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Abstract 
The purpose of this thesis is to investigate the effects of competence networks on corpo-
rate branding in B2B SMEs and to develop a conceptual model of these effects. After re-
viewing the relevant literature that explores the field, eight components of corporate brand-
ing in an effective growth stage of an SME have been identified. Founders Alliance is a com-
petence network in Sweden that was chosen as a case for our study. Representatives of five 
B2B SMEs within Founders Alliance were interviewed in order to understand what compo-
nents of corporate branding the competence network influences. The study shows that 
even though B2B SMEs join competence networks for other reasons than improving their 
corporate branding, the corporate branding nonetheless is affected. However, the eight 
components of corporate branding are affected differently. Competence networks have no 
effect on three out of eight components of corporate branding, namely, controlling the 
corporate personality, assuring employees’ involvement and maintaining corporate image. 
Competence networks have possible effects on emphasizing brand-oriented strategic think-
ing, maintaining corporate identity and maintaining corporate brand communications. Fi-
nally, competence networks have an effect on managing corporate branding relationships 
and monitoring with feedback. 
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1  Introduction 
 

The following chapter introduces the reader to the topic as well as presents the problem and the purpose of 
the thesis. Furthermore, the terminology used in the study is defined. 

 

Globalization, market changes and innovation processes demand that a company works on 
continuously improving branding in order to develop and maintain competitive advantage 
(Ohnemus, 2009; Kotler & Pfoertsch, 2007). Companies not only need to compete against 
an increasing number of competitors, they also need to be responsive to customers’ de-
mand for customization and flexibility (Keränen, Pürainen & Salminen, 2012). Therefore, 
companies are competing not solely on price and quality (Hatch & Schultz, 2003), but they 
increasingly acknowledge the importance of brands (Abimbola & Vallaster, 2007). Compa-
nies with a strong brand have a competitive advantage (Krake, 2005); however, building a 
brand is more than simply creating an appealing logo (Abratt & Kleyn, 2012). Instead, 
companies need to take a more strategic approach to branding (Abratt & Kleyn, 2012). 

Admittedly, branding is used as a general term for a variety of strategies of how companies 
can differentiate themselves from competitors. A company may want to either brand a 
product or the company as a whole; it may aim at either establishing a brand in a consumer 
market (B2C) or business market (B2B). Although various branding strategies can be used 
by different companies, researchers emphasize the importance of corporate branding for 
B2B companies as it may lead to a more sustainable competitive advantage (Inskip, 2004; 
Knox & Bickerton, 2003). 

Moreover, a branding strategy also depends on the characteristics of the company itself in 
terms of size and resources. Small and medium sized enterprises (SMEs) make up a pro-
portion of 99,9 percent of all enterprises in Sweden and the number of SMEs is expected 
to increase (European Commission, 2014a). Similar numbers are reported in other Western 
countries like the USA (98 percent), the UK (99 percent) and Denmark (97 percent) (Las-
sen, Kunde & Gioia, 2008). Even though the importance of SMEs for economic and social 
development cannot be denied (Roy & Banerjee, 2012), research related to branding has 
mostly been dedicated to large companies (LOs) such as Nike and Coca-Cola (Spence & 
Essoussi, 2010). SMEs often face constraints like limited financial and human resources, as 
well as a lack of marketing and branding knowledge (Gilmore, Carson and Grant, 2001). 
For these reasons entrepreneurs often neglect branding (Spence & Essoussi, 2010) or do 
not realize that they have a brand (Roy & Banerjee, 2012). 

To overcome knowledge and experience based limitations, entrepreneurs can rely on net-
works where they learn from each other. Utilizing a network with the purpose of develop-
ing and maintaining relationships, entrepreneurs may be capable of learning about market-
ing and competition (Berthon, Ewing & Napoli, 2008). One type of networks that aims at 
providing resources and knowledge to SMEs is a competence network that helps compa-
nies develop through access to necessary knowledge, resources and individuals. 
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 Problem 1.1

Business markets face increasing competition due to globalization and customer power, 
which forces companies to find new ways to create a competitive advantage (Herbst & 
Merz, 2011). A company’s brand is one of the most valuable intangible assets that may cre-
ate an effective competitive advantage (Keränen et al., 2012). 

In recent years, research on branding in B2B markets has increased; however, this area is 
still under-researched and findings are inconsistent (Leek & Christodoulides, 2011a). 
Keränen et al. (2012) point out that a lack of research within branding in B2B markets 
emerge from methodological and conceptual issues. From a methodological point of view 
research is mainly of quantitative nature and focused on separate industries. Conceptual is-
sues arise because of the tendency to apply B2C branding concepts in B2B research and 
because of scarce development of new theories (Keränen et al. 2012). Hence, it becomes 
clear that future research in these fields is needed and will contribute to the understanding 
of B2B branding. 

Moreover, most research on branding is conducted in the context of LOs (Lassen et al., 
2008), although SMEs execute branding differently due to various resource constraints 
(Krake, 2005). Even though the researchers emphasize the importance of corporate brand-
ing in B2B SMEs (Inskip, 2004), the entrepreneurs themselves do not pay enough attention 
to corporate branding (Lassen et al., 2008). According to Spence and Essoussi (2010), the 
reason for such neglect is entrepreneurs’ lack of understanding, what corporate branding is. 

One way of overcoming the shortcoming of lack of knowledge could be joining a compe-
tence network. In their research Mäläskä et al. (2011) have already proven that competence 
networks do have a positive effect on branding in general. Although the study by Mäläskä 
et al. (2011) directly investigate how loosely connected networks affect SME’s branding, 
they do not distinguish between product and corporate branding. Furthermore, their re-
search was limited to software and high-technology industry. However, they do not investi-
gate how competence networks, connecting heterogeneous companies, affect corporate 
branding in B2B SMEs. 

Since research is lacking on what particular effects competence networks have on corporate 
branding in B2B SMEs, a gap in existing research can be identified. 

  Purpose 1.2

The purpose of this thesis is to contribute to existing theory by investigating the effects 
competence networks have on corporate branding in B2B SMEs. After identifying these ef-
fects, a conceptual model that depicts the findings will be developed.  

  Research Question 1.3

What effects do competence networks have on corporate branding in B2B SMEs? 
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 Definitions 1.4

SME According to The Commission of the European Communities 
(2003), SMEs refer to micro, small and medium-sized enterprises 
that employ fewer than 250 persons, and have an annual turnover of 
less than EUR 50 million and/or that have an annual balance sheet 
of less than EUR 43 million. Small enterprises are defined as enter-
prises with less than 50 employees and an annual turnover and/or 
annual balance sheet less than EUR 10 million. Finally, micro-
enterprises are the smallest companies that employ less than 10 per-
sons and have an annual turnover and/or balance sheet less than 
EUR two million. 

 

Entrepreneur The literature reviewed in the following sections does not distinguish 
between the terms “owner”, “manager” and “entrepreneur” when 
describing the leadership of SMEs (e.g. Spence & Essoussi, 2010; 
Krake, 2005; Abimbola, 2001; Carson & Gilmore, 2000). In this the-
sis we will use the term “entrepreneur” to create a consistent usage 
of terminology. 

 

Competence 
Network 

 

A competence network is a formal network that connects companies 
of various size from different segments and industries, and helps 
them develop through access to necessary knowledge, resources and 
individuals. 

 

Founders All iance  Founders Alliance is a competence network operating in Sweden that 
was chosen as the case study in this thesis. It is a competence net-
work for entrepreneurs that today has over 600 members that have 
started approximately 3000 companies of various size. The aim of 
Founders Alliance is to help their members develop by providing 
knowledge, experience, contacts and inspiration. 
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2  Frame of Reference 
 

The following section is divided into two major parts. In the first part the path leading to the problem is re-
viewed. In the second part a theoretical framework to our research is presented. The literature review is con-
ducted through the examination of peer-reviewed articles published in academic journals such as Industrial 
Marketing Management, Journal of Brand Management, and Journal of Small Business Management that 
have been retrieved from the databases Primo, Scopus, and ScienceDirect. 

 

Part 1 

Figure 1 will guide the reader through Part 1 in which the literature leading to the problem 
is reviewed. Firstly, branding is briefly described. Secondly, B2B branding is separated from 
B2C branding. Thirdly, literature regarding corporate branding is overviewed. Fourthly, the 
relevance of corporate branding in B2B SMEs is evaluated. Finally, the significance of 
competence networks and their importance for B2B SMEs’ branding is presented. 

 

 

Figure 1: Disposition of Part 1 
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  Branding 2.1

The American Marketing Association (AMA) (2014) defines marketing as “the activity, set of 
institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value 
for customers, clients, partners, and society at large.” Hence, the creation of value for all stakehold-
ers is the core element of marketing. Branding, as a part of the overall marketing strategy, 
pursues the goal to create additional value for both a buyer and a seller (Webster & Keller, 
2004). 

A brand is a set of a unique name, term, sign, symbol or design that identifies and differen-
tiates it from competitors (Blombäck & Axelsson, 2007). According to Kotler and 
Pfoertsch (2007), a brand is not only incorporated in a certain product or service but rather 
communicates value-adding attributes and associations to stakeholders that express a 
promise to customers. Hence, besides tangible attributes such as quality and price, intangi-
ble factors such as experiences, beliefs, and benefits are also important. 

Even though the concept of a brand is said to be universal, it has to be addressed different-
ly in B2C and B2B sectors (Leek & Christodoulides, 2011a). According to Leek and Chris-
todoulides (2011a), despite similarities of branding in B2C and B2B, differences are major 
enough for branding in the respective sectors to be addressed separately. 

  B2B Branding 2.1.1

In the past, research suggested that B2B branding is unnecessary 
and suitable only for B2C markets (e.g. Collins, 1977). The argu-
ment was that since B2B markets focus solely on functional prop-
erties like price, delivery or performance there is no need to focus 
on emotional aspects that brands create (Collins, 1977). There-

fore, most branding research has been conducted in consumer markets whereas the indus-
trial market has mostly been neglected (Keränen et al., 2012; Leek & Christodoulides, 
2011a). Current researchers tend to argue in favor of B2B branding, claiming that in B2B 
sector emotional aspects of a brand (e.g. trust and credibility) are as important as in B2C 
(Herbst & Merz, 2011; Lynch & de Chernatony, 2004). Even though research interest in 
B2B branding has increased in recent years, no commonly agreed upon theory has been 
published (Keränen et al., 2012). Keränen et al. (2012) explain that this field is either under-
researched in general or researchers use consumer-based frameworks as initial point for 
developing theory, but the applicability is not tested. In practice, theoretical models devel-
oped for B2C markets were applied in B2B (Herbst & Merz, 2011; Kuhn, Alpert & Pope, 
2008). However, such direct applicability has been questioned in recent studies (Jensen & 
Klastrup, 2008; Kuhn et al., 2008). 

In both settings branding aims at creating additional value; however, Herbst and Merz 
(2011) suggest that B2C and B2B branding are considerably different, thus having a great 
impact on activities that need to be undertaken in order to achieve successful branding. 
These differences emerge from the fundamental difference between B2B and B2C: B2C 
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branding is targeted towards consumers, while B2B branding is targeted towards business 
customers. 

Relationship skills, networking competences and product/service understanding are of 
greater importance in a B2B context than in a consumer market (Ohnemus, 2009; Webster 
& Keller, 2004). B2B companies put emphasis on a long-term cooperation with customers 
(Ohnemus, 2009; Webster & Keller, 2004). Additionally, Ohnemus (2009) states that estab-
lishing relationships in B2B is a more sustainable strategic attempt than in fast-moving con-
sumer goods where the focus is selling and promoting. 

Transactions in B2B markets are of a large scale and the risk buyers face is also high 
(Herbst & Merz, 2011). Therefore an important function of a brand in B2B market is risk 
reduction (Kuhn et al., 2008; Mudambi, 2002), which is achieved by establishing trust 
(Herbst & Merz, 2011). 

Finally, brand expectations are significant in B2B markets since purchaser’s decisions can 
be based solely on the company’s brand and especially on reputation (Ohnemus, 2009). At-
tributes such as service and quality are considered to be minimum requirements rather than 
a strong opportunity for differentiation in a highly competitive business environment 
(Herbst & Merz, 2011). 

Even though, the interest in studying B2B branding has increased, there is still a lack of 
comprehensive knowledge about how companies can build brands in an industrial envi-
ronment.  

  Corporate Branding 2.1.2

Based on a branding object, branding strategy can be divided into 
(1) product (or service) branding and (2) corporate branding (Yu 
Xie & Boggs, 2006). Yu Xie and Boggs (2006) note that branding 
efforts undertaken by companies used to emphasize the product 
branding; however, a trend towards corporate branding can be 
observed. 

