose name further on becomes associated to that specific product or 
service.  

When scrutinizing the market for finding a spokesperson that is suitable for the particular 
campaign, three aspects needs to be considered. First, the spokesperson needs to be ap-
pealing to the targeted audience. Secondly, the spokesperson ought to have some expe-
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rience in the promoted product/service area, preferably being an expert. Thirdly and final, 
the spokesperson must have a media appeal such as good communications skills, an inter-
esting story to tell or just be famous (Ohanian, 1991).  

According to Lane and Russell (2000), one of the most important challenges for advertising 
is to present a tangible and differentiating element to the marketing. Using a spokesperson 
is one method to enhance tangibility and providing a point of differentiation, another one 
is the use of spokes character (Stafford 1996). 

A spokes character is an imaginary character in the shape of animals, objects and mytholog-
ical figures rather than a human being, created with a promotional purpose from a compa-
ny’s point of view (Garretson and Burton, 2005). 

Benefits connected to the use of spokes characters are: being in control all of the time, they 
do not grow old and are adjustable to changes on the market (Phillips, 1996b). Animals are 
the most used spokes character and have been so for years (Phillips, 1996a). Animals have 
several traits and characteristics associated with human beings and the consumers often 
think of animated spokes characters as true people with souls (Stafford, Stafford & Day, 
2002). Animated spokes-characters are born to promote products and brands and can be 
more effective for marketers than human beings (Dotz, Morton & Lund, 1996; Fournier, 
1998; Thompson, 2002). 

Finally, through the theories for spokesperson and spokes character the phenomenon of 
notional employees was defined by the authors. A notional employee is defined as: a spo-
kesperson, a spokes character or a combination of the two, who in an advertising role as an 
employee represents and promotes a company, its brand and products.   

2.5 Summary Theoretical Framework 

The theoretical framework gave the authors insights into organizational core value brand-
ing, communication and notional employees. However, the theoretical framework showed 
that there are different types of core values, which could be perceived in different ways. 
Moreover, no specific theories concerning notional employees are known and as a conse-
quence of this the generated understanding for notional employees are based upon theories 
concerning spokesperson and spokes characters.  

Due to this and in order to answer the purpose of this thesis the authors were required to 
conduct their own research. To present how the research was structured and conducted a 
method chapter will be presented.   
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Method 

This chapter is the recipe for how this thesis was conducted. The chapter describes the suitable research ap-
proach, how the data collection was conducted and how the data was analyzed. Finally, the validity and re-
liability of the research was discussed.  

2.6 Research approach  

2.6.1 Inductive Research Approach 

In order to explore and illustrate how organizational core values are communicated 
through notional employees the authors of this thesis conducted a research. The aim with 
the research was to generate a feeling and understanding for the problem, which was ana-
lyzed to come up with an applicable theoretical model. Finally, the model was used as a 
mean to answer the purpose of this thesis. This type of research is explained by Saunders, 
Lewis and Thornhill (2007) as an inductive research approach.  

The authors of this thesis wanted to get a deeper understanding of the phenomenon and 
develop an ability to observe the problem from different viewpoints and in order to do this 
a qualitative research method was according to Easterby-Smith, Thrope & Lowe (2002) ac-
quired. 

The alternative to the selected research approach was to use a deductive research approach, 
where the theoretical framework is tested in order to accept or reject a hypothesis. Howev-
er, a deductive research approach was not used since there is a lack on research concerning 
the phenomenon of notional employees and at the same time there is according to Russel 
(2006) a need for research within branding where both a company and consumer approach 
is taken. 

2.6.2 Exploratory Research  

The authors aimed to explore and illustrate how organizational core values are communi-
cated through notional employees and in order to do this, data collection was required. 
However, before any data could be gathered it was necessary for the authors to review the 
literature within relevant areas to get a clear picture of the researched phenomenon. This 
phase of the research is according to Saunders et al. (2007) called descriptive research. 

For the data collection the authors of this thesis searched for a deeper understanding and 
new insights into the problem, something which made it possible to put the researched 
phenomenon into a new light (Robson, 2002; Ellis, 2005). The generated findings was fi-
nally used in combination with the literature review in order to draw own conclusions. Due 
to this a combination between descriptive and exploratory research type was used for this 
thesis (Saunders et al., 2007).  

Explanatory type of research has not been used for this thesis, since this type of research is 
applicable and suitable for a deductive research approach (Saunders et al., 2007).     

2.6.3 Case Study 

The aim with this thesis was to, empirically explore and illustrate how organizational core 
values are communicated through notional employees. In order to research the phenome-
non of notional employees the authors based the thesis upon three different cases, which 
all used a notional employee within a commercial context. Due to this a multiple case study 
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research strategy was applied (Robson, 2002; Yin, 2003). Further, the circumstances and 
the situation in which the phenomenon was studied were not evident, which indicates that 
the case study was highly dependent upon the researchers (Yin, 2003).  

The use of a case study research strategy made it possible for the authors to understand 
and answer the research questions, since a case study research strategy focuses on answer-
ing questions concerning “why”, “what” and “how”. Due to this the research strategy was 
used as a mean to answer the purpose of this thesis. Further, this also corresponds to the 
authors’ choice of an inductive and exploratory type of research (Saunders et al., 2007). 

2.6.4 Qualitative Research Approach  

According to the purpose of this thesis the authors aim was to explore and illustrate how 
communication of core values was made through a notional employee. This indicates that 
an understanding and deeper insight into the phenomenon was required. A better under-
standing was going to be achieved through a collection of feelings, thoughts and believes, 
which all are findings which statistically cannot be measured (Ghauri & Grønhaug, 2005). 
This indicates according to Saunders et al. (2007) and Ghauri & Grønhaug (2005) that a 
qualitative research approach was followed throughout this thesis. 

Statistical data was not generated since the phenomenon of notional employees was placed 
into a new light and according to this variables within the researched field was unknown 
for the authors (Ghauri & Grønhaug, 2005; Saunders et al., 2007).   

2.7 Data Collection 

2.7.1 Secondary Data 

In order to avoid conducting research on things which already has been researched the au-
thors used, as mentioned in section 2.6.2 a descriptive type of research (Saunders et al., 
2007).   

In order to find valuable insights into relevant research fields the major literature has been 
generated from academic journals, since these articles have to be evaluated before they are 
published and according to Saunders et al. (2007) a higher level of quality is generated.  

The literature search for academic articles has mainly been done on databases, such as 
Google Scholar and Business Source Premier. However, further relevant data was found by 
the use of reference lists in the relevant articles, something that made it possible for the au-
thors to search directly on titles and authors, instead of keywords.  

The negative side of secondary data was also taken into consideration. The authors are 
aware that academic articles are written for another purpose and present the interpretation 
from their authors. Because of this all academic articles were critically reviewed. 

The descriptive research is further explained by Saunders et al. (2007) as secondary data 
collection. However, in order to answer the purpose of this thesis the authors were also re-
quired to gather qualitative data.    

2.7.2 Primary Data  

Primary data collection was made by the authors in order to put the researched phenome-
non into a new light and due to this exploratory research was used (Robson, 2005; Saund-
ers et al., 2007).  
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Organizational core values and notional employees are two important factors for the pur-
pose of this thesis, where the aim is to explore and illustrate how organizational core values 
are communicated through notional employees. This implied that data needed to be ga-
thered from both companies and consumers. The data collection was made through the 
use of interviews and focus groups and is by Saunders et al., (2007) called primary data col-
lection.    

2.7.2.1 Interviews  

Interviews were used in this research as a tool to gather qualitative data from the authors of 
Frank, Boxer and ICA. The gathered information from the interviews was used to answer 
the purpose of this thesis, but the information was also needed for the authors to generate 
valuable background information before any focus groups were held.    

Considering the purpose and the research questions of this thesis the authors concluded 
that qualitative interviews were needed (Saunders et al., 2007). During the interview a list of 
themes and questions were covered for each interview, a type of interview which Saunders 
et al. (2007) refer to as semi-structured interviews. Using semi-structured interviews made it 
possible to vary the order of the questions depending on the flow of the conversation and 
if important information or insights were missed, additional questions were asked. Further, 
it should also be pointed out that the same list of themes and questions were used for all 
interviews.  

The aim with the interviews was to obtain a general understanding for the specific notional 
employee concerning, the thought behind, the purpose and the core values of the company 
which was represented by the specific notional employee. Further, the interview table can 
be found in Appendix 1.  

The interviewees were contacted via mail, where the thesis was presented and why they 
specifically had been selected as interviewees. Finally the interviewer and the interviewee 
together decided upon a suitable time for the interview. In order to make the interviews as 
simple as possible for the interviewee the authors decided that all interviews should be 
conducted via telephone. The selected type of interview made it possible to adjust the time 
for the interview after the interviewee and due to Saunders et al., (2007) the authors ma-
naged to overcome location and time constraints.    

Telephone interviews are according to Saunders et al., (2007) also connected to challenges 
for how to conduct an interview and at the same time taking notes. Another challenge 
faced was to explore the interviewee’s responses and non-verbal language. However, these 
challenges and ethical issues were solved since the transcript of the interview was send back 
to the interviewee for approval and possible changes, before anything was published 
(Saunders et al., 2007). 

The research conducted for this thesis is qualitative and due to this structured interviews 
were not used, since they generate quantitative data. Further, unstructured interviews were 
not used, since it was important predetermined themes was required to be covered during 
the interviews (Saunders et al., 2007).    

2.7.2.2 Focus Group 

The research conducted among consumers aimed at gather qualitative data from a group 
discussion among people who all had experienced the phenomenon of notional employees, 
something which according to Carson, Gilmore and Grønhaug (2001) and Stewart, Sham-
dasani and Rook (2007) is called focus group. Predetermined themes were required to be 
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covered and due to this focus groups were conducted rather than group interviews (Krueg-
er & Casey, 2000). 

When the focus groups were conducted the authors got an opportunity to interact with the 
respondents. Benefits generated from this where: ability to clarify responses, probing for 
responses and spontaneously ask follow-up questions. The most useful and advantageous 
benefit were the possibility to observe participants non-verbal language. Further, the use of 
focus groups meant that participants could react and further develop responses from other 
participants, something which caused the authors to generate data which would not have 
been possible to obtain from the use of other methods (Stewart et al., 2007).  

The authors conducted focus groups with the aim to research consumer reactions to spe-
cific notional employees and the companies which they are representing and through this 
investigate how organizational core values are communicated through notional employees, 
thus a marketing research approach for focus groups were suitable (Stewart et al., 2007).  

The population of interest was men and women between the ages of 20-50 years old, which 
worked or studied in Jönköping (Stewart et al., 2007). All participants were between the 
ages of 20-50 years old and due to limitations the conducted focus groups took place at 
Jönköping University. The selected age span was used, since people within these ages also 
were within the ages for the target audience for each specific case. 

