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Abstract 
Introduction 
Entrepreneurs embarking upon a new business venture have a vast amount of responsibilities to 
consider during the new venture phase, therefore strategically taking action to gain a competitive 
advantage in the marketplace is a necessity. While there exist many routes towards acquiring an 
edge over the competition, branding proves to be a highly effective and influential strategy. As 
entrepreneurs are left to their own business development devise, there is no one approach towards 
creating a brand. Brand image and brand identity are two components of the brand strategy that 
impact and leverage the success of the branding design. Nonetheless, it is up to the entrepreneur’s 
own accord to implement these components, thus the general consensus is unknown as to whether 
they take into consideration aspects of branding, specifically those of brand image and brand 
identity during their new venture development.  

Purpose 
The purpose of this study is to shed new light on branding for new venture companies, specifically 
investigating the brand image and brand identity perspectives.  

Method 
The primary data for the research was gathered through a series of semi-structured open ended 
interviews among five entrepreneurs who all cultivated a new venture for no longer than two years 
of age. Furthermore, secondary data was compiled from suitable peer-reviewed articles and 
published books sustaining appropriate theories and models. 

Conclusion 
The discovered research indicates that branding in general is a known valued strategy among new 
ventures but not necessarily a highly ‘worked with’ concept. As a whole, the new ventures work 
with branding activities to a various extent but for the most part did not show a comprehension of 
what entails brand image and brand identity. However, the findings show that new venture 
entrepreneurs withhold their own interpretations of the terms, but those meanings did not translate 
into the actual essence of what brand image and brand identity signify. Furthermore the research 
suggests that new ventures unknowingly consider some aspects of brand identity and brand image 
in their development phase. They were found to deliberatively acknowledge some facets of brand 
identity and brand image but also were recognized as disregarding others. Even though there 
existed some unknowingness, inconsistencies, and lack of comprehension among the ventures in 
regards to brand image and brand identity, it is important to note that the entrepreneurs upheld an 
eagerness to learn, thus suggesting that their future branding strategies may become successful.  

Key words: Branding, Brand Building, Brand Identity, Brand Image, and New Ventures. 
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1. Introduction  

Entrepreneurs face an enormous amount of challenges and obstacles when embarking upon new 

business ventures. The spirit of entrepreneurship is a concept that continues to push and overcome 

these challenges in order to achieve new grounds. One difficulty that new ventures encounter 

during their early phases of development is the concept of branding (Merrilees, 2007). 

Consequently, branding within new ventures will be the broad investigatory phenomenon within 

this thesis. Branding in itself is a complex concept consisting of many integrated components and 

has been described simply as the process of promoting goods or services (Leventhal, 1996). 

However upon further investigation, branding is much more complicated. Attaching names, 

symbols, and design to something a business intends to promote are just a few of the concepts’ 

facets (Castree & Kitchin 2013; Rogers 2013; Giddens & Hofmann, 2001). Gartner (1985) 

explains a new venture as a complex phenomenon with multiple routes but can be more 

approximately described as the business creation by an entrepreneur. For new ventures, branding 

is a relevant phenomenon as it has propensity to establish their position on the market place. 

Branding is a tool to attain consumer awareness and as new ventures are recent players to the 

business world, the concept upholds a significance (Leventhal, 1996). Branding in itself is an 

intricate phenomenon made of many moving parts, yet brand identity and brand image are two 

influential components of the concept (Roy & Banerjee, 2007). New ventures tend to be created 

to fill a gap in the marketplace and in doing so, bring something new to their specific industry 

(Krueger, 1993). Furthermore, branding is used to differentiate one company from another and for 

a new venture, it is a way to separate their new offerings from their competitors (Murphy 1988). 

In accordance, this thesis has funneled its focus of general branding within new ventures into two 

main trains of thought. Specifically analyzing the elements of brand image and brand identity, the 

directional purpose of the research aims to shed new light on the phenomenon of branding within 

new ventures, as aligning both elements leads to strategic advantages (Roy & Banerjee, 2007). 

This will further provide constructive knowledge or informative guidance for entrepreneurs 

delving into a new business.  

Furthermore, the logical reasoning to research branding within new ventures stems from the fact 

that building a brand in a new venture can be used as a positive marketing strategy for a company. 



   
 

 2  
 

It has been proven important for new ventures to start branding activities early on, i.e. already in 

the planning and implementation phase (Bhave, 1994). Accordingly, developing the corporate 

brand for a new company can play a significant role in their market establishment. Thus, the 

research will aim to bring forth relevant brand building knowledge that can positively benefit new 

ventures in their process of generating its brand.  
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1.1 Background 

1.1.1 Branding 

Branding is an engaging topic within entrepreneurship and as previously explained, it plays a 

crucial role in the development of new ventures; which in turn, makes it an interesting 

phenomenon to investigate. There are several ways of running a successful venture, and perhaps 

even more ways of how to gain competitive advantage. As a new venture entrepreneur, one must 

take a number of business elements into consideration and it is not unusual that marketing 

activities such as branding gets forgotten. Since branding is proven to strengthen the consumer 

experience and to create competitive advantage (Kay, 2006), new ventures can gain from taking 

branding activities into consideration, where the two instruments of brand image and brand 

identity can help the new venture to structure its branding actions.  

1.1.2 Brand Strategy for New Ventures 

Branding is a difficult or strenuous concept for new ventures and not necessarily an easy idea to 

grasp, especially from the entrepreneur’s standpoint. At the early development stage of a new 

venture, thinking “big picture” may be strenuous due to the entrepreneur’s mind being preoccupied 

with many immediate responsibilities. However, branding is a big picture concept that has an 

important role on the possible future success of a company and establishing it early on leads to 

advantages (Bhave, 1994). Creating a prosperous brand enhances the abilities to gain customer 

acquisition and build loyalty (Giddens & Hofmann, 2001). Unfortunately this is not always a 

reality as entrepreneurs many times are insufficient in the awareness of prominent brand 

importance during the inception process of their new venture (Gaddefors & Adersson, 2009). 

1.1.3 Brand Identity  

In the early development stages of the inception of a company, the branding of an organization is 

usually not correctly organized. Commonly, in the early stages of development, the brand is 

represented by the company’s product or service (Kapferer, 2008, Harris & Chernatony, 2001). 

Kapferer (2008) explains that a brand and a product is not the same thing, instead a brand is the 

vision that drives the creation of products and services under that name.  Moreover, the vision, 
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core values, and fundamental beliefs of the company can be synthesized as the “brand identity” of 

a company (Kapferer 2008).  

1.1.4 Brand Image 

The term brand image has been widely used with a variety of phrases, meanings, and definitions 

(Dobni & Zinkhan 1990). By collecting the progressive definitions of the term and the similarities 

of those interpretations, a fundamental explanation of brand image is made. Brand image is a 

particularly subjective and an emotional phenomenon formed from the perspective of the customer 

and is the concept of the brand that is recognized by the consumer. Consequently, brand image is 

not intrinsic in the mechanical, physical or functional involvement of the product but is instead a 

morphable anomaly that is distinguished by the person observing the brand (Dobni & Zinkhan 

1990; Low & Lamb, 2000).   

