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Abstract 

Having studied the literature on the issue of corporate brand identity our group found dif-
ferent points of view towards it and its components. The major ideas discussed in all the 
sources studied are the corporate brand identity, corporate brand personality, corporate 
brand reputation and corporate brand image. But the interconnections of those and the 
possible ways to influence them differ from source to source. As a result, our group man-
aged to create a cumulative model of the structure of corporate brand identity and the fac-
tors that influence it as a whole and its components separately, basing on the idea of logical 
clearness and overall simplicity.  

After that our intention was to test the relevance of our model and we needed an example 
of a successful company with a strong corporate brand that has recently started dealing 
with the issues of maintaining and strengthening its corporate brand identity, due to the 
fact that we assumed the information to be rather “fresh” and interesting to analyze. Scania 
turned out to be a perfect example. 

Taking advantage of the qualitative research method, accompanied by the case study ap-
proach, we have conducted interviews with the Scania officials, using a semi-structured 
type of interviews in order to get a broader and more detailed view of the situation. As a 
result of the analysis of the data gathered we tested our theoretical model and brought up a 
real-life model of Scania’s corporate brand identity and the factors influencing it, which can 
be generalized for any single-branded corporation. Our model proved to be correct at its 
core with only a few differences from the Scania model. 
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1 Introduction 
_________________________________________________________________________________________________________ 
This chapter gives an introduction to the thesis. The background part gives a broad overview of the very idea 
of the brand which leads the reader to the problem discussion section that is more specific and deals with the 
notions important for the purpose of the thesis. 
_________________________________________________________________________________________________________ 
 

1.1 Background 
 

The brand is a complex concept and a lot of ideas and definitions have been discussed 
about it (Dalton & Croft, 2003). There are numerous definitions of what a brand actually is 
and how different people perceive the very essence of it. We picked up the most wide 
spread and vivid definitions that help to illustrate the idea of the brand. The examples are: 

“A name, term, sign, symbol or any other feature that identifies one seller’s goods or ser-
vice as distinct from those of others sellers.” (The American Marketing Association defini-
tion of branding). 

“[A brand is] a promise you make and keep in every marketing activity, every action, every 
corporate decision, every customer interaction.” (Miller & Muir, 2004, p 5) 

Both of the definitions are very general and reflect only the overall nature of the brand 
concept. If to go more in-depth, brands exist at both product and corporate levels. A 
product brand is the name, term, symbol, design or sign, or any combination of the listed 
elements, created to be associated with the target product and to differentiate it from the 
competitors (Kotler et al., 2005) According to Alessandri (2001), the corporate brand is a 
reflection of the company as a whole, being based not only on a particular product, but also 
on the beliefs, culture and the vision of the organization in question. The corporate brand 
is not just a product with all its tangible characteristics. We could say that the whole com-
pany stands behind its corporate brand that is usually named after the company itself. 

The most appropriate definition for the following research is the one of the corporate 
brand as the contemporary rise of corporate brands has catalyzed a lot more attention and 
interest to them then ever before. However, whether one is discussing a product or corpo-
rate brand, nearly all of the aspects of branding can be applied to both. (Dalton & Croft, 
2003).  

This leads us to the most important notion in this thesis – the notion of corporate brand 
identity. Corporate brand identity is “the strategically planned and operationally applied in-
ternal and external self-presentation and behavior of the company” (Van Riel, 1995, quoted 
in Blombäck, 2005, p.85).  

The company we decided to investigate is Scania. “Scania is the leading manufacturer of 
heavy trucks and buses, as well as industrial and marine engines. The company also markets 
and sells a broad range of service-related products and financing services. Scania operates 
in about 100 markets, mainly in Europe and Latin America, where production is located”. 
(retrieved 2006-04-25, see Appendix I, print screen 2). 

 It is accompanied by a strong corporate culture and a premium brand, which constitutes 
the ground for the company’s high profitability and reliability. Moreover Scania has a long 
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and outstanding history. It was formed as a result of the merger between Maskinfabriksak-
tiebolaget Scania in Malmo (Sweden) and Vagnfabriksaktiebolaget i Sodertelge (Sweden) in 
1891. Throughout the years the company developed from a small-scale car manufacturer to 
a giant international corporation, which was listed on the New York and Stockholm stock 
exchanges in 1995, has manufacturing plants from Brazil to Australia and reached the an-
nual sales of 50000 units per year during the 1990-s (Scania AB 2005, company profile edi-
tion 3: Key Events, 2005). 

We find it important to mention that in our thesis we intend to focus only on the Scania 
Trucks division as the main part of the corporate brand of Scania corporation, thus, we will 
write Scania further instead of Scania Trucks division. 

1.2 Problem discussion. 
 

The problem we are going to investigate in this paper concerns the ways Scania handles its 
corporate brand identity as well as the reasons for their choice and whether those ways co-
incide with the theoretical model that we intend to develop within the frame of reference 
of this paper. 

By handling corporate brand identity our group implies the factors a company uses to in-
fluence its corporate brand identity. 

The subject of corporate brand identity is becoming increasingly significant, particularly in 
the realms of finance, marketing and strategy. Corporate brand identity is a vague but vital 
aspect of a company and now is considered to be one of the most important factors in the 
strategic positioning of organizations (Bounfour, 2002). Empirical analyses as well as the 
review of economic and strategic literature converge to the necessity of considering corpo-
rate brand identity as one of the main sources of value creation, and corporate competi-
tiveness (Bounfour, 2002). Corporate brand identity is considered to be an important stra-
tegic asset, which needs to be maintained and upgraded on a regular basis. Once a good 
corporate brand identity is created it increases sales by ensuring high awareness and pro-
vides a company with a competitive advantage (Smith, 2003).  

It can be argued that corporate identity and corporate brand have a number of differences 
(Balmer & Gray, 2003). Hence, it would be logical to assume that corporate identity and 
corporate brand identity are different as well. Yet, during our preliminary empirical work 
we found out that in the case of Scania these two concepts coincide (Interviewee I, per-
sonal communication, 2006-04-18), as Scania is the case of a single-branded company, and 
identity and the brand identity are inseparable.  

For the current research we needed a company with a strong corporate brand identity that 
has recently started thorough dealing with corporate brand identity handling. The reason 
for choosing Scania is that “the issues of corporate brand identity have never been taken 
seriously in the company” (Interviewee I, personal communication, 2006-04-25). Only dur-
ing the last decade the company started to put forward the issues of corporate brand iden-
tity improvement and control seriously. The main incentive for doing this was the fact that 
Volvo made an attempt to take over Scania in 1999, as the result of which the company’s 
officials realized the actual price of the company and its corporate brand identity (Inter-
viewee I, personal communication, 2006-04-25). Moreover, by the time, the misuse of, e.g. 
visual identity of Scania was a very widespread phenomenon, which in the opinion of 
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Scania marketing expert group, made a lot of problems and misunderstanding with how 
people perceived the corporate brand identity of the company (Interviewee I, personal 
communication, 2006-04-25). After that the company started paying a lot of attention to its 
corporate brand identity and thus it became very interesting to get the information on what 
kind of corporate brand identity handling techniques the company has developed by now 
and compare them to our theoretical model. Hence, Scania turned out to be a perfect ex-
ample. 

The theoretical model we intend to present consists of factors influencing the components 
of corporate brand identity and corporate brand identity itself. The idea of creating this 
model arouse after the study of literature on the subject, which presents a vague picture of 
the concept in hand. According to Markwick and Fill (1997), corporate brand identity con-
sists of corporate brand personality and reputation. Sicco van Gelder (2003) points out 
four factors that influence corporate brand identity. At the same time many authors such as 
Sue Allessandri and Todd Allessandri (2004), Olins (1990), Fombrun (1996) consider that 
the choice of corporate branding strategy affects corporate brand personality. According to 
Cohen (1991), there is one more factor of influence - corporate brand identity protection, 
which is considered an important aspect for successful identity development. Corporate 
brand image is considered to be a separate concept, which is affected by the corporate 
brand identity and is formed by the perception of corporate brand identity by the stake-
holders (Arbatt & Shee, 1989). We intend to come up with a more general model embrac-
ing all the above listed aspects and further on test its relevance, basing on the empirical 
data we will receive from Scania. 

1.3 Research questions 
 

What is Scania’s corporate brand identity? 

How does Scania influence its corporate brand identity? 

Is there a difference between our theoretical findings and the way Scania handles its corpo-
rate brand identity? 

1.4 Purpose. 
 

The purpose of the following thesis is to investigate how Scania handles its corporate 
brand identity and why it does so. 

 

1.5 Delimitations. 
Within this paper we will use the terms Scania corporate identity and Scania corporate 
brand identity interchangeably. 

Within this paper we intend to focus only on what Scania’s corporate brand identity con-
sists of and factors used to handle it, not the way it is perceived by its stakeholders. 
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2 Method 
_________________________________________________________________________________________________________ 
In this chapter the authors intend to cover the framework of approaches, theories and methods on which the 
research is based, as well as to give reasons for choosing a particular method of research. 
_________________________________________________________________________________________________________ 

2.1 Choice of Research method 
For the current research the authors decided to use the qualitative research approach as the 
most suitable for achieving the above mentioned purpose. 

