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Abstract 
 
In every communication situation there is a risk of misinterpretation. A company can use 

Instagram as a mediator between their brand identity and the customer’s perception of the 

brand image. The purpose of this thesis is to investigate and explore the potential Insta-

gram has as a mediator between brand identity and brand image, and how it can integrate 

those concepts to deliver the message in the desired way for small and medium sized en-

terprises. The researchers have chosen to use a deductive approach since the topic de-

mands interpretation, discussion and explanation which favor a qualitative research. Prima-

ry data was obtained through the use of a case study and focus groups with semi-structured 

interviews. Our research shows that Instagram enables SMEs to mediate their brand identi-

ty by putting emphasis on the creation of a community around their brand. The researchers 

conclude that Instagram manage to bring brand identity and brand image closer 
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1  Introduction 

 
This thesis starts with providing the reader with background information regarding the selected topic. The 

section also includes the problem and purpose of the research; why this topic is interesting and deserves to be 

researched. The introduction also provides the reader with the delimitations of this thesis and finally the def-

initions. 

 

The everyday life is full of impressions, surroundings and illustrations that embody the de-

sire of well-being and an active lifestyle. This could be used for marketing purposes as a 

strategy, to show people how good they can feel from using a product and through value 

creation persuade customers to want a product or service. As technology evolves so do the 

marketing strategies of brands. A relatively new example of this evolutionary phenomenon 

is Instagram, which was founded in 2010 (instagram.com, 2015) and is one of the platforms 

on social media (Miles, 2014). On social media one can share sophisticated creations at no 

cost and thereby reach millions of users instantly (Fournier & Avery, 2011). Companies 

that desire to market themselves visually are able to do this through surroundings and illus-

trations via Instagram. Additionally, it is an effective and widely used tool for the purpose 

of communicating a brand (Yan, 2011). For many people social media is a part of the eve-

ryday life and the amount of users is constantly increasing (Yan, 2011), also there are vari-

ous approaches to communicate a brand through social media as the world has become 

more and more connected. The American Marketing Association (AMA) (marketing-

dictionary.org, 2014) describes a brand as one or a combination of these attributes; design, 

symbol, sign, term or name, in order to identify and differentiate a product or service from 

its competitors. 

Sweden is a part of the European Union and their regulations regarding small and medium 

enterprises (SMEs) is that small firms employ less than 50 persons, and medium firms em-

ploy fewer than 250 persons (Clegg & Bailey, 2008; Lukács, 2005). The most common 

form of established companies in Sweden are SMEs, in fact 99 % of all established compa-

nies are SMEs; representing the foundation of the economic environment in the country 

(ekonomifakta.se, 2015). Due to various reasons, SMEs usually put little or restricted 

amount of attention on branding activities, which implies that cost efficient solutions for 

marketing communications are a necessity for SMEs (Krake, 2005). Moreover, Krake 
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(2005) has also acknowledged the effectiveness of being creative when reducing costs. In-

stagram may contribute to companies improving and developing their brand further. “You 

have an opportunity on Instagram to position yourself as a visual leader in your industry or niche” (Miles, 

2014, p.114). 

The application is free and has 300 million users that share 60 million photos every day, a 

number which is steadily increasing (instagram.com, 2015; Miles, 2014). However, other re-

sources are necessary for using Instagram as a marketing tool to communicate a brand such 

as time and engagement in photo shoots (instagram.com, 2015). Furthermore, how to at-

tract the desired followers and being selective in how to share the brand through hashtags 

is also vital (Miles, 2014). Companies desire customers to be a part of their brand and 

therefore, marketing communications are used to introduce a brand to its potential cus-

tomers to create a dialogue and establish a relationship between customer and company 

(Kapferer, 2012). This communication can be made visually, and according to Salzer-

Mörling and Strannegård (2004) branding has moved towards the creation of a visual im-

age. Subsequently the phenomenon Instagram allows visual branding to occur. 

Kapferer (2012) explains that in today’s society communication is key to specify the brand’s 

meaning, aim and self-image. One aspiration for a company’s marketing communications 

may be for their brand to be understood and chosen by their target group. The attempt to 

create a picture of the brand and its character is the brand identity, followed by the cus-

tomer’s perception, which is the brand image (Srivastava, 2011; Kapferer, 2012). Brand 

identity is the concept of how a company strives to convey themselves, and their core asso-

ciations indicate a company’s promise to its customers, further it is through its brand iden-

tity that the company communicates its uniqueness and character (Nandan, 2005; Srivasta-

va, 2011; Karjalainen & Snelders, 2010; Phillips, McQuarrie & Griffin, 2014). Additionally, 

Phillips et al. (2014) claim that brand identity can be mediated via visual branding. The total 

amount of impressions and beliefs acquired from various sources where the brand is com-

municated is the brand image (Nandan, 2005; Srivastava, 2011; Ross & Harradine, 2011).  

When a company communicates a brand there is a risk of misinterpretation and therefore 

the brand identity and brand image may not correlate (Roy & Banerjee, 2008). This thesis 

will investigate Instagram as a marketing channel for communicating a company’s brand 

identity and how the brand image is received and interpreted by the customer. To complete 

this investigation the researchers of this thesis have conducted a case study of a company 
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that is using Instagram as their main marketing channel. The company chosen to be inves-

tigated and evaluated was Aim’n in order to perform the study of this thesis. Aim’n is a 

sportswear company founded in 2013, intended to inspire people to an active lifestyle 

through their products. When starting up this small enterprise not only were there limited 

resources but the founders were located in different parts of the world; resulting in the 

need for a flexible marketing solution. Therefore, a marketing channel with such an attrib-

ute was necessary, and their intuition pointed towards Instagram in order to raise aware-

ness, mediate their identity and sell their products. The company was studied in order to 

get insight of their strategy that is used on Instagram and the founders own perception of 

the company. Focus groups were also used to see customer’s perceptions of the brand and 

whether Aim’n manages to effectively communicate their brand identity through Insta-

gram. 

 

1.1  Problem 
A brand can contribute to competitive advantage and provide value to both firms and cus-

tomers and it is therefore, of importance to ensure that the desired perception of the brand 

is conveyed (Nandan, 2005). “Branding means associating a promise or benefit with a name through 

repetition of customer direct experience and communication” (Kapferer, 2012, p.129). Despite this, 

there is no guarantee that the target audience receives the associated promise or benefit in 

the desired way. Thus, a gap can occur between how the company wants to position them-

selves and how customers understand the message. Kapferer (2012) describes these two 

concepts, positioning and understanding, as brand identity and brand image. Moreover, 

Kapferer (2012) refers to the occurrence as a speech, which means that it can be under-

stood in one way from the sender's perspective and conversely the receiver may understand 

it differently. In order to establish and maintain customers, it is vital to identify and try to 

incorporate the two sides and to close potential gaps between identity and image (Roy & 

Banerjee, 2008; Kapferer, 2012; Ross & Harradine, 2011). If the brand is not communicat-

ed well the company is at risk for misalignments (Ross & Harradine, 2011; Roy & Banerjee, 

2008) and this could cause drawbacks for the company not being able to reach it desired 

ambitions. 

The topic is worth researching because as argued by Yan (2011) social media users now 

demand more from brands and as technology changes, the importance of social media in-
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creases. “The world is migrating to smart phone devices” (Miles, 2014, p.6). “Whilst most social net-

works have a mobile application that allows users to access their accounts effectively” (Miles, 2014, p.6), 

Instagram was constructed exclusively to fulfill this purpose and to be used on mobile de-

vices. On Instagram users share captioned photos, providing companies with the oppor-

tunity to embrace the new mobile revolution with a simple and uncomplicated technique 

(Miles, 2014). This research can contribute to how SME’s may use visual elements as a 

branding technique in other similar platforms in order to deliver their brand identity to its 

customers. 

The researchers of this study recognize marketing communication via Instagram as an op-

portunity for SMEs to communicate their brand identity. This research will investigate the 

possibility that Instagram gives SMEs to mediate their brand and how using Instagram as a 

channel for communication may create a bridge between brand identity and brand image.  

 

1.2  Purpose 
The purpose of this thesis is to investigate and explore the potential Instagram has as a 

mediator between brand identity and brand image, and how it can integrate those concepts 

to deliver the message in the desired way for small and medium size enterprises. 

 

1.3  Research question 
How can SMEs use Instagram to communicate their brand identity in order to achieve a congruent brand 

image?  

 

1.4 Delimitations 
This study is limited to a specific SME, which is Aim’n, and the respondents in the inter-

views are the owners of the company who also have founded the brand. The founders are 

in charge of how the brand is being communicated on Instagram.  One of the main delimi-

tations of this thesis is the time constraint and therefore the researchers will solely investi-

gate the branding activities on Instagram of one company.  
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The aim of the research is to investigate if Instagram can deliver a brand identity with a 

corresponding brand image and not the general usage of Instagram by SMEs. As a result, 

the researchers believe that one company will still contribute sufficient research material 

and provide an in-depth understanding of this matter. Furthermore, because of the short 

timeframe this thesis includes two focus groups with four persons in each group; the se-

lected persons followed the specific Instagram account for a number of weeks in order to 

get a perception of the company’s activities on the application. The company’s target group 

includes women and although the company has customers all over the globe, the research 

for this study is limited to Swedish females. Hence, this thesis will not explore the demo-

graphical differences of perception between gender and nationalities. Moreover, no empha-

sis will be put on who the user is or how many individuals use or follow the account, the 

vital characteristic of this sample that is relevant for this thesis is that the focus groups con-

sists of potential customers.  

The researchers will refer to SMEs as an enterprise that has fewer employees than 250; 

SME will be the generic name. This thesis will focus on SMEs opportunities and problems 

with using Instagram as a communication source. Therefore, the researchers have chosen 

to exclude to measure how the usage of Instagram can generate in change of sales for the 

SME, due to time constraint and the limitations of a bachelor’s thesis. 

The researchers in this thesis will only investigate Instagram, hence other sites and possible 

connections to other platforms on social media have been excluded. Instagram is a rather 

new marketing channel and due to limited scientific research regarding it, the main re-

trieved information about the platform is from Miles (2014). However, the source is only 

used to provide information and explain the interactions on Instagram. The researchers 

have chosen Kapferer’s brand identity prism in this study, however the researchers have 

not found any distinct models that are applicable to marketing on social media.  

 

1.5  Definitions 
Social media is defined as: “The way in which people interact to create, share, and/or exchange in-

formation and ideas in virtual communities and networks. Social media is different from tradition-

al/industrial media and advertising in many ways such as immediacy, permanence, cost, quality, frequency, 

and reach” (Katona & Sarvary, 2014, p. 144).  
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Marketing strategy is defined as: “A marketing strategy is a process or model to allow a company 

or organization to focus limited resources on the best opportunities to increase sales and thereby achieve a 

sustainable competitive advantage” (Easy-marketing-strategies.com, 2015). 