1.1.5 The New Venture & the Brand 

New ventures represent a raw company without any organizational structure, acting legally and 

economically in the market for a short time (Rode & Vallister, 2005). In the development phases 

of the new venture, the company's obstacles and vulnerability creates a threat of immediate 

bankruptcy. According to Harvard Business School, 75% of all start-up companies fail (Blank, 

2013). It is important to emphasize that new ventures are not just smaller versions of large 

companies but in fact, the firms can vary vastly in their characteristics, as do the entrepreneurs 

who create them (Bhave, 1994; Vesper, 1990). Each business is conceived in extremely 

individualistic and personal ways, with a multitude of challenging circumstances facing the 

entrepreneurs at the startup stage.  

In the early stages of inception, new ventures struggle with the problem of overcoming the 

"liability of newness", as it can be difficult to become well-known, reputable players in their 

markets. One way in which they can overcome this issue is by creating a corporate brand through 

the action of branding (Vitt & Rode, 2005). Branding has a fundamental role in gaining market 

attention and awareness spreading. This is an important concept for all companies, but perhaps 

even more so for a rather unknown new venture. By quickly communicating their brand to the 

marketplace, the likelihood of the new venture overcoming the battle of gaining establishment is 
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probable. This strategic importance should play a crucial role in corporate management, not only 

in large firms but new ventures alike (Vitt & Rode, 2005). 
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1.2 Problem Discussion  

New business ventures provide a particular interesting context for the research of corporate 

branding in its early stages, as their rooted brand structures and processes do not yet exist. 

Academics progressively acknowledge that corporate branding refers to the formation of an 

organization’s unique characteristics, yet there is little academic research on the basis of New 

Ventures. The majority of current discussions, revolving around corporate brand management’s 

matters and factors, widely focus on already established companies (Rode & Vallister, 2005). 

Research on the process of branding in the developing phases of a new venture has thus far 

attracted just limited attention, especially in regards to brand identity and brand image. Despite 

extensive research on branding in current business literature, examination of the relationship 

between branding (within the context of the two instruments brand image and brand identity) and 

new ventures is nonexistent. The research attempts to fill this gap, where brand image and brand 

identity are the two main examined instruments on the topic of branding. This thesis aims to shed 

new light on the branding strategy of new ventures, specifically looking at the new venture’s brand 

identity and brand image. It is of importance for a new entrepreneur to consider branding, therefore 

an exploration how branding can be applied through brand image and brand identity is of value to 

both the entrepreneur and the new venture, and to entrepreneurs wishing to start a new venture.  
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1.3 Purpose and Research Questions  

1.3.1 Purpose  

The aim of this study is to shed new light on branding for new venture companies, specifically 

investigating the brand image and brand identity perspectives. 

1.3.2 Research Questions  

Research Question 1:  

What is the perception of branding, brand image, and brand identity among new venture 

entrepreneurs? 

Research Question 2:  

Do new ventures take into consideration the aspects of brand identity and brand image during 

their new venture development?  

1.3.3 Perspective 

This paper was written from the outlook of the entrepreneur whose ambition is to start a new 

venture. Therefore investigatory interviews have been administered to new venture entrepreneurs 

whose new ventures have been in existence for no more than two. The ambition of this research is 

to bring new thoughts to entrepreneurs wishing to start a company. The aim of the thesis is to shed 

new light on the branding strategy of new ventures, specifically on the brand identity and brand 

image aspects. Therefore the thesis is written with the ambition to help entrepreneurs to consider 

brand image and brand identity in the branding process within their new venture business 

development.  

1.3.4 Delimitations  

The researchers limited this study to the confines of Jönköping municipality due to the accessibility 

and time frame of the thesis, and have thus not explored ventures outside of Jönköping. As 

mentioned above, the authors investigated the subject of branding through two different 

instruments; brand image and brand identity, and did not include any other elements of branding 

strategy. Hence, the results are applicable for all new venture entrepreneurs but more so for those 
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residing in Sweden. In addition, the authors limited this thesis to focus solely on new ventures, 

which constitutes those who have been established for a period of no longer than two years and 

will not investigate ventures older than of two years of age.  

1.3.5 Definitions 

Brand: A firm's intangible strategic asset and sustainable value system linked to a name, term, 

symbol, design, or any other feature that adds value to (or subtracts value from) the firm's offerings 

and supports the buyer and user experiences in such a way that they perceive it as relevant, unique, 

and distinct; matches their needs more closely than those of other firms; and they feel a strong 

attachment or enduring relationship towards it (Keller, 2012; Ghodeswar, 2008). 

Branding: “Branding is a technique to build a sustainable, differential corporate advantage by 

playing on the nature of human beings” (Rooney, 1995, p.48). 

Brand Image: A set of associations or perceptions that consumers have for a brand; it is awareness 

or recognition. Brand image also implies attitudes toward a brand, either positive or negative, 

which are learned over time (Day, 1970).  

Brand Identity: Brand identity is a unique set of brand associations that the brand strategists 

aspire to create or maintain. These associations represent what the brand stands for and imply a 

promise to customers from the organization members (Aaker, 1996).     

New Venture: A freshly started entity developed with the aim to profit financially. Often created 

based on the demand of the market, or lack of supply of the market (Gartner, 1985).  

Throughout this thesis, a new venture is referred to businesses whose establishment on the market 

is no more than two years of age. 
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2. Frame of Reference  

In respect to the theoretical framework, the authors studied published research within the area of 

branding, brand image and brand identity, with the intention to discover relevant articles and 

scientific analyses as well as creating an overall view of the research problem. The theoretical 

framework is important in order to strengthen the authors’ knowledge within the topic and thus 

increase the credibility in the findings and conclusions that are discussed in the analysis part of the 

thesis (Bryman & Bell, 2007).  

2.1 Branding  

“Value added products need a distinct individuality - they need a brand.” (Giddens & Hofmann, 

2001, p.1) 

Investigating branding within the realm of new venture companies proves to be a unique and 

interesting research topic for multiple reasons; one of which being the lack of position and 

prominence in the marketplace. Branding is a concept that appears to be a necessary process of 

building a company’s sales, which allows their products and services to become identifiable. It is 

one of the most important factors influencing a company item’s success or failure in today’s 

marketplace (Castree & Kitchin 2013; Giddens & Hofmann, 2001; Bhave, 1994). Branding is the 

process of identifying the brand and in turn, the brand itself is the combination of names, words, 

symbols or design that identifies the product to its company, thus differentiating itself from 

competition (Giddens & Hofmann, 2001). Only humans can attach meaning and feeling to 

inanimate objects and random collections of symbols, which suggests the appeal of branding is not 

entirely rational (O’Malley, 1991). As a result, once the consumers become accustomed to a certain 

brand, they do not readily accept substitutes; therefore allowing organizations to seek ways of 

taking advantage of this human trait through the strategy of branding (Rooney, 1995).  

Leventhal (1996) put branding in a broad context, explaining how branding encompasses both the 

tangible and the intangible benefits provided by a product or service. He describes how branding 

covers the entire consumer experience and includes all the assets critical to delivering and 

communicating that experience, namely the product name, advertising, product or service, and  in 

many cases the multiple media and proliferating distribution channel (Leventhal, 1996). All in all, 

it is the preliminary method to generate consumer awareness through not only naming what the 
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company offers and stands for, but also by distinguishing the offer from other similar products or 

services within that category. Branding is about being different, and through which, a competitive 

advantage can be created (Kay, 2006). Likewise, Roy and Banerjee (2007) further explain that 

branding acts as a supporter in the achievement of competitive success.  