2.2 Quantitative and Qualitative Research Methods 
According to Bell (2000), when the problem and purpose of the thesis are stated, the au-
thors have to decide on theories and methods to use. There are two major ways to gather 
information, the quantitative and the qualitative methods. Their differences can be briefly 
described in a following table: 

Quantitative method of research is usually associated 
with: 

 

numbers as the unit of analy-
sis 

large-scale studies 

a specific focus 

researcher detachment 

Qualitative method of research is usually associated with: 

 

words as the unit of analysis 

description 

small-scale studies 

holistic perspective 

an emergent research design 

Table 1. Most basic differences between Quantitative and qualitative methods, 
adapted from Watson and Noble (2005) 

2.2.1 Quantitative method. 
According to Jensen (2002), quantitative research is mainly concerned with exhibiting the 
cause-effect relationship, and a research using qualitative method, usually begins with set-
ting a hypothesis. 

Quantitative surveys gather data and enter deeply into relations between different sets of 
data. They use scientific methods that result in conclusions that can be quantifiable and 
possible to generalize (Jensen, 2002). 

 8



 

2.2.2 Qualitative method 
According to Daymon (2002), the qualitative research method has a lot of attributes. The 
main feature concerning empirical findings in the thesis is that researchers are closely en-
gaged with the people being studied, who give researchers an opportunity to explore, inter-
pret and present their various viewpoints. Qualitative method normally works with small 
sample studies, as it focuses on deeper exploration to reach a more detailed image of the 
investigated issue. The above mentioned leads to the idea that the goal with a qualitative 
study is not only to draw general and typical conclusions, but instead shed light on the 
uniqueness of each circumstance (Jacobsen, 2002). 
 
The choice of the qualitative method is based on the purpose of the research. The authors 
found this method most appropriate as they wish to study the diversity of corporate brand 
identity management processes inside Scania. Qualitative method applied to the following 
thesis research process will best grasp the perceptions of the participants and their view on 
the issue. 

Moreover, according to Jensen (2002), in a qualitative research meaningful actions of the 
object of study (e.g. company, person, group of people etc) are to be studied as far as pos-
sible in order to build up an action-meaning relationship. This is of great importance to the 
current thesis, as the purpose can be divided into two logical question parts of “how” – the 
action and “why” – the meaning of the action. 

After all, we interviewed 4 people in Scania, therefore our sample is small scale and we 
need to get as much information from a person as possible, hence we needed more free-
dom in order to make our analysis and conclusions. Our research model will be emerging 
through a wide range of investigations while developing our frame of reference chapter. 
Due to these factors we assume that qualitative research method is the most suitable for 
our work. 

2.2.3 Case study 
The decision to use qualitative method in our thesis caused the following issue to appear. 
How are the authors going to implement this method? Basing on the problem of our paper 
and data collection plan we found it most appropriate to use the case study approach to 
Scania. According to Daymon (2002), a case study is an investigation of e.g. an organization 
or an issue, which can be delimited by a location or time frame, which has the main pur-
pose for increasing knowledge about the real insights of the issue of interest and offering 
particular relevance to researchers work.  

According to Daymon (2002), who puts forward the core characteristics of the case study: 
the ones, which are of particular importance for our work, are the points that the case 
study focuses on the formulation of a holistic real-life description of Scania’s corporate 
brand identity from the corporate perspective, as it was stated in the problem discussion 
chapter.  

The implementation of the case study research makes it even more suitable for us, accord-
ing to Yin (1994), case study is appropriate when the focus of the investigation is limited to 
a single aspect of an organization, which in our case is the Scania’s corporate brand identity 
and then compared to those formulated within the theoretical investigation or with other 
empirically formulated model. Yin (1994) agrees with Daymon (2002), who elaborates: 
“…in organization studies, case studies are often accorded a central role in research with 
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the case being allowed to stand on its own in order to generate theory, test theory (is theory 
applicable to all contexts, for instance?), enable findings from other studies to be con-
firmed or achieve insights into territory that is previously uncharted or not well docu-
mented.” 

The above said concludes the idea behind the importance of using the case study approach 
for our type of investigation. Several factors can be summarized here in order to further 
explain the choice we have made. The case study is particularly beneficial when conducting 
an investigation that concerns a single company as well as focusing on a certain aspect of 
that company, in our case being the corporate brand identity of Scania. 

2.3 Data Collection 

2.3.1 Interview 
For the purpose of this thesis, our group has decided to conduct an interview study of the 
company in order to collect an empirical data, based on the interaction with four Scania of-
ficials, as a result a questionnaire has been constructed (see Appendix II). 

“Within qualitative approaches to public relations and marketing communications research, 
interviews are a useful form of data collection because they allow you to explore the per-
spectives and perceptions of the interviewees” (Daymon, 2002, p 166). 

Interview is an extremely flexible research tool (Breakwell, 1995). In the context of this re-
search, an interview will be used as a tool of gathering empirical data that will be analyzed 
and further compared with the theoretical issues about the topic in question. In other 
words the interview will serve as a method for making analysis and interconnecting the 
theoretical framework with reality. 

According to Brewerton (2001), interviews can take a variety of forms, depending on the 
data required and the research question. There are four different types of interviews the re-
searchers can use: 

• Structured interviews 
• Unstructured interviews 
• Semi-structured interviews 
 

Structured interviews involve a number of fixed questions which are asked by a researcher 
in a fixed order. This method of conducting an interview ensures rapid data coding and 
analysis, easy quantification of data, however the approach constrains interviewees and 
does not allow for exploration into further areas of interest (Brewerton, 2001). 

Unstructured interviews represent another side of the coin - the opposite of the method 
discussed above. In this approach the researcher does not follow any fixed pattern; he/she 
can address any or all of a given number of topics which can be of interest to the research 
(Brewerton, 2001). 

Semi-structured interviews incorporate elements of both interviewing methods - quantifi-
able fixed choice responding and the ability to explore certain areas of interest. According 
to Breackwell (1995), this method incorporates the advantages of both approaches, it is 
easy to analyze, quantify and compare gathered data. At the same time it allows the inter-
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viewees to explain their answer and to provide more in depth view of the issue in question. 
(Brewerton, 2001). 

“Interviews, therefore, are an appropriate method to use when you wish to understand the 
constructs that interviewees use as a basis for their opinions and beliefs about a particular 
situation, product or issue.” (Daymon, 2002, p 168) 

Our group has decided to conduct a semi-structured interview. The reason for picking this 
type of approach is that it will allow us to carry out an in depth study of the research ques-
tions without the need of being fixed on a certain area or be limited just by a questionnaire. 
The authors believe that for the chosen topic interview flexibility is required. Before con-
ducting the interview the authors were practically unaware of which corporate brand iden-
tity handling techniques Scania uses, hence extra flexibility conducting the interview was 
found as necessary. Still the area of research is discussed in academic literature, which in 
turn allowed the authors to create an initial interview structure to be followed, according to 
the things most appropriate for the purpose of the research. 

According to Brewerton (2001), this type of interview is generally easy to analyze, quantify 
and compare, but allowing interviewees to explain their responses and to provide more in-
depth information where necessary. However the author also provides some drawbacks 
one could incorporate when conducting it, such as: the temptation to spend too long on 
peripheral subjects, the danger of losing control to the interviewee, and the reduction in re-
liability when using non-standardized approaches to interview each respondent. 

In order to undergo these drawbacks, our group has decided to create a well thought out 
questioner which we intend to follow.   

The interview was conducted with 4 people, one of whom was interviewed by e-mail. We 
will introduce the interviewees as well as elaborate on their choice in the introduction to 
the “Empirical findings” chapter. 

The reader can find the interview guide in Appendix II. 

2.3.2 Secondary data 
Books, journals, websites 

According to Hague (2004), secondary data can be collected without fieldwork. By secon-
dary sources we mean journals, academic databases, books and internet resources, which 
are available in the University Library at Jönköping University or via the Internet and suffi-
cient for the matter. 

Secondary data forms the theoretical basis of our research, which is mainly a review of the 
literature consisting of relevant texts related to the research questions and work purpose. 
We state that theoretical framework in the current qualitative research is to be updated dur-
ing the whole data collection period, analysis and finalizing the document.  

According to Hart (1998), the review of this kind of data differentiates between the part 
that has been done and shows what needs to be done further. According to her ideas the 
goals of undertaking this kind of study in the marketing communications include the fol-
lowing: 

• Development of an understanding of theoretical area relevant to the topic. 
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• Establishment of several new perspectives on the matter. 
• Acquisition of terminology and main concepts of the field in question. 
 

The authors intend to take advantage of the library resources of academic literature, con-
sisting of the books themselves, the e-brary and the 24x7 electronic library as well as jour-
nals and various articles that can be found on multiple databases offered on the library 
website, which in turn allows the authors to create the structure of the empirical research to 
be followed. 