According to Hatch and Schultz (2003), increasing complexity of business markets has re-
sulted in a need to differentiate the company from competitors for the company itself ra-
ther than through products. Similar to product branding, corporate branding also aims at 
creating differentiation and preference; however, the company itself is the focus of brand-
ing efforts (Knox & Bickerton, 2003). According to Aaker (2004), corporate brands repre-
sent both the organization itself and the product or service offered by the organization. 
Aaker (2004) describes a corporate brand as an endorser of the company’s offerings and as 
a mean to build valued relationships with stakeholders. Customers may perceive the com-
pany as a credible and respected producer or provider of a service. According to Abratt and 
Kleyn (2012), a corporate brand contributes to the images formed and held by all its stake-
holders when marketing the company itself as a brand. Hence, corporate branding occupies 
a multi-stakeholder perspective and aims at connecting the company’s identity with the 
stakeholders’ perceived image (Abratt & Kleyn, 2012). 
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Although differentiation and creating preference through adding economic value is some-
thing both product and corporate branding have in common (Muzellec & Lambkin, 2009), 
three main differences between product and corporate branding, that are relevant to this 
study, should be noted. 

First, product branding efforts focus on the product and the relationship to the customers 
while corporate brand addresses all stakeholders (Hatch & Schultz, 2003). “Corporate brands 
can increase the firm’s visibility, recognition and reputation to a greater extent than can product brands.” 
(Yu Xie & Boggs, 2006, p. 349). Therefore, corporate brand is understood in a more holis-
tic way that represents not only a product, but also the company, its vision, culture and im-
age as a whole (Muzellec & Lambkin, 2009; Hatch & Schultz, 2003). 

Second, it is suggested that corporate brands differ from product brands in a higher strate-
gic focus, internal as well as external targets, and an incorporation of corporate strategy. Yu 
Xie and Boggs (2006) determined that the corporate values and images are crucial for dif-
ferentiation and uniqueness among competitors. According to Yu Xie and Boggs (2006), 
products and services are more easily imitable and homogenized in today’s complex mar-
ket, which makes a sustainable differentiation difficult. Corporate brands, on the other 
hand, may overcome this difficulty with a more strategic approach to positioning and dif-
ferentiation (Yu Xie & Boggs, 2006). Product branding is relatively short-term, while cor-
porate brands tend to pursue a more long-term strategic approach (Yu Xie & Boggs, 2006; 
Hatch & Schultz, 2003). 

Finally, corporate branding strategy is managed and delivered by all organizational depart-
ments including the executive management (Hatch & Schultz, 2003). “As a result, the role of 
employees – including senior management – is seen as crucially important in transmitting the brand values 
both internally and externally.” (Muzellec & Lambkin, 2009, p. 41). While product brands are 
managed on middle-management-level corporate branding operates on the executive level 
(Yu Xie & Boggs, 2006). 

Because products in industrial markets are customized and/or have a short product life cy-
cle, corporate brands are suggested to be more important in a B2B context than product 
brands (Roy & Banerjee, 2012; Leek & Christodoulides, 2011b). Regarding the service 
companies, Sandbacka, Nätti and Tähtinen (2013) argue that companies in a B2B service 
industry do business with heterogeneous customers that would make product branding ra-
ther challenging, and interactions between service providers and its buyers very complex. 
Corporate branding incorporates the whole company in the branding process and includes 
communication with all stakeholders, which may help to overcome the difficulties of dif-
ferentiation between services. Therefore, Sandbacka et al. (2013) argue that corporate 
branding may be more suitable for branding services. Since it is argued that corporate 
branding is highly relevant to both product and service SMEs, we will further investigate 
corporate branding. 
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  SME Branding 2.1.3

Even though, considerable literature about branding has been 
published, nonetheless branding is mostly researched in a con-
text of LOs (Lassen et al., 2008). However, traditional principles 
given in existing literature cannot always be applied for SMEs 
(Berthon et al., 2008). As opposed to LOs, SMEs may have on-
ly a fraction of financial resources available for branding, and 

the planning and executive strength of marketing campaigns may solely weigh on the 
SME’s entrepreneur instead of having a marketing department (Krake, 2005). Furthermore, 
LOs and SMEs differ in management style, operations and functions that impact branding 
(Berthon et al., 2008). 

Certain advantages of SMEs should be noted as well. SMEs have possibilities to pursue 
successful brand management through creativity and innovation that create flexibility and 
responsiveness (Berthon et al., 2008; Krake, 2005). According to Berthon et al. (2008), 
SMEs have an opportunity to get close to their customers and receive valuable feedback 
that may lead to possibly providing more customized and value-adding services. Spence 
and Essoussi (2010) pointed out that entrepreneurs are visionaries, which is crucial for 
brand building, and the connections between the brand’s identity and the entrepreneur’s 
personality. The entrepreneurial nature of many SMEs is said to make them capable of or-
ganizational learning, coping with complex market environments, and acquiring and utiliz-
ing marketing information (Berthon et al., 2008). SMEs are also said to set a focus on 
strong brand association and find communication schemes that are less expensive, e.g. 
word-of-mouth (Sandbacka et al., 2013; Spence & Essoussi, 2010). 

However, despite the advantages over non-entrepreneurial counterparts, Gilmore et al. 
(2001) list the limitations of SMEs: limited financial resources, time constraints and limited 
marketing knowledge; the entrepreneur in an SME is more a generalist than a specialist, 
with accidental rather than structured decision-making. The entrepreneur in an SME is 
highly involved in the company’s operation and is the main decision-maker (Wong & Mer-
rilees, 2008). Hence, the entrepreneur as personification of the brand can be of great im-
portance for brand building. However, if the entrepreneur is not aware of what brand man-
agement includes or does not have time to consider branding activities, branding is not re-
ceiving the necessary attention (Krake, 2005). The branding strategy is highly influenced by 
the vision, beliefs and values of the SME’s entrepreneur who communicates his or her un-
derstanding of the brand from the top to the bottom of the organization (Spence & 
Essoussi, 2010). However, due to this heavy involvement and resulting time and knowledge 
constraints, branding activities might be disregarded. Often branding only involves the logo 
or product/service the SME sells, which is a reductive concept in comparison to more so-
phisticated concepts in LOs (Spence & Essoussi, 2010). 
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  Corporate Branding in SMEs 2.1.4

Achieving differentiation through products or services is increasingly difficult in B2B mar-
kets, which implies the importance of corporate branding in SMEs (Inskip, 2004). Corpo-
rate branding is one of the core marketing practices that results in a continuous connection 
between the SME and all its stakeholders and may therefore create competitive advantage 
(Knox & Bickerton, 2003). Positive reputation, associations and trust can be built thus 
making it difficult for competitors to copy (Abimbola, 2001; Harris & de Chernatony, 
2001). Moreover, a strong corporate brand may be a source of ongoing growth (Juntunen, 
Saraniemi, Halttu & Tähtinen, 2010). As noted earlier, entrepreneurs are usually involved in 
all decision-making processes within the company and face a restricted budget (Inskip, 
2004). Despite these constraints, how can an SME apply branding effectively? According to 
Abimbola (2001), extensive planning, a deep understanding of what branding involves, the 
involvement of the whole company in brand building, and the monitoring of branding ac-
tivities are essential to the effective application of branding in SMEs. Meanwhile, the SME 
should concentrate on its strengths and develop a customized branding strategy rather than 
relying on generic ones (Abimbola, 2001). 

According to Inskip (2004), research on corporate branding in B2B SMEs has been nearly 
absent. Even though this observation was made eleven years ago, the subject nonetheless 
did not attract much attention from researchers. Those who did however study corporate 
branding of SME’s, are unanimous about the importance for small companies to differenti-
ate themselves by building a strong corporate brand (Sandbacka et al., 2013; Juntunen et al., 
2010; Lassen et al., 2008). Lassen et al. (2008) also state that SME’s themselves do not un-
derstand the importance of corporate branding, which can hinder their chances to differen-
tiate and remain in the market. Therefore, there is a clear need to study the field of corpo-
rate branding in B2B SMEs. 

  Competence Network 2.2

The research on networks is not new. It emerged in 1930’s and has been growing since 
(Jack, 2010). The interest in networks is powered by an understanding that firms cannot 
survive and grow if they operate in isolation (Human & Naudé, 2009). Increasingly com-
plex market has led to a greater attention to B2B networks that help firms understand that 
their performance strongly depends on interactions with others (Human & Naudé, 2009). 
Companies generally enter networks to gain access to various resources and to spot busi-
ness opportunities (Munksgaard & Medlin, 2014). 

According to Jack (2010) the concept of networks has been extensively researched; howev-
er, shortcomings and a lack of substantial understanding of networks exist: (1) definitions 
of the term network and analysis tools are used inconsistently, (2) too little conceptual con-
siderations and unclear evidence how knowledge is actually accumulated, (3) the compre-
hension of network relations and interactions between parties is still limited, which in turn 
results in chaotic concepts, theories and research results, and (4) there is a lack of linkages 
between networks and outcome. 
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Gilmore, Carson and Rocks (2006) point out that despite SMEs’ active participation in 
networking, evidence is lacking to what extent networking influences SMEs to pursue mar-
keting. Additionally, there is a need to investigate meanings, motivations, expectations and 
outcomes of network participation (Corsaro, Cantù & Tunisini, 2012; Gilmore et al., 2006). 

Although it is agreed that network is an organized system of relationships (Donckels & 
Lambrecht, 1995) the term “network” is still ambiguous and can describe different forms 
of constructs (Jack, 2010). Rocks, Gilmore and Carson (2005) identify five types of net-
works that SMEs can be members of: personal contact networks, social networks, business 
networks, industry networks and marketing networks. Nonetheless this list is not exhaus-
tive. 

One type of network that research has neglected is a “competence network”. Because the 
term “competence network”, to our knowledge, is not defined in the existing literature, we 
suggest the following definition: 

A competence network is a formal network that connects companies of various size from different segments 
and industries, and helps them develop through access to necessary knowledge, resources and individuals. 

A competence network thus connects companies that do not necessarily do business with 
each other, companies in different segments and industries, and companies that join the 
competence network in order to gain and share knowledge, experiences and inspiration. 

  SMEs Participation in Networks 2.2.1

Networks endorse the exchange of resources and information, increase innovation flexibil-
ity and competitiveness, fuse components of entrepreneurial activities (Jack, 2010), and 
create value (Ritter & Gemünden, 2003). Munksgaard and Medlin (2014) acknowledged the 
importance of the competence “to convert the collective-interest of network effects into self-interest 
gains for the firm.” (p. 619) Therefore, it can be argued that participation in network activities 
does not only create value for the network as a whole but provides value for each firm sep-
arately. However, some companies may be more active than others and are either driven by 
the interest for the company itself rather than driven by an interest for the collective 
(Munksgaard & Medlin, 2014).   

Gilmore et al. (2001) suggest that networking can be an important tool for SMEs to prac-
tice marketing activities. Networking is described as a marketing ‘competence’ that helps 
entrepreneurs in SMEs to do marketing by networking. “‘Networks’ are about ‘companies joining 
together with a common objective, working together, and co-operating’ through the ‘exchange of and sharing 
of ideas, knowledge and technology’.” (Dean, Holmes & Smith, 1997, p. 79). Gilmore et al. (2006) 
state that networking helps entrepreneurs understand inter-organizational relationships in 
complex B2B markets, give insights in actions of different market participants, and helps 
them to expand marketing knowledge and expertise. Further, entrepreneurs can use net-
works to position their company in a stronger competitive position (Corsaro et al., 2012). 
Corsaro et al. (2012) explain that the interaction between heterogeneous companies be-
comes more effective because it fosters creativity. 
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However, due to various limitations and a lack of resources SMEs need to develop appro-
priate competencies for marketing. Competencies consist of attributes, knowledge and 
skills that help entrepreneurs in SMEs with managerial decision-making (Carson & Gil-
more, 2000). Donckels and Lambrecht (1995), distinguish five categories of reasons why 
entrepreneurs form or join networks: (1) gathering information; (2) obtaining response 
from external environment; (3) canvassing and looking after customers and suppliers; (4) 
enrichment of entrepreneurs own knowledge; and (5) psychological reasons (socialization). 

  Research on Network’s Effects on Corporate Branding 2.2.2

Most research is focused on why SMEs join networks (Munksgaard & Medlin, 2014; Hu-
man & Naude, 2009; Ritter & Gemünden, 2003) and how networks are constructed (Ho-
ang & Antoncic, 2003). However, empirical studies on the effects networks have on SMEs 
are lacking (Donckels & Lambrecht, 1995). The situation hardly improved in the past two 
decades; however, a noteworthy study has been conducted by Mäläskä et al. (2011). 