In a sense, branding consists of thinking ahead of the consumers, anticipating and shaping their 

needs or wants. As mentioned before, the most central objective in branding is to differentiate 

products (Murphy, 1988; Bhave, 1994). Accordingly, if products are the same as their competitors, 

little room is left for customer preference. The goal, or what can be called one of the “primary 

logics” of branding, is to distinguish or differentiate a product or service within its category. Within 

this “product decision” framework, branding decisions are effectively applied to the company’s 

products and services for many decades (Kay, 2006). Consequently, a brand offers instant product 

recognition and identification, thus allowing consumers to identify branded products for their 

extended lifetime. Furthermore, branding can be seen as the act of helping the brand be seen as a 

concept, something that gives appeal to customers rather than just an added name. In relation, it is 

used to reduce the risk that consumers face when buying something that they know little about 

(Rooney, 1995). Brands are best understood in terms of a particular “logical structure” that channel 

consumer perceptions. Being names that are associated with experiences, brands can also be 

treated as logical structures that are parallel to metaphors, allegories, or other representations. As 

associative representations, the brand is used to explain why products and services have meaning 

for consumers. Congruently, Kay (2006) explains the function of a brand is to create meaning, and 

there are numerous ways of making meaning “happen”.  As a result, when a product has a sense 

of familiarity, the consumer upholds higher purchase confidence.  

To understand the holistic idea of a “brand,” it can more understood by being segmented into three 

categories. Ghodeswar (2008) explains how these divided categories are critically engaging for 

newly developed entities. The three levels of the progression of brand development are expressed 

as: 
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Level one 

The brand identity of the new venture is associated through the use of labels and logos. This is 

where the brand initially wants to emit its identity and be reciprocated in the form of being able to 

be identified with certain symbols.  

Level two 

Level two consist of brand’s construction of differentiation, which can be translated as the strategy 

the brand takes towards instituting a specific perception in the minds of its demographic or 

consumers. 

Level three 

Level three is the final step in which the brand seeks to create an emotional relation with its 

customers. By generating an emotional association with a brand, customers are more likely to 

differentiate the brand over its competitors. 

Developing the strength of a brand is not deemed to be easy according to Aaker (1996). Branding 

requires broad analysis of market positioning, yet both the methods of analysis and the rules to 

follow in making branding decisions can be daunting tasks for marketers (Aaker, 1996). A brand 

is no longer merely an instrument wielded by marketers; much of its functions occur through its 

interactions with different actors, including consumers, employees, distributors and the media 

according to Cova & Pananque (2016), who also state that powerful brands are the products of 

multiple sources authoring multiple narrative representations in multiple venues, where branding 

is an important tool. Organizations develop brands as a way to attract and keep customers by 

promoting value, image, prestige, or lifestyle. Additionally, a good brand will give the customer 

value for the dollar and employees the satisfaction and confidence in their products (O’Malley, 

1991; Giddens & Hofmann, 2001). Moreover, strong brands require strong brand awareness, thus 

making awareness of the utmost necessity (Keller, 1998). The brand’s awareness is established by 

repeated exposure to the brand from the consumer’s interaction, i.e. marketing campaigns and 

advertising (Keller, 1998). This concept is a crucial influencer in the branding process that would 

be an important consideration when strategizing the development of the brand.  
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2.1.1 Importance of Branding 

Brands have a social impact on the society and consecutively the society itself influences the 

development of the brand (Cova & Paranque, 2016). Sales are crucial to the company survival, 

however if consumers are unaware of what the business offers, the likelihood of failure increases. 

Thus, through branding that dilemma can significantly be reduced. Because branding is about 

building sustainable relationships with consumers, companies closest to the consumer often have 

an advantage with that connection. Hence, companies that have taken branding into consideration 

will always gain an advantage over competitors since they communicate with the consumer 

(Leventhal, 1996). Today, firms apply branding to more diverse settings where the role of branding 

is becoming increasingly important and market analysts generally agree that this trend will 

continue and be part of a formula for successful firms in the future (Rooney, 1995). In relation, by 

expressing the features that identifies one seller’s good or servers as being distinct, generally 

through names, design, symbols, etc, from those of other sellers; the brand becomes a an influential 

actor in the shaping of modern day society (Cova & Paranque, 2016). 

2.2 Benefits of Branding  

According to Giddens and Hofmann (2001), the act of branding is beneficial for four reasons: 

1. Differentiation 

A brand provides a strong and definitive purpose for customers to buy a product. If this reason 

does not exist, the product becomes a commodity, thus the single measure of its value becomes its 

price. Small, value added corporations cannot only compete on price successfully and as a result, 

but most incorporate some form of differentiation. 

2. Conveys Value 

Consumers recognize brand-name products as higher quality, more reliable and a better value than 

that of non-branded products. Generally speaking, the number-one brand in a category can 

command a 10% price premium over the number-two brand, and a 40% premium over the store 

brand. This price premium is known as a brand tax. Consumers realize that a strong brand can 

decrease the risk of getting disappointing or faulty products. 
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3. Builds Brand Loyalty 

Brand loyalty is the occurring stream of profit generated by repeat and referral sales of a specific 

brand. Repeat sales can be as much as 90% less expensive to a company than new customer 

development. 

4. Builds Pride 

Branded and recognizable products invoke a sense of pride among those who associate with 

production, promotion, sale and distribution of those products. 

Along with Giddens and Hofmann (2001), Murphy (1988) states that having a brand is important 

for a corporation; if the brand is appealing, consumers will purchase that particular brand, which 

in time will lead the brand itself to become a valuable asset. Brands are considered enduring assets 

as long as they are properly maintained and continue to offer consumers the standards they demand. 

Hence, Murphy enlightens that the brand plays a vital strategic role in every corporation (Murphy, 

1988). The evidence for the strength or power of the brand is made by the success story of it. Yet 

the brand is not equal to a story or narrative; and it is not the same as the corporation that created 

it. Instead, the story is presented to clarify how brands hold power or strength by creating 

associated meanings in the minds of consumers (Kay, 2006). 

Brands play a major role in the society, and the society, in turn, significantly influences the brand 

development (Cova & Paranque, 2016; Nandan, 2005).  It is a necessity that companies make sales 

in order to survive, however no approach will sell a product or service if the consumer does not 

possess an awareness about it. Because branding is about building sustainable relationships with 

consumers, companies closest to the consumer are often best placed to create that relational link, 

hence the companies that have taken branding into consideration will always gain advantages since 

they deliberately communicate with the consumer (Leventhal, 1996).  
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2.3 Branding as a Strategy  

Strategically, branding is a tool in the aid to successful business and within branding being 

different is critical. However, there are different views concerning how managers can effectively 

differentiate their brands, or even if being distinctive is enough.  Kay (2006) states that 

differentiation is not necessarily the primary goal; nevertheless it is an important consideration. 

Essentially, the end result of branding must be not only appropriate but also differentiated from 

the brands of competitors. As a result, the consumer must have a reason to choose one brand over 

another, which makes branding an excellent mechanism in corporate strategy (Murphy, 1988; 

Nandan, 2005). 