 

Cyber bullying is defined as: “Bullying that takes place using electronic technology. Electronic tech-

nology includes devices and equipment such as cell phones, computers, and tablets as well as communication 

tools including social media sites, text messages, chat, and websites. Examples of cyber bullying include 

mean text messages or emails, rumors sent by email or posted on social networking sites, and embarrassing 

pictures, videos, websites, or fake profiles” (stopbullying.gov, 2015). 
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2 Frame of reference 
 

The frame of reference presents theories from the fields of branding and visual branding, how a company can 

use branding on Instagram and brand identity and brand image. It will start with a broad explanation to 

provide an understanding and finally narrow down to theories that are more specific for this thesis.  

 

2.1 Branding and visual branding 
Marketing communications are used to mediate the brand to its potential customers, often 

resulting in the creation of a dialogue and further establishment of a relationship between 

customer and company (Kapferer, 2012). “Marketing communications can be defined as the means 

by which firms attempt to inform, persuade and remind customers -directly or indirectly about the brands 

they sell” (Keller, 2003, p.16). When building a brand companies tend to design it through 

associations and differentiation, but only being different will not lead to a strong brand 

(Kay, 2006). Additionally, Karjalainen and Snelders (2010) say that recognition is an im-

portant factor in the competitive market. Not only do brands provide added value both to 

firms and customers, they also are a firm's true value and source of sustainable competitive 

advantage (Nandan, 2005). Kotler (1982) explains that a brand name should reflect the 

company’s products in order to contribute to value creation. The founders put much em-

phasis on choosing the name as it is of importance and contributes to recognition and loy-

alty (Kotler, 1982). Karjalainen and Snelders (2010) argue that if a brand has a good, inter-

esting and fun name, customers are more likely to remember the brand and the slogan, 

which is a short line that can add more power to your message. Furthermore, marketing 

and promoting knowledge about a brand is referred to as branding and Keller (2003) de-

scribes branding as the creation of mental structures that provides customers with 

knowledge that will guide them during the decision-making process.    

In addition to AMA’s (marketing-dictionary.org, 2014) definition of a brand, Karjalainen 

and Snelders (2010) and Phillips et al. (2014) added the terms brand name, logo, symbols 

and slogans as being associated with the visual brand features. The visual brand features 

could be brand logo, selected typefaces, color palette, background, and visual shapes and 

photos (Phillips et al., 2014). Moreover, Magrath and McCormick (2012) describe visual el-

ements such as name, logo, brand content (imagery, copy, relationship, video) and brand 

design (text, layout, color, shapes/icons, presentation style). The visual branding can be 
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made using the product to design the brand and can be the source of visual recognition, 

which was stated above as being important (Karjalainen & Snelders, 2010). Further, Kar-

jalainen and Snelders (2010) argue that design, as a part of the brand message should be 

linked to the core brand values. Brand value is referred to as features that the brand holds 

created by the management, i.e. the aspired brand identity (Karjalainen & Snelders, 2010; 

Phillips et al., 2014). 

“When branding is the core business, the activities of marketing, advertising and branding are no longer 

categorised as supportive functions, but rather as the essence of the enterprise” (Salzer-Mörling & Stran-

negård, 2004, p.224). There has been a change of focus by companies from tangibles (pro-

duction) to intangibles (production of image) (Salzer-Mörling & Strannegård, 2004). What 

the authors are implying is that when companies exercise branding, focus has shifted to the 

visual attributes of the product rather than concrete capacity. Visual branding may transpire 

in several forms; for example in the course of the design and development of a product, as 

a creation of packaging, through the assortment and combination of visual elements for us-

age in different advertising and promotions (Phillips et al., 2014; Karjalainen & Snelders, 

2010). 

Karjalainen and Snelders (2010) combine the concepts visual elements, brand values and 

potential customers in a combined relation of value communication. Moreover, Karjalainen 

and Snelders (2010) explain that design features of a product create associations with the 

core brand values which lead to interpretation of the product by potential customers. Cor-

respondingly, Phillips et al. (2014) claim that through visual branding it is possible to create 

and foster a brand identity by using graphic elements. 

 

2.1.1 Branding in SMEs 

Krake (2005) suggests that due to limited resources SMEs should concentrate on getting 

brand value through creativeness and innovation of one or two brand elements, and to be 

consistent and repetitive. Additionally Berton, Ewing and Napoli (2008) claim that SMEs 

are characterized as being entrepreneurial, flexible, and innovative. These features in turn 

make SMEs more skillful in specialist and niche markets and also in staying alert and sus-

ceptible towards the customers needs. Krake (2005) and Kay (2006) argue that the entre-

preneur and the brand are strongly connected and that the characteristics of the entrepre-

neur have a central role for a brand. Furthermore, as Lukács (2005) argues that the entre-
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preneur often is the brand, therefore, there is a connection between the characteristics of 

the entrepreneur and the ones of the brand. 

 

2.2 Branding on Instagram 
Social media is one part of marketing communications and Yan (2011) argues that social 

media is an effective tool for companies to communicate their brand due to the growing 

numbers of users. Instagram is one of the platforms on social media and the name means 

instant telegram (instagram.com, 2015). It is an application that allows the use of photos or 

short clips to promote or share knowledge between users (instagram.com, 2015). Miles 

(2014) says that when using the application for branding purposes due to the increased 

pressure on mobile marketing it is good to have a profile that is credible and powerful.  

It is not enough for a brand to only create a profile on Instagram, it requires active mainte-

nance in order to increase the number of followers, especially in the beginning (Miles, 

2014). There are several ways for brands to gain more followers, for instance by being so-

cially active and “liking”, commenting and responding to comments on pictures within your 

niche (Miles, 2014). Stated by Avery and Fournier (2011) and Yan (2011), emphasis should 

be on creating a feeling of “we” and a community in order to be able to connect with cus-

tomers, which in turn fosters engagement. Due to the feeling of a community, Yan (2011) 

explains that the barriers between brands and their customers will be blurred out and that 

could open the possibility for a closer relationship. Similarly, Miles (2014) agrees that Insta-

gram allows users to form communities, which helps mediate the company’s message i.e. 

the brand. However, it can be difficult to control the account’s responses from users, as on 

social media followers can form groups and thereby criticism can disperse quickly (Avery & 

Fournier, 2011). Moreover, the comments users write and dialogues concerning the brand 

are difficult to control by the company and because of the accessibility for users and lack of 

control by companies, social media comes rather transparent. 

Before sharing photos it is beneficial to know what type of customers to reach for, there-

fore, customer research can help in order to decide what kind of photos to share (Miles, 

2014). Since Instagram is all about sharing photos and short clips, it is certainly of high rel-

evance to share good quality photos because this is what will catch the attention of pro-

spects (Miles, 2014). It could be argued that Instagram is not a feasible tool to use for mar-

keting due to the limited space, but a solution is to be creative, which is also confirmed by 
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Krake (2005), who states that creativity is vital. Miles (2014) also adds that the quality of the 

pictures is crucial for success and companies have several choices to make before sharing a 

photo to make it of high quality. An additional feature that can support the connection 

with customers and the industry is the hashtag, which also can help to categorize the brand 

(Miles, 2014). 

Miles (2014) says that important features to consider when using Instagram to communi-

cate your brand are the invisible and visual elements. These features can be attributes, a 

name or a slogan that can contribute to uniqueness (Miles, 2014). If these features combine 

the prospective customer’s experience with the brand, meaning the emotions customers 

have in relation to the brand, and are handled correctly, Instagram is a great opportunity to 

create and maintain the brand (Miles, 2014). It is required from a brand to deliver content 

that creates an engagement and would make the user feel affected, which in turn would re-

sult in the user sharing the message or image (Avery & Fournier, 2011). By doing so the us-

er implicitly shares the brand and a creation of word-of-mouth online has then occurred.     

Many brands have websites where it is possible to purchase the products displayed in the 

pictures on Instagram and one purpose of the Instagram account is to generate traffic to 

the website and in turn make prospects buy products (Miles, 2014). In addition, Miles 

(2014) clarifies that the website also generates traffic to the Instagram account and thereby 

the account gets more followers and increasing the awareness of the brand. 

 

2.3 The communication of brand identity and the perceived 
brand image  

In figure 2.1, Kotler (1982) provides an illustration with two main actors; the sender and 

the receiver, with two main tools being the message and the media. The sender encodes the 

message and this illustration shows that it is important that the receiver decodes the send-

er’s message as the sender desires (Kotler, 1982). Additionally, feedback is another crucial 

part of the figure in order to know the response of the message and for the communication 

to be effective the processes must interconnect (Kotler, 1982). 

An important factor in this figure is noise, which has later on been added to the communi-

cation process (Kotler & Keller, 2009). The noise could affect the different elements of the 

communication process; for example, the noise implies that the decoding procedure may 
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result in that the receiver interprets the message differently than the one transmitted by the 

sender (Kotler & Keller, 2009). 

 

 

Figure 2.1 The communication process  

(Kotler & Keller, 2009 p.514) 

 

2.3.1  The connection between brand identity and brand image 

Brand identity has been explained as the way a company conveys themselves, their core as-

sociations indicating the company’s promise to its customers. It is through their brand 

identity that the company communicates its uniqueness and character (Nandan 2005; Sri-

vastava 2011; Karjalainen & Snelders, 2010; Phillips et al., 2014). Brand identity origins 

from the sender’s (the company) side (Kapferer, 2012). It is created internally and for an 

identity to consistently carry what managers desire customers to perceive, managers need to 

be clear and concise when delivering the message (Karjalainen & Snelders, 2010; Kapferer, 

2012). Moreover, Kotler (1982) say that the sender must know who they wish to reach and 

what responses they wish to get. Companies communicate and advertise in order to present 

and strengthen their brand identity (Kuksov, Sachar & Wang, 2013). However, Kozak, 

Richelieu and Robichaud (2012) argue that brand identity creation takes place even before 

one communicates the wanted identity through a marketing channel. Furthermore, Ross 

and Harradine (2011) claim that a strong brand identity can help to build trust between the 

brand and customer, and thus it can be a source of differentiation. Customers play an im-

portant role since they are the ones who define and redefine the identity (Kozak et al., 

2012; Kuksov et al., 2013). Brand identity consists of the following components: personali-
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ty, culture, and self-image, which all allow the company to specify their brand’s meaning 

(Ross & Harradine, 2011; Kapferer, 2012). 

Brand image is on the receiver’s (the customer) side (Ross & Harradine, 2011; Kapferer, 

2012), and it is how a customer perceives a brand. It is the total amount of impressions and 

beliefs acquired from various sources where the brand is communicated (Nandan, 2005; 

Srivastava, 2011; Ross & Harradine, 2011). “An image results from decoding a message, extracting 

meaning, interpreting signs” (Kapferer, 2012, p.151). It can be measured by the associations 

held in the memory as it is a shared subjective mental picture (Ross & Harradine, 2011). 

Components included in brand image are physique, relationship and reflection (Ross & 

Harradine 2011; Kapferer, 2012). These components are the basis of how the company can 

develop a competitive advantage, which also indicates the importance of understanding 

brand image (Roy & Banerjee, 2008). Companies communicate their brand through differ-

ent marketing approaches and design the message by how they want their image to be per-

ceived (Nandan, 2005). 