Participants were randomly invited, something which was done in the central parts of 
Jönköping. Selected participants were the ones who had a desire to participate in the re-
search and due to this self-selection sampling was done (Saunders et al., 2007). Before the 
focus group took place all participants got a personal email where time, place and date for 
the focus group was mentioned.  

Before any focus group could be conducted the authors considered the limitations con-
nected to focus groups, something which the authors aimed at doing in order to receive as 
qualitative results as possible. Due to this participant biased and moderator bias could be 
avoided (Saunders et al., 2007).   

A pattern was shown after three conducted focus groups, where all focus groups lasted be-
tween 30-60 minutes and in total 23 people participated. The first focus group had 10 par-
ticipants, the second 8 and the final one had 5. According to Krueger and Casey (2000) this 
is referred to as saturation, which means that the full range of ideas and information are re-
ceived and recorded.  

An interview guide was created by the authors in order for the moderator to ask the suita-
ble questions during the focus group. The interview guide was made in a power point pres-
entation, which was showed to the participants during the focus group. Further, the inter-
view guide can be found in Appendix 2. However, the interview guide was only used as 
guidance for the moderator and could be adjusted due to the specific focus groups, since 
no focus groups are equal. When conducting the focus groups one of the authors took the 
role as the moderator, while the other one was observer and took notes. Further, all focus 
groups were also recorded (Stweart et al., 2007). 

The focus groups were divided into three equal parts, where each case was discussed in one 
section. The aim with the focus groups was to discuss the notional employee, his personali-
ty and who he was. Further, the company which the specific notional employee represented 
was also discussed and the participants were asked to connect the notional employee to the 
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company which was represented. The aim with the conducted focus groups was to gener-
ate valuable information, which could be used to answer the purpose of this thesis.   

2.8 Qualitative Data Analysis 

Throughout the data collection process qualitative data has been gathered. However, the 
data needed to be analyzed in order for the authors to understand the underlying meanings   
and the phenomenon of notional employees. In order to do this a qualitative data analyze 
took place (Saunders et al., 2007).  

Prior to the analyze an organization of the information was needed, something which was 
done through categorization. Derived from the purpose of this thesis meaningful and re-
lated categories were created, categories which were used in order to group the data 
(Saunders et al., 2007). This procedure developed a relevant structure for the data and 
created a possibility for the authors to explore, investigate and analyze the qualitative data.   

Next step in the analyze process was to divide the data into units of data, something which 
meant that appropriate data was organized under the relevant category. Throughout this 
step the authors rearranged and reduced their data according to the purpose of this thesis, 
something which meant that only relevant data was divided into categories (Saunders et al., 
2007). Further, a data display was done for the relevant data, which meant that this data 
was plugged into diagrammatic or visual displays (Miles & Huberman, 1994). For our thesis 
this meant that consumer perception and feelings concerning each company and their no-
tional employee was plugged into The Core Value Grid (2009). The use of the matrix 
helped the authors to interpret and put meanings into the qualitative data (Miles & Huber-
man, 1994).  

Information concerning each company was plugged into a separate matrix. The purpose of 
this was to connect consumer feelings to the different types of organizational core values, 
which were shown in the matrix. Thus, an individual analyze concerning consumer percep-
tion for each company was conducted and as a result of this the type of core value which 
had been communicated became clear. 

The data display made the primary data meaningful (Miles & Huberman, 1994; Saunders et 
al., 2007), since it showed the relationship between the consumer perceptions and organiza-
tional core values, something which were communicated through a notional employee.   

2.8.1 Triangulation 

Since a case study research strategy was used throughout this thesis the authors also needed 
to triangulate the data. Triangulation means that different sources of data collection tech-
niques was used in order to ensure that the data were telling us what we thought it was 
(Saunders et al., 2007).  

2.9 Validity and Reliability 

2.9.1 Reliability 

The purpose and the research conducted for this thesis reflects reality and how the phe-
nomenon of notional employees is perceived today. In line with this Marshall and Rossman 
(1999) states that using semi-structured and in-depth interviews might result in findings 
without an intention to be repeatable. The findings for this thesis are representing the cur-
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rent situation, something which may be subject to change and due to this the authors did 
not have an intention for other researchers to conclude the same finding in future research. 

 Further, the phenomenon of notional employees is very complex and due to this the most 
suitable for the authors were to conduct an exploratory qualitative research (Saunders et al., 
2007). However, this type of research can never be totally replicable, since the authors 
themselves are the main research instrument and will be influenced by their own back-
ground and characteristics. In order to overcome this problem the authors decided to 
create a decision trail (Daymon & Holloway, 2002). Due to this all notes related to the re-
search design, choice of strategy and the gathered data was kept. This process made all in-
formation and the process which the authors used to generate their findings available and 
understandable for other researchers, something which in turn made it possible for external 
parts to reanalyze the findings of this thesis (Mashall and Rossman, 1999).    

2.9.2 Validity 

 Throughout the thesis three types of validity was taken into consideration: internal validity, 
generalizability and relevance. 

2.9.2.1 Internal Validity 

Internal validity was considered during the focus groups, since the authors made a sum-
mary over their interpretations after each slide. This process made it possible for the au-
thors to compare their interpretations with the participants. Due to this the authors made 
sure that their interpretations corresponded to the intended ones and a true picture of the 
phenomenon of notional employees could be presented (Daymond & Holloway, 2002).   

The same process was followed for the interviews, with the only difference that the inter-
pretations were send via e-mail. If the participant did not agree with the interpretations 
changes were made and due to this a true findings from the interviews could be presented.   

2.9.2.2 Generalizability  

This thesis has been focusing on three specific cases of notional employees which might 
not be representative for other cases or populations (Daymond & Holloway, 2002).  

In order to generate a high level of generalizability the three cases were consciously se-
lected. The aim with the cases was to represent a wide picture of the phenomenon of no-
tional employees. Due to this the notional employees presented in this thesis were: one real 
human, one animated human and one illustrated figure. As a result the thesis presents dif-
ferent types of notional employees and their effect, which in turn will be applicable in dif-
ferent settings and populations. However, the phenomenon of notional employees is 
throughout this thesis referred to as a mean used to communicate organizational core val-
ues. This type of values are something unique for each company and due to this the degree 
of generalizability decreases.  

In order to generate theory-based generalizability the findings were also connected to the 
theoretical framework. In the end the aim with the thesis was to use the combination of the 
theoretical framework and the findings, for the authors to create and develop their own 
concepts and models (Daymond & Hollway, 2002).  

2.9.2.3 Relevance  

The aim with this thesis was to put the phenomenon of notional employees into a new 
light. The relevance of this thesis is clear since it has contributed with a conceptual model 
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for how organizational core values are communicated through notional employees. Fur-
ther, the thesis also presents a definition for notional employees. According to Daymond 
and Hollway (2002) this indicates that the thesis is relevant.  
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3 Empirical Findings 

Within this section the empirical findings from the interviews and the conducted focus groups will be pre-
sented. First the company perspective will be presented, followed by the findings from the focus groups, both 
parts will have the same structure and start with Frank, followed by Robert and finally Stig will be pre-
sented.     

3.1 Company Perspective 

The company perspective gave the authors an insight into the communication, the thought 
behind the notional employee and the core values for each specific case. These findings are 
based upon the information generated from interviews with: Forsman & Bodenfors, the ad 
agency who created Frank, Abby Norm, the creative agency who created Robert and ICA, 
which were represented by their marketing department.    

3.1.1 Tele 2, Frank 

In order to generate valuable and useful insights into Tele2 Frank the authors conducted a 
phone interview with Jerk Zander at Forsman & Bodenfors. Jerk Zander was selected as 
interviewee since he is the responsible project manager for the Frank campaign at Forsman 
& Bodenfors. A compilation of the insights generated from the interview are presented be-
low, where all information solely is based on the conducted interview.      

3.1.1.1 Tele2 and Frank 

Frank is a black sheep, with higher education, who speaks English and represents Tele2, 
where he currently has a high position as some sort of executive. However, his current po-
sition has not been reached thorough his education, but rather as a result from his dili-
gences and his stubbornness (J, Zander, Personal communication). Further Zander (Per-
sonal communication) described Frank as: self confident, street smart, strange, odd and 
sometimes even perceived as cocky and vainglorious as a result from Frank’s straight for-
ward approach. 

Franks character and personality is based upon Tele2’s brand promises and their origin as a 
challenger on the telecom market. The origin as a challenger has its roots in the company’s 
questioning for why telecommunication and internet had to be so expensive and as a con-
sequence from this Tele2 became the first challenger on the telecom market (J. Zander, 
Personal communication).  

Today the company employs a price challenge strategy but product quality is still of big im-
portance for the company and according to Zander (Personal communication) the compa-
ny’s aim is to offer quality products at a low price for the consumer. This price strategy dif-
fers from the strategy employed by the rest of the telecom market, where the focus rather 
is put on charging as high price as possible (J. Zander, Personal communication).    

During the years Tele2 has evolved, but throughout the years the company has always been 
careful and concerned with sustaining their core values, both as a challenger and as a com-
pany with a price challenge strategy. These core values are in turn used to describe the per-
sonality for both Frank and the company and due to this one can state that the commercial 
and Frank together communicates the core values of Tele2 (J. Zander, Personal communi-
cation).  
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3.1.1.2 Frank as a Notional Employee 

In the process of selecting and creating a spokes character for Tele2 some criterions were 
required to be fulfilled and Frank turned out to be the most suitable solution for Tele2 (J. 
Zander, Personal communication).  

Zander (Personal communication) explained that the most important criterion was to make 
Tele2 top of mind within the telecom market and in order to achieve this it was crucial to 
clearly communicate Tele2 as the company behind the communication.  

Further, Frank was also perceived as a suitable spokes character for Tele2, since no other 
black sheep has been used as a mean of communication and does not either have any clear 
connection to telecommunication. Due to this, the use of a black sheep made it possible 
for Tele2 to communicate different products through the same, unique notional employee. 
This means that Frank is usable for Tele2 both in their communication for the brand and 
their different products (J. Zander, Personal communication).       

Commercials are today perceived by the audience as something disturbing and in order to 
overcome this obstacle humor and entertainment was integrated in the communication 
concept, since entertainment is the first step to reach out with a message (J. Zander, Per-
sonal communication). In order to entertain and reach out with the message a whole new 
world with black sheep was created, a world where they all were “born to be cheap”. Fur-
ther, humor was also used as a mean to decrease an aggressive perception concerning Tele2 
as a result from their aggressive and pretentious way to challenge the telecom market (J. 
Zander, Personal communication).  

Frank, a black sheep in the human world became the result from the development process 
and before the launch comprehensive trials were conducted, which all turned out well and 
Frank as a spokes character for Tele2 was born (J. Zander, Personal communication).  

3.1.1.3 The Purpose with the Campaign and Frank 

Zander (Personal communication) explained that the purpose with the campaign was to 
clarify and enhance Tele2 and their brand promises and to achieve this, emphasize was put 
on communicating the company’s core values. The message which was communicated has 
been focusing upon the company’s roots as a challenger, their price challenge strategy and 
that Tele2 is a company who walks their own way. However, even though a low price was 
going to be communicated it was important that the commercial, the idea behind and 
Frank not were perceived as cheap. Instead the aim with the commercial and the message 
was to communicate cheap, something which means that the company’s price position was 
communicated (J. Zander, Personal communication).   