In addition to our secondary data we intend to use Scania Annual Report, 2005 – the re-
source, presenting the overall information about Scania, financial information and the fu-
ture direction of the company. 
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3 Frame of reference 
_________________________________________________________________________________________________________ 
The third chapter includes the frame of reference of the study, including deep understanding of the concept of 
corporate brand identity and its components as well as the factors that affect them. Resulting from this inves-
tigation a model will be developed, which will incorporate all those elements. 
__________________________________________________________________________________________________________ 
 
There are two concepts that appear in different sources of literature – “brand identity” and 
“corporate brand identity”, where the first notion is the broad theoretical issue and the 
second one is the same issue, but narrowed down to the situation, when a whole company 
stands behind one brand (Alessandri, 2001). For the current research we found useful some 
elements and aspects of both notions. 

Within this chapter we will present the theory essential for creating the model, mentioned 
in the “Problem discussion” chapter. Since we perceive the components of the model to be 
rather complex, we find it important to explain the structure of the frame of reference. 

We intend to begin with explaining the concept of corporate brand identity. Further we will 
describe the notions of corporate brand personality and reputation, which are the compo-
nents of the corporate brand identity and the factors influencing them. These two compo-
nents form corporate brand identity, which in turn is influenced by visual identity and cor-
porate brand identity protection. After that we will discuss the concept of corporate brand 
image which gets formed through stakeholders’ perception of the corporate brand identity.  

3.1 Corporate Brand identity 
Corporate brand identity can be described as an emblem – the company can choose how it 
looks like, what its shape or color is and its message, but once others see it, it becomes the 
representation of the entire company and needs to be managed in order to produce a posi-
tive image (Fill, 2002). 

According to the Markwick and Fill (1997), the corporate brand identity is the organiza-
tion's presentation of itself to its various stakeholders and the means by which it distin-
guishes itself from all other organizations. Many organizations started to pay more atten-
tion in the recent years to this issue as it became more important to differentiate from the 
competitors due to the increased competition in the market (Fill, 2002). 

According to Alessandri (2001) and Markwick & Fill (1997), the main components of the 
corporate brand identity are corporate brand personality and corporate brand reputation. 
Now we intend to describe these components in depth as well as factors that influence 
them. 

3.2 Corporate brand personality 
 

Corporate brand personality is one of the components of corporate brand identity. Identity 
and personality are closely related and in order to manage it identity managers need to have 
a clear understanding of an organization's personality (Markwick & Fill, 1997). 

It has been stated that the corporate brand personality term can be broken down into sev-
eral factors, which influence it: the organization’s mission (Leuthesser & Kohli, 1997), 
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which is a part of the overall purpose and ambitions of the company, values, as one of the 
main aspects of corporate culture (Fill, 2002) and the overall choice of strategy and strate-
gic process (Makwick & Fill, 1997). 

Bernstein (1984) regards corporate brand personality as the personality of an individual. 

We can develop Bernstein’s (1984) allegory about the personality of an individual and the 
personality of the organization to explain the above presented factors of influence: every 
person has some inside moral values of what he considers to be right or wrong (Values fac-
tor), every person has an idea of what he wants to achieve (Mission factor) and how he 
wants to achieve it (Strategy factor). 

We propose that to understand corporate brand personality it is necessary to narrow down 
this wide notion to the three factors of influence listed above and discuss them more in-
depth. 

3.2.1 Purpose and ambitions (Mission factor) 
Iain Ellwood (2002) refers to the company’s purpose and ambitions as a corporate mission, 
which the author identifies as a ‘statement that summarizes its intent to internal and exter-
nal customers’. It is crucial that the message that the company brings to its customers is 
consistent and easy to understand. At the same time the author stresses the importance of 
the message to be constant over a long period of time, since if it is constantly changed cus-
tomers can become easily confused. Iain Ellwood (2002) points out that there is a strong 
reluctance internally to commit to a brand mission if there is expectation that it will change 
anyway. At the same time, according to Topalian (1984), all employees embody and articu-
late the corporate mission, which in turn gives shape to corporate brand personality. 

A corporate brand presents its purpose and ambitions in order to stake a future claim. It is 
very often that both purpose and ambitions are expressed using brief tag lines, such as 
those used in advertising on packaging, in letterheads, on trucks and so on…( Sicco van 
Gelder, 2003). 

A corporate brand expresses its purpose and ambitions in order to present its function to 
customers, such as ‘The ultimate driving machine’ by BMW or ‘Go create’ by Sony. At the 
same time a strong corporate brand’s purpose and ambitions can be used to rally 
employees around the brand. In other words it would be easier to explain to the employees 
what is expected of them by the company in order to deliver the brand to consumer. Si-
multaneously it could give employees something to be proud of (Sicco van Gelder, 2003).  

3.2.2 Branding strategy (Strategy factor) 
There are two extremes, when one defines the types of branding strategies – a monolithic 
strategy and a branded strategy (Olins, 2005). The difference is in the way the company 
presents itself to its customers as the producer of the goods. The modern marketplace of-
fers us such vivid examples, as Nestle, which has over 8000 brands worldwide (Rapoport, 
1994) and such companies as Scania, which has one corporate brand and the whole com-
pany stands behind it. In the case of Scania, the firm employs a monolithic approach to 
branding strategy as the corporate identity becomes the same as the corporate brand iden-
tity. The opposite is the Nestle example, when a company uses individual brand names and 
strategies for each product brand the company has – this is called the branded approach. 
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According to Fombrun (1996), branded strategy does not allow the corporate reputation of 
a firm, its core values and principles to be reflected in the brand. This is the major aspect of 
this strategy that makes it of no interest for our study, where the accent is made on the 
corporate brand. 

A monolithic branding strategy allows the firm to obtain a certain marketing synergy. Syn-
ergy means combining parts to produce something greater than the sum of those parts—a 
greater whole (Rebecca Chan Allen, 2001). This is made possible by positioning the corpo-
rate name as the product name and consequently, all the marketing activities in the com-
pany support the others, which in turn influences corporate brand personality (Sue West-
cott Alessandri & Todd Alessandri, 2004). In other words, by choosing to use a monolithic 
branding strategy, the company shines light on its personality and presents itself as a single 
branded company. 

In a monolithic strategy it is also utterly important for the company to be able to promote 
its corporate brand identity, as the strategy emphasizes the corporate name. Hence, the 
ability of the organization to find ways to promote its identity and differentiate its personal-
ity from competitors becomes critical. The opposite is presented in the branded strategy, 
where the corporate identity promotion is not important, compared to the promotion of 
separate product brands. According to Winter (2003), the way of corporate identity promo-
tion is decided after the branding strategy is defined, which makes a clear connection be-
tween them (Fombrun, 1996). 

One more consideration is that the overall choice of strategic process plays a major role in 
shaping the corporate brand personality (Fill, 2002). The degree to which the company 
formalizes and plans its corporate brand strategy influences its personality to a great extent: 
if this degree is high it improves the corporate brand personality from the perspectives of 
trust and reliability. Visa versa, if the strategy is emergent or informal it can produce a sense 
of chaos and uncertainty among the stakeholders (Fill, 2002). Once a company adopts a 
monolithic branding strategy, vide supra, the strategic process is most likely to be very for-
mal, well-communicated and planned, as the company stands behind one brand and an er-
ror in the choice of strategy will affect the whole corporate brand personality (Sue Westcott 
Alessandri & Todd Alessandri, 2004). 

3.2.3 Values (Values factor) 

According to Sicco van Gelder (2003), values are ones deepest sense of what can be differ-
entiated as right and wrong and therefore can aid when making a choice between the alter-
natives. Values provide a clear perspective on how the brand is expected to act towards its 
stakeholders and customers at the same time (Hatch, 1997). Once the brand is extended 
abroad and presented to different societies, it becomes more and more difficult  to main-
tain the old set of values, therefore it turns out to be extremely important to adjust as well 
as develop them towards the societies the brand gets presented to, so they would properly 
perceive the organization’s personality (Sicco van Gelder, 2003). 
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3.3 Corporate brand reputation 
“The reputation of a man is like his shadow, 

gigantic when it precedes him, and pygmy 

in its proportions when it follows.” 

- Talleyrand 
The term "reputation" is often used synonymously with image and this can lead to confu-
sion. According to Markwick and Fill (1997) corporate brand image is the total impression 
an entity makes and corporate reputation is the evaluation or esteem in which an organiza-
tion's image is held. There can be little doubt that the two are closely allied elements and 
that one is necessary for the other to be developed. 

Reputation is an overall evaluation of organizational achievements. Familiarity with the na-
ture of corporate reputation has become a necessity for strategic competitive advantage.  
(Fombrun,1996). According to Van Riel (1995), reputation is a reflection of the historical, 
accumulated impacts of previously observed identity cues and possible transactional ex-
periences. Consequently, reputations are more durable than images and may represent a 
relatively consistent store of goodwill and support in favorable cases (positive reputations) 
or distrust and avoidance in adverse situations (negative reputations). Images may be al-
tered relatively quickly as a result of organizational changes or communication programs, 
whereas reputation requires development through time and image consistency. By differen-
tiating these two terms, managers are encouraged to build a store of positive reputation as a 
prerequisite for successful identity development (Fill, 2002). 