Every company’s brand consists of an identity and an image (Kapferer, 2012; Roy & 

Banerjee, 2008). It is crucial that the targeted audience understands and interprets the iden-

tity being communicated and that the company achieves the desired image (Srivastava, 

2011). For a company to be effective communicators, it is important for them to under-

stand the process, to have identified the target group and to understand that customers are 

different (Kotler, 1982). If a company is not able to convey the core values of the brand to 

its target audience the brand may fail (Nandan, 2005). Further, Nandan (2005) claims that 

the channel used to communicate the message affects identity and image. If the company 

manages to deliver a clear message through the desired channel, company’s will be able to 

avoid confusion, resulting in the message being well understood by the customers, and 

thereby reaching a higher level of acceptance (Nandan, 2005; Srivastava, 2011). 

The two concepts, brand identity and brand image, are linked and affected by the commu-

nicator and how skillful the company is at constructing messages. However, branding i.e. 

communicating the brand comes with the risk of misinterpretation and this is also referred 

to as noise by Kotler and Keller (2009), whom explains this component as being a crucial 

part of the communication process. Since noise implies that marketers need to be aware of 

how the target audience possibly decodes the message and other factors that may lead to 

misunderstanding. One of the main challenges is to recognize gaps between brand identity 
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and brand image that can occur due to misinterpretation. Thereby also being able to man-

age to close these gaps in order to create a long-term relationship with the customer (Roy 

& Banerjee, 2008).  

  

2.3.2 The brand identity prism 

In order to explain the relationship between identity and image the chosen model is Kap-

ferer’s brand identity prism. It is of relevance for this thesis since the researchers are aiming 

for explaining and interpreting the concepts of brand identity and brand image. Moreover, 

the researchers will try to connect the model with branding on Instagram instead of tradi-

tional branding which was the model’s original purpose. The brand identity prism is a 

model developed by Kapferer (2012) and it relies simply on one concept, that brands have 

the gift of a speech; they can only exist if they are communicated (Kapferer, 2012). Hence, 

a brand is essentially a speech, it communicates its available products and it could be ana-

lyzed as if the brand was a speech (Kapferer, 2012). Behind any communication tool there 

is a sender and a receiver, that creates an image of the sender and transmits it to the receiv-

er; comparable with a speech where there is a speaker and an audience (Kapferer, 2012). 

When a brand is being communicated it is essential for the brand to have its own character 

and beliefs, otherwise it will most likely be presumed as hollow by its audience (Kapferer, 

2012). Hence, if perceived as hollow, the brand will not be able to help the customer by 

adding value in the daily life, as well as not being able to discover the own identity (Kapfer-

er, 2012). 
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Figure 2.2 Kapferer’s brand identity prism  

(Kapferer, 2012, p.158) 

 

The figure’s (2.2) purpose is to describe what parts are involved and influenced when a 

brand is being communicated. The following section describes the different cornerstones 

that Kapferer’s brand identity prism (figure 2.2) consists of and further the relation be-

tween them. 

Reflection is referred to as the “typical” consumer perceived by others and is not to be con-

fused with the potential customer. Reflection of the customer is not describing the targeted 

audience; rather, how the customer wishes to be seen by people when he/she uses the 

brand (Kapferer, 2012). It is the customer’s outward mirror and it is turning the customer 

into their version of an ideal person (Kapferer, 2012).   

Self-image is the goal of owning a particular product or service belonging to a brand. Kap-

ferer (2012) describes it as our own internal mirror, it strengthens “who I am” and “how I 

feel” through possessing this brand. Customers have different attitudes towards different 

brands, and Kapferer (2012) argues that people develop a certain type of inner relationship 

with themselves due to desired self-image. 
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Physique is the key identity traits which customers associate the brand with (Kapferer, 2012). 

All brands need value-adding systems both within appearance and function, even a brand 

with a strong image needs to provide some kind of material function, otherwise the brand 

is considered as weak (Kapferer, 2012).   

Personality of a brand is referred to as if the brand was a human, who would it be? It is an 

incremental process where a brand through communication creates a human character; it is 

very common that one gives the brand a spokesperson (Kapferer, 2012). “Brand personality 

fulfills a psychological function and it allows consumers either to identify with it or to project themselves into 

it” (Kapferer, 2012).  

Relationship is an essential part, often established due to the fact that brands are transmitted 

and exchanged between individuals, this especially true for retail brands (Kapferer, 2012). It 

is related to what the brand actually does for its customers and how it adds value for them. 

Culture is the main cornerstone within brand identity and it is the part that makes the brand 

explicit and thus, the key to understanding differentiation among brands. Brands should be 

considered as an ideology since individuals tend to gather around causes, ideas, ideals and 

values (Kapferer, 2012). It is the ideological aspect that unites company and customer, ex-

emplifying what the cultural facet of a brand is about. It is the ideological glue that makes 

everything stick together, within a long term time frame (Kapferer, 2012).  

Moreover, it is an increased emphasis on the additional meaning that the brand can give a 

customer, Kapferer (2012) argues that this is due to the many customers that have realized 

that high consumption does not lead to happiness. What Kapferer (2012) means is that in-

stead of consuming a variety of products the customer may choose to consume less, and 

only consume products that fulfill functional and psychological meaning for the them. In 

order to meet the new customer demand, which is meaningfulness, brands need to be in-

sightful when assembling their culture (Kapferer, 2012). 

The figure’s (2.2) vertical left section includes physique, relationship and reflection, all of which 

are external attributes perceived by the recipient. The attributes on the vertical right side of 

the model are personality, culture and self-image and they are internal factors found within the 

brand itself. However, the internal and external attributes can be combined in order to ease 

the defining aspect between the sender and the recipient. Physique and personality help to de-

fine the sender features which will give a portrait of the sender both from the external and 
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the internal view (Picture of sender). Through communicating the sender’s identity, the crea-

tion of the sender’s image will be established and delivered to the recipient, most common-

ly customers are able to describe the person entitled to the brand quite easily (Kapferer, 

2012). Contrary, through communication the brand should address a certain type of per-

son, reflection and self-image ease efforts to describe the recipients’ features with the internal 

and the external aspects involved (Picture of recipient) (Kapferer, 2012).  

Kapferer (2012) argues that relationship and culture are indeed vital attributes and the aim for 

the company is to create a strong culture by targeting people that share the same values as 

the company, helping them to relate and feel a sense of belonging to the brand. The pur-

pose of the attributes is to bridge the potential gap that can occur between the sender and 

the recipient (Kapferer, 2012). Thus, necessary in order for brand identity and brand image 

to merge. 
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3 Methodology  
 

The methodology chapter provides an explanation of how the research will be conducted, with the guiding 

philosophy of positivism and the choice of deductive, qualitative and exploratory research. The methods used 

were a case study and focus groups with semi-structured interviews and there are also reasonings explaining 

the choices. The method chapter ends with a short discussion on reliability and validity. 

 

 

The guiding paradigm for this thesis will be positivism, which means that the researchers 

mainly observe and keep interaction to a minimum when conducting data in order to not 

affect the subject matter (Lapan, Quartaroli & Riemer, 2011). A positivist attitude is suita-

ble for this research as it is derived from existing theories (Lapan et al., 2011; Saunders, 

Lewis & Thornhill, 2009), thereby a deductive approach is chosen since the general re-

search area focuses on branding which has many well-developed theories. Furthermore, the 

research also contains a focus on soft variables that demand interpretation, discussion and 

explanation, all of which favor a qualitative research approach (Pathak, Jena & Kalra, 

2013). The field of branding on Instagram is rather unexplored phenomenon which leans 

towards an exploratory research design due to its flexibility (Saunders et al., 2009). In order 

to obtain primary data the chosen strategy is to conduct a case study to get a more in-depth 

perspective of Instagram as used by a specific SME. The data will be collected through fo-

cus groups and semi-structured interviews. 
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Figure 3.1 A visual outline of the methodology and method  

 

3.1 Research Approach 

A research approach determines whether research is to take on an inductive approach or a 

deductive approach. An inductive approach is the collection of existing data and the devel-

opment of theory as a result of your data analysis (Saunders et al., 2009; Hyde, 2000) and a 

deductive approach is the development of a theory and hypothesis and designing a research 

strategy to test the proposed hypothesis (Saunders et al., 2009). 

With respect to that the research question and the purpose are based on research and re-

quire the exploration and collection of existing theories. As a result, a deductive approach 

is appropriate and will be used in this thesis. This is done in order to develop an under-

standing of how branding, brand image and brand identity are connected through Insta-
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gram. According to Patel and Davidson (2011) the deductive approach includes the draw-

ing of conclusions regarding individual phenomenon through existing theories and general 

principles. The theories found lay the foundation of the type of information that is to be 

collected, how it should be interpreted and finally how the results are to be related to the 

existing theories. 

 

3.2 Research design 

3.2.1 Qualitative research 

There are two broad approaches when it comes to data collection and interpretation in re-

search, qualitative and quantitative research (Pathak et al., 2013; Lapan et al., 2011; Cre-

swell, 2014). The mission of many research projects is to find the answer or the solution to 

a specific problem, which later could generate in guidelines or practical decision-making for 

others (Lapan et al., 2011). These findings could then be presented in numbers, words or 

both. 

Further, Creswell (2014) describes quantitative research as testing objective theories by ex-

amining the relationships among specific variables. These variables generate numbered data 

to enable an analysis with statistical procedures and can be made through surveys, ques-

tionnaires and hypothesis (Creswell, 2014). Moreover, Pathak et al. (2013) states that quali-

tative method is a more appropriate approach when the research wants to understand peo-

ple's beliefs, experiences, attitudes, behaviors, and interactions. Qualitative data often is 

unquantified and non numeric data such as transcripts of in-depth interviews or entire poli-

cy documents (Saunders et al., 2009).           

The purpose of this thesis is to investigate and explore the potential Instagram acquires as a 

mediator, therefore, a qualitative approach is chosen as there is a need for in-depth infor-

mation. Doz (2011) states that qualitative research is more inspirational for new ideas and 

research fields, which aligns with this thesis as it investigates a current topic that is rather 

unexplored. 
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3.2.2 Exploratory design 

Saunders et al. (2009) define three different ways that can be used when carrying out an ex-

ploratory study; in-depth interviews, focus groups and search for literature. In this thesis all 

of the aforementioned dimensions will be covered. 

Research within a field is undertaken for different purposes, these can be categorized as de-

scriptive, explanatory and exploratory research (Saunders et al., 2009). Further, Saunders et 

al. (2009) describes explanatory research as a study that involves causal relationship be-

tween variables and by studying a situation or a problem in order to try to explain the cor-

relation between the selected variables. Referring to Saunders et al. (2009) exploratory re-

search is when the researcher explores a problem or a phenomenon with the aim of finding 

out what is happening and coming across new realizations. 

Brown (2006) and Saunders et al. (2009) claim that exploratory research tends to be more 

suitable for new problems where little or no prior research has been conducted. Since the 

prior research on Instagram, brand image and brand identity combined is scarce, an explor-

atory design is applicable to this thesis. In addition, new phenomenon, such as social media 

platforms, arise rapidly in today’s society and therefore, qualitative and exploratory research 

is needed to understand them both in their current state and as they grow (Doz, 2011). 