Frank and the campaign have exceeded all expectations and as a result measurements today 
show increased awareness, increased sales and the best prices on the telecom market (J. 
Zander, Personal communication).   

3.1.1.4 The Core Values of Tele2 

Zander (Personal communication) clearly stated that Tele2 is based upon three core values, 
which are: courage, market challenger and price challenger.  

Courage as a core value is recognized at Tele2, since they are a young company who is 
brave enough to walk their own way. Further, the courage of Tele2 can also be recognized 
in their previous commercial campaigns. An example of this is Tele2’s previous campaign, 
Small Bill, where they used a midget as their spokesperson something which can be per-
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ceived as provocative. Comviq is another brand who also belongs to Tele2, which also has 
used different, challenging means of communication (J. Zander, Personal communication).   

As mentioned earlier in section, 3.1.1.1 Tele2 was the first challenger on the telecom mar-
ket and accordingly their core value as a challenger evolved. However, their role as a chal-
lenger also created a bad reputation for the company concerning bad reception, which 
evolved when Tele2 first became known on the market (J. Zander, Personal communica-
tion). Zander (Personal communication) further explained that Tele2 did not have their 
own infrastructure at that time, something which had to be developed from their own time 
and money in order to compete on the market. Today Tele2 has a complete telecom net 
which is as developed as the governmental telecom net used by Telia.   

The final core value is Tele2 as a price challenger, which is explained by Tele2’s focus on 
always keeping consumer prices down, at the same time as they are offering high quality 
products (J, Zander, Personal communication).  

3.1.2 Boxer, Robert 

In order to generate valuable and useful insights into Boxer Robert the authors conducted 
a phone interview with Anders Knutsson at Abby Norm. Anders Knutsson was selected as 
interviewee since he is responsible for Boxer. Further, Anders Knutsson is also the founder 
of Abby Norm and working chairman of the board. A compilation of the insights generat-
ed from the interview are presented below, where all information solely is based on the 
conducted interview with Anders Knutsson. 

3.1.2.1 Boxer and Robert 

Boxer Robert and the thought behind him were created ten years ago and at that time 
people did not know what digital television was. At the same time the target audience for 
Boxer was technical uninterested men and women who did not have a dish. Since the target 
group lacked a technical interest the though behind Robert was to create a spokes character 
who in a simple and understandable way could inform the target audience concerning what 
Boxer and digital television was. In order to communicate this and at the same time convey 
a feeling of safety, a public, animated figure was created, who we today know as Boxer Ro-
bert (A. Knutsson, Personal communication).  

3.1.2.2 Robert as a Notional Employee 

Knutsson (Personal communication) explained that an animated character was created in 
order to generate a better control over the spokes character and its personality. The alterna-
tive to the animated character was to use a real human, something which was avoided due 
to a lack of control and the risk of conflicts between the company and the actor (A. Knuts-
son, Personal communication).     

Boxer Robert started as a TV-correspondent for Boxer, but throughout the years he has 
evolved to his current position, where he can be seen in different television context with 
the aim to communicate Boxer’s offerings. Boxer Robert has for example been seen in 
contexts like Rocky and Indiana Jones (A. Knutsson, Personal communication).   

3.1.2.3 The Purpose with the Campaign and Robert 

According to Knutsson (Personal communication) the purpose with Boxer Robert and the 
campaign was to communicate Boxer as the easiest alternative of digital television for the 
target audience. Further, Knutsson (Personal communication) also pointed out the impor-
tance of creating a feeling of simplicity within the message and the campaign. 
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Boxer Robert and the campaign has been very successful something which has been prov-
en through the measurements of the commercial effect which were done for the campaign. 
These measurements made it possible for Boxer to perform a comparison of the commer-
cial effect with competitors, something which showed that Boxer had received three to six 
times higher commercial effect. For a further understanding Knutsson (Personal commu-
nication) also explained what these measurements meant in real numbers. According to 
Knutsson (Personal communication) Boxer spends today 50-100 millions on media, some-
thing which currently is worth 200 millions as a result from the commercial effect. Accord-
ing to these numbers Knutsson (Personal communication) even refer Boxer Robert to: “as 
good as it can be in Sweden”.    

3.1.2.4 The Core Values of Boxer 

The core values of Boxer are according to Knutsson (Personal communication) referred to 
as simplicity and personal.  

3.1.3 ICA, Stig 

In order to generate valuable and useful insights into ICA Stig the authors conducted a 
phone interview with Magnus Wikner at ICA. Magnus Wikner was selected as interviewee 
since he is working in the marketing department at ICA. A compilation of the insights gen-
erated from the interview are presented below, where all information solely is based on the 
conducted interview. 

3.1.3.1 ICA and ICA Stig 

According to Wikner (Personal communication) one first needs to understand the thought 
behind ICA in order to understand the though behind ICA Stig. The underlying idea of 
ICA is that separate, local merchandisers join together and collaborate, something which is 
referred to as the ICA idea. Further, the underlying thought with the ICA idea is that a lo-
cal merchandiser is the best way to merchandize, since this makes it possible to customize 
everything on a local level. According to this the ICA idea determines the structure of the 
company, the brand promises and the company goal: to become “local world champions”.  
(M. Wikner, Personal communication).  

The most important with ICA Stig and the commercial was to communicate ICA and the 
ICA idea in a fun way and in order to do this both the character and the personality of Stig 
were based upon ICA and the ICA idea. Due to this ICA Stig was created as a dynamic 
spokesperson who represents the typical ICA merchandiser, a character and personality 
which suits a lot of different target groups and thus different consumers can recognize 
themselves in ICA Stig and his character (M. Wikner, Personal communication).   

However, one also needs to consider that ICA Stig and the commercial concept were 
created nine years ago and at that time no one knew or could imagine that the concept 
would exists and work for such a long time. As mentioned earlier ICA Stig is supposed to 
symbolize the typical ICA merchandiser, who is a middle-aged man, something which ICA 
Stig also was nine years ago when he was created (M. Wikner, Personal communication).  

3.1.3.2 ICA Stig as a Notional Employee 

Through the use of humor within their advertising ICA has created a spokesperson in a no-
tional environment, where their consumers can recognize themselves. However, it has al-
ways been of major importance for ICA to communicate clearly that the commercials take 
place in a notional environment, where “the products of the week” are presented (M. 
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Wikner, Personal communication). Further, Wikner (Personal communication) also high-
lights the fact that it is ICA Stig together with his employees who are communicating the 
message.     

The humor within the commercials is also used as a tool to make fun of stereotypes and 
ICA themselves (M. Wikner, Personal communication).   

3.1.3.3 The Purpose with the Campaign and Stig 

ICA Stig and the communication campaign are still very successful and today it is hard to 
find other communication concepts which have been as successful during such a long time 
as the ICA commercial (M. Wikner, Personal communication). 

Wikner (Personal communication) explained that the long term goal for ICA Stig and the 
commercial has been to increase the positive perception concerning ICA, while the short 
term goal has been to increase their sales. An important factor which needs to be consi-
dered is that ICA is a selling company, who applies branding by selling, something which 
according to Wikner (Personal communication) means that sales always need to be com-
municated within their commercials. 

The selected communication campaign has made it possible for ICA to communicate a 
wide range of different messages through the same spokesperson. Different collaborations, 
ecological food and the minced meat scandal are just some of the different things which 
have been communicated through the commercial and its spokesperson (M. Wikner, Per-
sonal communication). Further, Wikner (Personal communication) discussed the minced 
meat scandal and mentioned that during the scandal all commercials were stopped in order 
to discuss the scandal internally. However, the final decision was to create a movie, which 
commented the scandal.   

The commercial campaign has created good results and are still very successful, something 
which also has caused an internal pride within ICA, where everyone feels accessory and 
proud. Other positive effects has been: commercial efficiency due to a well known concept, 
increased reach and a more efficient creative process, since they have a complete format 
which they adjust for each commercial (M. Wikner, Personal communication). Further, this 
type of commercial will be used as long as the consumers feel that it is relevant and 
represents ICA (M. Wikner, Personal communication).  

3.1.3.4 The Core Values of ICA 

ICA as a brand is built upon a mission, vision, a core and core values, something which 
Wikner (Personal communication) further explained as: 

Mission: To be the leading retail outlet within the Nordic countries.  

Vision: To make the weekday easier.  

Core: “ICA’s good business”, which consists of different types of policies which the com-
pany follows. These policies handle questions concerning consumers, products, stores etc. 

Core values: safety, personal, inspiration and simplicity.    

3.2 Consumer Perspective 

All focus groups conducted for this thesis were based on the same material, which were 
presented to the participants in a Power Point presentation (Appendix. 2). The presenta-
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tion was based on the three cases used for this thesis and divided into three different parts, 
one part for each case. The aim was to gather comparable information from the cases, 
which could be used by the authors as a mean to answer the purpose of this thesis.  

The general findings from the focus groups will be presented below and to support the 
findings the most important quotes will be presented. The section will start with empirical 
findings concerning Frank, followed by Robert and finally the findings regarding Stig will 
be presented.  

3.2.1 Tele 2, Frank 

To start with, the participants were exposed to a picture of Frank and were asked to de-
scribe what they saw. The use of a picture made it possible for the authors to observe par-
ticipants reactions to Frank and obtain valuable information concerning consumer percep-
tion regarding Frank.   

When the participants were exposed to the picture of Frank all participants became happy 
and showed a smile on their face. The majority of the participants described what they saw 
on the picture as a sheep, “it is a black sheep who represents Tele2”. Further, when the partici-
pants were exposed to the picture they also started to mention the word cheap in combina-
tion with different words, but no one mentioned Tele2’s slogan: born to be sheep. Moreo-
ver, no one of the participants did directly refer to the sheep as Frank and in order to find 
out if consumers actually knew the name of the “black sheep who represents Tele2”, the modera-
tor asked the participants if the person on the picture have a name. Directly the majority of 
the participants explained that the black sheep on the picture is “Frank, it is Tele2 Frank”.  
The participants who did not know his name became surprised over the amount of know-
ledge other participants showed in association to the picture. Other interesting insights 
were that two of the participants did not know that the black sheep represented Tele2 and 
they described the picture as “it is a Telia commercial” and “no, that is a commercial for Comviq”. 

Further interesting insights were that Frank was described by one participant as “a commer-
cial icon” and other participants mentioned Frank in the context of a “Tele2 commercial”.    