As it is clearly seen from the theory presented above, corporate reputation is influenced by 
the historical background, the so-called roots and heritage of the company (Sicco van 
Gelder 2003), which logically leads us to the explanation of this concept. 

3.3.1 Roots and Heritage  

According to Sicco van Gelder (2003), the roots of the brand can be outlined by the cir-
cumstances of its conception, such as: when, where, how, why and by whom was the brand 
created? As a result, the author points out the importance of the roots of the brand which 
convey the meaning of it to the customer. 

The heritage on the other hand consists of the changes undergone by the brand, such as a 
chronology of important events for a brand, its role to consumers during that period, the 
trust it has generated among them and the satisfaction it has given in the past (Sicco van 
Gelder, 2003). 

A brands heritage consists of the following elements: 

“- Birthright, which aims to convey the brand’s original standards.  

- History, which help familiarize consumers with the brand and underpin its status.  

- Narrative, which tells the ongoing story of the brand.” (Sicco van Gelder, 2005, p 36) 

At the same time, however, the company should be cautious and not to display its histori-
cal information that is irrelevant to an external audience or even can damage the corporate 
brand identity (Kapfere, 1997).  
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3.4 Factors influencing corporate brand identity 
We have discussed above the components that constitute corporate brand identity and the 
factors that influence them. Still there are two more factors that influence corporate brand 
identity as a whole. According to Fill (2002) symbolism is affecting the overall state of cor-
porate brand identity. By symbolism the author refers to the visual aspects of corporate 
brand identity, such as the logo, overall appearance and the letterhead of the company. He 
also argued that visual identity enables the achievement of a higher level of harmony be-
tween all the components corporate brand identity consists of. 

The second factor of influence is the protection of the corporate brand identity. Both legal 
and non-legal means of identity protection are aimed to making sure that the corporate 
brand identity is well presented and properly understood by the stakeholders, who form the 
corporate image on the basis of the corporate brand identity perception (Cohen, 1991). 

3.4.1 Visual identity 

The visual identity of a corporate brand is the outward manifestation of its identity in terms 
of logos, signature, tunes, colors, typeface (Dowling, 2001). These identifiers suppose to 
provide consumers with the following: 

“- Instant recognition of the brand through its name, visual or audible devices.  

- Legitimacy of the brand through symbols and devices that convey authenticity or 
trustworthiness. 

- Connections between the products in a brand portfolio.  

- A badge to be worn on the brand’s products. 

- An expression of the brand’s identity aspects: the brand’s roots and heritage, its val-
ues, or its purpose and ambitions.” (Sicco van Gelder, 2005, p 40) 

 
Thus, as we see it, visual identity can summarize important brand expression aspects and 
gather up instant mental associations. Together with other important issues that have been 
brought up in this chapter, visual identity represents the corporate brand identity from the 
visual point of view. In other words as explained previously, visual identity of the organiza-
tion is something that the customers can relate to by visualizing the identical benefits of the 
product they are willing to purchase from a company.  

3.4.2 Protection of the corporate brand identity  
A well managed and developed corporate brand identity is the face that the company pre-
sents to its customers.  Firm’s corporate brand identity produces a positive corporate image 
(Gregory & Wiechmann, 1999). 

However the company as well as its corporate brand identity doesn’t exist in isolation, 
therefore it becomes increasingly important to protect it (Sue Westcott Alessandri & Todd 
Alessandri, 2004).  
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As a result companies try to employ its recourses to defend its corporate brand identity. 
According to Sue Westcott Alessandri & Todd Alessandri, 2004, there are two means of 
protection: legal and non-legal.  

Legal protection is defined as the firm's actions associated with registering elements of its 
corporate brand identity within the bounds of trademark law and then employing the ap-
propriate trademark symbols (® or (TM)) on documents and marketing guarantee the firm 
produces (Cohen, 1986). 

Non-legal protection is defined as the firm's means of ensuring the integrity of its corpo-
rate identity before violation occurs. Examples can include prohibiting downloading 
(through the installation of specialized software) from the corporate website, policing the 
media for misuse of the firm's trade marks, training employees on the proper use of the 
firm's corporate identity and issuing style guides to employees and the media (Cohen, 1991) 

However, as pointed out by Cohen (1991), there may be barriers to the breadth of a firm’s 
protection efforts, such as the shortage of financial resources. Only the firms with a stable 
and large enough financial bases will manage to sustain a proper protection level, such as 
policing of a corporate brand identity in order to ensure its validity as a marketing tool. 

The author purposes the following relationship: the relationship between a firm's corporate 
brand identity and its protection will be moderated by the firm's financial resource avail-
ability; firms with more financial resources at their disposal will more actively protect their 
corporate identities. (Cohen, 1991). 

3.5 Corporate brand image 
Corporate brand image identifies the way stakeholders perceive the corporate brand iden-
tity of the organization (Bernstein, 1984). According to Topalian (1984), corporate brand 
image is a sum of all stakeholders’ perceptions of the way an organization presents itself 
and forms the experiences, beliefs, feelings and impressions that each stakeholder has 
about an organization. 

Since organizations have many stakeholders, each with a variety of backgrounds, objectives 
and levels of dependency, it cannot be expected that there will be a single, uniform and 
consistent image. Corporate brand image is what stakeholders perceive the organization to 
be (Dowling, 1994). The management of the corporate brand identity is vital in order to 
make the corporate brand image as consistent and accurate as possible, taking into account 
that each of the stakeholders may bare in mind a different image (Cornelissen, 2000). 

Moreover image cannot be managed directly and to influence the images held of the or-
ganization in the minds of the stakeholders, it can only be done through proper manage-
ment of the corporate brand identity (Abratt & Shee, 1989). 
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3.6 Conclusion 
In this part of the frame of reference we will present the outcome of all the theoretical dis-
cussions – the cumulative model of corporate brand identity and the factors influencing it 
as a whole and its components separately.  

In the model below, corporate brand identity is its central element, its core. As outlined in 
the frame of reference, it consists of two main components: corporate brand personality 
and corporate brand reputation. 

Corporate brand personality gets influenced by the three major factors: Branding strategy, 
Purpose and Ambitions and Values. 

As it was discussed previously, branding strategy influences corporate brand personality in 
two ways: by the overall choice of strategy and by the overall choice of the strategic proc-
ess.  

The first way implies that the accent on the corporate brand personality and the personality 
itself will be stronger, in other words more unifying and associated solely with the product, 
when monolithic strategy is chosen and visa versa if branded strategy is applied. 

The second way deals with the level of formalization and planning of the branding strategy. 
A well formalized, communicated and far-planned strategy will positively influence the 
corporate brand personality from the angles of trust-worthiness, reliability and long-term 
relationships. The opposite happens when the strategy is chaotic and ill-defined. 

Purpose and ambitions have direct influence on the company’s corporate brand personality 
in a way, similar to the one of branding strategy. Both purpose and ambitions of the com-
pany are summarized in the corporate mission statement of the company. If the statement 
is well-formed and properly defined as an inspirational future claim, it makes a clear im-
print on the corporate personality of the company. By changing its mission a company can 
change this imprint and consequently – the corporate brand personality. 

Corporate brand personality can be looked upon as the character of the company. Taking 
into consideration Bernstein’s (1984) allegory of corporate brand personality being the 
same as the personality of an individual, it can be changed and adjusted according to the 
definition of its values – what it perceives to be right and wrong, moral and immoral.  

As outlined in the theory presented above, reputation of a company is the historical set of 
its successful achievements and events that form its current state. By definition it gets in-
fluenced by the company’s roots and heritage. The company can put forward or hide dif-
ferent aspect of its history in order to develop a better reputation. 

Once the components that make up the corporate brand identity have been identified and 
the factors that influence them have been explained, corporate brand identity itself gets 
formed. However, before being presented to the stakeholders, two more factors that influ-
ence it as a whole must be explained. These are the visual identity and corporate brand 
identity protection. 

Visual identity is the “face” of the corporate brand identity in terms of its logo, symbol, 
signature, etc. Over time, certain associations between the visual identity and the corporate 
brand identity are formed in the minds of the stakeholders, therefore, by changing or ad-
justing its visual identity the company might change the entire way stakeholders perceive its 
brand identity. 
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Once the corporate brand identity was formed and presented to the outside world, the 
company should bare in mind that it doesn’t exist in an isolation, therefore by establishing 
the proper protection techniques, the company would exclude the possibility of the corpo-
rate brand identity to be violated both externally and internally through, e.g. misuse of the 
trademark, as well as policing the media for it.  

Once the corporate brand identity is created and revealed to the stakeholders corporate im-
age is formed through the prism of their perception. This makes corporate brand identity 
the central element of this network. 