Mäläskä et al. (2011) argue that the interaction between customers, brands and network ac-
tors creates value, which is especially important to SMEs that have limited resources and 
expertise. Moreover, Mäläskä et al. (2011) argue that relationship building and brand visibil-
ity increase through active networking. Mäläskä et al. (2011) have identified that some net-
work actors participate indirectly and some directly in branding, whereas those actors that 
have participated in B2B SME branding are suggested to have a greater influence on brand-
ing processes. As a result, the concept of “branding pool” has been developed and is de-
fined as “a dynamic group of independent network actors that perform direct branding activities.” (Mä-
läskä et al., 2011, p.1147) The findings of this research show that both indirect and direct 
participation has effects on branding in B2B SMEs.  

 

Part 2 

 

In this part we present the theoretical framework that our study is built on. Juntunen et al. 
(2010) have developed a framework, which is further elaborated upon based on relevant 
literature. The framework defines eight components of corporate branding in the effective 
growth stage of an SME. This framework will be used, firstly, in designing the interview 
questions for companies within Founders Alliance and, secondly, analyzing the empirical data. 

We chose to build our study on the framework of Juntunen et al. (2010) for three main rea-
sons. First of all, the framework was developed through combining the work of several 
acknowledged authors (Juntunen et al., 2010). Secondly, in the framework, corporate 
branding is divided into eight components making it possible for us to investigate how a 
competence network affects separate components of corporate branding. Finally, the 
framework is adjusted for small companies, which is highly applicable to the purpose of 
this thesis. 
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  Corporate Brand Building in SMEs 2.3

Juntunen et al. (2010) have developed a framework for corporate brand building in differ-
ent growth stages. The framework defines the components of corporate brand building in 
pre-establishment, early growth and effective growth stages. According to Juntunen et al. 
(2010), corporate branding is not only influenced by the planning and execution of certain 
components and activities, but is also affected by the company’s development and life cy-
cle. Businesses pass through various stages in their life cycle and move from inception to 
survival, from survival to growth, from growth to expansion and, finally, from expansion to 
maturity (Juntunen et al., 2010). Throughout these life cycle stages a company may develop 
in the inception stage from a micro to a medium sized organization, and in the expansion 
stage from a medium sized to a large organization. 

First, at the pre-establishment stage a company is not yet officially established and the en-
trepreneur is making decisions. In this growth stage the corporate personality will be de-
fined, the brand-oriented strategy will be planned and corporate branding relationships will 
be formed. Secondly, at the early growth stage a company is established and branding activ-
ities rise quickly. This development may support the growth of revenues that in turn will 
likely help the company grow. Moreover, brand building is not limited to the entrepreneur 
anymore but takes all stakeholders into account. Finally, in the effective growth stage the 
company has a corporate brand and aims at maintaining and developing brand activities es-
tablished in the early growth stage. Not only the company itself but also the business envi-
ronment is changing, which demands adjustments to company’s brand building activities 
(Juntunen et al., 2010). 

In the first two growth stages the brand and branding practices of an SME are more vola-
tile than in the effective growth stage. Since we are interested in the effects of an external 
factor on branding, i.e. a competence network, it is more beneficial to investigate changes 
in companies with already established branding practices - companies in an effective 
growth stage. Juntunen et al. (2010) have identified, eight components of corporate brand 
building in SMEs in the effective growth stage (Table 1): (1) controlling the corporate per-
sonality, (2) emphasizing brand-oriented strategic planning, (3) maintaining corporate iden-
tity, (4) assuring employees’ involvement, (5) maintaining a corporate image, (6) maintain-
ing consistent brand communications, (7) managing corporate branding relationships and 
(8) monitoring with feedback. 

Juntunen et al. (2010) point out that companies that are in the effective growth stage al-
ready have an established brand. Therefore, branding activities decided upon in the pre-
establishment and early growth stages need to be controlled, developed, and/or main-
tained, rather than defined or created. 
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Table 1: Corporate brand building at the effective growth stage  

 

Corporate Brand Building Com-
ponents 

Corporate Brand Building Activi-
ties/Description 

Controlling the Corporate Per-
sonality 

Re-defining core values 

Emphasizing Brand-Oriented 
Strategic Planning 

Adopting brand-oriented thinking profoundly 

Revising the strategies 

Forming new strategies 

Maintaining Corporate Identity 

Emanating from daily operations and products 
of the company 

“Arises on its own”, not developed consciously 

Includes corporate culture, corporate behavior, 
corporate internal communications and corpo-
rate design 

Assuring Employees’ Involve-
ment 

Unifies identity and image 

Great influence on what the company is like, 
how it will develop and how it is seen in the 
market 

Maintaining Corporate Image 
Created by proactive communication 

Establishes in every new contact and relation-
ship 

Maintaining Corporate Brand 
Communications 

Complex nature 

Somehow congruent, somehow differentiated 

Communicating core values 

Managing Corporate Branding 
Relationships 

Developing new relationships 

Maintaining existing cooperative relationships 

Using references 

Monitoring with Feedback 
Collecting feedback from several sources 

Revising the functions based on feedback 

(Juntunen et al., 2010) 
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 Controlling the Corporate Personality 2.3.1

This component includes activities such as defining the ownership, corporate philosophy, 
core values, corporate mission, and company structure (Juntunen et al., 2010). Brand per-
sonality represents what a brand stands for and therefore implies a promise to its custom-
ers (Boyle, 2003). Furthermore, it incorporates the purpose of why the company exists, de-
fines the commitments to what is important to the company and what values are guiding 
company’s actions (Knox & Bickerton, 2003). 

Core values are closely related to the entrepreneur’s personal values and are therefore de-
veloped in the early stage of the company (Juntunen et al. 2010). They endorse congruent 
brand perceptions and support consistent activities across the entire organization (Juntunen 
et al., 2010). Core values can be defined as beliefs and concepts that the company stands 
for and that manifest in the day-to-day operations and behaviour (van Rekom, van Riel & 
Wierenga, 2006). Moreover, core values are said to be essential principles that hold a com-
pany together as it grows, expands and develops (van Rekom et al., 2006). Van Rekom et 
al. (2006) further state that, even though the core values do not change, business strategies 
and actions adapt to changing environment. However, Juntunen et al. (2010) suggest that 
companies at the effective growth stage may need to refine core values in order to adapt to 
market changes. In any case, core values and business strategies have to be compatible (van 
Rekom et al., 2006).  

  Emphasizing Brand-Oriented Strategic Planning 2.3.2

This component is concerned with the usage of brands in the strategic planning process 
and includes creating a brand vision that is connected with the defined corporate personali-
ty (Juntunen et al., 2010). According to Urde (1999), strategic planning includes a compa-
ny’s knowledge about the market, its customers and competitors, as well as considers inter-
nal perspectives on a company’s capabilities in terms of resources. According to Roy and 
Banerjee (2012), a brand strategy that a company pursues is context-dependent (B2B or 
B2C market, different industries, service or product sector, etc.) and resource-dependent 
(the level of brand investment). Brands are referred to as strategic resources that may lead 
to a sustainable competitive advantage (Urde, 1999). Unfortunately, most SMEs do not 
recognize that they are a brand (Roy & Banerjee, 2012). 

According to Urde (1999), a company should implement strategic plans in a very early stage 
in order to achieve a brand orientation. These strategies are not fixed but will be developed 
and revised as the company operates (Urde, 1999). Roy and Banerjee (2012) describe three 
different brand orientations of SMEs: (1) minimal brand orientation, (2) embryonic brand 
orientation, and (3) integrated brand orientation. Minimal brand orientation is characterized 
by low-key marketing activities. Embryonic branding orientation describes more compre-
hensive marketing activities with optional informal branding. Integrated brand orientation 
includes more elaborated marketing and branding activities. Hence, with the development 
SMEs are paying more attention to marketing and branding strategy (Roy & Banerjee, 
2012). 
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  Maintaining Corporate Identity 2.3.3

Corporate identity includes corporate culture, corporate behavior, corporate internal com-
munications and corporate design (Juntunen et al., 2010). These activities define the inter-
action between the company and its stakeholders and are the foundation of a strong corpo-
rate brand (Juntunen et al., 2010). 

Rode and Vallaster (2005) describe the corporate culture, especially the mission statement, 
as the guidelines for decisions and activities undertaken by entrepreneurs. Moreover, cor-
porate culture develops a corporate feeling, which has a motivating influence on employees 
and communicates valued behavior within the company (Rode & Vallaster, 2005). The 
corporate design is the visual expression of the corporate brand and needs to be consistent 
with all elements of the corporate identity (Rode & Vallaster, 2005). The corporate behav-
ior refers to the human resources management within the company, including the recruit-
ment process and the interaction and support of employees (Rode & Vallaster, 2005). Ac-
cording to Rode and Vallaster (2005), the corporate internal communication is concerned 
with how the entrepreneur is guiding employees to achieve personal and organizational 
goals according to the corporate identity. Further, effective corporate internal communica-
tions foster shared beliefs among employees and create brand commitment (Vallaster & 
Lindgreen, 2013). Vallaster and Lindgreen (2013) point out that employee commitment de-
livers brand value and affects a company’s trustworthiness and image to external stakehold-
ers positively. Even though all these elements need to be consistent, corporate identity is 
emerging unconsciously rather than consciously planned and developed (Juntunen et al., 
2010). However, Juntunen et al. (2010) suggest that during the effective growth stage cor-
porate identity needs to be consciously and continuously maintained in order to appropri-
ately reflect the corporate brand.  

The corporate culture is influenced by the national culture, which has an impact on man-
agement and communication style (Tixier, 1996). Since our case study is in Sweden, the 
particularity of Swedish culture should be addressed. According to Tixier (1996), the Swe-
dish national culture can be characterized by social solidarity, efficiency, professionalism, 
humbleness and egalitarianism. Swedes can be characterized as introverted, reserved, calm 
and controlled (Tixier, 1996). Moreover, titles are not given much attention in Sweden, and 
the communication is often informal and oral. The Swedish management style is character-
ized by decentralization and democratic structure; however, the manager is accountable for 
taking decisions (Tixier, 1996). Hence, companies are structured in flat hierarchies, rela-
tions are more transparent, the company climate unconstrained and less formal. Further-
more, employees are encouraged to contribute with discussions, suggestions and participa-
tion which results in exchange of information, ideas, relationship building and a shared in-
terest in a company’s objectives (Tixier, 1996). Excellent management skills are necessary 
when no monetary motivation can be offered to employees (Tixier, 1996), which is espe-
cially relevant to SMEs with scarce resources.   
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  Assuring Employees’ Involvement 2.3.4

“The interface between employee perception of the corporate brand (that is, corporate identity) and percep-
tions held by external stakeholders of the corporate brand (that is, corporate image) is significant.” (Jun-
tunen et al., 2010, p.118) Activities undertaken by employees to build relationships with the 
corporation’s stakeholder are adding meaning to the brand (e.g. friendly service contributes 
to a positive perception of the brand) (Juntunen et al., 2010). Besides the executive man-
agement, employees are a company’s representatives and are therefore important for creat-
ing a positive corporate image that is aligned with the corporate identity (Hatch & Schultz, 
2003). 

According to Harris and de Chernatony (2001), the employees are playing a particularly 
important role in the communication process with the stakeholders. Thus, management 
and employees are directly influencing the success of branding activities through their be-
havior and the mediation of corporate values. The interaction between the company and 
the stakeholders and the understanding of the brands’ value is crucial and need to be con-
sistent (Harris & de Chernatony, 2001) and assured during the development process (Jun-
tunen et al., 2010).  

  Maintaining Corporate Image 2.3.5

This component refers to the perception of the corporate identity by company’s external 
stakeholders (Juntunen et al., 2010). To simplify, brand identity is how a company wants to 
be seen, whereas brand image is how the company is seen from the outside. The goal of a 
company is congruence between the two. On the one hand, a company can shape their im-
age directly by frequently communicating with its stakeholders. On the other hand, a com-
pany can form their image indirectly by developing a corporate identity within the company 
that thus influences the corporate image (Juntunen et al., 2010). Juntunen et al. (2010) point 
out that a consciously controlled maintenance of the corporate image at the effective 
growth stage is crucial to ensure a reflective corporate brand.  