In reference to the research question of the thesis there can be several possible answers, 

which is a potential outcome of an exploratory design. One of the key features of an ex-

ploratory research is the flexibility and adaptability (Saunders et al., 2009). According to 

Saunders et al. (2009) an exploratory research is not about finding the conclusive answer to 

the research inquiry, but rather after the research is conducted there will be several possible 

solutions that can solve or explain the phenomenon. 

 

3.3 Data collection 
Throughout this thesis the researchers have been using both primary and secondary data to 

gather information and answer the research question. The theoretical framework consists 

of secondary data, which is previous research within the same field of research. Eriksson 

and Kovalainen (2008) claim that one has to be aware of previous knowledge and research 

in the field in order to produce, develop and define your research questions, and also to ac-
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complish good results. According to Saunders et al. (2009), various types of secondary data 

can be journals, newspaper, books, and documentaries from television and radio. 

The use of secondary data used in this thesis is mostly in the form of scientific articles but 

in addition to this other literature, such as books, were selected by relevance of the topic to 

gain a better knowledge and understanding regarding the field of research. The variety of 

secondary sources allowed the researchers to conduct a thorough review to create appro-

priate research questions and thereby in a good manner attack the problem. 

Through combining the collection of both primary and secondary data, the researchers 

could investigate the connection between brand identity and brand image through Insta-

gram. The secondary data has been collected from the Jönköping University library and the 

Internet. Although, when trying to answer research questions it is not sufficient enough to 

rely solely on secondary data (Wrenn, Stevens & Loudon, 2002; Ghauri & Grønhaug, 

2005). Primary data is original data collected by researchers to gain relevant information 

during the study (Ghauri & Grønhaug, 2005). According to Saunders et al. (2009), primary 

data collection methods take the form of observation, questionnaires, sampling and inter-

views. The primary data in this thesis was conducted through a case study and focus groups 

with semi-structured interviews. 

 

3.4 Research Strategy 

3.4.1  Case study  

One of the strategies for this thesis is the use of a case study to help foster an understand-

ing of the activities and interactions that take place between the company and its followers 

on the phenomenon Instagram. Conducting the investigation of the company on an indi-

vidual level can creates an understanding and an extensive illustration of the company’s 

unique environment (Aalto & Heilmann, 2010).  

The use of case studies is most common in explanatory and exploratory research (Saunders 

et al., 2009). A case study is a flexible approach due to the opportunity to use several meth-

ods, while also providing the possibility to gain valuable insight; i.e. the ability to under-

stand the perceptions from the internal perspective (Aaltio & Heilmann, 2010). Case stud-

ies are used to explore and to find common patterns to be able to develop, elaborate upon 

or test a theory (Eriksson & Kovalainen, 2010) and based on this Aim’n was the selected 
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company. The researchers and the company agreed upon arrangements and each others 

roles and responsibilities from the start. Aaltio and Heilmann (2010) argue this to be of im-

portance when conducting a case study to avoid potential missteps in communication and 

the gaining of information. The founders of the company were enthusiastic about being a 

part of the thesis and contributing to the research, which was not only positive for the re-

searchers but also helped facilitate the collaborative aspects of the study. 

Aaltio and Heilmann (2010) emphasize the importance of awareness and analyses of chal-

lenges in theoretical framework in order to improve the study along with the fact that re-

searchers have the possibility to learn along the way. The advantages acknowledged by 

Eriksson and Kovalainen (2010) are that compared to quantitative research approaches a 

case study is more sensitive, as it tests a theory. Also, a case study can produce an expres-

sive explanation, a deep understanding and possibly theory development. The researchers 

believe that a case study would enhance their understanding and allow to test the theory of 

Kapferer’s brand identity prism, as it is not commonly applied to social media marketing. 

The case study for this thesis included several interviews with the company, both semi-

structured questionnaires and an oral interview. It was initially agreed upon that if several 

interviews were needed, there would be more than one. Furthermore, the interviews were 

conducted with the company in order to gain a deeper understanding and knowledge re-

garding their strategies and thoughts on the matter. As the researchers have chosen to use a 

single case to gain depth, there is also a risk with conducting a case study with only one 

company as one cannot generalize from such a small sample size. 

 

3.4.2 Focus groups 

In addition to the case study of Aim’n, the researchers held two focus groups with the in-

tention of attaining the potential customer’s point of view. Focus groups are used to collect 

consumer observations and opinions on the research topic and it is done to get an under-

standing of how consumers think and behave (Gavin, 2008). Focus groups are preferably 

conducted multiple times with participants that are similar, this to find tendencies and clus-

ters when the information is analyzed (Saunders et al., 2009).  

In contrast to everyday discussion, the interviewer has the control of keeping the group to 

ensure they focus on the topic and to encourage the discussion but without emphasizing 



 

 
24 

particular opinions (Saunders et al., 2009; Gavin, 2008). Edström and Nyström (2004) add 

that these group interactions can result in many views from many perspectives. The inter-

viewer’s presence is important for success and efficiency, also they should be attentive to 

group dynamics, and should interact when needed during the discussion (Gavin, 2008; 

Edström & Nyström, 2004).   

There are many opinions regarding the number of participants, normally the number lies 

between 6-12 individuals (Gavin, 2008), though Barbour (2007) says that four individuals is 

enough to engage in a discussion. The number of participants will affect how the data is 

analyzed later on, as a small group might not generate sufficient data and in contrary a very 

large group’s data will be difficult to manage as well as the performance of the discussion 

may be affected (Gavin, 2008). Saunders et al. (2009) agrees and adds the recommendation 

of using audio recording devices and two interviewers, one leading discussion one taking 

notes. The two focus groups for this thesis were held on two different occasions, this to al-

low all three researchers to be present in both interviews. Having three persons present al-

lowed one to take notes and two to hold the interviews and manage the discussions. The 

discussions were both held in English in order to avoid misinterpretation risks when trans-

lating the interviews. When translating questions related to the collection of data into an-

other language it comes with a risk that the respondents may decode and interpret the 

questions in the wrong matter (Saunders et al., 2009). Therefore, the researchers have cho-

sen to use the English version of the questions since it is the same language used for writ-

ing this thesis. However, none of the participants were native English speakers although 

the researchers considered their level of the language as being advanced since all of them 

study their bachelor in English.  

Gavin (2008) explains that the use of focus groups brings out flexibility in the discussions, 

which could contribute to the topic of this thesis. It is of relevance due to a limit in existing 

data regarding communication of brand identity through Instagram. 

 

3.4.3 Interviews  

The chosen technique for this thesis is semi-structured interviews, conducted with the 

company and focus group participants. The reason the researchers have chosen to use 

semi-structured interviews is to gain deeper and more informative answers and at the same 

time allowing the respondents to answer from their point of view, giving us their descrip-
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tion (Brinkmann, 2008; Ayres, 2008). This type of interview is both high-risk and high-gain 

and it depends on the configuration of the interview, under the right conditions the gener-

ated data could be of great support and importance to the study (Wengraf, 2001). Conduct-

ing a semi-structured interview demands the interviewer to have a great amount of 

knowledge and the ability to improvise, which can be difficult for the inexperienced and 

therefore, it is important to be prepared (Wengraf, 2001; Roulston, 2010). The interviewer 

sets an agenda that can be followed or used as guidelines, which gives some control, still 

leaving the respondents with the possibility to communicate the topic from their point of 

view (Brinkmann, 2008; Ayres, 2008). 

The techniques used to collect data from Aim’n was numerous and consisted of both an 

oral semi-structured interview and email contact. Saunders et al. (2009) argue that an email 

interview is when several emails with few questions in each are sent to the respondent, 

however, it is possible to send more questions in one email but then it is referred to as a 

questionnaire. The reason why the data was collected through both a oral semi-structured 

interview and email questionnaires was due to time restrictions and time difference, as the 

founders are based on the other side of the globe and it was difficult to manage an oral in-

terview. Kothari (2004) states that questionnaires are good for the reasons of being low 

cost and also when there is a long distance between researchers and respondents. Moreo-

ver, as time was a constraint, this method allowed the respondents to choose when to an-

swer, which increased the flexibility and improved the cooperation between the company 

and the researchers, thereby enhancing the relationship. 

Due to the fact that the questionnaire is a semi-structured interview including open-ended 

questions it allowed the respondents to provide their own point of view (Ayres, 2008) and 

also reduced the bias of the interviewer (Ayres, 2008; Kothari, 2004). Moreover, Kothari 

(2004) also mentions risks with this method, such as the respondents misinterpreting the 

questions and that the respondents are not collaborative. The open-ended questions were 

arranged with a proper sequence in order to fit the respondents and enable them to answer 

according to the subject chosen by the researchers; which is an additional reason to use 

semi-structured questionnaires according to Kothari (2004). 

The first interview with Aim’n was conducted via email with the purpose of getting an 

overall view of their strategy and business. Later a follow up interview was carried out 

through email to obtain a deeper understanding of the company. These interviews were 
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both held before the focus group interviews to be able to construct appropriate questions 

for the focus groups. In addition to this, all questions asked in interviews and during dis-

cussions were reviewed by colleagues in order for the researchers to get an external percep-

tion of the questions. Lastly, a semi-structured interview was held via Skype with the com-

pany and complementary information was received.   

 

3.5 Sampling method 
Purposive sampling (also referred to as theoretical sampling) is a form of non-probability 

sampling, where the researchers have the ability to decide about the participants based on 

some criteria (Oliver, 2006). Saunders et al. (2009) add that purposive sampling allows the 

researchers to use their judgment in order to select suitable individuals. Saunders et al. 

(2009) suggest to have the research question in mind when the purposive sample is chosen, 

and both the company for the case study and the participants for the focus groups were 

chosen as the purposive sample.  

The researchers have chosen to do a purposive sample of the case study as it is a common 

technique used for case studies (Oliver, 2006). The company was chosen do to their mar-

keting strategies on Instagram as it is what this thesis is researching. Moreover, the focus 

group is a great part of the analysis and to facilitate and possibly enhance the discussion, it 

makes sense to have a group with at least one common characteristic. That being said, it is 

important to gather a group that does not simply agree on everything, since that would 

provide an insufficient discussion and a lack of data to analyze (Barbour, 2007). When us-

ing focus groups as a technique, one has to decide on the number of focus groups, which 

in fact can be difficult though there is no certain number that is correct (Barbour, 2007). 

The researchers selected participants for the focus groups that belonged to Aim’n’s cus-

tomer group and the purposive sample was a homogeneous sample because the partici-

pants had the same age and gender. Moreover, this kind of sample allowed the researchers 

to study the group for a deeper knowledge within the subject. Although, it is important to 

note that this sampling technique comes with a risk of bias since the participants were 

nominated by the researchers (Oliver, 2006).  

There were four individuals in each focus group, making it a total of eight participants as 

there were two focus groups in the research. This can be a debatable number of partici-
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pants, since there might not be sufficient data to analyze when the participant number is 

this low (Gavin, 2008). On the contrary, Gavin (2008) also adds that smaller groups may be 

more appropriate if the participants are engaged and have a great deal to say regarding the 

topic. Barbour (2007) also says that it is a sufficient number to have four participants in or-

der to generate a discussion, therefore, this is what the researchers of this thesis chose to 

proceed with in regards to the time constraint. 