As a result, we have formed a cumulative model that goes in correlation with our theoreti-
cal findings: 

 

Visual Identity

Protection 

 
Figure 1. Cumulative model of corporate brand identity and the factors 
of influence 
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4 Empirical Findings 
_________________________________________________________________________________________________________ 
I f the interviews with the members of Scania Brand and 
M

n our “Empirical findings” section we do not intend to make any sort of analysis or draw 
e will present the results of the interviews with the Scania officials listed 

elow. We will not be able to present their real names, as they asked us not to reveal them, 

Sweden. The particular reason for picking 
e is that he/she is the senior in the department which mainly deals with the 

sues of brand development and identity creation. 

n corporate brand identity within the company is unified or not. 

-

h serves as a guideline for the usage of the 

The interviewees have identified Scania’s corporate brand identity as the combination of 
strong accent on the historically 

the promise of superior quality of 

n this chapter we intend to present the results o
arketing communication department. 

_________________________________________________________________________________________________________ 
 
 

Introduction  
 
I
any conclusions. W
b
however their positions will remain unchanged. 
 
Interviewees: 
 
nterviewee I – Senior communications strategy, I

this interviewe
is

Interviewee II – PR Manager, Sweden. In order to investigate how Scania communicates its 
brand identity, we decided to interview a member of the PR department, who particularly 
deals with this issue. 

Interviewee III – Marketing communications projects, Sweden. To saturate the paper with 
discussion, we decided to make interviews with two people from the same department and 
to see, whether the view o

Interviewee IV – Senior branding strategy, Morocco. In order to investigate, whether 
Scania presents its corporate brand identity the same way all over the world as it does in 
Europe, we found it useful to make an interview with a member of a branch of the com
pany outside the European community. 

While conducting the interviews, the representatives supplied us with certain printed matter 
that illustrates the issue of corporate brand identity within the company. One of the docu-
ments is the “Advertising and ID Manual”, whic
visual identity of the company. 

The second one dealt with the fundamentals for the branding and brand identity policy of 
Scania. We were asked not to reveal the title of it and that is why we will address it as “ 
Brand Identity Document”. 

4.1 Scania’s corporate brand identity 

prestige and focus on the individual customer with a 
formed reputation of the company, accompanied with 
the product and supporting services to the customer. 

Further on we presented the concepts of corporate brand personality and corporate brand 
reputation to the interviewees, who in turn agreed upon the fact that they are the two main 
components of Scania’s corporate brand identity. 
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Interviewee II and Interviewee III (personal communication, 2006-04-25) defined corpo-
rate personality as being very strong, due to the fact that the corporate branding strategy 
and the mission are well defined and extensively communicated both within and outside of 

 

empirical investigation of the relation between Scania’s corporate brand per-
sonality and Scania’s brand purpose and ambitions we came up with several important 

s, a’s overall picture of corporate brand identity.  

 

ity products and services, as well as respect for the individual. Scania shall create 

al and we present it as a more personalized company.” 

’s 

ssues in various printed matter, e.g. brochures, orientated for 

its industry by creating lasting value for its 

we managed to clarify the picture of the current situation with slogans used by 
Scania: 

the organization. On the other hand they portrayed Scania’s corporate brand reputation as
the set of successful historical achievements of the company that are presented to the gen-
eral public. 

4.1.1 Purpose and ambitions 
During the 

finding  which contribute to the Scani

As we discussed above, the company’s purpose and ambitions can be viewed as a corporate 
mission. 

“Scania’s mission is to supply its customers with high-quality heavy vehicles and services
related to the transport of goods and passengers by road. By focusing on customer needs, 
high-qual
value-added for the customer and grow with sustained profitability.” (Scania’s annual re-
port, 2005, p. 11) 

However, the main ambition of Scania, according Interviewee I (personal communication, 
2006-04-25) is to stay personalized and put the customer first: 

“Scania is small enough to be person

The above mentioned idea is also presented in the official Scania’s Annual report (2005): 

“The focus must be on the customer when Scania makes strategic decisions, whether they 
concern investments in R&D, in production or in sales and services operations. Being fa-
miliar with the customers’ business is vital in order to make the right decisions.” (Scania
Annual report, 2005, p. 10). 

According to Interviewee I (personal communication, 2006-04-25), Scania strives to apply a 
personalized approach to every customer, whether it is a buyer of a single truck or a whole 
fleet. Scania portrays those i
different customers as well as handles customers in small groups.  

“None of the European competitors focuses on its brand image in such way. Mercedes-
Benz for example: throws huge events for all the customers at the same time” (Interviewee 
I, personal communication, 2006-04-25). 

According to the theoretical framework both purpose and ambitions are closely linked to 
the inspiration element of the company, such as vision.  

“Scania’s vision is to be the leading company in 
customers, employees, shareholders and other stakeholders.” (Scania’s Annual report, 2005, 
p. 11). 

One more important issue that we wanted to cover concerning the purpose of the brand is 
the slogan. Basing on the interview with Interviewee III (personal communication, 2006-
04-25) 
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“Scania is now discussing this matter… Several years ago we had the following slogan: 
“Scania for demanding customers”. It was used then, but it never actually spread. What I 
think is that SCANIA is a strong trademark that doesn’t need a slogan. But, some markets 
still run slogans. One is “King of the road”, which is frequently used in Norway, Sweden 

 “Scania pursues a single-brand strategy”,  

rand Identity Document (2006): 

 be confused with the 
regardless of geographical market. Uniform des-

 it is not logical to ex-

ersonal communication, 2006-04-
25). Further Interviewee II specified that values are clearly explained in the Brand Identity 

d values is the message that the company wants its customers to receive.  
Document of Scania, 2006). 

d of Scania. 

and Germany. The problem is that they mean different things with the king. Some mean 
Scania as a company, some mean just the most powerful ones. In some countries it doesn’t 
work, because slogan means different ideas that they don’t want to be connected with, like 
Finland does.” 

4.1.2 Branding strategy 
According to Interviewee II (personal communication, 2006-04-25): 

as he/she quoted from the Scania B

“…products may have their own descriptive names, but it must never
brand itself. The brand is always the same, 
ignations make communication simpler and easier to understand. The overall brand is 
stronger and more valuable. In today’s global business environment,
pect customers in different markets to learn different names and understand what they 
stand for.”  

Interviewee III (personal communication, 2006-04-25) pointed out that Scania constantly 
works on formalizing and communicating its strategy to the main stakeholders in order to 
reach a higher degree of strategic cooperation and trust.  

4.1.3 Values 
Scania as a company distinguishes between two specific sets of values, such as core values 
and brand values within the company (Interviewee II, p

Document. 

Brand Values 

Brand values can be further explained in the form of looking at the company from the out-
side in perspective, therefore one can assume that the message which is getting portrayed 
by the bran
(Brand Identity 

These values explain what the outside world should feel about Scania, such as – Pride and 
Trust. Two important words filled with expectations and demands. Scania achieves this by 
the way its people behave and relate to other people (Brand Identity Document of Scania, 
2006). 

The company tries to make sure that everyone at Scania is a bearer of this massage. As out-
lined by Interviewee I (personal communication, 2006-04-25), building trust requires truth-
fulness, sincere and honest behavior. It is important that people receive a good reason to 
be prou
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In order to transport this message, the company puts a lot of pressure on its distribution as 
well as sales personnel, since these are the units within the company that engage into direct 
contact with the outside world (with customers). Consequently, to make sure that the mes-
sage is both understood and extensively used, Scania constantly trains its sales staff as well 

r she can believe and trust 

ership. 

vides good services, offers top value for 

tside world, about what exactly it stands for. 

and drive, while it conducts its business, in 

e 

 

ntains a close 
relationship with each and every customer.   

as annually produces guidelines which are supposed to assist them (Interviewee I, personal 
communication, 2006-04-25). These guidelines consist of a variety of elements; unfortu-
nately not all of them were allowed to be mentioned here.  One of them is the right tone of 
voice sales staff must use in order to communicate the Scania brand values (Interviewee I, 
personal communication, 2006-04-25). 

The company puts a lot of emphasis on the language as a means to communicate its brand 
values as well as its brand identity (Interviewee II, personal communication, 2006-04-25). 
To mirror the Scania brand and reflect brand values, all Scania communications should be: 

“Honest: Everyone who Scania deals with must feel that he o
Scania. 

Sincere: Buying a truck, becoming a business partner with someone, accepting a job offer, 
welcoming a Scania facility in one’s local community are major decisions for those in-
volved. Scania communications must show that we understand this and want to build last-
ing partn

Respectful: Communications work two ways and involve both listening and talking. To 
establish and sustain a dialogue requires both feeling and showing respect for and under-
standing the concerns of those with whom Scania communicates. 

Confident: Scania makes excellent products, pro
money, is profitable and is a long-term partner. Scania is a leader and must act like one. 

Exclusive: The way Scania communicates with someone should make that person feel he 
or she is truly part of a selected group of people who share strong common values, are 
proud of these values and can rely on Scania to promote and defend them.” (Brand Iden-
tity Document of Scania, 2006). 