  Maintaining Corporate Brand Communications 2.3.6

Corporate communication is concerned with the conscious use of balanced internal and ex-
ternal communication in order to build beneficial relationships with stakeholders (Abratt & 
Kleyn, 2012). The management, organization and marketing communication of the corpo-
rate identity to all stakeholders is fundamental for brand building (Juntunen et al., 2010). 
According to Juntunen et al. (2010), the created messages need to be distinctive and con-
sistent, both to external and internal stakeholders. Harris and de Chernatony (2001) further 
suggest that well-functioning internal communication of the corporate identity is crucial to 
deliver congruent and consistent messages to external stakeholders. Such consistent com-
munication will result in positive reputation and positive brand perception, hence positive 
corporate image. In order to maintain or develop a strong corporate brand the corporate 
brand communications need to be adapted and consistent in order to link corporate identi-
ty and image successfully through the effective growth stage (Juntunen et al., 2010). 
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  Managing Corporate Branding Relationships 2.3.7

Corporate branding relationships include activities such as building cooperative relation-
ships with possible sales and marketing partners, and developing press relationships; how-
ever, any other type of corporate relationships are important (Juntunen et al., 2010). These 
relationships may help the company increase sales, marketing efficiency and recognition. At 
the effective growth stage, Juntunen et al. (2010) name three activities that can be under-
taken to build corporate brand: (1) the development of new relationships, (2) fostering of 
existing cooperative relationships, and (3) reference-marketing. These corporate brand 
building activities are important to reach external stakeholders that will learn about the ex-
istence of the corporate brand both from the company itself but also from other stake-
holders (Juntunen et al., 2010). Moreover, the corporate brand increases recognition and 
favorable reputation, which has a positive impact on relationships and prospective financial 
performance (Abratt & Kleyn, 2012). Blombäck and Axelsson (2007) acknowledge the rel-
evance of having a variety of relationships of corporate branding, and emphasize the im-
portance of networks to support a company’s ability to compete in the market. 

  Monitoring with Feedback 2.3.8

Feedback from stakeholders can be used for improving a company’s product or service but 
also to gain information about the perception of the overall corporate brand (Juntunen et 
al., 2010). Thus, it can be utilized to revise a company’s corporate branding efforts. Feed-
back from internal and external stakeholders is a useful tool that helps to continuously de-
velop the corporate brand so that the company remains competitive in a steadily changing 
market (Juntunen et al., 2010). According to Harris and de Chernatony (2001), feedback is 
helpful for gaining knowledge about how the brand is perceived by customers and is used 
to detect incongruence and potential problems in communicating the brand identity. Sand-
backa et al. (2013) state that feedback from stakeholders helps to develop corporate identi-
ty and image, which may strengthen the corporate brand. Hence, feedback may be used as 
a tool for undertaking both internal (identity) and external (image) changes that lead to 
brand development. 
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3  Methodology 
 

The following chapter introduces the reader to methodology used in the research. Furthermore, the tools used 
for collecting the primary data will be presented and data analysis described. 

 

  Research Design 3.1

The aim of the thesis is to understand how one phenomenon (competence networks) in-
fluences another phenomenon (corporate branding), thus the purpose is of evaluative na-
ture. The way we chose to approach the research question is through collecting qualitative 
data from competence network participants, interpreting the data and, finally, drawing con-
clusions. The methodology used in this thesis is therefore guided by the interpretivist phi-
losophy (Williamson, 2002). 

An inductive reasoning style will be used in this study, since from our observations we will 
try to explain the general theoretical patterns (Saunders, Lewis & Thornhill, 2009). Because 
the phenomenon we are investigating is fairly new and under-researched, inductive reason-
ing will help us gain an in-depth understanding through exploring the different perspectives 
of members of a competence network. 

For the qualitative research a case study method was chosen as our approach. A case study 
is said to be the most suitable approach to investigate business networks since it offers 
depth and comprehensiveness rather than statistical representation (Halinen & Törnroos, 
2005). One issue with case study approach is the generalizability issues: since we are not 
conducting a cross-case comparison, the study might need to be proven in the future re-
search (Halinen & Törnroos, 2005). Moreover, the case study approach is often criticized 
for possible bias of the researcher, since it relies heavily on the interpretation of the collect-
ed data (Williamson, 2002). However, since the knowledge about how the two phenomena 
influence each other is lacking, we believe that a case study will allow us to explore how 
corporate branding in B2B SMEs is affected by joining a competence network. 

The subject of our case study is the competence network Founders Alliance. We chose Found-
ers Alliance for three main reasons. First, since the aim of this study is to get a comprehen-
sive view of the effects a competence network has on corporate branding, we chose a 
competence network that connects heterogeneous companies (both product and service 
sectors, different segments, different size and strengths). The second reason why we chose 
Founders Alliance is that in order to join it, a company is required to have an annual turnover 
of at least SEK five million. The companies within Founders Alliance will thus have reached 
an effective growth stage. We therefore expect the changes in corporate branding to be at-
tributable to external factors like Founders Alliance, rather than to a natural changes related 
to the growth of the company. The final reason for this choice is availability: we had estab-
lished a contact with the CEO of Founders Alliance before the start of the research and he 
had expressed willingness to participate in the study. 
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  Competence Network 3.1.1

Interview 

In order to develop tools to construct questions for the companies within Founders Alliance 
and to gain a deeper understanding how Founders Alliance work, we first of all needed to 
collect the data from Founders Alliance itself. Interviewing the CEO of Founders Alliance was 
the chosen way of collecting the necessary information. Even though the collected data is 
presented in the section Empirical Findings, we would like to stress that its purpose is to 
familiarize ourselves with Founders Alliance and to develop tools to construct interview ques-
tions for the companies. Therefore the interview with Founders Alliance will not be used in 
our further analysis. 

There were three main objectives when interviewing the CEO of Founders Alliance. First of 
all, we wanted to gather information about Founders Alliance that is not publicly available, 
e.g. the requirements for companies to join. Secondly, since our research is guided by the 
interpretivist philosophy and our aim is to interpret respondents’ perspective, we found it 
necessary to understand what the motivation of the CEO behind starting the competence 
network was. Finally, and most importantly, the goal of the interview was to find out what 
branding-related activities and/or education the competence network offers the companies. 

Since we did not have much information about Founders Alliance, a semi-structured form of 
interview was chosen (Williamson, 2002). On the one hand, some structure was needed as 
a baseline for the interview. On the other hand, clarification and elaboration was expected 
to be necessary, thus follow-up questions would be relevant. All interview questions are 
listed in appendix I. 

Process of Data collection 

The interview was conducted 20th of February 2015, duration of the interview - 30 
minutes. The interview was conducted via the videoconference program Skype. This meth-
od was chosen because the respondent was located in Stockholm therefore videoconfer-
ence was both more convenient and cheaper. Conducting interviews via videoconference 
allows us to create a similarly high amount of interactivity as face-to-face interviews; how-
ever, it has been suggested by Saunders et al. (2009) that some of the social cues might be 
missed. Nonetheless, we believe that convenience of videoconferencing outweighs possible 
drawbacks. 

With the permission of the respondent, the interview was recorded. The recording was 
made in order for the interviewer not to disrupt the interview by taking notes and to gather 
as accurate data as possible (Williamson, 2002). 

Since the respondent is Swedish, in order to get the most authentic answers, the interview 
was conducted in Swedish. Because of the language, the interviewer was Fares Youcefi, 
since he is the only native Swedish speaker in the thesis group. Moreover, Fares Youcefi 
was chosen to conduct the interview because him being Swedish leads to a better under-
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standing of cultural issues that might occur if the interviewer was not Swedish (Oishi, 
2003). 

  Companies 3.1.2

Interviews 

Our next step was to collect the data from companies within Founders Alliance to find out 
what changes within their corporate branding activities (if any) have occurred since they 
joined Founders Alliance. Since our research is guided by the interpretivist philosophy, find-
ing out the perspective of company representatives’ was of primary importance to us. 
Therefore we designed the interviews to find out their point of view on changes in brand-
ing activities and on the influence of Founders Alliance. We also investigate what expecta-
tions they had prior to joining Founders Alliance and if those expectations were met. 

As with Founders Alliance, the company interviews were semi-structured. The structure al-
lows us to compare the answers. On the other hand, freedom is left for companies to elab-
orate on their answers. The respondents were informed before the interview that the inter-
view was anonymous in order to remove any subjectivity that might have occurred (Saun-
ders et al., 2009). 

The interviews can be divided into three major parts: introductory questions, general ques-
tions and framework questions. Introductory questions were asked to gather more infor-
mation about the companies and the respondents: size, experience, time in Founders Alliance. 
The purpose of general questions was to collect data on the branding knowledge of re-
spondents, their perspective on influence of Founders Alliance and other non-framework re-
lated questions. Finally, framework questions were asked in order to find out specific ef-
fects membership in Founders Alliance has on different components of corporate branding. 
Questions about all eight components of corporate branding identified in the Frame of 
Reference are asked. All interview questions are listed in appendix II. 

Sampling 

The population out of which a sample of companies was interviewed can be defined as 
“Small and medium sized business-to-business enterprises working within product and/or service sectors 
that are members of the competence network Founders Alliance and that have been in business for at least 
five years”. The duration the companies were doing business was of relevance to us since we 
are interested only in companies in an effective growth stage. That way we can ensure that 
companies make changes because of factors other than their natural growth. 

First, a sample of six B2B SMEs was decided upon; however, it was later reduced to five 
since the interview of one company was removed from further analysis (explanation in 
chapter 3.2). We believe that a sample of five companies, although not large enough to 
make statistical generalizations (Saunders et al., 2009), is appropriate to see basic patterns in 
a qualitative study. 
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A snowball sampling technique was used first to select the companies. In order to study a 
more diverse sample of companies, a purposive sampling technique was also used. 

For the snowball sampling techniques the CEO of Founders Alliance was asked to contact 
B2B SMEs from different sectors and industries by e-mail and ask them if they were willing 
to participate in our study. We chose this way of contacting companies instead of contact-
ing them ourselves, since the CEO of Founders Alliance knows the leaders of companies 
personally, thus such technique would yield a higher response rate. Moreover, research 
shows that advance letters can reduce refusal rates and increase data quality (Oishi, 2003). 

Through the snowball effect twelve companies were contacted in total, five of which ex-
pressed willingness to participate in the study. Since the companies that agreed to partici-
pate in the study through snowball sampling technique were mainly small service compa-
nies, we supplemented snowball sampling with a purposive sampling technique in order to 
get a more heterogeneous sample, (Saunders et al., 2009). Through an event called “Entre-
preneurs’ gala” we recruited one more respondent to participate in our study. The respond-
ent owned a small company in a product segment. We therefore gained access to a sample 
of SMEs in both product and service sectors. 

The six interviewed companies are of both product and service sectors in IT, consulting, 
human resource, photography and industrial engineering industries (Table 2). The repre-
sentatives that were interviewed are all founders, co-founders and/or owners of the respec-
tive companies with various experiences in marketing and branding specifically. 

Process of Data Collection 

Because of financial reasons and in order to save time, interviews were conducted through 
the videoconference program Skype. The benefits and limitations of this technique were al-
ready addressed in section 3.1.1. One interview, however, was conducted via telephone 
since the respondent was unable to use videoconference at the time of the interview. We 
are aware that compared to face-to-face interviews and interviews over a videoconference, 
phone interviews have certain limitations. Since the interviewer and interviewee do not see 
each other, the difficulties may arise in establishing rapport and some social cues that might 
be relevant to the interviewer might be missed (Saunders et al., 2009). Nonetheless, it was 
the only available option to interview the company. 

The interviews were conducted in Swedish. For the same reasons as with the CEO of 
Founders Alliance, the interviewer was Fares Youcefi. All but one interview were recorded. 
The phone interview was not recorded since we did not have the necessary means. None-
theless, during the phone conversation notes were taken. 
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  Data Analysis 3.2

All the companies were given anonymous names based on the segment they were in (prod-
uct or service) and the age of the company. Therefore we have companies S12, S10, SP15, 
S13, P52 and, S3. 

As previously mentioned, one company was removed from further analysis. During the in-
terview with the respondent of company S3 it came to light that it does not belong in our 
population (the company was started three years ago and was actively doing business only 
for one year). Since the company had joined the study through the snowball sampling, we 
were not aware of the issue beforehand. 

For the data analysis we first of all made translations and transcripts of all interviews. We 
are aware that translating the qualitative data might cause issues related to different mean-
ings in different languages, nonetheless in this study direct translation (Saunders et al., 
2009) was the only possible method of translating the interviews due to the resource con-
straints. 