Findings: Showing a picture of Frank generated a lot of interesting insights. First of all the 
majority of the participants became happy and knew that they were exposed to a black 
sheep who is named Frank and that he represents Tele2. These findings imply that a posi-
tive perception exists and that there is a connection between the black sheep, Frank and 
Tele2. However, a minority of the participants mentioned Telia and Comviq when they 
were exposed to the picture of Frank, which indicates a confusion concerning who Frank 
represents. Further, the findings also showed that there is a relation between cheap and 
Frank and that Frank occur in a commercial context. Finally, the authors of this thesis 
would like to point out that no one of the participants showed any reaction when the mod-
erator asked for the name of the person. This indicates that Frank is perceived as a black 
sheep who represents a person.  

The next task for the participants was to describe Frank’s personality. The participants de-
scribed Frank as someone who is chilled out and hangs around on the workplace. He is 
faster, cooler, knows more and is perceived as a hazor, “he is just better than everyone else”. Fur-
ther, Frank was also perceived as cocky, but according to the participants this is something 
which he has the right to be since he is “born to be cheap” and “his personality represents what he 
stands for, he just tells the truth”. 
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Frank was further described as “a black sheep who walks in the opposite direction” and “that he is 
just not like everyone else”. Further, the participants also noticed that everyone at Frank’s 
workplace are black sheep and Frank was described as the leader, “Frank is the boss” and “he 
is the leader for the black sheep”.    

The description of Frank’s personality caused a more in dept discussion and the partici-
pants started on their own initiative to draw parallels between Frank and Tele2.  

“Tele2 stands out like a black sheep on the market, compared to their competitors”. A statement which 
were supported by a perception that “Tele2 is not on the market with an intention to earn as much 
money as possible, instead they treat their consumers in a good way”.  

Finally, Frank was also described as odd and different, since “he represents a sheep even though 
he is an individual”. 

Findings: Frank’s personality represents what he stands for, which is born to be cheap and 
as someone different who walks his own way. Further, Frank was also perceived as a lead-
er. These personality traits were directly connected by the participants to Tele2. This means 
that Frank is the leader for the black sheep, including Tele2, who walks in the opposite di-
rection and is born to be cheap.   

When the discussion concerning Frank was finished the aim with the focus groups was to 
continue with a discussion concerning Tele2, since Frank is their spokes character. The 
participants were exposed to Tele2’s logo and asked to discuss what they thought about the 
company and how they perceived Tele2. 

All focus groups mentioned directly “cheap”, Tele2 is a cheap telecom company who has the 
“cheapest prices among the Nordic countries”. The focus groups also pointed out that Tele2 is 
more than just a telephone company, “Tele2 is a mobile communication company”. The company 
is perceived as a young, modern company, with a young target group. Among the majority 
Tele2 is perceived as a really good company, however a minority of the participants had a 
bad perception concerning the company as a result from bad reception.   

Finally, the participants also pointed out their positive feelings toward Tele2’s commercials 
and a university student mentioned that the company has “a good marketing strategy and manag-
es to reach out to its consumers”.   

Findings: Tele2 is a cheap, modern, young mobile communication company, with a young 
target group. The company is perceived as a good company, however as a result from bad 
reception a minority of the consumers have a bad perception concerning the company. 
Further, the company’s marketing is appreciated and liked by the consumers.  

In the final part of the focus group the participants were asked to combine their descrip-
tion of Frank with their description of Tele2. This section in the focus groups was used in 
order for the authors to see how Frank is connected to Tele2.  

Tele2 is cheaper and this makes them differentiated from their competitors and “Frank is 
used as a metaphor to symbolize this”, since Frank is “a black sheep who is born to be cheap”.  

“A black sheep is perceived as something bad, but taking this one step further means that Tele2 is the 
black sheep on the telecom market, since they are born to be sheep and thus lower the prices”. 
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As a result from this the participants also perceived Frank and Tele2 as cocky and on their 
way forward. Moreover, Frank was also describes as young and the participants saw a rela-
tion to Tele2, since they is a young company. 

“Frank is always seen together with Tele2 and thus it is obvious that he represents them”. Frank is 
created in recognizable way in order for “Tele2 to stand out in some way”.  

Findings: The participants clearly perceive Frank as someone who represents Tele2. Further, 
a clear connection is made between Frank as a black sheep, who is born to be cheap and 
Tele2 who with their low prices also is a black sheep on the telecom market. 

3.2.2 Boxer, Robert  

The next phase in the focus groups was the part concerning Robert. This part started with 
showing a picture of Robert for the participants. Showing a picture of Robert made it poss-
ible for the authors to observe participants reactions and perceptions concerning Robert. 

When the participants were exposed to the picture of Robert, all of them directly referred 
the man on the picture as “it is Boxer Robert”. Further, he was also described as a “middle-aged 
man”, with glasses, who dresses in suit. The participants perceive Robert as a “happy, clear 
and informative salesman” who is an “ordinary man” that lives the good life. 

However, the participants perceived Robert as more informative in the beginning of his ex-
istence and explained that he has evolved throughout the years and today his role is per-
ceived as cooler and that Robert is someone who shows up everywhere in the channels and 
programs which Boxer is offering.    

Findings: There is an obvious connection between Robert and Boxer. Further he is also per-
ceived as an informative salesman.  

When the participants had discussed their perception concerning Robert they were exposed 
to the logo of Boxer and asked to describe what they thought about and how they per-
ceived Boxer.  

The first thing which the majority of the consumers mentioned was Robert, “when I hear 
Boxer I think about Robert”. However, the participants clearly pointed out that there is no 
connection between the logo and Boxer, instead they saw a connection to Robert. From 
this the participants draw clear connections to Boxer’s marketing and explained that “They 
have good marketing, since everyone knows that Robert represents Boxer. But you have to be a consumer to 
actually know something about the company”. Due to this ”Robert has a role as a familiar face” that 
represents Boxer.  

Without even knowing that core values are of major importance for this thesis the partici-
pants mentioned that it was hard to find any core values for Boxer. “Within the communication 
it is hard to find any core values representing Boxer, instead their products and offerings are communi-
cated”. 

Further, Boxer was perceived as the first company within digital television and today they 
offer a wide range of channels and programs. Boxer is also perceived as something which 
everyone can have and from this the participants by themselves saw a connection to Ro-
bert, who they earlier described as an ordinary man. However, a minority of the partici-
pants had a bad perception concerning Boxer, as a result from poorly working products. 
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Findings: The connection between Boxer and Robert is further pointed out. The partici-
pants do actually not know that much concerning Boxer as a company and as a result from 
this the participants had problem with finding any core values of Boxer. However, people 
knew that Boxer was first with digital television and their current offerings and products 
are also known.    

In the final part concerning Robert the participants were asked to combine their descrip-
tion of Robert with the description made for Boxer. The aim with this was to find out how 
Robert was connected to Boxer.  

Robert can be seen in a lot of different contexts and the participants’ connected this to 
Boxer, since the different contexts are perceived as the channels and programs which Box-
er is offering. Robert is a salesman and through his informative way he communicates that 
“we can get all these channels and programs”. Robert is also an ordinary man, which symbolizes 
that Boxer is something which everyone can have.  

Further, Robert is a strong symbol for Boxer, “Robert is almost the company” and the partici-
pants feel that they do not know Boxer and instead they know Robert.“Since we like Robert 
we also get a positive perception concerning Boxer”. Robert has become a part of Boxer’s brand and 
due to this they have to use him in their communication, “everything becomes more fun through 
the use of Robert”.   

The participants had problems to find connections between Robert and Boxer, the expla-
nation for this seems to be that “their offerings are communicated, something which is done through 
Robert” and “there is no clear connection to Boxer, their products are rather communicated”. 

Findings: Robert as a salesman is communicating Boxer’s offerings and through the com-
mercials Robert is connected to Boxer. Further, Robert creates a positive feeling towards 
Boxer and that Boxer is something which everyone can have.  

3.2.3 ICA, Stig 

The final part in the focus groups was the part concerning Stig. This part started with 
showing a picture of Stig to the participants. The aim with this was to observe the partici-
pants reactions and their perception concerning Stig.  

When the participant was exposed to the picture of Stig, all of them started to laugh and 
between their laughs they said “ICA Stig!”  According to the participants they started to 
laugh because “it is such a good and fun commercial”. However, the participants also pointed out 
that the other employees within the commercial also play an important role for why they 
perceive the commercial as something fun.  

When Stig was described, participants within different ages described him in different ways. 
The younger participants described Stig as a safe, old man and compared him to a “grandfa-
ther”.  The older participants did not directly describe him, but rather recognized them-
selves in him. However, all of the participants shared a perception concerning Stig as an 
“old, beloved, welcoming, friendly, simple and happy man”. 

Further, the participants perceived Stig as someone who has “worked his whole life at ICA” 
and “does not have a life outside his job”. As a result from this Stig thinks that he knows every-
thing better than anyone else and he is not open for new ways of doing things. According 
to the participants this adds to Stig’s character, which becomes more fun just because he 
has spent his whole life at an ICA store. Stig’s funny character has caused a situation where 
participants rather “laugh at him than trust him”.  
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Stig has been part of the ICA commercials since the beginning and throughout the years he 
and ICA has evolved. “In the beginning Stig was harsher but his personality has evolved and today Stig 
has become more humble and has grown old together with ICA and the commercial”.  

Findings: People like Stig as a result from a good and fun commercial. Further, Stig is per-
ceived as a stereotype, which makes his character more fun. Younger people compare Stig 
to a grandfather, while older people recognize themselves in Stig.  

The focus groups continued with showing the participants the logo of ICA in order to see 
what they thought and how they perceived ICA.   

The logo of ICA created a feeling of high quality among the majority of consumers. “It is 
expensive, but it is quality” and “They always have the same high quality in all of their stores”. The par-
ticipants also mentioned that ICA is trustable since, “ICA has always been a part of my life” and 
“ICA can be found everywhere in Sweden, even in the smaller cities”. ICA’s good reputation has 
created a strong brand and according to the participants “a strong brand also includes trust and 
bigger responsibility”. 

Further, a minority of the participants also mentioned that ICA is not only food, it is also a 
card, with travel insurance and a bank.    

Findings: ICA is something which has always been part of our lives and as a consequence of 
this a perception concerning high quality and trust has evolved. ICA is also perceived as a 
strong brand, with bigger responsibilities and trust.  

The final part of the focus groups was when the participants were asked to combine their 
description of Stig with their perception concerning ICA. The aim with this last part was to 
find out how the participants connected Stig to ICA.   

The participants within the younger focus group perceived that the aim with the ICA 
commercial was to “tell the history of ICA in a fun way”. According to the participants the 
commercial is a sign of modernization, where “the brand is going to tell the story about the compa-
ny”. When the commercial was new people perceived Stig as harsher but throughout the 
years both ICA and Stig have evolved and today “ICA’s history is also Stig’s history” and “Stig 
is used as a metaphor for ICA’s history”.  

However, older participants did not perceive Stig as a symbol for ICA, but rather as a mean 
to create positive feeling towards ICA. The only way older people could connect Stig to 
ICA was through the commercial, its content and the local store. “His personality does not have 
any clear connection to ICA”.  