Core Values 

Scania sees its core values as the soul of the company. According to Interviewee III (per-
sonal communication, 2006-04-25), in order to build a strong brand identity the company 
has to be clear both to itself as well as the ou

Scania regards its core values as being a guide 
other words core values are the cause and brand values are the effects. Firm core values 
bring powerful brand values (Interviewee III, personal communication, 2006-04-25). 

Scania outlines three sets of words that have become synonymous with the soul of th
company: Putting the Customer first, Respect for the individual and Quality. 

“Putting the customer first: Focus single mindedly on the needs and businesses of Scania 
customers. This is achieved by optimizing the value chain – from development work via
production and sales to customer finance and servicing of vehicles while in operation. By 
viewing the business over a vehicles entire life cycle, Scania creates and mai
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Respect for the individual: Respect for the individual as a cornerstone of Scania. One of 
the most important tasks of managers is to teach their staff to consistently apply this prin-
ciple and do so him/herself. 

Quality: The quality of Scania products and services must be first - class and uncompro-
mising. All employees, no matter where they are in the organization, know that the cus-
tomer expectation can only be met with high quality. This eliminates waste in the organiza-
tion and delivers continuous improvement.” (B

me 
base) people could take for granted that Scania has been a long time supplier of premium 

h ver it is crucial that the company manages to transport 

ania, such as Scandinavia and western Europe in general, but as far as the new 

ssful achieve-

ry of the brand are put forward when communicating with 
customers, which is one of the Scania’s widely used methods of reputation maintenance, 

 unnecessary or even harm-

rand Identity Document of Scania, 2006). 

In order for these values to settle in the minds of the employees as well as other internal 
members of the company, Scania uses certain techniques, such as training of the staff and 
production of annual guidelines which have to be taken into consideration and imple-
mented (Interviewee II, personal communication, 2006-04-25). 

4.1.4 Roots and Heritage  

According to Interviewee IV (e-mail communication, 2006-04-27), in Sweden (its ho

quality eavy trucks, abroad howe
the same idea into the minds of potential customers, who haven’t been introduced to the 
brand yet. 

Interviewee IV (e-mail communication, 2006-04-28) stated that the importance of the his-
torical background and roots of Scania brand are not crucial for the markets that are well 
aware of Sc
markets are concerned, such as Moroccan, the company strives hard to promote the 
awareness of their history to the consumers, by making informative presentations to 
groups of potential customers and at the same time internally to the new personnel in order 
to provide them with a feeling of belonging to a company which has a long and successful 
history, mentioning their history at the organized events and other activities. 

What is meant by history is a set of factors that have influenced the modern state of Scania. 
It is the roots of the brand, meaning the place, time and the circumstances in which the 
brand was started. It is the lifeline of the brand, the chronology of its succe
ments, which generates trust and loyalty of the new customers (Interviewee III, personal 
communication, 2006-04-25). 

According to Interviewee I (personal communication, 2006-04-25): 

“These milestones in the histo

directed to arousing the sense of pride and trust in customers”. 

We have already discussed the major issues of the Scania history in the “Background” 
chapter and there is no need to examine it more thoroughly. Still, there are some issues that 
occurred in the past that the marketing specialists of Scania find
ful to present to the general public. One of those is the break up with Saab, the situation 
which occurred in 1995. Scania prefers to state that the year 1995 was an exceptional year 
because the company was listed in the New York and Stockholm stock exchanges, or the 
attempt of Volvo takeover in 1999 (Interviewee II, personal communication, 2006-04-25). 
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4.1.5 Visual Identity  
According to Interviewee I (personal communication, 2006-04-25): 

“The visual identity of Scania is the face of the corporate brand identity, which has to be 

elements – the Griffin, the Hub and the Logotype: 

maintained in order to preserve its current state.” 

According to Interviewee I (personal communication, 2006-04-25), who showed us the 
Advertising and ID manual of Scania (2006), the trademark of Scania consists of three key 

 
Picture 1. Scania Trademark. 

Each of the elements has its own story and adds value to the customer perception of the 
company. The issues of the three key elements will be discussed below in detail. 

 the origin 
ated with Scania – The Griffin. 

 in Latin is spelled like 

The Griffin 

Interviewee III (personal communication, 2006-04-25) made some remarks on
of one of the main symbols associ

The symbol initially comes from the oriental mythology and stands for courage and 
strength. Years ago the Nordic King Erik gave this symbol as the sign of the city of 
Malmö. Malmö is the central city of the province Skåna, which
Scania. Scania as a company originates from Malmö (1891) and the Griffin was taken as the 
symbol of the company as well: 

 
Picture 2. Griffin of Malmö. 
The logical chain comes all way long from the roots of the Griffin to the corporate brand 
identity of the company – The whole company stands behind the brand Scania, and the 

noble history of the province it originated from and the 

Scania exploits the feeling of pride and trust within Sweden and the Nordic countries and 

company itself represents the 
whole country as well (Interviewee II, personal communication, 2006-04-25). 

Implying this psychological pattern, coming from the roots and heritage of the company, 
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the idea of a long and noble history for the outside markets (Interviewee II, personal com-
munication, 2006-04-25). 

The hub. 

For those, who may be wondering of what a hub is and where it can be seen on the 
Scania’s trademark, here is the picture of it: 

 

 

 

 

Picture 3. Part of the Scania’s symbol – the Hub. 
he hub is a part of the bicycle. Scania started its activities by producing bicycles back in 

k makes an ac-
ent on the respect to its roots (Interviewee I, personal communication, 2006-04-25). After 

the merger with Saab the company, due to the reasons of compromise was forced to take 

T
1891 on the factory in Malmö and by including this part into the trademar
c

the hub away from the trademark: 

 
Picture 4. Saab-Scania symbol. 
The company viewed it as a moral violation to its beliefs and one of the core values of re-
spect for tradition and as soon as the break up occurred, the hub returned to the trade-
mark. This action is put forward with a sense of respect, when Scania communicates its 
corporate brand identity to the general public (Interviewee I, personal communication, 

rotection of the corporate brand identity in Scania” will focus on the issues 
cania corporate brand in detail.  

“Scania has to protect its brand reputation, since it took long time to build.” 

2006-04-25). 

The logotype 

The logotype is the word “SCANIA” itself, which is one of the main parts of the trade-
mark that brings up mental associations with the brand. 

The chapter “P
of handling the visual identity of the S

4.1.6 Protection of the corporate brand identity in Scania 
Scania pays great attention to its corporate reputation, as mentioned by Interviewee I (per-
sonal communication, 2006-04-25): 
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Historically, Scania developed the reputation of a supplier of superior quality vehicles and 

s of truck de-
ed exactly the 

6-04-25).  

d, and she quoted them from the Advertising and ID manual of Scania 
(2006), but we find it unnecessary to explain all of them, since the explanations are very de-

type, or vertically centered to the left of the logotype, 

ee space around the trademark, attached text to the trade-

rs see it. Thus, in order to test it we use the so-called “Heavy Truck Market-
ing Research”, which is conducted for Scania every year since 2002. This research is also 
done for Volvo, DAF and several other truck companies. It shows the way customers and 
other stakeholders understand our image”. 

supporting services, which are to be associated with Scania exclusively (Interviewee IV, 
personal communication, 2006-04-25) 

Still, according to Interviewee I (personal communication, 2006-04-25), case
sign copying occur, for example, in China a truck was developed, which look
same as one of the Scania models, but naturally had poor quality and no associated services.  

“This type of situation poorly affects the corporate brand reputation of Scania.” (Inter-
viewee I, personal communication, 200

The second field of protection attention of Scania is the protection of the company’s visual 
identity. Scania trademark is registered and protected by the copyright law (Interviewee I, 
personal communication, 2006-04-25). The company uses various techniques which are 
used as guidelines for the usage of the trademark (Interviewee III, personal communica-
tion, 2006-04-25). 

Scania trademark is available in a standard-fully detailed-version, which was presented in 
the “visual identity” section of this chapter. The trademark has a number of variations, 
such as contoured version and a simplified version (with a less detailed symbol). According 
to Interviewee III (personal communication, 2006-04-25), the guidelines for these versions 
have been produce

tailed and long and all deal strictly with the visual presentation parameters. Still, we will 
present some of them as an example. 

Standard version is the primary choice for all normal applications. The contoured version 
and the simplified one are used when the standard version can not be reproduced properly 
(e.g. black and white printing).  

Another guideline used by Scania is relative positioning and proportions. The symbol can 
only be place centered, above the logo
as well as that the trademark should be placed horizontally – not vertically or diagonally, all 
according to certain proportions. 

The rest deal with: colorings, fr
mark, the logotype, the Scania symbol, its elements and versions and others. 

These guidelines are taken very seriously by the Scania officials. Interviewee II (personal 
communication, 2006-04-25) stated: 

“We think that these guidelines are essential for our visual identity presentation. As well as 
we want our employees to know and consider it, this is why we have this Advertising and 
ID Manual.”  