The collected data was further cleaned (Saunders et al., 2009) and grouped in order to find 
patterns and correlations. All the collected data is summarized in Table 3 in chapter 4.2. 
Only the answers that showed clear indications of Founders Alliance’s effects on different 
components of corporate branding are indicated as “YES”; all the other answers, including 
ambiguous ones, unanswered ones or any other way not giving clear and undeniable indica-
tions of influence by Founders Alliance are indicated as “NO”. We categorized the data in 
such a way in order to clearly see the patterns that would later help us develop a model of 
effects of a competence network on the corporate branding in B2B SMEs. 

Summary 

Research philosophy Interpretivist 

Reasoning style Inductive 

Research approach Qualitative 

Method Case study: Founders Alliance 
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S12 S10 SP15 

Years in business 12 years 10 years 15 years 

Product/Service Service Service Product and Service 

Industry Photo IT IT 

Nr of employees 40 12 42 

Position of the re-
spondent 

Co-founder/Business 
Area Manager 

Co-founder/CEO 
Co-founder/Marketing 

& Selling Director 

Interview date 25/2-13.00 26/3-10.30 26/3-09.30 

Duration of interview 52 min 27 min 37 min 

Way of interviewing Skype Skype Skype 

Recorded YES YES YES 

	  
S13 P52 S3 

Years in business 13 years 52 years 3 years 

Product/Service Service Product Service 

Industry Recruitment & Staffing Manufacturing IT 

Nr of employees 3 13 6 

Position of the re-
spondent 

Founder/CEO Owner Founder/CEO 

Interview date 24/3-13.00 2/4-17.30 30/3-17.00 

Duration of interview 30 min 34 min 29 min 

Way of interviewing Skype Phone Skype 

Recorded YES NO YES 

Table 2: Overview on interviewed companies 
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4  Empirical Findings 
 

The following chapter presents the empirical findings that were collected by interviewing Founders Alliance 
and the companies within Founders Alliance.

 

  Competence Network 4.1

  Founders Alliance 4.1.1

The competence network has segmented its members into five different groups: 

o Small firms – Still operative founder in a firm with 0-49 employees 

o Medium firms – Still operative founder in a firm with 50-249 employees 

o Large firms – Still operative founder in a firm with more than 250 employees 

o Portfolio builders – Entrepreneurs with several commitments, they can be owners 
and investors in multiple firms 

o “Role models” – Retired from portfolio and operative commitments but passive 
contributors to entrepreneur’s company development. 

According to the CEO of Founders Alliance, the different segments have unique service 
packages with adapted parts for their particular needs and have both joint and separated ac-
tivities, which is consistent with Jack’s (2010) argument that networks are dynamic and 
adapt to the participants’ various needs. 

  Purpose of Founders Alliance 4.1.2

According to the respondent, the motivation for establishing a competence network was 
based on two underlying visions. First of all, Founders Alliance aims at helping entrepreneurs 
and their respective companies to improve performance. Secondly, the Founders Alliance 
wants to make a positive societal impact through making the entrepreneurs succeed and in-
spire other people to start new companies. 

However, Founders Alliance has set certain requirements for entrepreneurs who want to be-
come members. The respondent explained that the requirements are divided into ‘hard’ and 
‘soft’ parameters. The hard parameter refers to a minimum of SEK five million in annual 
turnover and at least SEK one in revenues. The soft parameters contain the requirements 
that the potential member is considered to be an ethical entrepreneur and has an ambition 
to both develop personally and to develop the company. The respondent further explained 
that a potential member needs to have a “give and gain” attitude so that everybody within the 
network, but also outside the network – the society in general, benefits from the activities 
undertaken within the network. Hence, the competence network aims at reaching a sus-
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tainable outcome for every stakeholder in entrepreneurship, e.g. potential entrepreneurs, 
politicians and journalists. 

  Branding-Related Activities 4.1.3

Founders Alliance arranges approximately 90 events with different activities each year that are 
adjusted to the member’s needs. The respondent explained that Founders Alliance enters into 
a dialogue with the members about challenges they will likely face the upcoming twelve 
months. After the identification of challenges, needs and expectations, the competence 
network arranges activities such as seminars, discussion tables and company match-ups. 

“Not only do the activities help to solve their challenge. But the events also fulfill a wider purpose, for ex-
ample to gain knowledge, meet people like themselves, build relationships so that you get a stronger network 
and get inspired.” (CEO, Founders Alliance) 

The respondent says that it is up to the members how they choose to use the network and 
make the best out of the input they receive. However, despite their offerings of activities to 
help the entrepreneurs in their corporate brand building, the challenge can go unresolved 
for many years. 

“We have had people at the branding-table having the same issue for seven years, which means that this has 
been their main challenge for the last seven years and apparently they haven’t been able to solve it.” (CEO, 
Founders Alliance) 

The activities are nevertheless successful, according to the respondent. The respondent 
gave an example of a seminar that was related to branding in digital media, which was as-
sessed by participants with a satisfaction rate of 8.7 out of ten. The respondent claimed that 
the seminar expert received 10 business cards and eight meetings for the upcoming month 
after the seminar had been completed. 

Company Match-Ups 

If a member expresses a branding-related challenge Founders Alliance matches this entrepre-
neur with an “elite member”, which has been done around 500 times previous year, accord-
ing to the respondent. The respondent defined an “elite member” as an entrepreneur who 
has previously faced and solved similar challenges. After the member has been matched 
with the “elite member” both entrepreneurs build a relationship of experience and 
knowledge exchange in order to resolve the said challenge. Founders Alliance aims at provid-
ing best possible support by bringing together advisors and entrepreneurs. 

“Our main process in the company is to match the right relation to the right problem, which is also our big-
gest challenge.” (CEO, Founders Alliance) 

Discussion Tables 

According to the respondent, discussion tables are organized in three stages. First, before 
the event participants send in branding-related challenges that they face to Founders Alliance. 
The information is then communicated to a moderator. Based on the challenges it is then 
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decided who would be joining the discussion table and groups of five to eight people 
would be formed. Secondly, during the event a moderator structures the agenda of the dis-
cussion table and encourages the participants to discuss the challenges and to give each 
other feedback. Finally, after the event the main conclusions from the discussions are 
summarized and shared to all members through newsletters and an online platform so that 
the knowledge is distributed to everyone. The respondent further explained that the sum-
marized challenges, questions and conclusions are used to identify branding challenges that 
entrepreneurs face, which then in turn impacts the design of upcoming events organized by 
the Founders Alliance. 

Seminars 

The topics of the seminars are based on the preference of the members. For example, in 
2015 through conversations with members and a cooperation with Grant Thornton, Founders 
Alliance identified branding, sustainability and hard risk as topics which are of greatest in-
terest to entrepreneurs. 

According to the respondent, seminars are organized in four steps. First, before the semi-
nar Founders Alliance identifies and invites an expert on the subject of the seminar. Secondly, 
it will be determined to which of the five segments of the competence network the seminar 
subject is relevant to. Thirdly, the seminar participants are then divided into smaller groups 
and exchange knowledge related to the subject. Further, the outcomes of the group discus-
sion are presented to all seminar participants (30-70 people) and a follow-up discussion be-
tween all participants is encouraged. Finally, after the seminar Founders Alliance sends out 
the expert’s material and a summary with the conclusions to all the participants of the sem-
inar. 

  Companies 4.2

The following sections present the findings of interviews with the chosen five companies. 
As mentioned previously, only the answers that give clear indication on Founders Alliance’s 
effects on different components of corporate branding are indicated as “YES”; all the oth-
er answers, including ambiguous ones are indicated as “NO” (Table 3). 
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S12 S10 SP15 S13 P52 

General Questions 
Length of membership 
in Founders All iance? 

6-7 years 2 years 8-10 years 10-12 years 4 months 

Education/experience 
in marketing and 

branding? 

Basics in 
marketing 

Basics in 
marketing 

20 years of 
marketing 
experience 

Learning 
by doing 

Learning 
by doing 

How is branding exer-
cised? 

Business 
Area Man-

ager 

Co-
found-

er/CEO 

Marketing 
& sales re-
sponsible 

Everybody Everybody 

Participated in brand-
ing related activities? 

NO YES NO YES NO 

Brand has been affected 
by entering Founders 

All iance?  

To an ex-
tent 

NO NO 
To an ex-

tent 
NO 

Did the membership in Founders All iance  influence… 
Controlling Corporate 

Personality 
NO NO NO NO NO 

Emphasizing Brand-
oriented Strategic Plan-

ning 
YES NO NO NO NO 

Maintaining Corporate 
Identity 

YES NO NO YES NO 

Assuring Employees’ 
Involvement 

NO NO NO NO NO 

Maintaining Corporate 
Image 

NO NO NO NO NO 

Maintaining Corporate 
Brand Communications 

NO YES NO NO NO 

Maintaining Corporate 
Branding Relationships 

YES YES NO YES NO 

Monitoring with Feed-
back 

YES YES YES YES NO 

Table 3: Summary of Effects  
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  General Questions 4.2.1

The first question we asked all the respondents was “what were your expectations when entering 
Founders Alliance?” Only one of the companies had an expectation to find new business 
contacts (SP15) and one company joined Founders Alliance for social reasons, “I thought it 
sounded fun to meet other entrepreneurs” (S10). Four out of five respondents expressed expecta-
tions to learn from other entrepreneurs (S12, SP15, P52 and S13), and two of them were 
willing to share their knowledge with the others (S13 and P52). 

As expected, none of the interviewed companies have organized branding in any formal 
way. Most of the time branding responsibility falls on the entrepreneurs themselves or is 
expected from everyone in the company. 

In order to evaluate respondents’ understanding of branding and their perspective on 
Founders Alliance’s influence, we asked the respondents to elaborate on their answers to the 
question “Do you believe joining Founders Alliance affected your brand?” None of the respondents 
answered that Founders Alliance definitely made an influence on their brand. Two companies 
answered “No influence” and two mentioned partial influence. The CEO of S13 thought 
that the only benefit to branding was the inspiration she got from other entrepreneurs. The 
Business Area Manager of S12 also mentioned a partial effect since through Founders Alli-
ance they hired a board member who is an expert in branding. Nonetheless, the respondent 
did not think that Founders Alliance had any direct influence on their branding. Finally, since 
P52 has been in Founders Alliance only for four months, we were more interested in their 
expectations from the competence network. Nonetheless, the owner could not specify any 
branding related expectations. 

Finally, we were willing to investigate whether the interviewed companies participated in 
branding activities that were offered by Founders Alliance. We found out that two of the five 
companies, namely, S10 and S13 have participated in branding activities offered by Founders 
Alliance. The respondent from S10 mentioned that she has participated in discussion tables 
regarding branding. However, in her opinion, it was not very educational since many partic-
ipants had very little knowledge. Respondent from S13 has participated in a branding semi-
nar. Different from S10, the respondent from S13 believes that the seminar was useful and 
gave her valuable feedback. The respondent from P52 said that he had not attended any 
events since he has been in Founders Alliance only for four months; however, he expressed 
willingness to participate in such events in the future.   

  Controlling the Corporate Personality 4.2.2

 S12 S10 SP15 S13 P52 
Did the membership in Founders All iance  influence… 

Controlling the Corporate 
Personality 

NO NO NO NO NO 

In order to find out whether Founders Alliance had any influence on companies’ corporate 
personalities we asked questions about their core values. Company S12 that was inter-
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viewed the first, answered that they did not have core values, they rather had vision and 
mission. Even though the respondent had mentioned having basic knowledge in marketing, 
it is not uncommon for entrepreneurs to be more generalists than specialists (Carson & 
Gilmore, 2000). This question was therefore adjusted for later interviews by adding a sim-
plified explanation of what we meant by “core values” (believes, internal conduct and basi-
cally everything that is the most important to the company). 

The answers after the adjustment were more valuable, since all the respondents named the 
core values of their respective companies. Company SP15 was special in a sense that they 
have specifically worked with putting their core values into words. According to the re-
spondent, everybody in the company worked with the core values for four months the year 
before and finally managed to express their core values in three clear words. 

We further asked the respondents to consider whether Founders Alliance had any influence 
on the development of the core values. All of them were unanimous that there was no in-
fluence from Founders Alliance on their core values. Respondents elaborated that the core 
values were with the companies already before they had joined Founders Alliance. SP15 men-
tioned that even though the core values were put into three concrete words only recently, 
the actual values were with the company from the beginning. They therefore believed that 
Founders Alliance had no influence on their core values; however, the input they have re-
ceived from other members only strengthened their beliefs. 