“ICA is always welcoming and stands for safety as a result from high quality, which is communicated 
through Stig, as an old man”.  

“The commercial and Stig has created a character for ICA”, which indicates that ICA is so much 
more than just high quality. Further, the commercial communicates a feeling of happiness 
and curiosity for what will happen in the next episode. “The commercial is almost like Grey’s 
Anatomy, you cannot wait for the next episode”. “The commercial becomes almost like a movie and it is 
something that you want to see”. The commercial contains a lot of humor and is perceived as 
something fun, which makes the participants happy. Further, the participants also ex-
plained that this type of commercial is something which they prefer. The whole commer-
cial experience creates a positive perception concerning ICA.  
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The participants did also point out that ICA is something which should appeal to all ages, 
since food is something which everyone needs and due to this “Stig has to communicate safety”. 
However, one day Stig will be dead and then he needs to be replaced.   

Finally, ICA and Stig has evolved together and today “Stig has become a commercial icon”. 
However, Stig and the other employees are not perceived as typical people who works at an 
ICA store, but rather as stereotypes, which the commercial is making fun of.  

Findings: The connection between Stig and ICA differs among ages. Younger people per-
ceived Stig as a metaphor for ICA’s history, while older participants did not see any con-
nection between Stig and ICA. Common among all ages is that Stig creates a positive feel-
ing towards ICA and that the commercial is perceived as humorous.  
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4 Analysis 

In this section the findings from the conducted interviews and focus groups will be presented and applied on 
the theoretical framework. The analyze is divided into four different parts. First, Frank is analyzed, fol-
lowed by Robert and Stig. Finally, the last section in the analyze will combine and discuss the three cases.     

4.1 Tele2 Frank 

4.1.1 Defining a Notional Employee 

Frank has an advertising role as some higher executive within Tele2 according to the find-
ing from the conducted focus groups and Zander (Personal communication). From this 
clear parallels could be drawn by the authors to the definition of a notional employee, since 
Frank in his advertising role as an employee represents Tele2. This infers that Frank cor-
responds to the marketing phenomenon of notional employees, which this thesis is based 
upon.   

Further, the description of Frank’s externalities made by the focus groups and Zander 
(Personal communication) correlates to the explanation of spokes characters created by 
Garretson and Burton (2005). This means that in order to analyze Frank as a notional em-
ployee the theories for spokes characters are going to be applied, since there are no specific 
theories concerning notional employees. The theories concerning spokes character is appli-
cable according to the definition of notional employees, since the definition clearly points 
out that a spokes character can act in a role as a notional employee.  

4.1.2 Creation of the Notional Employee’s Character 

In the creation process of Frank it was according to Zander (Personal communication) im-
portant to fulfill some predetermined criterions.   

The most important criterion in the creation process was according to Zander (Personal 
communication) to communicate Tele2, as the source behind the commercial in a clear 
way, something which also correlates to the advertising model created by Stern (1994). The 
importance of communicating Tele2, as the source is further pointed out by Bryntse, Ster-
nros and Thott (2003). However, brand confusion has occurred, something which is sup-
ported by the theories made by Sacett and Kefallonitis (2003) and from findings derived 
from the focus groups. Further, these findings imply that Tele2, as the source needs to be 
communicated in a more appealing and understandable way.   

Frank was also perceived as a suitable notional employee for Tele2, since no other black 
sheep has been created as a mean of communication and at the same time he does not ei-
ther have any clear connection to telecommunication (J. Zander, Personal communication). 
Due to this Frank differentiates Tele2 on the market, a differentiation which according to 
the focus groups also is perceived by the consumers. Within the focus groups, the majority 
of participants were able to describe both Frank’s externalities and personality in the same 
way as Zander (Personal communication). Further, the described character was referred to 
as Tele2 Frank and thus a unique symbol has been created.  

Frank does not have any clear connection to telecommunication, as mentioned by Zander 
(Personal communication) and can thus easily be adjusted to new products and market 
changes, something which is supported by Calcott and Alvey (1994); Philips (1996b) and 
Garretson and Burton (2005). However, if Frank’s personality is incrementally changed it is 
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important that his new personality correlates with Tele2’s brand identity so that the organi-
zational core values can be communicated (Urde, 2001).     

The final criterion to fulfill in the creation of Frank was according to Zander (Personal 
communication) to include humor within the message, as a mean to break through the 
marketing clutter and attract target audience attention. According to findings drawn from 
the focus groups it is obvious, due to participants explanation of Tele2’s marketing strategy 
that the commercial has succeeded and created a positive perception among the consum-
ers, a statement which further is supported by the theories made by Weinberger and Gulas 
(1992); Bryntse, Stenros and Thott (2003) and Shiffman and Lazar Kanuk (2008). 

The creation process resulted in Frank, who’s personality according to Zander (Personal 
communication) is based upon the core values of Tele2. Further, the purpose of the cam-
paign was to clarify and enhance Tele2 and their brand promises and to achieve this, em-
phasize was put on communicating the company’s core values and thus the core values be-
came according to Stern (1994) the theme of communication.  

To summarize: The most important criterion to fulfill within the creation process was to 
clearly communicate Tele2, as the source behind the character. Further important factors 
were: humor, uniqueness and usable in communication for different products. Finally, 
Frank became the result, a black sheep who’s personality is based upon Tele2’s core values.  

4.1.3 Communication of Core Values through the Notional Employee 

Tele2’s core values have according to Zander (Personal communication) been used as a 
base for Frank’s character and personality. Further, the participants within the focus groups 
connected Frank’s character and personality to Tele2. This infers that the character which 
is based upon the core values of Tele2 also is associated to Tele2, something which implies 
that the participants within the focus groups connect the core values of Tele2 with Tele2. 
Due to this the authors can claim that the core values of Tele2 have been communicated 
through Frank. 

In order to find out if this statement holds true an analyze for each specific core value was 
conducted.    

4.1.3.1 Market Challenger 

Throughout the years it has according to Zander (Personal communication) always been 
important for Tele2 to sustain their origin and core as a challenger. Due to this the authors 
can state that the core value as a challenger has affected Tele2’s organization and created an 
internal mindset and according to Urde (2001) challenger is thus an organizational value. 
However, this does not correlate to a statement made by Zander (Personal communica-
tion), where he clearly stated that challenger is one of Tele2’s core values.  

The authors argue that challenger cannot both be a core value and an organizational value, 
since the organizational values according to Urde (2001) is used as a base for the core val-
ues. Instead the concept of brand identity will be used in order to explain the relationship 
between challenger and its impact on the organizational culture and mindset, where Tele2’s 
internal understanding of the brand as a challenger has created a mindset and culture. Since 
the theories concerning brand identity are applicable challenger will be used as a core value 
throughout this thesis, which is supported by Zander (Personal communication) and Urde 
(2003).  
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Franks character was during the focus group described as a black sheep who walks his own 
way, with personality traits such as different and cocky. Further, this also correlates to how 
Frank was described by Zander (Personal communication). Frank and his personality is ac-
cording to the participants within the focus groups and with support from Zander (Person-
al communication) a metaphor for what Tele2 actually stands for and due to this Tele2 is 
perceived as a black sheep on the market who walks their own way, who are cocky and dif-
ferent. These findings made it possible for the authors to draw clear parallels to Tele2’s 
core value as a challenger on the market.  

The authors’ opinion is that a black sheep is symbolizing something or someone who chal-
lenges the normal or common way of being and thus Frank, both through his character and 
personality is challenging the common way on the telecom market. The discussion indi-
cates that the core value of challenger has been communicated through Frank’s character 
and personality and perceived by the consumers due to their perception concerning Frank. 
Further, Frank’s personality as different and cocky also symbolizes findings which are sup-
ported by Thompson (2002). 

The above discussion shows that the communication has been coordinated with the inter-
nal image of the brand and with support from Sacett and Kefallonitis (2003) it has clearly 
been pointed out that brand reality has been reached, something which further is supported 
by Urde (2009) and Randazzo (1993).   

To summarize: Frank has managed to communicate Tele2’ core value as a challenger through 
his character and personality, which among the consumers symbolizes Tele2.   

4.1.3.2 Price Challenger 

During the focus groups participants described Frank as cheap and born to be cheap, at the 
same time participants also referred Frank as Tele2 Frank. This shows, with support from 
Calcott and Lee (1994) and Garreston and Burton (2005) that there is a connection be-
tween Frank and Tele2 and according to the authors this indicates that Tele2 thus also is 
cheap and born to be cheap. From this, clear parallels could be drawn to Zander (Personal 
communication) who explained one of Tele2’s core values as a price challenger. Hence, the 
findings indicates that Tele2 is cheap and thus also a price challenger and based on the 
findings from the focus groups the authors can state that this is something which also is 
perceived by the consumers.  

Due to this and with support from Stern (1994) the authors of this thesis can state that the 
core value as a price challenger has been communicated from the author, via Frank’s cha-
racter to finally reach the actual consumer, which also have perceived the message in the in-
tended way. However, Frank, as a symbol for Tele2 is partly communicated and promoted 
through the slogan: born to be cheap, which according to the authors is equal to direct 
communication of Tele2’s core value as a price challenger. This is further explained 
through the close connection between cheap and price challenger and this type of commu-
nication is something which according to Urde (2001) should be avoided.  

The authors’ states with support from Urde (2001) that Tele2’s core value as a price chal-
lenger faces a risk of losing its value and to avoid this the underlying meaning of the core 
value should instead be communicated. Something which according to Urde (2001) will be 
reached from previous consumer experience. This means according to the authors that 
consumer experience concerning cheap is the first step in order to communicate an under-
lying meaning of cheap.  
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The authors have stated that Tele2’s core value as a price challenger has been communi-
cated and perceived by the consumers. Further, with support from Zander (Personal com-
munication) it is also possible to argue that there is a correlation between Tele2’s core value 
as a challenger and as a price challenger, since Tele2 according to the authors is a challenger 
on the market due to their price challenge strategy. Further Tele2’s core value as a challen-
ger was previously in section 4.1.3.1 connected to Tele2’s brand identity. This means, with 
support from Urde (2001) that a successful communication of Tele2’s core value as a price 
challenger has been reached, since the brand identity has been communicated through price 
challenger due to the relationship between the two core values.  

To summarize: Tele2’s core value as a price challenger has been communicated in a success-
ful way through Frank’s personality and as a symbol for Tele2.  However, price challenger 
has through the slogan born to be cheap partial been directly communicated and thus price 
challenger is facing a risk of losing its meaning.   

4.1.3.3 Courage 

According to Zander (Personal communication) courage, as a core value is recognized at 
Tele2, since they are a young company who is brave enough to walk their own way. Fur-
ther, the participants within the focus groups referred the black sheep on the market as 
someone who walks its own way and a connection were made by the authors to Tele2’s 
core value as a challenger. Due to these findings the authors can state that there is a con-
nection between Tele2’s core values as a challenger and as a company with courage. Taking 
this one step further, means that the core value of courage has indirectly been communi-
cated through Tele2’s core value of challenger, which according to Urde (2001) means that 
the meaning behind the value has been communicated.   