 

3.5.1 Presentation of the participants 

Company background & presentation 

As mentioned previously, the company used for the case study in the research of this thesis 

is the online-based international sportswear company Aim’n. The company has customers 

worldwide though they are only represented in a few physical stores. The founders are the 

only employees of the company and the reason for establishing the company was that they 

noticed the absence of different and inspiring sportswear. Based on their own interest in 

being active and getting inspirational and fun sportswear they created Aim’n.  

The target group of the company is women ages 16-35. These women are both active and 

interested in how they look during their active lifestyle and so they wear fashionable 

sportswear whilst working out, running or in-between workout-sessions. Moreover, the 

targeted group are frequent users of social media and are looking for role models on Insta-

gram. The company has a website and Facebook page, however they use Instagram as their 

main marketing channel and that prioritization is in line with the focus of this thesis. 

The sportswear that the company offers are unique in their design and the company’s de-

sire is that the women should stand out and feel confident when wearing the clothes. The 

product line that Aim’n offers includes sportswear such as tights, singlets and bikinis how-

ever, the tights are the most popular products. The brand wants to motivate both them-

selves but especially others with happy colors, nice design and prints. The founders find in-

spiration for the designs and prints from nature, their own preferences and regular every-

day life. 

  

Participants of the focus groups 

The participants of the focus group were selected by nomination and were all individuals 

that belonged to Aim’n’s targeted customer group; women within the age 16-35 years, who 
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are into fashion and have a great interest in working out and outdoor activities. Additional-

ly, the participants were frequent users of Instagram and followed inspirational, fitness and 

fashion accounts, all of which were similar to that of Aim’n’s. None of the participants 

owned products from Aim’n up until the day of the interviews. The chosen participants re-

sulted in two focus groups with four participants in each group. 

 

3.6 Data analysis 

As stated by Creswell (2014) that qualitative data is referred to as non-numeric data. Saun-

ders et al. (2009) argue that by collecting qualitative data the researcher will most likely ana-

lyze the data through creating a conceptual framework. Which means elaboration on al-

ready established concepts, and as it was stated in the methodology chapter a deductive ap-

proach will be used in this thesis. 

Collection of qualitative data includes in-depth interviews, focus group interviews and 

search for literature (Saunders et al,. 2009). Since these types of data collection often in-

volve face-to-face interaction and are usually audio-recorded, preparing the data to be ana-

lyzed one could transcribe the interviews into words, a procedure which is likely to be time 

consuming (Saunders et al., 2009). When the researchers of this study conducted the inter-

views they recorded them, and in addition kept notes in order to form memos of important 

inputs that turned up during the sessions. Furthermore, after the sessions the researchers 

transcribed the recorded data into words and cross checked it with the notes taken during 

the interviews. In the transcription, the participants of the focus groups are anonymous 

and the different speakers are identified by numbers such as participant 1, 2 and so on. The 

questions asked to the company and focus groups are marked Q1, Q2 and so forth and 

provided in Appendix 1, 2, 3 and 4. 

Saunders et al. (2009) claim that there is no standardized way of analyzing qualitative data 

although; one can group data into the three principal blocks of processes; summarizing, 

categorizing and structuring. The researchers of this study have used the summarizing ap-

proach when analyzing the results of the empirical findings. Saunders et al. (2009) describes 

it as summarizing many words into short key points. Hence, increasing one’s ability to rec-

ognize distinct relationships and meanings between themes that one can return to in order 

to find validity. 
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After the collection of primary data the researchers listed key words for every question in 

the interviews and compressed them it into brief statements. Furthermore, the researchers 

cross checked the criteria provided by theory and listed additional findings.  

  

3.7 Reliability and Validity 

When data collection generates consistent findings it is referred to as reliability and it also 

means that if another researcher would do the same research it would yield the exact same 

result (Saunders et al., 2009). Hence, when using the same methodology, the same results 

should be reproduced. According to Saunders et al. (2009), there are some threats to relia-

bility and one of them is the issue of participants’ bias, which means that the participants 

may answer what they think the interviewer wants to hear. Another is the observer error 

when conducting interviews, which is if there are too few interviewers present the answers 

could be interpreted in the wrong way (Saunders et al., 2009). To avoid the observer error, 

the researchers of this thesis made a clear structure for the interviews conducted and three 

researchers were present for all interviews and focus groups in order to get more perspec-

tives on the answers.  

Validity refers to the determination of whether research truthfully measures what it was in-

tended to measure and whether the results are assessing what is claimed to be assessed 

(Kothari, 2004; Saunders et al., 2009). Validity can also be defined as the extent to which 

inequalities found with a measuring instrument reflect real differences among those being 

tested (Kothari, 2004). Further, Kothari (2004) explains that there are three types of validity 

that can strengthen research and determine validity. Content validity, which is the extent to 

which a measuring instrument presents sufficient coverage of the subject being researched 

(Kothari, 2004). Criterion-related validity, which is the ability to predict outcomes or the es-

timation regarding present circumstances (Kothari, 2004). Construct validity, which is when 

the results of the measuring instrument and the explanatory construction of the theory cor-

relates in a predictable manner (Kothari, 2004). 

In order to make this thesis valid and enhance the understanding of what the respondents 

said during the interviews and focus groups, the researchers recorded all interviews and 

transcribed them. This also makes it easy for others to follow the interviews and get a clear 

understanding of how they were constructed and conducted in order to be able to duplicate 

the research. 
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4 Empirical presentation 
The empirical fieldwork chapter presents the conducted interviews with the company and focus groups. The 

empirical work is conducted based on branding on Instagram, brand identity and brand image, and the 

Kapferer’s brand identity prism. It was collected through interviews with the company and with focus group 

discussions. 

 

4.1 Branding and visual branding  
The empirical findings on branding and visual branding include the competitive advantage 

that Aim’n believes they possess, and what they have said regarding their brand being com-

petitive and strong. It also covers the findings on brand name and logo, from both the 

company perspective as well as focus group participants’ opinions.  

The founders consider themselves to have a strong brand due to: 

• Unique design of their products 

• A personal brand 

• Being ahead of their competitors  
 

The founders’ opinion is that the trend of being active, showing off and wearing workout 

clothes now has increased, and the company penetrated the market in a timely manner, al-

lowing them to take advantage of this trend. The participants of the focus groups acknowl-

edged that the previous trend of black tights has changed into a more colorful and edgy 

trend, and they stated that Aim’n is in the very front-runner in this area. These findings are 

in line with what the company, consider as their competitive advantage.  

 

The founders of Aim’n wanted to have a name that makes people react and motivates and 

inspires their customers to take action, be active, and have confidence. Therefore, the 

foundation is aim and the name they decided upon is Aim’n. The brand wants to deliver a 

message of that one shall aim high and that reaching personal goals are possible. The par-

ticipants of the focus groups main thoughts of the name were; easy to remember, straight-

forward, professional and nice. The focus groups understood that the name Aim’n indi-

cates to strive for a goal or similar, and aim to reach your ambitions. Furthermore, the fo-

cus groups discussed that the tights clearly show the Aim’n logo and that they have simi-
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larities with other logos from other brands. The participants said that Aim’n has a nice logo 

but two participants thought that the logo was too large. 

 

4.2 Branding on Instagram 
The company’s marketing strategy is to aim for word-of-mouth through social media with 

Instagram being the main focus. In order to raise awareness about the brand, Aim’n is 

looking into collaborations with famous Instagram accounts and they have used such col-

laborations in the past. According to the focus groups it is clear that Aim’n uses Instagram 

as a marketing channel and the groups discussed that they are trying to target all kinds of 

followers with different environments in the photos that they post.  

Aim’n declares that one reason behind promoting the brand on Instagram is that it is a cost 

efficient marketing tool and therefore, they have barely used any finances to market their 

brand. Another reason is that Instagram enables the brand to spread quickly. Therefore, the 

founders believe that it is indeed a very powerful marketing channel due to the amount of 

users one can reach. Aim’n has noticed that when they post a picture of a pair of tights, 

they are the ones selling the best that day. Furthermore, Aim’n states that what is of im-

portance for them is to gain followers and have pictures that generate sales. 

Aim’n explained their situation as a newly founded startup and thereby they do not have a 

lot of financial resources. Hence, they always want to go for the low cost or free options, 

resulting in social media being virtually the only option regarding marketing. Additionally, 

Aim’n highlighted that a good contact network could be beneficial for a start up. Lately, 

Aim’n has started to engage in other channels as well, such as blogs, magazines and the lo-

cal newspaper.  

By communicating their brand on Instagram the founders say that they are indeed investing 

resources in the branding process. They explain that staying updated on Instagram is time 

consuming, since using Instagram’s tool kit involves different parts such as comments, 

sharing, shout outs, finding followers and possible collaborations. Aim’n puts both time 

and effort into their account to have good and relevant pictures that emphasize the brand’s 

values. Moreover, by evaluating and analyzing the target group the founders try to stay as 

updated as possible when it comes to movements on Instagram.  
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However, some difficulties that Aim’n has acknowledged with having Instagram as their 

main marketing channel are: 

• That it is difficult to follow all the comments and give the customer the feedback 
that is requested. 

• The inability to choose followers and the spread of the brand could be of difficulty 
to regulate as the targeted users may not be attracted.   

• The existence of cyber bullying that is common. It is something they do not toler-
ate nor want to be associated with and thereby they confront it on their account. 

 

4.2.1 The Instagram account of Aim’n  

Aim’n explains that there are many similar accounts compared to theirs on Instagram, es-

pecially with the focus on inspiration and lifestyle. Initially it was challenging for Aim’n to 

gain followers because they did not have any products to show. Therefore, Aim’n used 

photos that had been taken for other occasions when the founders were surfing, kite surf-

ing, went running or went to the gym. This was to keep the account updated with different 

types of lifestyle photos until the samples were ready to be shown. 

Aim’n is always trying to have colorful pictures where there is something going on or hap-

pening. Furthermore, they desire to have something encouraging in every picture and even 

though it is not always expressed explicitly, they want every picture to convey that. The 

participants of the focus groups interpreted the account as trying to mediate the feeling of: 

• Being strong 

• Happy  

• Being yourself and being pleased with yourself 

• Creating a “good-feeling” 

• Encouraging 

• Positive  

• Not so much pressure on buying the product 
 

Also the participants noticed the fact that Aim’n posts inspirational quotes and pictures in-

dicating that one should be proud of yourself, and this feeling is enhanced by strengthening 

inspiration in forms of quotes and the design and theme of the pictures. It was also said by 

the focus groups that even though many of the pictures are on the adventurous side, there 
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is no pressure on actually being adventurous, though Aim’n’s products can contribute to 

the feeling of being more adventurous. 

According to Aim’n, the essential guidelines to follow when posting a picture or a short 

video on Instagram are first and foremost to have good quality and lighting, as well as the 

right colors and nice backgrounds. Furthermore, the product should be in focus and it 

should blend in nicely with the background.  

 

4.3 The communication of brand identity and the perceived 
brand image  

The researchers have used the concepts of the Kapferer’s brand identity prism when con-

structing the questions for the focus groups and the further interviews with Aim’n. 