4.2 Scania’s corporate brand image 
Interviewee I (personal communication, 2006-04-25) pointed out that “We take the issue of 
our image very seriously, however we can never be 100% sure of it, as it is based on the 
way stakeholde
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Heavy Truck Marketing Research: Scania 

 2002 2003 2004 2005 

High reliability I I II I 

Are you willing to pay a premium price I I I I 

Low fuel consumption I I II - 

Range of services - - III III 

High traffic safety standards II II II II 

Driver can be proud of I I I I 

Will you choose it next time? 79% % % % 78 79 80

Market share 13.9% 7%14.4% 13. 13.6% 

Table 2. Heavy Truck Marketing Research: Sc

 position o ania pare o the e of the competitors 
 presented. 

spects of t le ig bi Are you willing to 
r can be p f”, “Will you choose it next time?”, as they 

the issue of corporate bran ty t

ania 

In boxes below the years the f Sc com d t  on
(Volvo, Mercedes, etc) is

For our thesis the important a
pay a premium price”, “Drive

his tab
roud o

 are “H h relia lity”, “

coincide with d identi  percep ion.  

Other aspects have little of nothing to do with our topic. 
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5 Analysis 
_______________________________________________________________________________________________________ 

Here we intend to analyze the results of the previous chapter and to test, whether those results correspond 
ith the model presented in the “Frame of reference”. We will divide the model into four logical parts to il-
strate if there are similarities and/or differences with our theoretical findings. In the end we will present 
e final version of the model used by Scania. 

__________________________________________________________________________________________________________ 
 

-

ision of what their company’s corporate brand identity is, which shows the dedication of 
all the members of the Brand and Marketing communication department to the core ideas 

identity and the two of its components: cor-
 personality and corporate brand reputation to be its core. Therefore, we 

__

w
lu
th

5.1 Corporate brand identity 
Similarities 

Scania’s corporate brand identity is a very broadly defined manifestation of how the com
pany wants to present itself to its stakeholders. All the respondents have relatively the same 
v

of Scania’s identity.  

In our model we considered corporate brand 
porate brand
tested the relevance of this statement on the example of Scania and came to the conclusion 
that it was true. At this level, the model is unchanged and proved to be trust-worthy at its 
core. 

Differences 

As stated above, at this level there are no differences between our theoretical findings and 
the situation in Scania. 

The illustration presents the result so far: 

 
Figure 2. The core of the model 

 

 

 

 

Corporate 
Brand 

Corporate 
Brand 

Reputation sonality 
Per-
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5.2 Purpose and ambitions 
imilarities 

 is clear to our group that both purpose and ambitions as discussed in the “Frame of ref-
erence” chapter can be closely related to and at the same time influence the corporate 

a clear purpose and stating its ambitions any 
 of its brand identity both to the consumer and 

s. 

 ambitions of Scania and the way it influences its corporate brand personal-

nd personality look very exclusive in a 

rences 

 officials, we managed to find out that the 

 Scania corporate brand. Moreover, if Scania uses a slogan in one lan-
onalization to people whose native language is not English? From 

 as the stakes are too high – 
the whole company is reflected in the Scania brand and if something happens to it, the 
company’s personality may be damaged. 

S

It

brand personality of the company. By defining 
organization could provide a clear position
the employee

By communicating its mission Scania clearly states to the customers that the company is 
willing and able to focus on each customer separately, in order to make things easier for 
him\her, as well as making him\her feel important.  

From the “Empirical findings” chapter we are able to present a direct connection between 
the purpose and
ity.  

In the case of Scania, the company clearly articulates its mission and puts a great emphasis 
on its customers, therefore making the corporate bra
sense that a premium product and service will be applied separately to each customer, since 
Scania puts forward the idea of being personalized in the first place. 

Diffe

According to our theoretical findings a slogan is considered to be an important part of the 
purpose and ambitions of any company, as a tagline that describes the functional personal-
ity of the company.  

After conducting our interviews with Scania’s
company has no unified slogan, however it is not considered to be a drawback, mainly be-
cause the slogan makes the brand less personalized, as people in different countries can 
perceive the same slogan differently and it creates confusion, which contradicts with the 
main ambition of the
guage, does it create pers
the point of view of the Scania officials it doesn’t and thus the slogan is considered to be ir-
relevant for their mission. A company like, e.g. McDonalds serves all customers equally and 
puts this equality forward. The rate of adaptation to any particular market McDonalds 
starts to operate in gets narrowed down to including one or two dishes from the local cui-
sine into the menu (in some cases even none) and translating the slogan into the native lan-
guage (still, usually all the other languages versions of the slogan are still present in the des-
ignwork of the, e.g. cups for Coca Cola), which in turn coincides with the overall ambition 
of equal attitude to all. We picked up the example of McDonalds as a complete opposite to 
Scania, which considers personalization as one of the most important differences from the 
competitors, making its corporate brand personality unique.  

5.3 Branding strategy 
Similarities 

Scania takes great care in defining its strategy in the long run
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Conducting the empirical study our 
about strategy in the corporate brand i

group bared in mind the two most important things 
dentity context – the overall choice of strategy and 

pects turned out to be a very important tool 

 personality to its stakeholders as being single-

rs in an unknown direction. 

ere unable to identify any differences between 

Step

5.4 Values 
Similarities 

In the case of values the empirical findings revealed that Scania’s perception of values and 
what  apart with our theoretical model. 

Differences 

out that Scania puts a lot of effort in developing a clear picture of its 
see their values as one of the main influencing factors, but in contra to our 

l and tool-like. Company repre-

the overall strategic process. Both of these as
for influencing Scania’s corporate brand personality. 

By applying the monolithic branding strategy, Scania manages to translate a message of so-
lidity and unity of the corporate brand
branded. 

At the same time Scania positions its strategy to its main stakeholders as being very far-
planned and formalized, which, accompanied by the monolithic branding strategy, pro-
duces a respectful and trustful personality. 

The above stated implies that Scania sticks to its strategic principles, as by changing them 
would imply a change of corporate brand personality and the image, perceived by the 
stakeholde

Differences 

After conducting the empirical study, we w
our theoretical findings and the information provided by Scania’s officials. 

The picture below is the illustration of the two above presented factors that influence the 
corporate brand personality of Scania. 

 
Figure 3.  2 

they influence goes

We managed to find 
values. They 
theoretical model, it influences Scania corporate brand identity as a whole, rather than its 
corporate brand personality. Scania develops its values as fundamental basis of its brand 
identity to make this factor of influence even more powerfu

Branding 
Strategy 

Purpose & 
Ambitions 

 

Corporate 
Brand 
Reputation sonalit

Corporate 
Brand Per-

y 
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sentatives and official insider documentations, like Scania Brand Identity Document elabo-

 Scania’s corporate brand identity and are directed straight 

5.5 Roots and Heritage  

roducer. By highlighting the successful historical events for the 
stakeholders, and at the same time not mentioning the drawbacks, which it has encoun-

tains its positive reputation. This comes in perfect 

Differences 

on can be explained by the fact that brand values are defined by Scania as be-

mi-correct in this issue. The 

rate a lot on the matter of values development and their influence on Scania corporate 
brand identity in general. 

That is why their idea to differentiate their brand values from core values of the organiza-
tion makes the whole values factor properties more detailed and understandable.  

Scania’s brand values carry the message that it wants its customer/stakeholders to perceive, 
in other words we may summarize it by stating that brand values do influence the actual 
state of corporate brand identity, as they are getting portrayed to the general public. Brand 
values give the finalizing shape to
to influence it and consequently the stakeholders’ perception, upon which the image will be 
formed, to arouse the above mentioned “Pride and Trust” feelings. 

Core values on the other hand portray the soul of Scania, what it actually stands for. By 
portraying these issues the company manages to directly influence its corporate brand iden-
tity, since powerful and clearly defined core values make a significant impact on the overall 
identity of the company. 

Similarities 

On the basis of its history, Scania has developed a strong corporate brand reputation of a 
premium quality trucks p

tered on the way, the company main
harmony with our model. 

Scania, being a company with a long and complicated history takes maximum advantage in 
using its roots and heritage as an influencing factor not only on the corporate brand reputa-
tion, as we thought, but also on the development of its values, which are considered to be a 
huge part of the Scania corporate brand identity foundation. 

This connecti
ing trust and pride, which are built through the long and successful history of the company. 
In the “Empirical findings” we presented the fact that the major successful milestones in 
the history of the company are put forward when communicating with the customers in 
order to arouse a sense of pride and trust, which are the main components of the com-
pany’s values. This implies that our theoretical model is se
modified part of the model is presented below: 
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Values

 
Figure 4. Step 3. 

 

 

5.6 Visual identity 

Similarities 

Visual identity is the face of the company’s corporate brand identity. The company, brand 
and its identity become associated with the visual identity over time. This is why Scania 
pays a lot of attention to keep it maintained and well defined. 

By changing the visual identity the company would change the entire perception of its iden-
tity by the stakeholders and the same can be applied to Scania. Scania’s vision of its corpo-
rate brand identity that has been presented so far is directly connected to the visual identity 
of the company, therefore Scania takes great care in being consistent in portraying its visual 
identity, for it to be constant in the eyes of its stakeholders. 