Moreover, the authors have also argued that there is a connection between the core values 
of challenger and price challenger, something which is supported by Zander (Personal 
communication). Due to this and based on the stated relationship between courage and 
challenger the authors of this thesis can state that there also is an indirect relation between 
courage and Tele2’s core value as a price challenger, since price challenger is the cause for 
why Tele2 is challenging the telecom market.  

During the focus groups no one of the participants mentioned anything which the authors 
directly could connect to courage and connections were rather made to Tele2’s other core 
values. However, due to the connection between the core values the authors can argue that 
Tele2’s core value as a challenger has indirectly been communicated through Tele2’s other 
two core values. This further means that Frank, through his communication of Tele2’s oth-
er core values has indirectly through them also communicated Tele2’s core value as a chal-
lenger, findings which further are supported by Urde (2001). As a result form this the 
meaning of courage has been communicated.  

To summarize: Frank has through his communication of Tele2’s other two core values also 
managed to communicate Tele2’s core value of courage. However, this indicates that cou-
rage would not have been communicated if the core values as challenger and price challen-
ger would not have been perceived by the consumers.  

4.1.4 The Core Value Grid 

Even though Tele2 has developed during the years it has always been important for the 
company to sustain their core values, which according to the authors of this thesis are 
based upon the origin of the company. Zander (Personal communication) explained that 
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Tele2 has an origin as a challenger, however the authors of this thesis have clearly ex-
plained the close relationship between the core values and due to this the authors of this 
thesis can argue that Tele2’s three core values are all based upon their origin. Since the core 
values are based upon Tele2’s origin the authors of this thesis can claim that the core values 
are internally important.   

4.1.4.1 Challenger  

It was argued in section 4.1.3.1 that challenger is part of Tele2’s brand identity, findings 
which are supported by Urde (2003). Further, the findings from the focus groups showed 
that the brand identity has been communicated to the consumers, which has created feel-
ings within the communication and so also consumer added values, something which fur-
ther is supported by Urde (2009). 

Added consumer values has been communicated and perceived among the consumers, 
something which indicates that the core value as a challenger also is perceived as important. 
Moreover, the core value as a challenger is based upon Tele2’s origin and due to this the 
core values is also internally important. This indicates according to Urde (2009) that Tele2’s 
core value as a challenger corresponds to the category of true core values.     

4.1.5 Price challenger  

As a result from the successful communication of Tele2’s core value as a price challenger 
the authors can state that the communication has created functional feelings among the 
consumers, something which is supported by Urde (2003). According to this consumer 
added values has been created and thus the core value as a price challenger is experienced 
and appreciated among the consumers.  

The price challenger is also based upon Tele2’s origin, which indicates an internal impor-
tance. This implies according to Urde (2009) that Tele2’s core value as a price challenger 
belongs within the category of true core values, since price challenger is perceived both in-
ternally and externally. However, true core value has in this case been communicated 
through direct communication and thus the core value as a price challenger is according to 
Urde (2001) facing a risk of losing its meaning.    

4.1.6 Courage  

The communication of courage is according to the authors based upon the communication 
of Tele2’s other two core values, which in section4.1.3.2 with support of Urde (2001) is 
connected to Tele2’s brand identity. According to the relationship between the core values 
the authors of this thesis can argue that Tele2’s core value of courage also indirectly com-
municates Tele2’s brand identity.  

According to this and with support from Urde (2003) the authors of this thesis can argue 
that a symbolic feeling of courage has been created within the communication and added 
consumer values has been generated.  

The discussion implies that the core value of courage is perceived as important among the 
consumers as a result from generated added consumer values. Further, the core value of 
courage is based upon Tele2’s origin and is thus also important internally. This means ac-
cording to Urde (2009) that the core value of courage belong within the category of true 
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core values. 

 

Figure 3, Frank 

4.2 Boxer Robert 

4.2.1 Defining a Notional Employee 

Participants within the focus groups described Robert as a happy salesman, who they with-
in an advertising context referred to as Boxer Robert, something which correlates to the 
communicative purpose for Robert, mentioned by Knutsson (Personal communication). 
However, Knutsson (Personal communication) pointed out that Boxer never has defined 
Robert as a notional employee, which means that Robert’s advertising role as a notional 
employee solely, is perceived by the consumers.  

The purpose of this thesis is to explore and illustrate how organizational core values are 
communicated through notional employees within advertising. According to Stern (1994) 
advertising communication is made to the recipient, who in this case perceive Robert as a 
notional employee and due to this the communication is done through a notional em-
ployee. These findings made it possible for the authors of this thesis to define Robert as a 
notional employee, since he represents Boxer in an advertising role as a notional employee. 
Due to this Robert corresponds to the marketing phenomenon researched for the purpose 
of this thesis.  

Further, parallels could be drawn between Robert and the definition for spokes character 
created by Garreston and Burton (2005). This implies that in order to analyze Robert as a 
notional employee the theories concerning spokes character will be applied, since there are 
no specific theories for notional employees. The theories concerning spokes character is 
applicable according to the definition of notional employees, since the definition clearly 
points out that a spokes character can act in a role as a notional employee.  



 

 
43 

4.2.2  Creation of the Notional Employee’s Character 

When Robert was created people did not know what digital television was and in order to 
inform the target audience about Boxer and digital television Robert’s personality was ac-
cording to Knutsson (Personal communication) adjusted to the target audience, the signi-
ficance of this adjustment is further pointed out by Ohanian (1991). Moreover, the adjust-
ment is according to the findings from the focus groups also perceived among the target 
audience, since they perceive Robert to be in their own age and informative in his way of 
communicating, which signifies that Robert has managed to break through the marketing 
clutter and reach out with the communicative purpose. Because if he did not reach out with 
his message he would not be seen as informative, since this is a sign that the target au-
dience understand his message.   

Finally, in order to generate better control over the character and its personality, an ani-
mated public character was created, a statement which correlates to the theories made by 
Callcott and Alvey (1991) and Philips (1996b). 

To summarize: In order to reach out with the communicative purpose Robert was adjusted 
to the target audience. Further, in order to generate better control over the character and its 
personality, an animated character was created.  

4.2.3 Communication of Core Values through the Notional Employee 

Knutsson (Personal communication) stated that Boxer’s core values are: simplicity and per-
sonal, where only simplicity was mentioned in their communicative purpose. Based on this 
information the authors of this thesis can claim that only one of Boxer’s two core values 
were intended to be communicated through Robert. However, based on Stern’s (1994) 
theories, the core values becomes the theme of communication and due to this both of 
Boxer’s core values should be communicated through Robert. 

In order to see if Boxer’s core values are communicated an analyze was conducted for each 
specific core value. 

4.2.3.1 Simplicity  

Creating a feeling of simplicity within the message were according to Knutsson (Personal 
communication) stated as important, where simplicity further also was mentioned as one of 
Boxer’s core values. This means according to the authors and with support from the theo-
ries made by Urde (2001; 2003) that the aim with Robert was partly to communicate Box-
er’s brand identity, since a core values was going to create feelings within the communica-
tion.      

During the focus groups the participants described Robert as an ordinary man who works 
as an informative salesman and clear parallels could be drawn to Robert’s communicative 
purpose and Boxer’s core value of simplicity, mentioned by Knutsson (Personal communi-
cation). Based on Kotler’s (2000) theories concerning consumer perception the authors of 
this thesis argues that consumers have perceived a feeling of simplicity within the commu-
nication, something which further is supported by the findings from the focus groups.  

The authors argue that someone who is perceived as informative is someone who has 
reached out with its intended information and thus it would not be possible to be informa-
tive if the message was conveyed in a complicated way. Due to this clear parallels can be 
drawn to Boxer’s core value of simplicity. The core value of simplicity has been communi-
cated and perceived by the consumers through Robert’s informative personality and the 
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message conveyed. This further means that the author of Robert has created a notional 
employee who manages to communicate the stated purpose, something which is supported 
by Stern (1993; 1994) and Knutsson (Personal communication).  

However, the findings from the focus groups showed that people have a bad perception 
concerning Boxer, due to poorly working products. Due to this a situation of bran to-
product dysfunction has been reached, findings which are supported by Sacett and Kefal-
lonitis (2003). Further, these findings do not correlate to the discussion concerning Boxer’s 
core value of simplicity,  

This means that Robert does not manage to communicate the brand identity of Boxer, 
since simplicity does not create any feelings within the communication, findings which are 
supported by Urde (2003). This means that simplicity is communicated and perceived by 
the consumers, but simplicity does not correlate to consumers’ real perception concerning 
Boxer’s products and due to this the authors argue that simplicity did not manage to create 
any feelings within the communication. 

To summarize: Boxer’s core value of simplicity has been communicated to the consumers 
through his personality and the communicated message. However, simplicity does not cor-
respond to people’s perception concerning Boxer and due to this Robert does not manage 
to communicate Boxer’s brand identity.  

4.2.3.2 Personal  

Knutssnon (Personal communication) did not mention anything in the communicative 
purpose which could be connected to Boxer’s core value as personal. Instead, the authors 
could find parallels in the findings derived from the conducted focus groups.   

During the focus groups the participants referred Robert as the brand and since people like 
Robert, a positive perception concerning Boxer was also generated. This indicates accord-
ing to the authors that Robert symbolizes a personal link between the company and its 
consumers and parallels could be drawn to Boxer’s core value as personal. To further point 
out Robert as a personal link, the participants also mentioned that the connection between 
Boxer and Robert is strong and that it would not be possible for Boxer to reach out with 
its intended message without Robert.  

Due to the above discussion the authors can state that an indirect communication of Box-
er’s core value as personal has been achieved through the use of Robert, something which 
is supported by Urde (2001). It has also been mentioned that Robert represents a personal 
link between Boxer and its consumers. Due to this and with support from Urde (2001; 
2003) the authors can state that the brand identity has been communicated, since Boxer’ 
core value as personal has created feelings within the communication. 

To summarize: Robert has become a personal link between Boxer and their consumers and 
clear parallels were drawn to Boxer’s core value as personal. Due to this Robert has indi-
rectly managed to communicate the core value of personal, since he has become a symbol 
for Boxer.    

4.2.4 The Core Value Grid 

4.2.5 Simplicity  

Within the communication of Boxer’s core value of simplicity a situation of brand to- 
product dysfunction occurred and the brand identity was not managed to be communi-
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cated. As a consequence of this the authors can argue with support from Urde (2003) that 
Boxer’s core value of simplicity did not manage to create added consumer value and thus 
simplicity is not perceived as important among the consumers. However, Knutsson (Per-
sonal communication) pointed out the importance of simplicity and based on this the au-
thors can claim that simplicity is internally important.   

Due to the above discussion and based on Lencioni (2002) the authors of this thesis argue 
that simplicity is equal to aspirational core values, since simplicity is internally important 
while not appreciated by the consumers. 