Highly competitive markets compel powerful brands to become an essential tool in the 

accomplishment of growth. Therefore, brands have been widely acknowledged as having a 

financial value due to their ability to generate future cash flows (Dalhoff et al. 2004). There is no 

one single approach a firm must follow; instead, businesses have several branding strategy options 

when managing their brand (Dalhoff et al 2004; Abimbola, 2001). When either launching a new 

product or making an acquisition, firms make a strategic choice in the use of their branding strategy 

for determining how the branding should be adopted in order to maximize intangible value 

(Dalhoff et al 2004; Nandan, 2005). Consumers hold many associations with strong brands in their 

long-term memory, so branding plays an important role in the attainment of consumer - to - brand 

association (Brunner et al, 2016). Moreover, strong branding can also accelerate market awareness 

and acceptance of new products entering the market (Brunner et al, 2016; Murphy, 1988; 

Abimbola, 2001). In relation to the marketing strategy, Leventhal (1996) describes branding as a 

strategic cornerstone, and how entrepreneurs who focus on gaining a corporate surplus always 

must be aware of branding as one of the strongest tools in marketing activities. Brands become an 

unseparated part of a firm’s value and an important strategic asset, which could possibly become 

the driver of the whole marketing planning process. Going beyond a tactical level in the marketing 

planning process, branding thus becomes a competitive advantage for firms (Mirrelees & Wong, 

2008). 

Cova and Paranque (2016) further express that there is a growing influence of brand community 

activities. This does not only relate to brands and the new opportunities they create for firms but 

also for the change in the balance of power between firms and the society where branding is a 
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major role of influential communication (Cova & Paranque, 2016). The major advantages for using 

branding as a corporate strategy are the economies of scale in marketing, as well as the efficiency 

in creating brand equity, which consequently can help lower per-item promotion costs (Dalhoff et 

al 2004; Abimbola, 2001). Dalhoff et al (2004) continues to explain that even though branding is 

a great strategic tool to gain marketplace, it is important to not ignore the risk of dilution or loss 

of the brand identity of a firm by overstretching a brand name to product categories that do not 

match the brand's established associations. When done right, branding strategy can be of great use 

in a product extension line due to the spillover effects among the products with the same brand 

name. As a result, consumers are likely to transfer their loyalty between products that carry the 

same brand name. 

Having a notably strong brand is a significant managerial resource, upon which it can establish 

distribution networks, enable brand extensions to aid customer acceptance of new products, and 

strengthen pricing flexibility (Kay, 2006). Likewise, Boyle (2003) suggests that branding activities 

are the utmost important actions to take in order to gain customer acquisitions. As the number of 

brands in a product category increase, it does not logically follow that brands are losing their 

meaning. However, the prevalence of weak brands in a product category may make it easier for 

new brands to enter and steal market share. Accordingly, Murphy (1988) explains that brands only 

survive if they are looked after, thus brand owners are required to constantly ensure the brand’s 

qualities and values are maintained and continued. As a result, they must continue to appeal to the 

consumer and should be developed in a way to maintain their attractiveness in a changing world 

(Murphy, 1988). 

2.4 Branding in New Ventures  

As new ventures emerges unknown into the marketplace, they lack prominence and position in it. 

Petkova (2008) argues that during the creation of a company there is no established identity or 

reputation. In relation, Rode and Vallaster (2005) observe that in new ventures, the need for 

internal structures is crucial and their “know how” is limited.  Thus, branding is a concept that is 

undeniably important for not only for just large organizations but also for small and medium sized 

businesses (Keller, 1998; Urde, 2003). New ventures, being young and recent players in the 

marketplace, have a disadvantage compared to existing experienced organizations. Because new 

ventures are so new to the marketplace, their vulnerability in the early phases of business is high. 
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Accordingly, the inadequacy in the new venture’s market power leads to a smaller customer base 

and weak competitive advantage (Wynarczyk, 1993). The lack of gaining a market place is the 

driving motivation for new companies to create their brand (Stokes, 2006; Vesper, 1990).  

For a new venture to succeed in the marketplace, it must build itself up and differentiate itself from 

competitors. Branding is that tool in which a company can achieve an edge over its rivals. As Kay 

(2006) explained, the entire concept of branding revolves around being different. Consequently, it 

is within that originality, a new venture can create a leveraged position in the industry. By 

strategically generating a brand, the likelihood that the company will achieve its economic position 

and its likelihood of success significantly increases (Kay 2006). However, it is easy to claim that 

branding is significant for business but for new ventures, putting it into practice can be challenging. 

There is no single approach to developing a strong brand. The “logic of branding” appears to vary 

for each individual brand. Yet, strong brands create logic themselves as they form representations 

that influence consumer’s perceptions (Keller, 1998; Urde, 2003). These logics vary as customers 

adopt new behaviors by embracing new technologies or new innovations. Many branding 

strategies have been proposed, namely the concern to brand products and services, as they are 

associated to the originating corporations. However, branding within itself is more comprehensive 

than just allocating its attention on what the company offers. The way in which that brand is built 

is dependent on the size of the firm and research argues that the strategic methods of branding are 

different between small and large businesses (Wong & Merrilees, 2005; Ojasalo, 2008). Therefore, 

entrepreneurs should take this into consideration, as new ventures are small businesses from 

inception. 

New ventures struggle with the concept of branding, as there exist little directional guidance in 

conventional branding literature (Merrilees, 2007). The existing literature’s focal point is directed 

mostly towards multinational and well established companies and spotlights topics not necessarily 

so applicable for new ventures (Aaker, 1996, 1998; Keller, 1998; Kapferer 2008).  The need for 

branding specifically in new ventures exist due to several factors. New ventures have a scarcity of 

resources (Abimobola & Vallaster, 2007), are weak in their internal processes and structure (Rode 

and Vallaster, 2005), and possess the dire need to establish a reputation (Petkova, 2008; Vesper, 

1990). Furthermore, branding secures a marketplace for new ventures. If a new venture does not 
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promptly establish their brand in the marketplace, they face the likelihood of disappearing or 

quickly fading away. 

2.5 Congruence of Brand Identity and Brand Image 

Murphy (1988) assert that the brand plays a vital strategic role in every corporation, where brand 

strength is central in how the customer perceives the brand image and identity (Murphy, 1988). 

For a brand to be considered “strong” many integrated and synergetic facets work together to retain 

the brand’s prosperity. One of those aspects that contribute to a successful brand is the congruence 

of the brand’s image and identity. Another contributor to its success is the lasting bond between 

the brand and its customers (Roy & Banerjee, 2007). In order to create that bond, Roy and Banerjee 

(2007) explain how strategically integrating brand identity with brand image, to strengthen the 

relationship between the two, is key. If a brand’s image and identity are not properly integrated, 

major setbacks and obstacles may arise for the company. In other words, brand identity and brand 

image are crucial roleplaying aspects in the brand building process. They contribute to the success 

of the brand, which ultimately demonstrates their importance. As Bresciani and Eppler (2010) 

explain, brand image and brand identity are major factors in the acquisition of brand loyalty for a 

firm. Brand loyalty is generated and preserved by establishing a link between brand identity and 

brand image (Bresciani & Eppler, 2010).  

2.5.1 Derby Matrix 

Roy and Banerjee (2007) explain how escalated competition is continuously making it difficult for 

brands to preserve a committed connection between the customer and the brand. Thus, the 

conception of the Derby Matrix was created; demonstrating, how in order to maintain a strong 

brand to customer relation, the brand image and brand identity of the new venture must be aligned 

(Roy & Banerjee, 2007). The matrix is designed to reveal the level of alignment between the two. 