Differences 

During the empirical study we were unable to identify any differences with our theoretical 
model. This is not unusual, as one can draw such a conclusion from the very definition of 
visual identity.  

5.7 Protection 

Similarities 

While conducting the empirical study, our group found out that the way we portrayed cor-
porate brand identity protection in our theoretical model is different from the way Scania 
understands it.  

 

 Branding Strategy 

Purpose & Am-
bitions Corporate 

Brand 
Reputation 

Corporate 
Brand Per-
sonality 

 

Roots & 
Heritage 
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Differences 

In the case of Scania there can be identified two main fields for which protection is the 
main factor of influence: visual identity and corporate brand reputation. 

Scania makes a lot of effort to police the ways different departments and medias portray its 
visual identity, which logically makes a connection between visual identity and the corpo-
rate brand identity protection. As we presented in the empirical findings, Scania has various 
legal and non-legal means of protection of its visual identity. By, for example, policing the 
web and issuing guidelines, the company makes sure that its visual identity is presented in 
the right form and doesn’t lead to any confusion in the minds of the stakeholders. 

In the case of corporate brand reputation, protection is found to be very important in 
Scania, as reputation is one of the most valuable parts of the company’s corporate brand 
identity. As it was mentioned in the “Empirical findings” chapter, it took a long time to 
form the existing reputation, which associates in the minds of customers with superior 
quality of both the product and the associated services. Such cases as truck design copying 
by other companies can make the corporate brand reputation to be looked upon in the 
wrong way. 

The figure, presented below, presents the linkages described so far: 

 
Figure 5. Step 4. 

5.8 Corporate brand image 
Our group sees that a properly defined and delivered corporate brand image can be tre-
mendously beneficial for Scania as a large corporation. Brand image carries the information 
that the company wants its stakeholders to perceive, therefore customers as being one of 
the main stakeholders, should be able to see this corporate brand image and associate to it, 
when the company on the other hand must be able to deliver this image to the customer as 
promised. 

As presented in the “Empirical findings” chapter, in order to measure and understand the 
way Stakeholders perceive its corporate brand identity Scania takes advantage of the 
“Heavy Trucks Marketing Research”. It shows that Scania has a leading position in four 
out of seven factors that identify the company’s overall image: 
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1. Willingness of customers to pay a premium price for the truck. Scania is highly 
concerned with this factor as it keeps the leading position since 2002. This indicates 
that the purpose and ambitions of Scania are well-fulfilled, in this case meaning that 
the company provides customers with a sense of exclusivity and personalization. It 
is one of the factors that give the company the benefit of charging a higher price 
for its trucks, compared to the competitors. 

2. The car of which the driver can be proud. This factor is also the leading one for 
Scania since 2002. This clearly shows that the values of Scania are well-
communicated to the customers (pride). 

3. Willingness of customers to purchase Scania truck next time was shown by 80% of 
respondents. Current figure shows that Scania fulfills its corporate mission and sat-
isfies a relatively high level of its customers in order to continue strong relation-
ships with them in future. Moreover, it indicates that the other corporate brand 
value of Scania is well-communicated to its customers – trust. 

4. High reliability factor was the leading one in 2002, 2003 than in 2004 Scania fell to 
the second position, but in 2005 it is back to the leading place again. 

The figure below presents all the things discussed above, including them into a single 
model, based on the one, presented in the “Frame of reference” chapter and adapted to the 
real situation in Scania: 
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Figure 6. Cumulative Empirical Model. 
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6 Conclusions 
As a result of a thorough theoretical investigation our group came up with a theoretical 
model of corporate brand identity. After conducting an empirical investigation and analyz-
ing the data received our group developed the model of how corporate brand identity 
works in Scania. Both models concern not only the core structure of corporate brand iden-
tity, but also main factors that influence it. Those factors are the following: Roots & Heri-
tage, Values, Protection, Visual Identity and Branding Strategy. It is important to mention 
that each of them can either influence corporate brand identity as a whole or its compo-
nents separately, which are corporate brand reputation and corporate brand personality. 
One of the parts of the problem we wanted to focus in our paper was whether these two 
models have any differences. The answer we got is “yes”, they have several differences, but 
in its core our theoretical model and the logical links between its parts are correct. Still, we 
found it appropriate to list the main conceptual differences:  

According to the theoretical findings we found out that corporate brand identity protection 
influences the corporate brand identity in general, not any of its parts separately, but in 
Scania the main fields of protection are the visual identity of the brand and the corporate 
brand reputation. 

During the theoretical investigation we considered values to be a factor, influencing corpo-
rate brand personality, but in the case of Scania, values are treated to be a much more fun-
damental factor that gives shape to the overall state of corporate brand identity. 

The empirical findings developed a new link in the model, which is the link of influence be-
tween Roots & Heritage, Values and corporate brand reputation, while in the theoretical 
model we see Roots & Heritage influencing only corporate brand reputation. This observa-
tion contributes to our theoretical assumptions. 

Coming to the actual structure of Scania corporate brand identity, we can conclude that it 
also consists of two main components, which are corporate brand reputation and personal-
ity that indicates that our findings are correct. 

According to our purpose, after defining how Scania handles its corporate brand identity 
we had to find out the reasons of Scania for doing so. In the “Frame of reference” chapter 
we described the nature and importance of the factors affecting corporate brand identity. 
After interviewing four Scania representatives and studying its official documentation we 
came to the conclusion that Scania as well sees these factors as being critically important 
for the development and maintenance of corporate brand identity. The reasoning behind 
the choice of exploiting them particularly is in the fact that they are the most fundamental 
issues for the company, exploitation of which gives fruitful results – we can clearly see that 
from the results of the “Heavy Trucks Marketing Research”, presented in the “Analysis” 
chapter. 

We can conclude that our model clearly presents the structure of corporate brand identity 
and gives logical linkages between its parts and the possible ways to influence them in the 
way a company demands. 
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7 Reflections and suggestions for further research 
The main reflection we can give after finishing the work on the topic of corporate brand 
identity handling concerns the idea that the current subject has not been investigated much 
and different theoretical sources have a number of corporate brand identity models and 
still there is a perspective field for future research.  

We came up with a cumulative theoretical model of the corporate brand identity structure 
and the factors affecting it and compare it with Scania’s model. Due to the strict time 
frames we did not have the opportunity to check our model on several other real-life ex-
amples, apart from Scania. We believe that it could add some detail and corrections to the 
presented theoretical model and after that it would be of great interest to present a cumula-
tive model, embracing all the examples that would be useful for better understanding of 
such a broad and in some parts vague concept as corporate brand identity and its handling. 
Many sources are focusing on the issue in question, but many of the ideas are controversial 
or can substitute each other. As we managed to observe, all the authors say relatively the 
same things and discuss the same issue, but they look upon it from different perspectives, 
but we failed to find any attempts to unify them. This again contributes to our thought that 
our model should be tested on several more companies to gain more details and prove its 
trust-worthiness. 
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8 Appendices 

8.1 Appendix I Internet sources print screens 
• Print Screen 1: 

http://www.investorab.com/en/OurInvestments/Core+investments.htm?holdingg
uid={6C3F0906-99ED-49AE-B545-88007B743760 

 
 

 

 

 

 

 

 

 

• Print screen 2: http://www.scania.com/about/identity_brand/ 
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8.2 Appendix II: Interview guide 
 

1. Why bother about the corporate reputation? If the price and quality of the products 
are right who cares about anything else? 

2. Do you differentiate between brand personality and reputation, or you have any 
other components of the Scania corporate brand identity? 

3. How do you use roots and heritage and is it an important issue for Scania brand 
identity? 

4. Heritage – could you outline the most important periods in the history of Scania 
that generated the existing attitude and trust of customers? 

5. Could you define in one or two sentences the way the customers perceive Scania? 
What do they expect to get from the brand and what does it provide? 

6. Most of the large motor producing corporations have slogans, e.g. BMW:” The ul-
timate driving machine”, Audi:” Advantage through technology”. Why doesn’t 
Scania have one? 

7. Do you differentiate between corporate brand identity and corporate identity? 
8. Are there any special ways you handle your corporate brand identity? 
9.  Why have you chosen them in particular? 
10. On the  Scania webpage and many other sources it is stated that a very important 

part of the Scania brand, which gives one  of the biggest contributions to the Scania 
corporate brand identity are the services associated with the product itself? 

11.  Which services are the most valuable for the brand and why are you making the 
particular accent on them? 

12. What are the means of protection of the corporate brand identity in Scania? 
13. We have seen the mission statement and other formal manifestations in your An-

nual reports. It appears that there are fundamental values associated with them, 
what are they? 

14. Are the actual purpose and ambitions of Scania the same as presented in the annual 
report, under the mission heading? 

15. What branding strategy does Scania pursue?  
16. Is the branding strategy of Scania a really forward-looking and formal document or 

is it emergent? 
17. Does Scania consider its reputation to be a historically formed phenomenon or is 

something else influencing it? 
18. Could you comment on the elements of the visual identity of Scania? 
19. What implications did the split-up with Saab have on your corporate brand identity 

and on the company in general? 
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