4.2.6 Personal  

Earlier in section it was stated that an emotional attachment was created within the com-
munication of Boxer’s core value as personal. Due to the created feelings within the com-
munication the authors can with support from Urde (2003) argue that added consumer 
values have been created. Based on this information the authors can also argue that the 
core value as personal is perceived as important among the consumers. However, the only 
time Knutsson (Personal communication) mentioned personal was as a core value. Boxer’s 
core value as personal was not mentioned at any other time and due to this the authors can 
argue that the core value of personal is not internally important.   

Due to the above discussion the authors of this thesis can claim that Boxer’s core value of 
personal is a potential core value, since it is not internally important but perceived by the 
consumers, findings which are supported and based on Urde (2009).  

 

Figure 4, Robert 

4.3 ICA Stig 

4.3.1 Defining a Notional Employee 

According to participants within the focus groups and Wikner (Personal communication) 
Stig has through his advertising role today become widely known as ICA Stig. The partici-
pants within the focus groups also described Stig as someone who has worked at the local 
ICA store throughout his whole life, which also correlates to the description made by 
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Wikner (Personal communication). According to the findings this means that Stig as an 
employee represents ICA in an advertising role, something which correlates to the defini-
tion of a notional employee. As a result from these findings the authors of this thesis can 
define Stig as a notional employee and hence he corresponds to the marketing phenome-
non of notional employees.   

The way the participants within the focus groups described Stig relates to Ohanian’s (1991) 
definition of a spokesperson. Therefore, in order to analyze Stig as a notional employee the 
theory concerning spokesperson will be applied, since there is no specific theory concern-
ing the marketing phenomenon of notional employees.     

4.3.2 Creation of the Notional Employee’s character 

The aim with the ICA commercials and ICA Stig is to communicate ICA and the ICA idea 
in a fun way and due to this the ICA idea has been used as the base in the creation of ICA 
Stig (M. Wikner, Personal communication). This was also perceived within the younger fo-
cus group, since the ICA idea can be understood as the history of the company. 

Further, the aim was also to create a dynamic character that represents the typical ICA 
merchandiser and to accomplish this, a character and personality which suits a lot of differ-
ent target groups was acquired (M. Wikner, Personal communication), something which 
correlates to the theories made by Ohanian (1991), who points out the importance of ad-
justing the spokesperson to the audience. Derived findings from the focus groups showed 
that people in different ages related to Stig, but in different ways. Younger participants re-
ferred Stig to a grandfather, who conveys a feeling of safety, while older participants rather 
could recognize themselves in Stig’s character. Due to this the findings from the focus 
groups demonstrated a successful adjustment to different ages.  

Finally, the selected communication campaign made it possible for ICA to communicate a 
wide range of different messages through the same notional employee (M. Wikner, Person-
al communication).  

To summarize: Stig is based upon the ICA idea and represents the typical ICA merchandiser. 
However, in order to do this his character was required to appeal to different target groups. 
Finally, it is possible to communicate a lot of different messages through Stig.   

4.3.3 Communication of Core Values through the Notional Employee 

Wikner (Personal communication) explained that the ICA idea determines the structure of 
ICA and according to Urde’s (2001) theories concerning organizational values this means 
that the ICA idea is equal to their organizational values. Further, this means that the ICA 
idea also will determine ICA’s organizational core values and clear parallels can be drawn to 
the theories made by Urde (2001; 2009).  

The authors have earlier been able to state that Stig is based upon the ICA idea, which also 
is used as a base for the organizational core values. This means that the base for the com-
pany also has been used as a base for Stig and due to this the authors states that Stig sym-
bolizes the core of ICA.  

In order to find out how Stig communicate ICA’s core values of: safety, personal, inspira-
tion and simplicity the authors conducted an analyze.  
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4.3.3.1 Safety 

No one of the participants within the focus groups did directly refer Stig to ICA’s core val-
ue of safety, however it was commonly agreed among the participants that Stig is required 
to communicate a feeling of safety.  

The participants in the focus groups referred to Stig as a grandfather and so also an older 
man, who is welcoming and beloved. An old man has gathered experiences throughout his 
whole life. This implies that Stig communicates trustworthiness due to his specific know-
ledge and life experiences and clear parallels can be drawn between trustworthiness and 
safety. To further explain the parallel the authors states that trustworthiness leads to a type 
of security, which can be translated into safety. This means that a feeling of safety has been 
communicated through Stig and according to Urde (2003) this also means that the brand 
identity has been communicated. 

Further, the indirect communication of safety also correlates to Urde’s (2001) theory con-
cerning the communication of the meaning behind the core value. This means that con-
sumer has through Stig got an opportunity to get to know ICA as a company who stands 
for safety. The analyze shows that consumers know ICA, something which is explained 
from the fact that they indirectly know that ICA stands for safety.  

To summarize: Stig has through his character and personality created a feeling of trustwor-
thiness, which has been associated with safety. Due to this Stig has indirectly managed to 
communicate a feeling of safety and as a result from this the brand identity has also been 
communicated.    

4.3.3.2 Personal  

ICA is based upon local merchandisers, something which Stig should symbolize (M. Wikn-
er, Personal communication). During the focus groups the participants describes ICA in a 
way which according to the authors indicated that they perceived ICA as a local store, 
something which also directly was mentioned by older participants. Further, the partici-
pants did also directly refer Stig to someone who has worked at ICA during his whole life. 
Combining this together means according to the authors that Stig is perceived as someone 
who works in a local ICA store and thus Stig is symbolizing the typical ICA merchandiser.  

According to Wikner (Personal communication) the use of a local merchandiser makes it 
possible to customize everything on a local level, which according to the authors is used to 
meet consumers on a more personal level. In previous section it was clearly stated that 
consumers perceive Stig as a local merchandiser. Further, the authors also argue that the 
perception concerning personal is derived from customization. This further means that in 
order for the consumers to perceive the core value of personal they also needs to perceive 
the local customization.  

During the focus groups no one of the participants mentioned local customization, but in-
stead they referred ICA to high quality. It can be argued that local customization will cause 
high quality, since everything is adjusted to the local consumer. Due to this the authors can 
state that the core value of personal has been communicated through the local customiza-
tion. This means that the ICA idea, symbolized by a local merchandiser and so also Stig has 
been used as a base for the core value of personal, which correlates to the theories by Urde 
(2001; 2009). Due to this and with support from Urde (2001) an internal mindset has been 
created which connects the organization with its brand and consumers.  
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To summarize: A local merchandiser makes it possible for customization on a local level, 
which leads to perceived higher quality among the consumers. The perceived higher quality 
is a result from customization on a more personal level. Due to this ICA’s core value of 
personal has been communicated through Stig, since he symbolizes the local merchandiser.    

4.3.3.3 Simplicity 

Another core value which has some degree of connection to the local merchandiser and so 
also the ICA idea is simplicity. A local merchandiser is according to the authors connected 
to easy access, which might be perceived as simplicity. According to this simplicity can be 
another word for easy access, however both the word simplicity and local merchandiser can 
have a lot of different meanings and due to this the authors were not able to draw any clear 
connection between the two.  

The authors have earlier stated with support from Urde (2001; 2009) that the ICA idea is 
equal to the organizational values of ICA, which should be used as a base for the organiza-
tional core values. However, since there is no clear connection between the ICA idea and 
simplicity the authors can state that the core value of simplicity does not seem to be de-
rived from the organizational values, something which is supported by the findings from 
the conducted focus groups. This indicates that the core value of simplicity neither creates 
internal or external feelings and according to Urde (2009) this means that the core value of 
simplicity lacks meaning.  

To summarize: A local merchandiser can be perceived as simplicity, but the authors were not 
able to support this with any findings. Due to this there is no clear connection between the 
core value of simplicity and the ICA idea, which indicates that the core value of simplicity 
lacks meaning and has thus not either been communicated.   

4.3.3.4 Inspiration 

The final core value which should be analyzed is inspiration, a core value which the authors 
directly can connect to the short term goal describes by Wikner (Personal communication). 
Further, a connection between the commercial and inspiration was found since the authors 
believe that the commercial should inspire consumers to purchase “the products of the 
week”.  

However, during the focus groups no one of the participants mentioned anything concern-
ing “the products of the week”, instead the characters within the commercial was men-
tioned. According to this the authors can state that the characters within the commercial 
are more important than the message they are trying to convey and due to this the audience 
will not remember the products, something which is supported by the theories by Bryntse, 
Sternros and Thott (2003). Due to this Stig has not manage to communicate ICA’s core 
value of inspiration but instead a positive feeling has been created, something which ac-
cording to Wikner (Personal communication) is their long term goal.   

To summarize: A relationship between “the products of the week” and inspiration was done. 
However, no findings correlated to inspiration and the characters within the commercial 
were rather remembered than the products. Due to this Stig has not managed to communi-
cate ICA’s core value of inspiration.  

4.3.4 The Core Value Grid 

Previously the authors argued that Stig is based upon the ICA idea, which according to 
Urde (2001) is equal to the organizational values of ICA. The ICA idea is equal to the base 
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of the organization, something which is internally important. Due to this the authors can 
argue that the ICA idea and Stig both are internally important, findings which also are sup-
ported by Wikner (Personal communication).  

4.3.4.1 Safety  

It was stated that the brand identity has been communicated to the consumers, which 
means that the core values can be translated into consumer added values, findings which 
are supported by Urde (2001). The authors argue that the core value of safety has created 
consumer added values, since feelings of trustworthiness and thus also safety has been per-
ceived by the consumers through Stig, as an old man, this is further supported by Urde 
(2003). 

It has been stated that safety has created consumer added values and according to this safe-
ty is experienced and perceived as important by the consumers. Further, safety was com-
municated through Stig, who is based upon the ICA idea, which is internally important. 
The discussion has showed the importance of safety both within ICA and externally among 
their consumers and due to this the core value of safety belongs to the category of true 
core values, findings which corresponds to Urde’s (2009) theories.    

4.3.4.2 Personal  

The authors can claim that the core value of personal has created a functional added con-
sumer value, which is supported by Urde (2003). The added consumer values are created 
since the participants during the focus group mentioned that they are willing to pay a high-
er price for the higher quality at ICA, which according to Knox and Maklan (1998) indi-
cates that there is an added consumer value.  

The willingness to pay a higher price is derived from a perception concerning higher quali-
ty, which according to the analyze is a result from local customization and so also the core 
value of personal. Due to this the core value of personal is perceived and appreciated 
among the consumers. Further, the core value of personal was communicated through Stig, 
who is internally important and due to this the authors can claim that the core value of per-
sonal also is internally important. According to Urde (2009) this means that the core value 
of personal belongs in the category of true core values.   

4.3.4.3 Simplicity  

As stated previously the core value of simplicity lacks meaning and due to this no added 
consumer values are generated, which is supported by Urde (2001; 2003; 2009). Due to a 
lack of meaning, both within the company and among consumers the core value of simplic-
ity belongs according to Urde (2009) in the category of hollow core values.   