  Emphasizing Brand-Oriented Strategic Planning 4.2.3

 S12 S10 SP15 S13 P52 
Did the membership in Founders All iance  influence… 

Emphasizing Brand-
oriented Strategic 

Planning 
YES NO NO NO NO 

The respondents were asked to answer whether their companies had brand-oriented strate-
gic thinking or any specific strategies. They were also asked to elaborate on whether there 
were any strategic changes over the years. Two of the respondents said that they had a 
brand-oriented thinking (SP15 and S12). Two of the companies mentioned certain strate-
gies; however, they did not have clearly defined ones (S10 and S13). One respondent said 
that they do not have any brand-related strategies (P52). Regarding the question whether 
the respondents believed Founders Alliance had influence on the companies’ brand-oriented 
strategy, the answers were diverse from strong “No” to clear “Yes”. 

Marketing and selling director of SP15 was of firm belief that Founders Alliance had no in-
fluence on their brand-oriented thinking. The respondent gave a detailed description of 
their strategy and its changes over the years. From his answers it was clear that the compa-
ny had a brand-oriented thinking from the beginning; however, the strategy changed over 
the years due to a natural growth of the company and expansion of business overseas, 
therefore the respondent would not attribute any of the strategic changes to Founders Alli-
ance. 
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S12, on the other hand, had a different opinion. Their brand-oriented strategic planning 
was not present from the beginning; it started getting shaped only in recent years. In the 
beginning branding was accidental, no specific strategy or goals existed. However, since the 
branding expert joined the board of directors, they implemented new brand-oriented strat-
egies, e.g. using an omni-channel approach. The respondent attributes this change to Found-
ers Alliance since the branding expert board member was found by a match-up through 
Founders Alliance. 

The other three respondents did not claim to have specific strategies or focus on the com-
pany brand. Respondent from company S10 said they had a basic strategy determined by 
the core values; however, further explained that they do not concentrate on building their 
brand: “We are not Coca-Cola” (S10). S13 mentioned the core value-oriented strategy as well. 
The company does not seem to have specific brand related strategies; however, the re-
spondent expressed a strong belief that the brand developed when she as an entrepreneur 
developed, thus the respondent thought that Founders Alliance positively influenced the 
brand. 

Finally, the owner of P52 was clear that they did not have any brand related strategy. This 
answer was surprising since the company is 52 years old. However, it could be explained by 
lack of understanding about what brand strategy is or because the respondent has not been 
the owner of the company for a long time and thus does not necessarily have the strategies 
in place yet. 

  Maintaining Corporate Identity 4.2.4

 S12 S10 SP15 S13 P52 
Did the membership in Founders All iance  influence… 

Maintaining Corporate 
Identity 

YES NO NO YES NO 

To find out whether Founders Alliance had influence on companies’ corporate identity, we 
listed all the components of corporate identity (corporate culture, corporate behavior, in-
ternal communications and corporate design) and asked the respondents if they thought 
any of the four components were affected by their membership in Founders Alliance. As to 
the previous question the answers ranged from “Yes” to “No”. 

Three of the respondents mentioned inspiration as the important influence they got from 
Founders Alliance. P52 expressed a belief that corporate identity relies on a good leader and 
mentioned that he was hoping to get inspired to become a good leader. The CEO of S10 
thought that their corporate identity was improving and that Founders Alliance was influenc-
ing it through external input and inspiration; however, the respondent did not name any 
specific changes. 

The respondent from company SP15 was consistent with his belief that Founders Alliance 
did not have any effect on the development of their corporate identity. He did not further 
elaborate on his answer. 
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The respondent from S12 noted that through visiting other companies and communicating 
with other entrepreneurs, he got inspired and realized the important aspects of corporate 
culture and corporate behavior but he could not name any particular examples. However, 
the respondent pointed out that through Founders Alliance he realized certain flaws in their 
internal communication: “it has been revealed how one should look at internal communication, around 
pull and push information” (S12). 

Similarly to S12, the CEO of S13 also said that their internal communications were affected 
by Founders Alliance. The respondent explained that the company had not been good at in-
ternal communication: since they have had offices in different cities, communication be-
tween them had not been optimal, thus making the different offices “live their own lives” 
(S13). Other members of Founders Alliance helped them realize this issue and they came up 
with a solution to have weekly meetings over Skype and thus improve the flow of infor-
mation. 

  Assuring Employees’ Involvement 4.2.5

 S12 S10 SP15 S13 P52 
Did the membership in Founders All iance  influence… 

Assuring Employees’ 
Involvement 

NO NO NO NO NO 

To understand how Founders Alliance influences companies to assure employees’ involve-
ment, we asked the respondents about the requirements for their employees when interact-
ing with external stakeholders. We also asked the respondents to comment on changes to 
these practices since they have joined Founders Alliance. 

None of the companies thought Founders Alliance had any impact on the requirements for 
employees. The owner of P52 thought it would be good if Founders Alliance had influence; 
however, according to the respondent, it all depended on what he would learn in Founders 
Alliance. Furthermore, most of the requirements, according to the respondents, were with 
them since the start of the company and did not change much over the years. 

None of the respondents mentioned specific requirements for employees regarding dress 
code or other formalities. Three respondents mentioned more “soft requirements” for em-
ployees, e.g. dressing appropriately (S10, P52, S12), having a humble attitude (S13), or be-
ing ambitious (P52). 

All respondents seemed to have an opinion that certain level of standardization is obvious, 
e.g. mail signature or business cards: “We all have the same mail signature of course, business cards 
and such” (S10); or “those things are pretty obvious things, that you should have your logotype on all ma-
terial, business cards, e-mails” (S12). 

The respondent from SP15 seemed to have put the most thought into the requirements to 
employees. He mentioned that he had put up a profile-booklet on how to work with the 
logotype, what colors should be used, etc. However, the respondent attributes it to his pre-
vious experience in graphical industry, not to their membership in Founders Alliance. 
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  Maintaining Corporate Image 4.2.6

 S12 S10 SP15 S13 P52 
Did the membership in Founders All iance  influence… 

Maintaining Corporate 
Image 

NO NO NO NO NO 

We asked the respondents to answer how they wanted their brand to be perceived and 
what they did to maintain that image. We later asked, whether Founders Alliance had any in-
fluence on their attitudes and practices. When describing the brand image they wanted to 
be perceived by, the companies generally referred to attributes similar to their brand values 
and later answered that Founders Alliance did not have much influence. 

The respondent from S10 named quality- and long-term-orientation as the image they 
wanted their clients to perceive them by. To maintain that image they have focused on de-
livering high quality services to existing clients. The respondent mentioned that their weak-
ness was addressing new people at new places; therefore their focus was on being referred 
to by the existing clients. The respondent was also of an opinion that Founders Alliance was 
hardly of much help, since their brand identity had been with them for a long time and be-
cause they are not focusing on getting new contacts. 

S13 wanted to be perceived as flexible, fast and quality-oriented. They therefore tried to 
match the customers with job-applicants not only competence-wise but also personality-
wise. Moreover, the company has fully automated and rationalized paperless work envi-
ronment that allowed them to save time. Although the respondent did not name any spe-
cific changes attributable to Founders Alliance, she mentioned inspiration as an important 
factor in their development. 

The most important factor in SP15’s brand image, according to the respondent, is high lev-
el of professionalism and competence. They therefore only employ senior and highly 
knowledgeable employees. The respondent said that they have niched themselves that way 
for a long time and that Founders Alliance has not influenced it in any way. The respondent 
also shared a story of how their corporate image suffered a few years back, because they 
hired two newly-graduates. According to the respondent, several of their partners and cus-
tomers responded negatively, thus, even though those employees are now highly experi-
enced, SP15 hires only people with higher seniority. 

S12 stressed the importance of corporate image for their company since, according to the 
respondent, the photography industry had a very poor reputation because of recent scan-
dals. Therefore the aim of S12 was to, first of all, not to be seen as deceiving and to be per-
ceived as innovative and different. This image is mainly communicated through their sales 
force and, according to the respondent, training the sellers is what they focus on. 

Finally, P52 noted that changes in their brand image have started to occur since he had 
bought the company one year ago. Previously, according to the respondent, the company 
had neither been seen nor heard. Now the owner of P52 is hoping to achieve a quality- and 
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security-oriented image. To the question what were his expectations from Founders Alliance, 
the respondent once again answered that he expected to gain knowledge: “I am tired of learn-
ing by doing. I want to hear from someone who has a deeper knowledge around these topics. We want help 
with building our brand.” (P52). 

  Maintaining Corporate Brand Communications 4.2.7

 S12 S10 SP15 S13 P52 
Did the membership in Founders All iance  influence… 

Maintaining Corporate 
Brand Communications 

NO YES NO NO NO 

In order to find out, how the companies maintain consistent brand communications, we 
asked the respondents to comment on how their core values and corporate identity were 
communicated through the company and to external stakeholders. We also asked them to 
comment on any changes and/or influence from Founders Alliance in their brand communi-
cations. 

Since the respondents were from different segments and industries, they also used different 
channels for their brand communication. One connecting channel is websites that all of the 
interviewed companies have, even though not all the respondents mentioned it. Other than 
that, companies used different channels to communicate their respective brands. 

The respondent from P52 mentioned that oral presentations used to be a predominant way 
of communicating the brand; however, since he had bought the company, brochures were 
added. Moreover, they now try to emphasize their competitive advantages in customer 
meetings. 

S12 focus lies entirely with training their sales force and preparing sales material. It is im-
portant for the company that their employees understand and relate to their core values, 
they therefore have weekly meetings where everyone is encouraged to express their ideas. 
The respondent once again emphasized the importance for the company to be different 
from the competitors, thus they try to support their employees’ ideas as much as possible. 

The respondent from S10 stated that in their company the core values were first of all 
communicated internally by educating the employees on how they should communicate 
with the customers. Secondly, they have their vision stated on their website. Nonetheless, 
according to the respondent, S10 was not very effective in reaching out to potential cus-
tomers in various events. Moreover, the respondent noted that Founders Alliance helped 
them realize some flaws in their external communication: “when doing presentations at Founders 
Alliance’s events, I realized that we were not good at communicating, what we wanted to communicate” 
(S10). 

The CEO of S13 provided an interesting answer. Their external communication consisted 
of weekly newsletters and the website. Moreover, the respondent said that their company 
belonged to several similar competence networks and these competence networks were an 
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important part of their marketing. She therefore was of an opinion, that Founders Alliance 
did indeed have an effect on their brand communications. 

The respondent from SP15 said that they have only recently started to directly communi-
cate their core values by putting them on their website: “The first thing you see when you enter 
our website is our core values” (SP15). Other than that, the respondent thought that as the core 
values did not change dramatically since they had started the company, they had not made 
any revolutionary changes. Thus, Founders Alliance did not have much influence on their 
brand communications, but rather strengthened them. 

  Managing Corporate Branding Relationships 4.2.8

 S12 S10 SP15 S13 P52 
Did the membership in Founders All iance  influence… 

Managing Corporate 
Branding Relationships 

YES YES NO YES NO 

To understand how their brands help them maintain and develop corporate relationships, 
we first of all asked how the respondents felt their brand helped them develop and main-
tain corporate relationships. Secondly, we asked whether, in their opinion, Founders Alliance 
had any influence in developing and maintaining relationships. 

All the respondents have acknowledged the importance of branding for building corporate 
relationships. The answers were more diverse when the respondents had to answer the 
question about the contribution of Founders Alliance. 

The respondent from SP15 was clear that Founders Alliance did not contribute in any way to 
the development of their relationships. We received a similar response from the CEO of 
S10, who although stated that Founders Alliance had no influence on their corporate relation-
ships, admitted that through Founders Alliance they got matched up with an accounting firm. 
P52 had not yet experienced any changes in their corporate branding relationships due to 
Founders Alliance; however, the respondent expressed hope to make new relationships 
through Founders Alliance in the future. 

The respondent from the company S12 extensively elaborated upon the different types of 
corporate relationships that Founders Alliance helped them develop. First of all, through an 
event arranged by Founders Alliance S12 recruited a board member who is now a partner in 
the company. Secondly, Founders Alliance is good with referrals, e.g. when S12 were switch-
ing printing services, they used the ones referred to them by the CEO of Founders Alliance: 
“It’s a lot of things, I barely remember. I must have done it at least 10 times” (S12). Finally, Founders 
Alliance was useful for S12 in making contact with direct business partners: “We have some of 
our suppliers in the network and it is obviously a slight advantage speaking to the founder and using him or 
her to push things, of course” (S12). 

S13 made business contacts through Founders Alliance as well, according to the respondent. 
Moreover, through Founders Alliance the respondent learned things that were crucial for 
building and maintaining corporate relationships: “Well yes, when you are sitting in those semi-
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nars, you get answers to questions. For example, we discussed customer care and the importance of main-
taining the existing relationships with customers instead of running after new ones” (S13). Finally, in the 
beginning of the interview the respondent explained that she entered Founders Alliance quite 
early and that the company’s “marketing has solely been based on reference marketing” (S13). 