Not only is the congruence of brand image and brand identity a crucial element in the branding 

strategy; but also in order for a brand to develop and evolve, Roy and Banerjee (2007) explain that 

the company’s brand identity must also be integrated with its brand image.   
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2.5.2 Brand Management  

Copious amounts of planning and forethought are put into the strategy of how a brand should be 

perceived in the marketplace. Brand identity and brand image do not simply align, as they are both 

two separate concepts that need a certain interrelated balance. Brand management, is the process 

of developing a harmonious relationship between the two while simultaneously implementing and 

executing the values of the brand (Kapferer, 2012). In other words, the brand manager holds the 

responsibility of creating congruence between the brand identity and image. Kapferer (2012) 

explains how the strategy of brand management is to communicate a basic notion or purpose to a 

brand’s product through the use of symbols, signs, or logos. Kapferer (2012) further discusses how 

using the elements of brand image and identity, brand management attempts to control the 

perception of the brand through the interaction and exchange a customer has with the company.  

2.6 Brand Identity  

When entrepreneurs are in the startup phase of the business process, strategizing how the company 

identity is portrayed is an important phenomenon that should be considered. Brand identity can be 

defined as the desired way a company wants to be perceived by its target audience (Aaker, 1996; 

Harris & Chernatony, 2001). Kapferer (2008) demonstrates how building brand loyalty to 

ultimately attain brand ambassadors or promoters comes from the influence of a powerful brand 

identity. While brand identity is a recurring and common term in modern business, it is a 

reasonably new phenomenon that is now globally identified (Kapferer 2008). Moreover, brand 

identity is a tool used to help consumers distinguish one brand’s offer from another’s (Roy & 

Banerjee, 2007; Harris & Chernatony, 2001). In relation, Kapferer (2008) explains the tool of 

brand identity is composed of the brand’s key core values, beliefs, vision, and differentiation.  

Aaker (1996) further claims that like an individual person, brand identity identifies questions such 

as “what are my core values? What do I stand for? How do I want to be perceived?” In line with 

Kapferer’s concept of brand identity, Aaker (1996), Harris and Chernatony (2001) agrees by 

expressing that brand identity is central to the brand’s strategic vision. It supports the purpose, 

direction, and meaning of the brand. However, Aaker (1996) investigates brand identity a step 

further by claiming that it is the driver of one of four main principal elements of brand equity. It 

is important to mention that brand identity is the “association” aspect of the four principles. The 
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association in a brand is considered the “heart and soul of the brand”. The characteristics of the 

brand identity (values, beliefs, etc), are part of what is advertised by marketing campaigns in order 

for consumers to build an opinion and relationship with the company (Aaker, 1996). This 

composition of traits is what the brand owner desires his or her customers to associate and 

ultimately identify the brand with (Roy & Banerjee, 2007). For a consumer to grasp the idea of 

brand in the way that the company wants to be thought of, brand identity is the foundation of that 

concept. Consequently, brand image and brand identity ultimately go hand in hand. 

2.7 Kapferer Brand Identity Prism 

In order to understand the comprehensive phenomenon of brand identity, Kapferer explains brand 

identity through the hexagonal brand identity prism. This prism revolves around the idea that the 

brand acts as a communicator or a sort of spokesperson, which has the ability to reach out or 

broadcast ideas. As that spokesman, the brand would be considered the sender in the 

communicative process and customers the receivers. Looking at the model from top to bottom, the 

top represents the sender of information. The brand delivers its message in order to illustrate who 

they are and what they stand for, which is characterized by the physique and personality facets of 

the model. For the brand to successfully see through the message that they are trying to present, 

they do so through the culture and relationship aspect, which is shown in the middle of the prism. 

The bottom of the prism shows who is receiving what the brand is sending. This is generally the 

consumer, as they interact with the company and generate their opinion of the brand, which is 

shown by the reflection and self-image facets (Kapferer, 2012).  

The middle line dividing the model in half sections the prism accordingly. The facets falling on 

the left of the line represent the external expressions of the brand. Falling to the right of the prism, 

internal facets that are intangible reside and are built within the brand, demonstrated by the 

following figure; 
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Figure 1, Kapferer Brand Identity Prism (Kapferer, 2008) 

Consisting of six directive points of view, the prism evaluates each on their contribution towards 

differentiating the brand from others. In this process, evaluations of the aspects that require 

longevity within the brand and those that can evolve are both identified and discussed. A break 

down and representation of Kaspferer’s brand identity prism (2008), as can be seen in figure 1 

above, through each of its six features is as follows:  

1. Physique  

An important facet of the model, the physique of a brand is the foundation of what the brand is 

and what it carries out. This is foundation of the brand and the values that it upholds, its nature or 

identity. Many times physique is not a strong point for brands, due to the inability to maintain and 

showcase the attributes and benefits of the company’s both intangible and tangible essentials. In 

reality to create a prominent brand both physical and conceptual values need to be expressed and 

portrayed outwards to market (Kapferer, 2012).  
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2. Personality  

Viewing the brand from a humanistic perspective, personality looks at the brand as if it had human 

characteristics or was a person within itself. Through personality, the character of the brand is built 

from the interaction and communication with its audience. Permitting the brand to be viewed with 

humanly traits allows for the consumers to personally compare their own identity with that of the 

brand. Ultimately this initiates the attitude of the brand consumer interaction (Kapferer, 2012).  

3. Culture  

Arguably one of the most important facets in the Brand Identity Model, culture reflects the 

foundational principles that the brand exemplifies. The culture of a brand can create an influential 

and loyal following if communicated properly. Many times this culture is developed around and 

defines which country the brand originates from and in turn can create a relational inspiration with 

a consumer. Customers associate a purpose with their consumption and ultimately culture 

generates that purpose. A company should inherently evolve its products or services from the 

culture that it believes in; those incentive values that drive the organization. In turn the behavioral 

reflection of the company is founded from the culture and values of the brand (Kapferer, 2012).  

4. Relationship  

The relationship aspect of the prism defines the demeanor in which the brand interacts with its 

customers. The way in which the consumer interacts with the brand to build up a relationship is 

what characterizes “the behavioral conduct” that the brand identifies itself with. In other words 

this facet of the prism illustrates how the brand behaves and presents itself with its target audience. 

As Kaperer (2012) explains, this creates a customer experience, as it is the way the brand interacts. 

5. Reflection 

Reflection comes from the mind of the brand; it is the desired target audience that the brand 

attempts to achieve. This may not always be the case in the reality, but from the perspective of the 

brand; reflection is how they want their target audience to be recognized. Reflection is a heavy 

influencer when a brand markets itself. For example, if the brand caters towards children in a 

commercial, the company would display children happily interacting with the product. The target 
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audience, children, interpret other children as positively connecting with the brand, which in turn 

will manipulate the mindset of the target audience.  

6. Self-Image  

Consumers generally develop feelings when interacting, making purchases, or working with a 

brand. These feelings are the self-image portion of the prism. This is all based around the 

consumer’s emotional reaction; it is how the brand makes them feel. Kapferer (2012) refers to self-

image as the internal mirror or the target audience. Opposite of the reflection, self-image is the 

reality of how the consumer feels about themselves when they choose a brand. 

2.8 Brand Image  

For entrepreneurs developing a new company, success and longevity of the new venture is clearly 

an object. An influential component of this process that weighs heavily on the outcome of that 

success is brand image. Companies can be perceived in many ways and by correctly portraying 

their brand to the public; a more universal outlook of the brand image can be established. Despite 

a formal definition, one of the main purposes of branding is to build the product’s image. This 

image will influence the perceived worth of the product and will increase the brand’s value to the 

customer, leading to brand loyalty (Rooney, 1995; Low & Lamb, 2000). 