 

4.3.1 Reflection and Self-image - perception of recipient 

The focus groups’ impression was that the typical customer is: 

• Girls and Women 

• Age 15 – 35 

• Athletic 

• Trend awareness (keeps up with trends) 

• Not very price sensitive 

• Frequent workout person 

• Attention seekers 

• Fashion interested 

• Students 

• Confident 
 

The reason why the group thought of women in the ages between 15-35 is due to the col-

or, appearance and uniqueness of the products. There was a disagreement during the dis-

cussions regarding wearing the tights for fashion purposes or not, and that women could 

buy the tights to look good outside the gym as well. Furthermore, there was another disa-

greement regarding whether or not the tights draw too much attention to them, which 

could potentially make them uncomfortable to wear. Some participants were a bit con-
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cerned regarding the sex appeal of the tights and especially mentioned that attention, due to 

the design, could be drawn to the backside of the pants. Therefore, the group concluded 

that not every woman is a typical customer.  

The reasons that the focus groups discussed, regarding why women would buy and wear 

Aim’n tights were: 

• Contribution to the feeling you have at the gym 

• Looking good due to the nice and happy colors and patterns 

• The feeling of being special 

• Not looking like everyone else 

• Cool pieces of clothing 

• They can contribute to the feeling of confidence 

• They can contribute to the feeling of being adventurous 
 

From the company perspective, Aim’n wants the customers that wear the products to per-

ceive themselves as, confident, outstanding, active and unstoppable women. Aim’n further 

explains that their clothing line is developed to make the people wearing their products feel 

happy while doing the things they love. Additionally, as stated before, the founders want 

the clothes to make you feel motivated and inspired while it encourage the customer to be 

active and engage in sporty adventures. 

 

4.3.2 Personality and Physique - the picture of sender 

Aim’n summarizes their brand as being just an ordinary girl and they use these following 

characteristics to describe the brand if it was a human being: 

• Happy 

• Friendly 

• Polite 

• Joyful 

• With high goals and big dreams       
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Aim’n has had a few collaborations with well-known profiles within wakeboarding, such as 

Janni Delér and Carro Djupsjö. The company however, explains that it is difficult to find 

one single person that could possibly address their whole target group, as it is indeed very 

wide. Furthermore, the founders clarify that this is the reason behind them trying to find 

various collaborations in different areas within their target group. The company provides 

several different designs and this attracts different customers as well as that they state that 

the product can be used in many different areas worn by fashion girls, sporty girls or ad-

venturous girls. 

The participants in the focus groups had the overall impression of the brand being: 

• Young 

• Girly 

• Colorful 

• High fashion 

• Appealing 

• Inspiring 

• Nice 

• Comes with a wide and flexible usage span 

• Looking good while working out 

• For many types of girls  

• Feeling good while working out 

• International 

• High health focus 

• Expensive 

• High brand recognition, and when seeing the logo, name or product you would 
instantly realize that it is Aim’n 

Many participants had considered buying a pair of Aim’n tights and one participant added 

that it was because of the good feeling she experienced through the posts on Instagram.  
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4.3.3 Relationship and Culture  

The focus groups discussed the creation of a feeling of unity by doing the sports shown in 

the pictures and thereby you join Aim’n’s community. According to the focus groups, the 

followers of Aim’n’s account have formed a kind of friendship and get a feeling of belong-

ing through shared interests. The groups also state that it feels like ordinary people display-

ing the products on the account and that Aim’n knows the people who are in the pictures. 

Additionally, the focus groups identified that sometimes the founders themselves also ap-

pear in the pictures. The focus groups have acknowledged that they use specific hashtags, 

probably to gain more followers and the groups believe that the creation of word of mouth 

is important for Aim’n.  

The focus groups recognized Aim’n posting pictures every day, further the participants did 

not read or acknowledge the comments; they only like the pictures or tag friends to make 

them recognize it. However, it was discussed that if the participants wanted to know some-

thing, or had a question regarding the products they would rather go through the website 

than comment on the pictures. The groups also discussed the importance for Aim’n to an-

swer questions and to be active in the commentary fields. 

Some participants did not notice any special actions taken by Aim’n for their followers, 

whereas others noticed that Aim’n has sales, special offers, competitions and discounts al-

most every month. The groups concluded that it is a good strategy to get attention from 

followers but also to gain more new followers as the existing ones are asked to share and 

add friends in the comment field. The group also stated that this is a good method because 

it is in line with the target groups’ interest. 

Aim’n wants a happy customer that is satisfied with their purchase. According to the 

founders the core values of the company are:  

• Unique design 

• Good quality 

• Inspirational  

• Motivational   
 

Aim’n tries to mediate the concept of the brand through interactive events and camps and 

has organized one camp so far in collaboration with LaPoint camps, which is an organiza-

tion that arranges surf camps, kite camps and ski camps all over the world. The camp was 
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held in Varberg, Sweden in 2014 and around 30 girls from Scandinavia participated. Aim’n 

highlights that the purpose of the camp is for girls to try new things and challenge them-

selves through different activities such as surfing, kite surfing, yoga and wind surfing. The 

plan is to have a similar event this summer in Sweden that is more focused on training and 

yoga. Aim’n has also organized smaller events with SUP and yoga in Sweden and New Zea-

land, all these activities and events are shown on their Instagram account.  
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5 Analysis  
 

The analysis section uses the theories and concepts presented in the frame of reference to discuss the empirical 

fieldwork and it is structured with guidance of the theoretical framework. 

 

 

5.1 Branding and visual branding 
When looking at the competitive advantage Aim’n claims to have a strong brand due to 

their unique design, however Kay (2006) argued that one should not simply rely on being 

different in order to build a strong brand. In addition, Aim’n considered features of being a 

more personal brand and that they are ahead of their competitors as other key factors that 

contribute to their strong brand. These features were supported by the participants of the 

focus groups, who recognized that Aim’n was amongst the very first to acknowledge the 

absence of colorful sportswear in the market. Furthermore, the founders are visually pre-

sent in many photos on Instagram which gives a feeling of being more personal.  

When Aim’n decided upon a name they took into account features such as; motivation, ac-

tion, active, confidence, reaction and with the foundation aim. The name was also reflected 

in the focus groups in terms of being straightforward, professional and nice. Other factors 

considered by the company when deciding the name were the target group and the benefits 

of the product, which are additional suggestions by Kotler (1982). With regards to this, Ko-

tler (1982) stated that a brand name could be a possible source of value creation, contribute 

to recognition and loyal customers. 

When comparing the qualitative study in terms of the brand name one can see that the fo-

cus groups agreed that the name contributes to high recognition, this is in line with what 

Kotler (1982) believes to be important quality of a brand name. Both Aim’n and the focus 

groups stated that the name was suitable and interesting, which is supported by Karjalainen 

and Snelders (2010), who argued that these features make the name more memorable. It is 

noteworthy that fun, a component that Karjalainen and Snelders (2010) also emphasized, 

was never mentioned in regards to the name by the focus groups nor the company.  

Karjalainen and Snelders (2010) declared that design should be linked to the core brand 

values, which is presented through Aim’n’s Instagram account. Furthermore, a relationship 



 

 
39 

between design features, core brand values and lastly, the potential customer was explained 

by Karjalainen and Snelders (2010). This relationship is indeed displayed through Aim’n’s 

account, where the founders use visual elements to express the core values of Aim’n and 

deliver them to the potential customers in order for them to interpret, feel and appreciate 

the relationship. Altogether, Nandan (2005) claimed that the brand is the company’s true 

value and could be a source of sustainable competitive advantage. Furthermore, Kay (2005) 

declared that just being different will not be enough to create a competitive advantage, and 

so Aim’n’s personal approach and advantageous competitive position could be the key for 

Aim’n in order to achieve a sustainable competitive advantage.    

 

5.2 Branding on Instagram  
As Kay (2006) and Salzer-Mörling and Strannegård (2004) have said regarding that a com-

pany designs their brand through associations and differentiation but also that creation has 

gone from the concrete capacity of production to the production of image. This is reflected 

in Aim’n’s activities, through their pictures they have associated to the brand and with cer-

tain feelings and it appears that Aim’n has used Instagram to convey these feelings. The 

founders are using different environments to attract a wider target group and to portray for 

the followers when and where there are possibilities to use the products. This is branding 

according to Keller (2003), create mental structures for the customer, giving them further 

knowledge to aid in their decision making. Aim’n works with creating feelings, possible 

scenarios and the picture of the type of girl that would buy their products and enabling the 

customer to relate to the brand. 

Aim’n has a focus on marketing communication and the strategy is to create word-of-

mouth through Instagram, this strategy was also acknowledged by the participants of the 

focus groups. By using this strategy Aim’n wants to raise awareness and start a dialogue re-

garding the brand among customers. This can also be seen in the collaborations with fa-

mous people in the industry. As marketing communications mediate the brand and build a 

dialogue to create a relationship between customer and company (Kapferer, 2012), seem-

ingly Aim’n has chosen a good marketing strategy in using Instagram to create a friendship 

with their potential customers; a fact which was supported by the focus groups. 

As Aim’n is considered to be a startup, limited resources have made them choose market-

ing strategies that are cost efficient. Therefore, Instagram was the solution to this due to 
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that it is free to both set up and use. Krake (2005) also said that creativeness is what is 

needed when resources are scarce and when using Instagram, or any social media platform, 

creativeness is an essential part in conveying core values and a strong brand through pic-

tures. Aim’n has succeeded in being creative as their pictures have a lot of thought and ef-

fort behind them and their users interpret the pictures and receive feelings in the way that 

the company intended. Additionally, Aim’n is investing the most valuable resource they 

have, which is time and Instagram is indeed time-consuming. Time and effort are both 

needed in order to portray the core values, which Aim’n emphasizes in the pictures. As 

Karjalainen and Snelders (2010) argued the design as a part of the brand message should be 

linked to the core brand values, which is done by Aim’n. The company analyses and evalu-

ates its target group constantly in order to know what kind of photos to share and what at-

tributes they should include. These actions are supported with what Miles (2014) says is 

beneficial in regards to a company’s target group, that one must research the customer and 

actively work to increase the number of followers especially in the beginning. 

Aim’n believed that Instagram was a very powerful marketing channel when they started, 

due to the amount of users one could reach in an efficient and effective way. Aim’n high-

lighted that a good contact network could be beneficial for a startup to further increase 

their growth. This is connected to what Miles (2014) said regarding Instagram, to come 

across as credible and powerful, it is necessary to have a strong profile in order to increase 

growth and success. Additionally, Aim’n also noticed a positive correlation between the 

pictures they post and the product with the highest sales of the day. 

Aim’n consists of two innovative entrepreneurs who recognized that special and fun 

workout clothes were missing in the market and referring to Berton et al. (2008) who 

claimed that SMEs hold features such as an entrepreneurial spirit, flexibility, and innova-

tiveness, one can argue that Aim’n is just that. The founders are flexible in the sense that 

they were in different parts of the world when initiating the company. They were also in-

novative to the extent that they could acknowledge the absence of products in the market. 