  Monitoring with Feedback 4.2.9

 S12 S10 SP15 S13 P52 
Did the membership in Founders All iance  influence… 

Monitoring with 
Feedback 

YES YES YES YES NO 

The final question, related to the corporate branding framework, was whether the compa-
nies collect and use feedback; and whether Founders Alliance is of help in gathering such 
feedback. 

Regarding collecting the feedback the respondents, yet again, provided diverse answers. For 
example, P52 stated that they do not yet collect feedback and that they do not get feedback 
from Founders Alliance either. The other four companies, on the other hand, were collecting 
feedback in one way or another. 

The CEO of S10 stated that they sometimes did a customer satisfaction-survey. The re-
spondent, however, could not answer whether membership in Founders Alliance gave her ac-
cess to feedback. 

S12 seemed to have the most extensive methods of collecting feedback. According to the 
respondent, they conducted in-depth interviews with customers, as well as focus groups. 
Moreover, the respondent noted that through Founders Alliance they got a lot of input even 
though it often was just opinions of separate individuals: “just during the last month I have re-
ceived maybe two hours of input just from members of Founders Alliance” (S12). Furthermore, when 
asked whether he had anything to add, the respondent told the interviewer that the deeper 
dialogues with the members of Founders Alliance was their main input-source over the years. 

The respondent from S13 thought that they did not collect enough feedback, although they 
realized the importance of it. She mentioned that they sometimes call customers and ask 
for a feedback about how satisfied they were. Moreover, S13 has established a practice 
where after a new employee is recruited through their company, S13 contacts the customer 
twice in six months to check on how satisfied they were. 

Finally, SP15 mentioned that there was nothing strategic in their collection of feedback: 
“We have worked on and off with an external communication agency but it was not something strategic” 
(SP15). However, the respondent noted that in the future, after they will have entered the 
US market, they would rely on feedback more extensively. 
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5  Analysis 
 

The following chapter consists of the analysis of the data presented in Empirical Findings. Based on the 
analysis, a model of effects a competence network has on B2B SMEs’ corporate branding is developed.

 

  General Findings 5.1

Although the respondents named differ-
ent reasons for joining Founders Alliance, 
we can summarize them as follows (Fig-
ure 2): all five interviewed companies 
joined the competence network in order 
to meet other entrepreneurs. This reason 
can further be divided into two categories: 
 

Figure 2: Reasons for joining Founders Alliance   

(1) exchanging knowledge and experience; and (2) making new contacts. There are two as-
pects of making new contacts: business and social. From the respondents’ answers it is 
clear that exchange of experience, especially learning is far more prevalent than making 
new contacts. These findings are consistent with Dean et al. (1997), who stated that SMEs 
among other things join the networks for exchanging ideas and knowledge. Moreover, 
Donckels and Lambrecht (1995) have derived similar categories of reasons for joining. 
However, different from their study, our findings show that entrepreneurs decision to join 
competence networks is not only driven by self-interest, but also by their willingness to 
share their own knowledge and experience. 

As expected, none of the interviewed companies have organized branding in any formal 
way. Most of the time branding responsibility falls on the entrepreneurs themselves or is 
expected from everyone in the company (Krake, 2005). These findings are in line with the 
reviewed literature where it is a dominant theme that entrepreneurs lack financial resources 
to formally organize branding of the company (Spence & Essoussi, 2010) and that entre-
preneurs themselves are “the brand” (Wong & Merrilees, 2008): “The humorous part is that 
S13’s brand is me” (S13). 

Since corporate branding is a process that takes time (Juntunen et al. 2010), we expected 
the company that is in the Founders Alliance only for four months (namely P52) to not reveal 
any particular effects of Founders Alliance on the company’s corporate branding. The find-
ings were in line with our expectations (P52 did not show any signs of Founders Alliance’s ef-
fects on their corporate brand), thus proving, that competence networks have only effects 
on B2B SMEs’ corporate branding only in the long-run. 
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However, when comparing the duration of membership in Founders Alliance with effects 
Founders Alliance has on corporate branding, no correlations could be detected. For exam-
ple, S10, that has been a member for two years showed more significant effects of Founders 
Alliance on the company’s corporate branding than SP15 that has been a member for over 
eight years.  

It should be noted that all the interviewed companies that have been in the competence 
network for two years or more were affected by Founders Alliance. SP15, however, has been 
affected the least. SP15 has been a member of Founders Alliance for over eight years, thus 
this lack of effect cannot be attributable to the company being a member of Founders Alli-
ance not long enough. The one attribute that separates this company from the other inter-
viewed ones is the respondent’s education and experience in marketing (formal education 
and 20 years of experience). Because of the marketing expertise, the company is the only 
one from the interviewed ones that has had a strategic brand-oriented thinking from the 
start of the company and thus had the least to gain from Founders Alliance. 

After analyzing all the interviews we noticed that even though most of the respondents an-
swered negatively about the influence of Founders Alliance, in later questions, when we were 
investigating different components of corporate branding, all the respondents that have 
been members of Founders Alliance for two years or more could name one, three or four 
definite effects of Founders Alliance on their corporate branding. We believe that such in-
consistency can be attributable to entrepreneurs’ lack of knowledge on corporate branding 
(Gilmore et al., 2001), as well as the fact that direct effects of Founders Alliance on corporate 
brand indeed cannot be identified. 

Inspiration has been mentioned by several respondents as an important influence Founders 
Alliance had on them. On one hand, inspiration can hardly be considered a resource like 
knowledge or experience; on the other hand, inspiration plays a role in entrepreneurs’ mo-
tivation and personal development. Since entrepreneurs themselves are often the brand of 
SMEs (Wong & Merrilees, 2008), the personal development of an entrepreneur is indirectly 
affecting the corporate brand. 

  Controlling the Corporate Personality 5.2

Regarding the core values of the companies we did not expect many changes, since, ac-
cording to van Rekom et al. (2006), core values are there with the companies from the be-
ginning and do not change substantially. Nonetheless, according to Juntunen et al. (2010), 
at the effective growth stage companies refine their core values, thus it was interesting for 
us to see whether that was the case with the companies we were interviewing. One of the 
companies, namely SP15, mentioned that they recently put their core values into three 
words, nonetheless there is no evidence indicating that such change was influenced by 
Founders Alliance. 
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  Emphasizing Brand-Oriented Strategic Planning 5.3

On the one hand, SMEs often do not understand that they are a brand (Roy & Banerjee, 
2012), which is well illustrated by the respondent from company S10 stating “We are not Co-
ca-Cola”. On the other hand, according to Juntunen et al. (2010), at the effective growth 
stage SMEs already have brand-oriented strategic thinking that has been developed in the 
early growth stage. It seems that the interviewed companies have different brand orienta-
tions. P52 has a minimal brand orientation (Roy & Banerjee, 2012); from the explanations 
of companies S10 and S13 it is clear that their brand orientation is embryonic with less 
comprehended informal branding (Roy & Banerjee, 2012). Finally, SP15 and S12 both have 
integrated brand orientation. 

SP15 had an integrated brand orientation from the start of the company, even though the 
strategies got adjusted with time. This answer is in line with research by Urde (1999), who 
claims, that strategies are not fixed but develop with the company. These changes, howev-
er, can hardly be attributed to Founders Alliance, but rather to the respondent’s education 
and experience in branding. 

The most interesting response we got was from the respondent from S12. He claims that 
their branding strategies emerged in recent years. It is clear that before a board member, 
who was an expert in branding, had joined their company, S12’s brand orientation was 
emerging with accidental and not fully comprehended branding and marketing activities. 
However, after the said member had joined their board, the company developed a brand 
strategy and a clear brand orientation. We believe that this change can be attributed to 
Founders Alliance since the branding expert was found through a match-up organized by 
Founders Alliance. 

  Maintaining Corporate Identity 5.4

The answers we got from the respondents were mainly related to the corporate internal 
communications, which has two possible explanations. Firstly, it is possible, that we were 
not clear enough in explaining what different parts of corporate identity were, thus the re-
spondent could not answer since they did not fully comprehend what corporate design, 
corporate behavior and corporate culture implied. Another explanation could be that the 
respondents did actually believe that other aspects of corporate identity, except corporate 
internal communications, were not affected by their membership in Founders Alliance. 

Nonetheless, we can find hints of corporate identity in answers to other questions. For ex-
ample, to the question about maintaining corporate image, SP15 explained that seniority of 
their employees is how they differentiate themselves, thus shedding light on their corporate 
behavior (hiring only experienced people). Moreover, to the question, how branding was 
organized within the company, the respondent explained that they had a flat organization. 
This is a clear indication of a corporate culture based on a flat hierarchy, which is expected 
in a Swedish corporate environment (Tixier, 1996). 
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An important aspect in maintaining corporate identity is how it is communicated through-
out the company. Thus corporate internal communication is an aspect of corporate identity 
that ensures that all employees are aware of what the company stands for (Rode & Vallas-
ter, 2005), fosters shared beliefs and creates brand commitment that affects the company’s 
image and trustworthiness positively (Vallaster & Lindgreen, 2013). Interestingly, two out 
of five companies noted that Founders Alliance had influence on their corporate internal 
communication. 

Through Founders Alliance the respondent from company S12 realized certain flaws in their 
internal communications. Moreover S13 was affected even more, other members of Found-
ers Alliance helped them realize the flaws and influenced changes in internal communication 
between the branches in different cities. These examples therefore prove that input that 
companies get from other members within the competence network can affect the practic-
es of communicating corporate identity throughout the company. 

  Assuring Employees’ Involvement 5.5

From the responses to the question about employees’ involvement, we can conclude that 
the respondents do not consider Founders Alliance having influence on assuring employees 
involvement. Consistent with findings of Tixier (1996), the requirements for employees are 
not formal: none of the companies had specific dress code requirements and suits were not 
expected. Moreover, proving the study by Tixier (1996), some of the respondents men-
tioned “typically Swedish requirements” like having a humble attitude. 

Nonetheless, these requirements are attributable to corporate culture and to Swedish cul-
ture in general (Tixier, 1996). Moreover, none of the companies mentioned any changes in 
requirements for employees when representing the company since starting the company. 
Therefore, there is no evidence that Founders Alliance would have influenced assurance of 
employees’ involvement in any way. 

  Maintaining Corporate Image 5.6

Although corporate identity and corporate image are closely interrelated (Juntunen et al., 
2010), and we did find evidence that corporate identity is affected by Founders Alliance, none 
of the answers indicated that Founders Alliance had an impact on companies’ corporate im-
age. 

Four out of five respondents talked about well-established brand image that followed them 
from the beginning. SP15 hires people that are of certain experience, competence and sen-
iority and has defined its corporate identity accordingly. The developed corporate identity 
has influenced corporate image (Juntunen et al., 2010). However, several years ago SP15 
hired younger people with less seniority, which caused incongruence between SP15’s cor-
porate identity and image. According to Juntunen et al. (2010) the corporate image needs to 
be consciously controlled to assure that the corporate brand is consistently represented in 
corporate identity and corporate image. Even though these struggles were mentioned, 
Founders Alliance or its members solved them without any input.  
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  Maintaining Corporate Brand Communications 5.7

Most of the respondents were talking about the established brand communication channels 
and were of the opinion that Founders Alliance did not have any influence on their brand 
communication. Even though the respondent from S13 thought that Founders Alliance af-
fected their branding communications positively, her explanation was clearly related not to 
the communication practices but rather to developing new corporate branding relation-
ships. 

An important aspect of corporate brand communications is congruence and consistency, 
which will further result in positive reputation and brand image (Harris & de Chernatony, 
2001). Through Founders Alliance S10 realized that they were not good at communicating, 
what they wanted to communicate. Even though the respondent did not further elaborate 
on whether they made changes in their communication, we believe that through Founders 
Alliance S10 gained valuable knowledge that could improve the congruence between the 
brand identity and brand image. 

  Managing Corporate Branding Relationships 5.8

Any new corporate relationship affects the corporate brand (Juntunen et al., 2010). 
Through relationship building, companies increase their visibility, and networking is an ef-
fective tool to achieve it (Mäläskä et al., 2011). As expected, we found strong evidence that 
Founders Alliance had influence on companies’ corporate branding relationships. The influ-
ence is triple: firstly, Founders Alliance helps the companies with building new corporate 
branding relationships; secondly, Founders Alliance influences the companies maintain and 
foster existing relationships; and thirdly, Founders Alliance is an advantageous environment 
for reference marketing. According to Juntunen et al. (2010), all three activities need to be 
performed by SMEs in an effective growth stage in order to manage corporate branding re-
lationships. 