Brand image has been understood as a major concept in marketing for years. However, throughout 

those years, many arguments of its definition have arisen. According to Riezebos (2003), brand 

image is explained as the vision or picture of a brand that becomes mentally developed by the 

consumers. The detail at which that visualization is made is dependent on the degree in which the 

consumer has been exposed to the brand through marketing communication (Riezebos, 2003). 

Furthermore, Keller (2008) explains how brand image is the perception of the brand in relation to 

what the consumer associates the brand with. These associations are the information linked to the 

consumer's memory, which contain what the brand actually means to them (Keller, 2008; Low & 

Lamb, 2000). In order to generate a strong brand image within a company, the task falls upon the 

marketing program’s ability to link substantial, favorable, and unique associations to the brand in 

the memory. It is tasked upon the brand management of a company and in the case of a new venture, 

the entrepreneur, to create a positive impression on the judgment of the target group. Brand image 

is a phenomenon that is made once a consumer has had an exposure with a brand. However the 
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viewpoint of that brand is developed before as well as after the interaction between the two 

(Riezebos, 2003). To better understand the concept of brand image, it can be simplified into three 

components identified by Riezebos (2003): 

1. Content - The content of a brand image is what a consumer mentally connects or associates the 

brand’s name with. However, these associations relate to the cognitive knowledge and the 

sensations, touch and smell, of the consumer.  

2. Favorability - The interpretation from a preferential standpoint, that being negative or positive, 

is the favorability component of brand image. This is the direction of the feeling that the consumer 

has towards the brand. For example McDonald's could be associated with unhealthiness, which 

would demonstrate a negative association. 

3. Strength - Also known as reputation, brand image strength is the degree in which associations 

are identified with a brand. For example, if the color red and carbonated soft drinks were both 

associated with Coca-Cola, the carbonated soft drink would be the stronger association. 

2.8.1 Formation of Brand Image  

Brand image is developed through a series of separate preparatory processes. Figure 2 illustrates 

that marketing communication, consumer experiences, and social influence are motives to the 

creation of brand image (Riezebos, 2003). The model is used to due to the fact that it allows for a 

categorization of brand identity factors in congruence with how it reaches the public, ultimately 

influencing the brand’s image. A more in-depth explanation of each motive is described in figure 

2: 
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Figure 2.  A summary of the process of preliminary interpretation on brand image (Riezebos, 2003, 

p.66). 

Marketing Communication  

Generally, first impressions are the most crucial factor when consumers generate a perspective of 

a brand. Those first viewpoints tend to be the judgmental aspects that hold and are remembered 

the most. After being made, they are difficult to change once already cognitively created (Riezebos, 

2003). Consequently, it is critical that the brand correctly convey the message that they want 

recognized. For brand image to be appropriately communicated, the brand identity must be 

accurately expressed. Through marketing communication, a company can present their brand 

identity, which in turn allows for the manipulation of brand image. By advertising and 

communicating company vision, aims and values, the customer's interpretation of the brand 

becomes conditionally developed. Thus, brand identity and brand image coincide with one another 

(Riezebos, 2003). 

Consumption Experience  

The consumer’s experience should coincide with the marketing communication. People have 

preexisting expectations before interacting with a brand and it is important that their experience 

positively correlate with those expectations. If the consumer experience and marketing 

communication positively correspond, the consumer’s interpretation of the brand image will 

constructively be strengthened. Vice versa, if there is a poor relation between the marketing 

communication and customer experience a negative image will be generated which is harmful to 
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the brand. Therefore, there is a strong correlation between the factor of consumer experience and 

marketing communication (Riezebos, 2003). 

Social Influence  

Part of social influence is the impact of peers through word of mouth. Word of mouth is considered 

an extremely powerful communication tool, which impacts how consumers view a brand. In a way, 

word of mouth is like a personal selling tool, shaping individuals ideas. When opinions from others 

are reflected towards others, those opinions are many times regarded as having the highest 

credibility, comparatively to other forms of communication (Blythe, 2006). Hence, word of mouth 

influences the positive or negative direction of brand image and is a factor that business must take 

into consideration. 

As brand identity and brand image are significant components of branding, the Kapferer Brand 

Identity Prism (2008) and the Riezebos Brand Image model (2003) are in-depth explanations of 

the two elements in the branding phenomenon. In turn, they provide a holistic comprehension of 

the structure of brand image and brand identity within new venture branding. As the topic of the 

thesis is branding within new ventures, the two models are used to explore the degree of brand 

image and brand identity consideration within the development of the new venture.   
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3. Methodology  

The methodology carried out in this research was completed through a qualitative research 

method and undertook an abductive research approach, where semi-structured interviews were 

conducted. The research philosophy was linked to how knowledge is developed and how 

applicable it is to reality. The intention of this research was to investigate if and how new 

ventures of today use the aspects of brand image and brand identity through the theories 

presented in the Brand Identity Prism (Kapferer, 2008) and Brand Image Model (Riezebos, 

2003), which was found through different steps of methodology and method.  

3.1 Research Paradigm  

A business research emerges and is developed from a chosen philosophy paradigm, where the 

research in this thesis has followed on one specific paradigm. A paradigm is a cluster of beliefs 

for researchers that discipline influence of what should be studied and how research should be 

conducted (Bryman, 1988). Four main paradigmatic positions exist in the study of organizations: 

functionalist, radical humanist, radical structuralist and interpretative (Bryman & Bell, 2007).  

This thesis is based upon the interpretivist research paradigm, where the authors focus on the 

conceptions of social actors, which indicate that the understandings must be based on the 

experience of those who work within the organizations. An interpretive philosophy was an 

appropriate fit for the thesis as the research was based on interviews for primary data. Hence, this 

laid the foundation for the research of the paper. According to Bryman and Bell (2007), an 

interpretive philosophy is advantageous in qualitative studies since the subjects discussed in the 

conducted interviews can be studied with great depth. Bryman and Bell (2007) explain how the 

main disadvantages associated with interpretivism philosophy relate to subjective nature, where 

there is considerable room for biasness since the conducted interviews are heavily impacted by 

personal viewpoint and values. Therefore, the trustworthiness of the results will be examined 

further as it deems necessary to acquire substantial responses from the participants in the study.  
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3.2 Abductive Research Approach 

Three reasons exist as to why it is important to make a suitable decision as to which research 

approach to use according to Bryman and Bell (2007). The first reason revolves around the fact 

that it will provide a better understanding for the research design. Secondly, it will improve the 

choice of a suitable research strategy and method, and lastly it will help realize the limitations of 

the chosen research method. 

An abductive approach transpired to be most suitable for the purpose of the paper. An abductive 

approach is a mode of reasoning which is used to make logical interpretations and build theories 

about the world, and where some theoretical aspects are yet to be observed and investigated and 

thus generates new knowledge (Bryman &Bell, 2007; Taylor et al., 2002). The abductive approach 

involves the researcher selecting the best explanation from competing explanations or 

interpretations of the data, and hold the intention to let the researcher make new discoveries in a 

theoretical or methodological way (Bryman & Bell, 2007; Taylor et al., 2002), hence an abductive 

approach was chosen for the research in this thesis. As the thesis was built on already established 

theory and the aim was to explore a phenomenon, the abductive approach was most suitable for 

shedding new light on the issue of branding in new ventures through the use of existing theories, 

and hence giving the authors opportunity to draw new conclusions and suggest new findings. The 

approach was helpful in order to answer the two research questions throughout this thesis as it 

allowed for an exploration of the topic using existing theories. Since the thesis builds upon 

established theory of branding, through the two perspectives of brand image and brand identity, 

an abductive research approach was considered most appropriate for the purpose, as it additionally 

allows for creativity along the research process. The process was characterized by different steps 

of research, where the researchers started with having prior theoretical knowledge on the topic of 

branding, continued with collecting previous researched material and concluded that there is a 

literature gap on the topic of branding for new ventures. The findings were then matched with the 

theories presented under the theoretical framework chapter, analyzed and concluded to make an 

academic contribution by offering suggestions for new venture entrepreneurs.  