4.3.4.4 Inspiration  

The authors have earlier argued that Stig did not manage to communicate the core value of 
inspiration and due to a lack of created feelings within the communication Stig did not ei-
ther manage to communicate the brand identity, findings which are supported by Urde 
(2003). As a consequence of this consumer added values has not been communicated and 
due to this the core value of inspiration is not perceived or important among the consum-
ers and clear parallels could be drawn to Urde (2003).  

However, the core value of inspiration was by the authors connected to ICA’s short term 
goal, which indicates that the core value of inspiration is internally important. According to 
Urde (2009) this indicates that ICA’s core value of inspiration belongs in the category of 
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aspirational core values.  

 

Figur 5, Stig 

4.4 The Core Value Communication Wheel 

Based on the three cases the authors could see that four different types of core values were 
communicated. The companies did not manage to communicate only true core values, 
which implies that external and internal communication is required, something which also 
is supported by Urde (2009).  

In order to answer the purpose of this thesis the authors have developed a model for how 
organizational core values are communicated through notional employees within advertis-
ing.   

“The Core Value Communication Wheel” will show a sequential order for how organiza-
tional core values are communicated through notional employees within advertising. The 
model is divided into four different parts: creation of a notional employee’s character, 
communication of core values through notional employee, type of communicated core val-
ues and communication adjustments. Further, for each part bullet points will be presented 
for the most crucial factors.   

The first two steps in “The Core Value Communication Wheel” are empirically driven and 
companies are currently only practicing these first two steps. This thesis put their work and 
the phenomenon of notional employees into a new light through the third and fourth step 
in the model, which is based upon “The Core Value Grid” (Urde, 2009).  

In order to show the practical use and how core values are communicated “The Core Value 
Communication Wheel” will be applied to the three cases.  
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4.4.1 Creation of a Notional Employee’s Character 

The purpose of this thesis is to explore and illustrate how organizational core values are 
communicated through notional employees within advertising. Based on the cases for this 
thesis the first step in order to communicate core values through a notional employee, was 
to create a notional employee. Due to this the first step in “The Core Value Communica-
tion Wheel” concerns the creation of the notional employee.  

The first step of the model is currently practiced among companies and in order to show 
the most important factors within this step, “The Core Value Communication Wheel” is 
going to be applied to the cases used throughout this thesis.  

The analyze showed that two of the cases considered organizational values or core values 
in the creation of a notional employee, which indicates that the company’s roots are impor-
tant to consider. However, this importance was highly dependent upon the communicative 
purpose for the specific notional employee. Moreover, the communicative purpose also 
had a big impact on the notional employee, who was required to be adjusted to the target 
audience in order to reach out with the intended message.  

Further, the findings also showed significance of control, uniqueness, humor, communica-
tion of the source and an ability to communicate different products through the same no-
tional employee.  

4.4.2 Communication of Core Values through the Notional Employee 

The cases showed that creation of the notional employee was followed by core value com-
munication through the notional employee within advertising and due to this the second 
step in “The Core Value Communication Wheel” was created.  
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The second step in the model is currently also practiced among companies and in order to 
show the most important factors within this step “The Core Value Communication Wheel” 
is also going to be applied to the cases used throughout this thesis.  

The cases showed that the most common way to communicate core values through a no-
tional employee was through the personality of the notional employee. This was possible 
since the notional employee became a symbol for the company and its core values. Further, 
the cases also showed that the notional employee’s character played an important role in 
the core value communication.  

Moreover, in one case the notional employee communicated the core value through the 
communication of other core values and in another case the message content communi-
cated the core value.  

However, the notional employees did not always manage to communicate the core values. 
The cases showed that the core value is required to be meaningful in order to be communi-
cated. Further, a failure in the communication of a core value was also reached as a result 
from a notional employee who generated too much consumer attention from the intended 
message.  

4.4.3 Type of Communicated Core Values 

The third step in “The Core Value Communication Wheel” places Urde’s (2009) “The 
Core Value Grid” in a new context, since his model practically will be applied within the 
communication between the company and its consumers.  

The previous step showed how communication was made through a notional employee. 
However, in order to answer the purpose of this thesis the authors were also required to 
explore if the core values actually were communicated and how they were perceived among 
consumers. Due to this the third step in “The Core Values Communication Wheel” was 
created.  

The third step in “The Core Value Communication Wheel” is according to the cases re-
searched, currently not practiced among companies. However, according to Urde (2009) 
core values are used within the brand building process and thus it is important to know 
which core values the organization stand for and how these values are perceived by con-
sumers. Due to this the third step in the “Core Value Communication Wheel” evaluates 
how core values are perceived by the company and its consumers. According to this, the 
type of values which has been communicated will be apparent within this step of the mod-
el.   

The research showed that the majority of the communicated core values belong in the cat-
egory of true core values and the model ends at this stage for these values. However, one 
of the true core values were communicated through direct communication and due to this 
faces a risk of losing its meaning.  

Aspirational, potential and hollow core values were also communicated, which indicates 
that adjustments are required in order to communicate the core values in a successful way 
(Urde, 2009). Due to this aspirational, potential and hollow values continue to the fourth 
stage of “The Core Value Communication Wheel”.    
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4.4.4 Communication Adjustments  

The third step in “The Core Value Communication Wheel” showed that all four types of 
values had been communicated. However, in order for aspirational, potential and hollow 
core values to become true core values, adjustments are according to Urde (2009) required. 
Due to this, the fourth stage in “The Core Value Communication Wheel” was created, 
where internal and external communication is considered, a step which also is based upon 
Urde’s (2009) “The Core Value Grid”.  

Urde (2009) states that external communication with a focus on product performance and 
consumer perception is crucial in order for aspirational core values to become true core 
values. The aim with this process is to make the values credible and meaningful among the 
consumers. Further, potential core values indicate that there is a need for internal commu-
nication in order for the values to become internally meaningful. Finally, if hollow values 
are desirable to transform into true core values there is a need for both internal and exter-
nal communication (Urde, 2009).  

For the cases followed throughout this thesis the fourth stage in “The Core Value Com-
munication Wheel” indicates that the notional employee needs to be adjusted in a way to 
communicate internally to the company, externally to the consumers or a combination be-
tween the two. The type of communication and adjustments which are required are depen-
dent upon the type of value which has been communicated. Finally, the required adjust-
ments can be done in the first or second stage and from here the model starts all over 
again.  
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5 Conclusion & Reflections 

Within this chapter a conclusion will be drawn from the analyze and the purpose of this thesis will be answered. 
The contributions generated from this thesis will be presented. Finally, limitations of the research will be dis-
cussed and future research will be presented.  

5.1 Conclusion 

Communication of organizational core values through notional employees in advertising is 
communicated through four steps. 

The first step is the creation of the notional employee. In order to create a suitable notional 
employee it is important to consider the communicative purpose, which is required to cor-
relate to the core of the company. Further, it is also important to create a notional em-
ployee who is adjusted to the target audience.  

The second step is the communication of core values through the notional employee. 
When communication is made through a notional employee its personality is the most 
common communication tool, something which is possible since the notional employee 
becomes a symbol for the company and its core values. Further, it is also common to 
communicate through the notional employee’s character and indirectly through other core 
values. 

The third step is to analyze what type of core values which has been communicated and 
how they are perceived among the consumers. The aim is to communicate true core values 
but if aspirational, potential or hollow core values are communicated adjustments needs to 
be made. 

The fourth stage is where the communicative adjustments take place. The required com-
municative adjustments can be internal communication, external communication or a com-
bination between the two.  

The sequential order for how organizational core values are communicated through no-
tional employees can be followed in “The Core Value Communication Wheel”.  

5.2 Contributions  

The research conducted for this thesis has generated both academic and practical contribu-
tions.  

First of all an academic contribution was made within the field of branding, since this thesis 
takes both a company and consumer perspective.  

This thesis has put the phenomenon of notional employees into a new light. Due to this 
two major academic contributions has been achieved. First of all, the authors have contrib-
uted to the literature with a usable and applicable definition for notional employees. This 
definition is a contribution, since it explains a new communication tool within marketing.   

Further, in order to answer the purpose of this thesis the definition of notional employees 
has been combined with theories concerning core values, advertising communication, 
spokesperson and spokes characters. The combination of these fields has together with the 
cases applied throughout this thesis been used as the base in the creation of “The Core 
Value Communication Wheel”, a practical and theoretical model which explains how or-
ganizational core values are communicated through notional employees within advertising.  
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 From “The Core Value Communication Wheel” a practical contribution has also been 
achieved. The model can be used by companies in order to ensure that their core values are 
communicated and perceived among their consumer. For the cases used throughout this 
thesis the model will indicate communicative adjustments which need to be applied in or-
der to communicate true core values.   

5.3 Theoretical Disadvantages 

The marketing phenomenon of notional employees has been the focus throughout this 
thesis. However, during the literature review the authors did not find any specific literature 
for the phenomenon of notional employees. Therefore, the authors of this thesis were re-
quired to apply theories from other fields of research in order to answer the purpose of this 
thesis.   

Further, the thesis did also emphasize how the notional employee communicated organiza-
tional core values, a field of research were limited amount of research has been done. As a 
consequence of this the majority of the theoretical framework concerning core values is 
based upon the theories made by M. Urde.   

5.4 Methodological Criticism and Future Research 

A new marketing phenomenon has been researched throughout this thesis and in order to 
get a deeper understanding of the phenomenon an inductive qualitative research was con-
ducted. However, in the future it would be possible to develop this study and conduct a 
deductive, qualitative research, which would generate a higher level of validity to the phe-
nomenon of notional employees.  

Moreover, to generate new valuable information it would also be suitable to conduct a 
more extensive research during a longer time period and thus also research more cases, 
something which would be usable to conduct on the international market.  

Finally, this research has focused on how the core values are communicated and perceived 
by the consumers. As a complement to this thesis it would be suitable in the future to con-
duct a research concerning how the organizational core values are communicated and per-
ceived within an organization and thus research the internal communication of the core 
values.  
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Appendix 1 
 
Internal interview 
 

1. Who is Frank/Robban/Stig?  

Describe, his look, his personality and the thought behind.  

 

2. Why was Frank/Robban/Stig selected as spokesperson for Tele2/Boxer/ICA?  

Why was a figure/an animated human/a real human used and what makes 

Frank/Robban/Stig an effective spokesperson for Tele2/Boxer/ICA. 

    

3. What was the goal with Frank/Robban/Stig?  

Communication goal? Has the goals been reached and what has been the effect? 

 

4. Tele2/Boxer/Ica what are their core values?  

What does the company stand for? 
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Appendix 2 

 

 

 

 

 

  Vem & Hur ?  

 

 

 

Hur förknip-
par du Frank 
med Tele2? 

 

 

 

 

 

 

   Vem & Hur ? 

 

 

 

 

Hur förknip-
par du Robert 
med Boxer? 

 

 

 

 

 

 

  Vem & Hur ? 

 

 

Hur förknip-
par du Stig 
med ICA? 

 

 
 

 

 