S13 mentioned that in one of the seminars she learned the importance of managing rela-
tionships with existing clients. This finding indicates that through Founders Alliance S13 
gained knowledge that influenced the company to manage its corporate branding relation-
ships, thus ensuring long-term cooperation with partners. Getting close to existing clients is 
especially important for receiving feedback and for providing a more value-adding service 
(Berthon et al., 2008) 

Furthermore several respondents indicated different types of new relationships that were 
developed through Founders Alliance. The respondent from S12 mentioned, among others, a 
printing service provider that they found through Founders Alliance. Moreover, the respond-
ent mentioned that similar relationships were made through Founders Alliance at least 10 
times. S13 also made contacts through Founders Alliance; however, the respondent did not 
elaborate on their nature. Nonetheless to the question on corporate brand communication, 
the respondent answered that competence networks are an important part of their market-
ing, allowing us to draw a conclusion that competence networks are a valuable source of 
business contacts. The respondent from S10, even though not recognizing the influence of 
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Founders Alliance on their corporate branding relationships, noted that they were matched-
up with an accounting firm. Although this type of corporate relationship does not directly 
affect sales, recognition or marketing, it nonetheless has influence on the efficiency of the 
company’s financial management, thus possibly affecting company’s investments, cost 
management and sales. 

Finally, reference marketing is a third aspect that is strongly related to being a member in 
Founders Alliance. S12 mentioned other companies, whose services they use, that have been 
referred to the respondent. S13 also mentioned Founders Alliance and other similar compe-
tence networks in relation to reference marketing. Through reference marketing companies 
increase recognition, which further influences building strong corporate relationships 
(Abratt & Kleyn, 2012). Moreover since SMEs often need to find cheaper communication 
schemes (Sandbacka et al., 2013), reference marketing can be highly beneficial for SMEs. 

  Monitoring with Feedback 5.9

Finally, gathering feedback and further improving the corporate branding is necessary for 
the companies to stay competitive (Juntunen et al., 2010). Any feedback, either internal, or 
external is useful for the companies (Juntunen et al., 2010). We therefore argue, that any 
input that helps companies develop their brand can be considered useful feedback. 

Although none of the companies mentioned any formalized way of collecting feedback that 
Founders Alliance has helped them with, almost all of them, answering one question or an-
other, mentioned the input they got from members of Founders Alliance. 

To the answer about collecting feedback the respondent from S12 was explicit that they get 
a lot of useful input from the members of Founders Alliance all the time. The respondent al-
so noted that dialogues with the members of Founders Alliance were an important source of 
input. Moreover, as mentioned before, through Founders Alliance, the respondent realized 
certain flaws in their corporate internal communication, which possibly led to improved 
communication of brand identity throughout the organization. 

The respondent from S13 got valuable feedback in the branding seminar, organized by 
Founders Alliance. S10 mentioned external input in the answer to the question about corpo-
rate identity. Even SP15, who were very consistent in their belief that Founders Alliance had 
no influence on the company’s corporate brand, noted (in the answer about the core val-
ues) that the input from members of Founders Alliance strengthened their beliefs. 

It is therefore clear that Founders Alliance can be an important source of valuable feedback 
even though the companies often do not realize it themselves.  
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  The Model of Effects 5.10

Based on the findings of the study, we developed a model of effects a competence network 
has on the corporate branding of B2B SMEs (Figure 3). 

 

Figure 3: The Model of Effects 

Even though Founders Alliance does have branding-related activities, no pattern has been 
found between participation in these activities and effects on the SMEs’ corporate brand-
ing. Neither was corporate branding affected by simply entering the network, based on our 
findings on P52. Rather it is the interaction between the members of the competence net-
work that had effects on the SMEs’ corporate branding.  

The effects of competence networks on B2B SMEs can be categorized as follows: 

1. Components of corporate branding that are not affected by membership in a com-
petence network: corporate personality, employees involvement corporate image; 

2. Components of corporate branding that are possibly affected by membership in a 
competence network: brand-oriented strategic planning, brand identity and corpo-
rate brand communication; 

3. Components of corporate branding that are affected by membership in a compe-
tence network: corporate branding relationships and feedback. 
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These categories were derived based on how many interviewed companies were affected. If 
there were no indications of effects on a particular component of corporate branding, we 
concluded that the component is not affected. If we found evidence that Founders Alliance 
had an effect on a component of one or two companies, we concluded that we had some 
indications, thus the component is “possibly affected” by the competence network. Finally, 
if we found strong indications of a component being affected by Founders Alliance (three or 
four companies were affected), we concluded that the component is affected by member-
ship in the competence network. 
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6  Conclusion 
 

The following chapter provides a brief summary of the results presented in Analysis. 
 

There are three major conclusions we can draw having conducted the study on how com-
petence networks affect corporate branding in B2B SMEs. 

First of all, we can conclude that joining a competence network has an effect on B2B 
SME’s corporate branding if the company is in a competence network for two years. Our 
findings showed that in the short-run, i.e. four months, the companies should not expect 
changes in their corporate branding. 

The second conclusion we can draw from our findings is that B2B SMEs do not join com-
petence networks to improve their corporate brand. They rather join for exchanging 
knowledge/experience and for making new contacts. Moreover, we found that entrepre-
neurs do not generally think that the competence network helps to improve their corporate 
brand. Nonetheless, from the collected data we could conclude that the competence net-
work had long-term influence on corporate branding of all the interviewed companies. 

Finally, to answer the research question “what effects do competence networks have on corporate 
branding in B2B SMEs”, the findings show that these effects are as follows:  

1. Competence networks have no effect on three out of eight components of corporate 
branding, namely 
o controlling the corporate personality, 
o assuring employees’ involvement, and 
o maintaining corporate image. 

2. Competence networks have possible effect on 
o emphasizing brand-oriented strategic thinking, 
o maintaining corporate identity, and 
o maintaining corporate brand communications. 

3. Competence networks have an effect on 
o managing corporate branding relationships, and 
o monitoring with feedback. 
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7  Discussion and Further Research 
 

The following chapter presents implications of the conducted research for practitioners and researchers. More-
over, limitations of our research and suggestions for future research are discussed. 

 

  Implications 7.1

The findings of this research has theoretical implications as well as implications for practi-
tioners - management of competence networks and management of SMEs. 

Since the topic of competence networks’ effects on B2B SMEs’ corporate branding to our 
knowledge has not been researched before, the main theoretical implication of the thesis is 
that it fills in a gap in existing research by providing knowledge on the phenomenon. The 
study aimed at investigating the effects competence networks have on corporate branding. 
We were successful in our research thus developing a model on the effects of a compe-
tence network on B2B SMEs’ corporate branding. 

The main implication for management of SMEs is that joining a competence network will 
help the SME with corporate branding through the interaction with other members of the 
competence network. Hence, SMEs should not expect to improve their corporate branding 
simply by joining a competence network. By joining a competence network, the companies 
can rely on building valuable corporate branding relationships and gaining feedback on 
their corporate branding practices. On the other hand, management of SMEs should not 
expect a competence network to have effects on the corporate personality, employees’ in-
volvement or corporate image of the SME.  

Finally, the findings of the study are relevant to the management of competence networks 
as well. The findings showed that although the previous research had proven that a strong 
corporate brand is increasingly valuable to companies, especially B2B SMEs, the manage-
ment of SMEs is rarely consciously aware of the necessity to build a corporate brand even 
in established SMEs. Competence networks can and should provide the necessary aware-
ness and education. 

  Limitations and Suggestions for further Research 7.2

If a similar study was conducted certain methodological adjustments would be recom-
mended. First of all, a bigger sample of companies or even a combination of qualitative and 
quantitative methods would add reliability to our findings. Moreover, we would propose 
adjustments to the interviews themselves, the process of data collection and the data analy-
sis. Firstly, the interview questions could be simplified in order for the respondents to fully 
understand the context we are investigating. Secondly, although impossible in our case, the 
interviews should rather be conducted by more than one interviewer. In this way, it would 
be ensured that the collected data is accurate and comprehensive. Finally, if an international 
aspect in the research is unavoidable, a more reliable translation technique could be used in 
order to ensure that the meanings are not “lost in translation”.  
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One potential limitation of a case study approach, as mentioned above, is generalizability of 
findings. A cross-case comparison is recommended especially in theory-generating studies 
(Halinen & Törnroos, 2005). Even though, according to Halinen and Törnroos (2005), 
each network is special, which makes comparisons problematic, we would, however, rec-
ommend a cross-case comparison in future research to test the applicability of our model 
in a context of other competence networks. 

Since some components and activities of corporate branding are influenced by national cul-
ture (e.g. corporate culture, corporate behavior, employees involvement, etc.), a study ex-
ploring effects of competence networks on corporate branding in B2B SMEs in other 
countries than Sweden might generate different results. Therefore, such a study could be 
interesting and could have valuable theoretical implications. 

The aim of the thesis was of interpretive nature, where the perspective of companies within 
the competence network was used to gain an understanding on the phenomenon of com-
petence network’s effects on B2B SMEs’ corporate branding. For the future we would, 
however, suggest a study of an evaluative nature, where long-term effects are observed be-
fore and after the companies join a competence network. 

The population from which we chose our sample was companies that have been doing 
business for at least five years. However, when selecting a sample, we did not take into 
consideration how long the companies have been in the competence network. Our results 
showed that being a member for four months is not enough to see results on corporate 
branding. We also concluded that being a member for two years is enough time to notice 
results on corporate branding. Nonetheless, a more comprehensive study on the effects in 
the short-run and in the long-run would be valuable. 

Although this study is aimed at investigating SMEs, the companies in our sample were 
small and micro enterprises. Moreover, the framework by Juntunen et al. (2010) that our 
study is built on is also developed based on researching small enterprises. Therefore, a 
study that explores the effects of competence networks on corporate branding in B2B me-
dium-sized companies is recommended in order to get a more holistic view on the phe-
nomenon. 
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Appendices  
I. Interview Questions (Competence Network) 

1. Name and position in Founders Alliance? 
2. Briefly describe the purpose and goal of Founders Alliance. 
3. What are the criteria to become a member in Founders Alliance? Are there different 

membership levels? 
4. What kind of activities do you offer to your members and are they formal and/or 

informal? 
5. Do you have branding-specific activities? If so, what kind of activities? 
6. Aside from branding-specific activities, how do you believe you help your members 

in an indirect way? 

II. Interview Questions (Companies) 
Introduction 

1. What is your name, position? 
2. How would you describe your experience, knowledge and expertise of marketing 

and branding? 
3. How long have you been in Founders Alliance? 
4. Do you participate in branding activities organized by Founders Alliance?  

General Questions 

1. What were your expectations when entering Founders Alliance? Reasons for entering? 
2. How do you exercise branding in your company in an organizational sense? Do you 

have any departments or a specific person that is in charge of it? 
3. Do you believe joining Founders Alliance affected your brand? If so, how? If not, 

why do you think it has not been affected? 

Framework 

Controlling the corporate personality 

What do you think are the core values of your company (beliefs, internal conduct, guiding 
principles, what is important to the company and this members)?  

Do you think your core values have been affected by Founders Alliance?     

Emphasizing brand-oriented strategic planning 

Do you consider your company having a brand-oriented thinking? Specific brand strategies 
and how to communicate your brand?  

Has it always been like that or has anything been affected since Founders Alliance? 

Maintaining corporate identity 
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The corporate identity is representing all characteristics a company wants to posses and in-
cludes corporate culture, corporate behaviour, corporate internal communications and cor-
porate design. These activities define the interaction between the company and its stake-
holders and are the foundation of a strong corporate brand. 

Do you think any of those components have changed during your membership in Founders 
Alliance? 

Assuring employees’ involvement 

Are there any requirements for your employees when representing/interacting with exter-
nal clients (e.g. wearing an uniform, logo on all correspondence with clients) 

Are there any changes since your membership in Founders Alliance? 

Maintaining corporate image 

How do you want your brand to be perceived? And what do you do to maintain that im-
age?  

Has the membership in Founders Alliance affected it? 

Maintaining consistent brand communications 

How are the core values and corporate identity communicated throughout the company 
and how are you communicating a consistent brand message to external stakeholders? 

Have you changed any communication practices since you joined Founders Alliance? 

Maintaining corporate branding relationships 

How do you feel your brand helps you to create and maintain cooperative relationships?  

Do you think Founders Alliance helps you developing and maintaining cooperative relation-
ships?  

Do you get referred to by companies in Founders Alliance? 

Monitoring with feedback 

Do you collect and use feedback in order to improve your brand?  

Is Founders Alliance helping you getting feedback that is helpful to improve your brand? 

Open Questions 

Do you have anything to add? 

 

 