  



   
 

 28  
 

3.3 Research Strategy 

The methodology chosen to carry out this research is characterized by a qualitative research 

strategy. Through semi-structured interviews, the intention was to administer a general 

orientational direction for the purpose of conducting a contributing research. A qualitative research 

strategy is, according to Bryman and Bell (2011), suitable for obtaining necessary theories for the 

purpose of explaining a researched phenomenon in-depth. The research accentuates words rather 

than quantifications in the collection and analysis of the data. Simply, quantitative researchers 

employ measurement and qualitative researchers do not but instead create a disclosing dialogue 

among the interviewees (Bryman, 1988), hence this thesis is based on a qualitative research 

strategy. With this strategy, the authors are allowed to freely go in-depth with the collected data, 

thus making a qualitative research approach most suitable for the purpose of this thesis, where 

theory has laid the foundation for the study, and estimated to be most beneficial for answering the 

stated research questions. Thus, the research intention was to investigate if new venture 

entrepreneurs work similarly with branding their companies and if they take into consideration the 

facets of brand image and brand identity.    

As the aim of this thesis is to shed new light on branding for new ventures, entrepreneurs working 

with companies in the early stages of establishment were interviewed for the primary data. This 

thesis was conducted with an interpretivist paradigm to gather important and detailed information 

about the topic, which was generated through interviews based from the theories of the Kapferer 

Brand Identity Prism (2008) and the Reizebos Brand Image Model (2003). The interview process 

gave the authors the opportunity to compare similarities and differences through an interpretive 

summarization. As a semi-structured interview method was used for the research, it allowed new 

ideas to be brought up during the interview. Comparatively, a structured interview has a rigorous 

set of questions, which does not allow one any room for appropriate adjustment (Bryman & Bell, 

2007). This thesis wishes to investigate how new ventures work with branding, specifically 

through the brand image and identity, hence the choice of structured interviews were excluded 

since an open discussion with the interviewees was needed in order to obtain a better understanding 

and comprehension of the researched topic. To further secure the results of the primary data, the 

interviewees were allowed to freely reflect on the possible future results of branding within their 

new venture, if they decided it to be of importance for their intent. This approach was taken, in 
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order to see whether the entrepreneurs reflect upon the aspects and meanings of branding or not. 

The conducted research was made through a multiple of five in-depth interviews, where the 

interviews and its discussions resulted in the findings of the underlying thesis analysis and 

furthermore used in order to answer the research questions. Additionally, from the explanations of 

the research questions, a suggested recommendation was produced for branding in new venture 

development.  
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4. Method 

4.1 Data Collection 

The first step in planning and designing the research focused on determining what kind of new 

ventures to use as interviewees. A selection criteria, in regards to which ventures were used, was 

based on the set limitation where the authors defined the concept of a new venture as a company 

with a presence on the market of one to two years. This criterion was based around notion that the 

new establishment is not yet complete, but also that the company is not in total start-up phase. 

Once decided on the duration existence of the new venture, the importance of their type of business 

was considered. As this thesis covers the topic of new ventures, it was primarily important to study 

a large variety of industries within the different interviewed companies. More so, the entrepreneurs 

of the ventures were most relevant instead of the category of business, as branding is a concept 

that is critical for all types of business natures. Ergo, the focal point was to concentrate on the fact 

that the ventures were new and not yet completely established in their relevant industry. In order 

to acquire such new ventures with that specific criteria, the authors turned to Science Park, a 

business development center of Jönköping City. Through the associates of Science Park, the 

authors contacted entrepreneurs within the new venture range in order to establish potential 

interviews and gain participants for the study.  

4.2 Secondary Data 

The secondary data collected was chosen exclusively from written documents. Data collected on 

the basis of previous knowledge or research is thus included under the secondary data collection 

method (Bryman, 2007). Major advantages for secondary data is the simplicity of its collection, 

time management and its inexpensive and unlimited quantity of data. Yet, secondary data has the 

disadvantages of lacking accuracy and knowledge as well as its limited availability of suitable 

information (Bryman and Bell, 2011). For the gathering of information under the secondary 

collection method, published and unpublished sources can be used by the researcher (Bryman, 

2007). The authors have chosen to use published sources within the thesis, where the main choice 

of approach is by information through scholastic articles. Other reasonable approaches of sources 

such as government publications, newspapers, firm-reports etc., were considered, however the 

authors chose articles due to its ability to meet the two criteria that must be accounted for when 
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evaluating documents explained by Bryman (2007); authenticity and credibility. The source of 

evidence must be unquestionable and free from error or distortion (Bryman & Bell, 2011). The 

collected data selected for a secondary method upholds these criterions as the data has been 

reviewed in detail and no subjective data has been used. Obtained from the Jönköping University 

Library, Google Scholar, as well as Reuters Web of Science, the articles used have been peer 

reviewed and are accredited with reliability. In the search, secondary data published during the 

21st century were prioritized in the gathering to ensure modern interpretations. 

Moreover, the keywords in the search were: Branding, Brand Building, Brand Identity, Brand 

Image, and New Ventures.  

4.3 Primary Data 

In order to gather the primary data through interviews, two common forms were considered; 

unstructured and semi structured. Primary data is collected first handedly, which can be gathered 

from the market, company, or any other particular source. Furthermore, it has the perception of 

commonly being expensive and time consuming, however the authors chose the technique of open-

ended semi-structured interviews due to the effectiveness and value towards gaining new 

knowledge (Bryman, 2007).  Semi-structured interviews allow the researchers to gather data, 

through formed questions, and the responses of the participants are gained in accordance. Being 

an open method, the focus falls upon the own perspective of the interviewee (Bryman, 2007). The 

reason for conducting semi-structured interviews was due to the fact that a similar sequence of 

events were discussed with all interviewees, where the interviews served the function of testing 

the theories developed from the secondary data collection. Under the primary data collection 

method, the researchers used direct personal communication with the participants. A complete 

number of five interviews were held, where the owner of the company was contacted and chosen 

as the participant in the interview, and informed about the thesis purpose and their own complete 

anonymity prior to the interview. The interviews were held face to face, in order for the researchers 

to interpret facial expressions and body language to reach accurate data. The interviews were 

conducted in the lobby of Science Park Jönköping to create a neutral and comfortable interview 

atmosphere. Each interview took about 45 minutes, and all were recorded and summarized at the 

location, so that no information where missed when the empirical findings where concluded. 
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4.4 Sample Selection 

A sample selection was used for the primary data in this research. The sample of companies used 

in this thesis, being new ventures, is defined by their early stage of establishment, meaning no 

older than 2 years. The samples used for primary data collection was not to be based on any 

particular industry, and instead was chosen from both a business to consumer (B2C) and business 

to business (B2B) sector. Specifically of the five interviewed companies, two of the companies 

resided within the service industry, two within the food industry, and one in the IT sector. The 

reason for choosing companies within a wide range of industries and sectors was to further 

investigate the branding measurements taken within new ventures. All the interviewee’s new 

ventures’ were founded and reside within the confines of Jönköping.  Further, the reason for 

conducting interviews with new venture entrepreneurs was to avoid biases in terms of branding 

experience in established ventures.  