Krake (2005), Lukács (2005) and Kay (2006) added that the entrepreneur and the brand are 

strongly connected, which is also the case with the founders of Aim’n, as they designed and 

developed their products from their own perspective and interests. 

One of the reasons, according to Aim’n, of why they have an Instagram account is to sell 

their products, however their intention is also to share inspiration and motivation. To have 
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an Instagram account connected to a website is not unique and as Miles (2014) says, there 

are many brands engaging in this type of marketing in order to generate traffic to their 

website. Furthermore, another correlation from the company perspective is that the focus 

groups did not perceive the account as pushing for sales, but of delivering a feeling and in-

spiration, which the groups felt was positive. 

 

5.2.1 The Instagram account of Aim’n  

Salzer-Mörling and Strannegård (2004) argue that it is essential to show the visual attributes 

of the brand, however, in the early phase of the company, Aim’n did not have any products 

or samples to show. Therefore, they posted pictures taken before founding the company in 

order to instead show the feeling of the brand and later on add pictures of the products. 

The fact that Aim’n posts pictures of activities, with or without their products, that are in-

tended to encourage an active life aligns with what is argued by Phillips et al. (2014) and 

Karjalainen and Snelders, (2010) about visual branding and the enabling of creating and 

building the brand identity. From the qualitative study a challenge was acknowledged when 

it came to starting up a new account on Instagram, namely to gain followers. Miles (2014), 

provides activities that can be done in order to increase the number of followers, in fact, 

Aim’n actually uses these suggestions of being socially active especially within the company 

niche. 

Additionally, the study has shown that Aim’n does handle several actions well through their 

Instagram account, including the thought behind the slogan and the posts, which is in line 

with the features suggested by Miles (2014). Furthermore, to have a slogan that is interest-

ing and fun can contribute to customers’ recognition of the brand (Karjalainen & Snelders, 

2010), as in the case of Aim’n where the focus groups understood the slogan in the desired 

way. As participant 1 said, “When I looked at it, it’s more about Aim’n for something. Could be a 

target or a goal. Sort of a mix between those two” (personal communication, 2015-04-01), this cor-

relates with what Aim’n wants to deliver, as they say that the slogan is intended to deliver 

the feeling that nothing is impossible and you can reach your goals. Building on that the 

slogan implies the feeling of that everything is possible, a notion that is supported by what 

participant 6 said (personal communication, 2015-04-08), “I would say that you don’t have to be 

adventurous but I think you would feel a bit more adventurous having them on.” The same participant 

added that Aim’n shows opportunities and possibilities on the account showing that you 
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can do whatever you want to do. Another factor that Aim’n succeeds with, according to 

what is suggested by Miles (2014), is posting pictures with good quality. Aim’n intends to 

take photos of good quality and good lighting, they further add colors and appealing back-

grounds to attract the viewers’ attention. 

The focus groups listed many features that they thought described the account, rather than 

what the company did. Even though the company did not describe their account with the 

same features as mentioned by the focus groups it is evident that the account mediates 

what the company intends to convey. The company strives to post pictures that are en-

couraging and inspiring and based on the response from the focus groups, Aim’n was suc-

cessful in their efforts, as the participants describe the account as positive, strong, happy, inspi-

rational.  

However, one difficulty that Aim’n acknowledged with having Instagram as their main 

marketing channel was that it is difficult to follow all the comments from customers. Fur-

thermore, one cannot choose the followers or control what is being commented on pic-

tures, which exposes Aim’n to the risk of attracting the wrong followers and drawing nega-

tive attention, in turn resulting in the ineffective spreading of the brand. However, there are 

ways to tackle the comments, Aim’n answers to make statements against cyber bullying or 

in some cases deletes comments that they do not want to be associated with. As Aim’n 

feels very strong against cyber bullying this could be an issue in regards to their increasing 

growth. To support the acknowledgements of the study Avery and Fournier (2011) men-

tioned the group formation and criticism to be something to wary on social media plat-

forms.  

 

5.3 The brand identity prism 
For this part of the analysis, the brand identity prism was used, and according to Kapferer 

(2012) brands can only exist if they are communicated and as mentioned previously, this is 

what the model is based on. In order to analyze the communication, the different parts of 

reflection, self-image, personality, physique, culture and relationship are presented, which 

are further divided into perception of recipient, perception of sender and the bridging con-

cepts. The researchers of this thesis believe that the model can enhance the analysis and 

since the qualitative study was partly based on it, it is reasonable to be coherent when ex-

plaining the communication process. Finally, Kapferer (2012) and Kotler (1982), explain 
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that behind any communication there are two parts referred to as sender and receiver with 

a message being transmitted and interpreted. In order to display the results related to the 

Kapferer’s brand identity prism, the researchers have applied the figure to the company 

and the focus groups and it is shown in the figure 5.1.  

 

 

Figure 5.1 Aim’n’s brand identity applied to the prism  

 

5.3.1 Reflection and Self-image - perception of recipient  

Aim’n wanted their customers to be seen as confident, outstanding, active and unstoppable 

women. Kapferer (2012) described reflection as the typical customer, how the customer 

wishes other people to look at them when wearing the product i.e. the customer’s outward 

mirror. The focus groups had more or less the same perception as Aim’n desires; young, 

trendy, athletic, fashion, confident, attention seeker. However, the focus groups wanted to 

describe the targeted customer instead of the typical one, which is a common mistake when 

identifying this facet according to Kapferer (2012). One could distinguish that the focus 

groups had acknowledged the customer as wanting to be perceived as a fashionable and 

trendy person instead of outstanding and unstoppable, which was what the company was 
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aiming for. The focus groups concluded that not every woman is a typical customer due to 

the extraordinary design, although Aim’n stated that their customer group is very wide and 

that they have something that fits everyone.  

Contrariwise, Kapferer (2012) explained self-image as being the customers’ internal mirror, 

which gives an enhanced feeling of “who I am” and “how I feel” due to possessing a product 

of a brand. Aim’n stated that their clothing line is developed to make the customer feel 

happy while exercising. Furthermore, the clothes should contribute to a feeling of motiva-

tion and inspiration while they stimulate the customer to be active and engage in sporty ad-

ventures. The focus groups discussed how one would feel when wearing clothes from 

Aim’n, which resulted in feeling special, cool, and looking good because of the happy col-

ors which also contributed to a heightened feeling of confidence and being adventurous. 

One could say that the company has managed to deliver the feeling to its customers suc-

cessfully since they both align.  

Self-image and reflection help to define the recipient (Kapferer, 2012), and these parts indi-

cate that the company is addressing a certain type of people and that they have succeeded 

quite well in delivering a message of “who you should be” and “how people will look at you” when 

wearing Aim’n’s products.  

 

5.3.2 Personality and Physique - the picture of sender  

Kapferer (2012) described the personality facet as what types of human characteristics the 

brand incrementally possesses through selected communication by the company. The 

founders gave Aim’n the quality of being any girl that can identify herself with being happy, 

friendly, joyful, polite, who is striving for something and also has dreams of reaching her 

goals. It was brought up that Aim’n does not have one spokesperson alone for their brand, 

but several. This is an active choice by the company due to the wide spread of the target 

group in order to still be able to attract and offer something to every ordinary girl. Kapferer 

(2012) argued that customers identify themselves with the brand through the personality 

traits, either make themselves into that spokesperson or not understanding the concept; in 

the latter case, the customer does then not belong to the targeted group. Aim’n’s customer 

group is very broad and their brand personality traits are rather widespread, which enables 

many customers to identify themselves with Aim’n. 
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On the contrary, Kapferer (2012) explained the physique facet of the prism as being the 

key identity traits of the brand. These features should involve added value within both sys-

tems; appearance and function, otherwise the brand is considered to be inadequate (Kap-

ferer, 2012). 

The participants of the focus groups discussed the features of the brand, which included 

both value systems: 

Appearance    Function                                       

·      Young    ·   Inspiring 

·      Girly    ·   Comes with a wide and flexible usage span 

·      Colorful      ·   High health focus 

·      High fashion    ·   For many types of girls 

·      Appealing                          ·   International 

·      Nice                                        ·   Feeling good while working out 

·      Expensive                               ·   Looking good while working out 
 
Kapferer (2012) declared that physique and personality convey the sender's identity, and 

that communication creates an image of its sender and delivers it to its customers. Usually 

the customer has no difficulties describing the person bearing the brand name. The charac-

teristics that Aim’n wants their brand to have and how the focus groups understood their 

identity traits corresponded. One matter that the researchers acknowledged was that the 

focus groups perceived the products as being of high quality even though the only experi-

ence the participants had of the products was through the photos on Instagram.   

 

5.3.3 Relationship and Culture 

Kapferer (2012) refers to relationship as what the brand does for its customers. The main 

recognition by the focus groups was the feeling of unity and family as they felt the estab-

lishment of an Aim’n community. An additional recognition was the friendship that the fo-

cus group participants felt Aim’n has established with its followers and customers, and that 

every type of person is welcome and included in the group.  

More actions that were acknowledged by the focus groups were sales, special offers and 

competitions that they felt Aim’n had quite often. Another recognition was that Aim’n 
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needs to be active and corresponding in commentaries, and it was also concluded by the 

focus groups as important due to the contribution of a good ambiance. When it came to 

the participants themselves and if they were active on the account, low activity was shown. 

Overall, they mostly checked Aim’n’s news feed on Instagram and if they had a specific 

concern they would use the website to ask, rather than to comment on a picture on Insta-

gram. 

As Kapferer (2012) explained the importance of meaningfulness behind a product, it would 

not have been enough for Aim’n to just provide the customer with products that have a 

high degree of fashion, it is of importance that it actually means something to wear the 

product. As in the case of Aim’n, where the founders have explained that their products 

should contribute to a feeling of motivation, inspiration and encouragement by wearing 

their products. Furthermore, Kapferer (2012) highlighted the importance of having shared 

values and ideas, since it has shown that there is an increased demand of meaningfulness 

from the customers. This is due to the fact that many customers understand the problem 

of high consumption and that it will not lead to happiness. The focus groups pointed out 

the high price of Aim’n’s products, which implies either that just a specific type of custom-

er is able to buy the products or that over consumption of Aim’n’s sportswear will be pre-

vented.   

The values that Aim’n has been trying to deliver through their Instagram account were ver-

ified in the discussion by the focus groups. Further discussed were inspiration and the us-

age of the products in many different types of sports activities. One participant declared 

that just because of the positive feeling she got from the account, she did consider buying 

products from Aim’n. In line with their ideology Aim’n has organized events and camps in 

order for the customers to come together, connect and exchange ideas and personal pref-

erences. The aim with the camps and events is more than to just create a meeting point, but 

additionally to motivate the girls to try new things. Hence, by showing the experience on 

Aim’n’s Instagram account they are inviting other followers to join in and to be a part of 

the next event.  

Kapferer (2012) stated that the cultural aspect of the model is the most essential one, be-

cause it could be considered as the glue, keeping all the other parts together. The core val-

ues of Aim’n are rather transparent and can be identified through the products that they 

provide and the activities that they organize, all of which is evident on Instagram. All to-
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gether, the aspiration for Aim’n is to create a strong culture within the company in order 

for them to deliver their values to attract potential customers and thereby make them relate 

to it with a feeling of belongingness to the brand. Aim’n uses Instagram to mediate their 

values and further attract new followers and customers to join their community. However, 

in order to retain followers who keep supporting the brand, a relationship needs to be cre-

ated.  

 

5.4 The communication of brand identity and brand image 
 

 

Figure 5.2 The communication process applied to Aim’n 

 

The researchers incorporated the results from the qualitative study into the model dis-

played above in figure 5.2, this in order to simplify and explain the connection between 

brand identity and brand image. Overall, the model is compressed and shows the different 

parts involved when communicating a message. The left side of the figure displays Aim’n’s 

brand identity and with Instagram being referred to as the mediator or the platform that 

delivers Aim’n’s message to its recipient, which is displayed on the other side of the model. 

The customer then interprets the message and relates to it as the brand image. This inter-

pretation may be affected in different ways due to external or internal circumstances, i.e. 

noise.  

Miles (2014) emphasized the importance of knowing your followers and Aim’n claims that 

they are trying to stay updated regarding their target group. Complementary Kotler (1982) 
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stressed the importance of knowing your targeted group. This can enable Aim’n to convey 

a message that is well-understood by their followers as they know what to possibly include 

and avoid in the message. Although, Kotler and Keller (2009) stated that the noise, in 

terms of interruptions, is not always possible to avoid and if marketers are aware of their 

target group and how they decode the message, misinterpretation, or noise, may not occur. 

Thereby, through research and understanding Aim’n can have a more effective exchange 

with the customer. Furthermore, an effective communication is needed for Aim’n to ex-

press their values so that customers have the opportunity to share them, Nandan (2005) 

declared that value sharing needs to be done properly, otherwise it may cause the brand to 

fail. Nevertheless, the study conducted in this thesis did not present a detailed process of 

how Aim’n actually plans their marketing communication.  

To establish a community is a strategy for social media activities, which is suggested by 

Avery and Fournier, (2011) and Miles (2014), however the collected data did not show ex-

plicitly that Aim’n had such strategy. That being said, Aim’n uses specific hashtags, motives 

in pictures and collaborations, which indicate unity in their field, all of which was recog-

nized by the focus groups. Furthermore, the participants of the focus groups recognized 

that Aim’n does special activities for their customers and followers and that it is a very ac-

tive account on Instagram. As argued by Avery and Fournier (2011) and Yan (2011), com-

munities on social media can mediate the brand, which can result in a feeling of unity, and 

this is what has happened in the case of Aim’n according to the participants of the focus 

groups. This implies that customers and users are key players in a company due to the fact 

that they interpret the messages that are sent out by companies, which is also declared by 

Kozak et al. (2012) and Kuksov et al. (2013). Aim’n is aware that their customers are a cen-

tral part of their company and they value their relationship with their followers. 

For the creation of a long-term relationship between a company and their followers, Roy 

and Banerjee (2008) stated that brand identity and brand image need to be incorporated. 

The two concepts are indeed affected by Aim’n and they explained that they evaluate and 

accentuate what they post and communicate on Instagram and also what they want to be 

associated with. Supported by the focus groups was the overall impression of Aim’n put-

ting time and effort on communicating pleasant and inspiring pictures on Instagram. 
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6 Conclusion 
 

The following section will aim to achieve the purpose of this thesis and to answer the research question. It 

will also conclude what was discussed in the analysis chapter and provide the reader with the results and 

possible solution of the research question. Finally a discussion that includes contribution and proposal for 

further research within the field will be presented.  

 

 

What has been explored and investigated throughout this thesis is how Instagram works as 

a mediator between brand identity and brand image for a specific SME. Our research 

shows that Instagram is a potential tool to use for marketing purposes and through visual 

messages it is possible to deliver the company’s values. This thesis presents that marketing 

via a visual approach such as Instagram could be powerful. It is evident that one can por-

tray more attributes in a picture than one planned for, which could be since the message is 

interpreted by the viewer who is impartial.  

If a company has a focus on their target group and does research regarding it, one can with 

adapted pictures that are appealing to the specific target group achieve a similar brand im-

age to brand identity. Additionally if one has a focus on creating a strong and long term re-

lationship with customers through pictures, comments and hashtags, it may build trust and 

thereby receive loyal followers with a greater understanding of the brand. The creation of 

relationships via Instagram allows one to be more personal and enables customers to iden-

tify themselves with the brand, which indicate a stronger bond between the two parties. 

This then implies that there is a possibility to bring brand identity and brand image closer 

together.  

Furthermore, if a company has well thought through core values in focus it can communi-

cate those brand values through pictures on Instagram, as long as one is coherent, and 

thereby one can connect with followers. The study shows that Aim’n manages to deliver 

their core values successfully and inspiration is one of the most repeated words throughout 

this study, which implies that their culture is well communicated. Lastly, through engage-

ment, time spent, effort and commitment to have well planned, structured and quality pic-

tures one can reduce the risk of misinterpretation. 
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6.1 Discussion 
The research shows that a good picture on Instagram communicates a company's core val-

ues, further it attracts followers and contributes to a company’s success. In order to deliver 

such a picture it requires time and effort, and if done correctly the customers can for ex-

ample get an impression of quality through Instagram. As was shown in the case of Aim’n 

and where their potential customers understood the products to be of high quality. In addi-

tion, this study has shown evidence that having strong and well defined core values in a 

company is of importance. 

When weighing the evidence it seems as if the different facets of the brand identity prism 

have been successfully communicated and perceived in the case of Aim’n. It appears likely 

that culture and relationship are the essential parts when it comes to a company’s brand 

identity. In addition, culture could be the most crucial aspect for a company’s success, con-

sidering that it is apparent in the other facets and it is what seems to unite a company. The 

core values of Aim’n address many customers since they include recognizable ideals which 

indicate that a strong relationship to their customers can be established. The founders of 

Aim’n have discovered situations in the everyday life that customers have in common and 

this enables them to easily connect with their users and communicate their brand identity 

through Instagram. Also the research showed that Instagram is a possible solution of cost 

efficient marketing for SMEs.  

 

6.1.1 Contribution  

The contribution of this study is first and foremost the additional research about the appli-

cation Instagram, which is important because prior research is limited. Despite that this re-

search is based on a case study with one company, the researchers consider that the find-

ings about brand identity are to be useful for other SMEs. Hence, SMEs within the same 

industry which have the same aspirations to increase awareness of their brand on Instagram 

can use this research. Therefore, other SMEs can be inspired from how Aim’n is using In-

stagram, how they deliver their brand identity and how they build their brand through so-

cial media. Hence, many of the learned outcomes of this thesis can be applied by other 

SMEs. Moreover, the researchers believe that the study has contributed to an extended re-

search about branding in SMEs.  
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6.1.2 Proposal for future research 

To complement this study, one suggestion is to conduct additional research to gain more 

coverage of the market using Instagram as a communication tool. The Kapferer’s brand 

identity prism was chosen to be applied in this research to see whether the connection be-

tween brand identity and brand image is apparent, and it was applied to the case of   Aim’n. 

Nonetheless, further research is needed in order to strengthen the possible future usage of 

the model in social media contexts.  

After the conducted study, the researchers believe that an established relationship and cul-

ture make customers and company stay loyal towards each other. Hence, noise and misin-

terpretation of brand’s identity could have less influence on customer’s perception. How-

ever, the study did not find much support for this statement, therefore, a suggestion is to 

make further research within this area. 

As stated in delimitations of the thesis the researchers were not to look into the change in 

sales. Though, when conducting the interviews with Aim’n it was explained that the pic-

tures posted on Instagram generated an increase in sales. This is therefore something that 

could be researched further, how Instagram can contribute to a change in sales.  

Instagram enables SMEs that through illustrations mediate their brand identity and it seems 

likely that by using Instagram one can bring brand image closer. Though this thesis did not 

aim to study whether a possible gap between brand identity and brand image can actually 

be closed and therefore this is not something that the researchers can conclude. However, 

if Instagram can fully close the gap is a possible subject for further research.   
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Appendix 1 

Questions designed for Interview 1 with Aim’n 

Q1: Can you give us the background and the story of Aim'n? 

Q2: What is your mission and vision statement? 

Q3: Can you describe the thought behind the name, logo, and the design in a branding 

context? 

Q4: Can you elaborate on the production process (design, production, distribution, quality, 

quantity)? 

Q5: Describe your targeted customer group? 

Q6: How do you target your customer group? 

Q7: What is Aim’n’s marketing strategy? 

Q8: What are the reasons behind promoting your brand on Instagram? 

Q9: Do you use any analytical tool to measure the efficiency of the posts on Instagram? 

Q10: Explain the resources invested on marketing through Instagram? 

Q11: Are there any drawbacks with the use of Instagram for Aim’n? 

Q12: How do you communicate on Instagram? 

Q13: Which aspects/features are essential to succeed on Instagram? 

  Follow up; To what extent do Aim’n hold these features? 
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Appendix 2 

Questions designed for Interview 2 with Aim’n 

Q1: If Aim’n were a person, who would that person be?   

Q2: Can you describe what kind of feelings you want to deliver to your customers through 

Instagram? 

Q3: How do you want the customer to perceive themselves (who am I when I’m wearing 

something with an Aim’n logo on)? 

Q4: What are your core values within the company? 

Q5: What makes you unique? And how do differentiate from your competitors? 

Q6: Why should I buy Aim’n products? 

Q7: How would you describe the internal culture of the company? And how is that reflect-

ed in the daily business activities? 

Q8: What customer relationship is ideal for Aim'n? 

Q9: What are the most important cornerstones for Aim’n related to customer relationship? 
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Appendix 3 

Questions designed for oral interview with Aim’n via Skype  

Q1: Why do you consider yourself as a strong brand more than due to the design?  

Q2: Where is your competitive advantage? What makes you special? 

Q3: Why do you organize Camps? And how do you organize them? 

Q4: If the brand Aim’n was a human being, who would it be? What specific characteristics 

would that person have?  

Q5: Who would you choose to represent your brand?  

Q6: You mentioned that your brand is connected to your pictures, could you elaborate and 

explain more?  

Q7: You have mentioned earlier that Instagram is cost-efficient, are there any other reasons 

for using Instagram? Have you considered any other marketing channel than Instagram? 
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Appendix 4 

Questions designed for focus group discussions 

Q1: What are the traits of the brand that you have identified through following the compa-

ny on Instagram? 

Q2: Who do you think would buy a product from Aim’n? and how do you think that per-

son wants to be perceived by others? 

Q3: Could you describe a potential customer?  

Q4: Did you through Instagram get a perception of how Aim’n relate to their followers? If 

so, explain how? 

Q5: How do Aim’n interact with their customers through comments on the account? 

Q6: What do Aim’n do for their followers? and with do we mean activities and like putting 

extra effort into the relationship? 

Q7: How do you believe that you would feel wearing Aim’s products?  

Q8: If you think of the photos and the clips that they post what emotions and  

what feelings do Aim’n deliver through Instagram?  

Q9: Do they give a certain impression of who you will turn into if wearing their products? 

Q10: General thoughts? likes or dislikes? 

Q11: Will you keep following the account? 

 

 

 