4.5 Research Design 

The research design can be explained as a detailed outline of how the investigation progresses. It 

commonly includes how data is to be collected, which instruments are to be used and how, as well 

as their intended means for analyzing the collected data (Bryman & Bell, 2007). Consequently, 

the chosen collection of data was through primary data as semi structured interviews, since the 

flexibility of this kind of research is advantageous in a qualitative study. The interview design was 

based on the two investigated branding models throughout the thesis, the Kapferer Identity Prism 

(2008) and Reizebos Image Model (2003). The chosen design incorporated the use of the pre-set 

questions as the main instrument, where the same questions were prompted among all of the 

interviewees. The chosen design allowed the researchers to recapitulate the answers from the 

participants and analyze them through a comparison between each other and with the two brand 

models mentioned above. The analyzation of the data was structured in order to reach an accurate 

conclusion, where the data was first summarized and furthermore categorized in order to be 

interpreted correctly.  
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4.6 Trustworthiness 

Trustworthiness is an important requirement for different methods of data collection and data 

adaptation. It is an instrument of measurability, to ensure that the used methods are credible and 

solid. If other researchers are able to draw the same conclusion from the collected data, and if the 

method is independent from its researchers and used generally, the analysis is seen as reliable and 

valid (Bryman, 2007), hence trustworthy. A literature review was conducted in order to create a 

solid foundation for the thesis and to find valid material to base the inquired interview questions 

upon. The chosen literature and used theory were drawn from published journals within the chosen 

subject, and are hence highly relevant for this thesis. The interviewed entrepreneurs have relevant 

experience from their occupations as owners of new ventures, and are therefore suitable informants 

to answer the questions. The interviews where initiated by general questions around the issue of 

branding, in order to attain a vast picture of the entrepreneur's view of the topic, before digging 

deeper into their estimations. 

The answers from the semi-structured interview method advocates free interpretation of the 

answers, thus the feedback may vary depending on the interviewee and when the interview took 

place. The interpretations are however highly relevant as the interviewed entrepreneurs are vastly 

competent within their field of new venture. Furthermore, the interviews were based on literature 

chosen by the authors and are reliant on their studied knowledge of the topic of branding. Without 

knowledge of the topic it is difficult to make a reliable analysis (Bryman, 2007), but since the 

authors upheld a good understanding and comprehension of the subject, from the literature stage, 

the analysis is considered reliable. The conducted interviews followed a set form of questions, 

shown in appendix 1. The entrepreneurs were allowed to answer spontaneously and freely, where 

some questions were followed up by counter-questions with the intention to qualify and elaborate 

the answers. The complete number of conducted interviews where recorded and summarized 

afterwards to ensure no faulty interpretations were made. Furthermore, the interviewers had 

permission from interviewees to contact them further if any additional interpretation was needed. 
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5. Empirical Findings  

Presented in this chapter are the empirical finds upon which the data is organized in accordance to 

the theories. The structure of results given is to efficiently understand the entrepreneurs’ 

viewpoints and perspective on aspects of the theories in regards to their own branding strategy for 

their new ventures. The sections exhibited, through an individual account of each interview, are 

general information, the branding perspective, and brand identity and brand image within the new 

venture. A total of five interviews were conducted within the premises of Jönköping. All 

interviewees were the creator and designer of their new venture and held the responsibilities of 

shaping their company in their own chosen strategy. The process of each individual interview 

lasted on average forty-five minutes, as the authors conversed and created a dialogue with the 

interviewee. As the interviews were open ended, the subjects had the freedom to direct their 

responses in their own direction and outlook on the matters. Presented is each individual 

entrepreneur’s response to the specific investigatory questions.  

5.1 Branding 

To comprehend each individual entrepreneurs’ perception of the concept of branding, several 

exploratory questions were first asked in regards to branding as a whole. When asked as to what 

“branding” meant to them, each company's response inherently varied, however company A and 

company E both sustained similarities in their perception of the notion of branding. Company A 

acknowledged that branding in general is ‘what is displayed to the people,’ stating: 

“I think branding is the message that they want to present to market place, but honestly we know 

have worked too little with branding.” (Personal communication, company A, 2016) 

They further explained that branding is something they know they haven't much worked with or 

thought about to in-depth (Company A). For Company E, their response to what branding meant 

to them stated: 

“I believe that branding is presenting our company image to not only the consumers but the whole 

market place. We believe it is how our company is perceived in not just the mind of the buyer but 

everyone.” (Personal communication, company E, 2016) 
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Company B thought of branding in more of a sense of whom the company communicates with, 

responding with: 

“Branding is about knowing who you are talking to, I know who our demographic is, 9 out 10 are 

women; I know that many have different first language and that they need help with their CVs. 

These are all things we need to know so we can position ourselves accordingly to and choose the 

right things to say.”(Personal communication, company B, 2016) 

The company then further explained how they believe branding is crucial as it touches on all parts 

of the business. Company C on the other hand upheld a more internal approach to their viewpoint 

of branding stating: 

“Branding is all about prioritizing, it is knowing what to do, what to achieve, and how to get there. 

As well it is about knowing what activities are best for the most optimal possible results. It is 

something that is presented in marketing.”(Personal communication, company C, 2016) 

Additionally, the company explained that the aspects of branding were a way to differentiate their 

company from their competitors. Branding is a concept that company D knew existed but 

admittedly responded that they couldn't give a definition of the term in their own words.  

Two of the investigatory prompts towards the outlook on branding where responded with universal 

answers from all the companies regarding branding. First of which, the interviewed companies 

believed branding was substantially important in the success of a business. Company C believed 

branding was especially critical to their industry as there are many large competitors and through 

branding, they will be able to differentiate themselves (Company C). Similarly, company B stated: 

“Branding is important for us because it impacts each part of our business, we want to fit the exact 

needs of our customers and be identified as being able to do that.”(Personal communication, 

company B, 2016) 

However, while all the interviewed companies responded with believing that branding was 

essential, when asked as to what measures they have taken so far to brand their company, the 

responses were mostly similar. Very few of the companies had actually taken any steps towards 

creating a branding strategy and only two of the five companies knew that they consciously worked 

with the concept. Company B’s approach revolved around customer feedback and making 
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branding decisions based on the responses in order to allow their brand to evolve and shape in 

congruence with consumer needs (Company B). Likewise, Company E worked most heavily with 

branding in comparison to the other interviewed firms. As presented by Company E, the venture 

originated as a blog, thus the entrepreneurs had vast experience with social media and naturally 

created an identity of their brand, which in turn transferred to their current business. They took 

measures to establish correct logos, atmosphere, recipes, and their overall identity of their business 

(Company E). However, companies A, C, and D all expressed that branding was something they 

wished to develop more than that which already existed for them.  

As the one of the main objectives of this thesis is to investigate if new ventures consider brand 

identity and brand image in their new venture phase, it was appropriate to question what the 

companies’ perception of the terms are and if they knew the difference between brand identity and 

brand image. Surprisingly, every interpretation of the terms differed from company to company. 

Company A stated: 

“Brand image is the vision of the company, specifically for us that vision would be to eat healthy.” 

Additionally, their interpretation of brand identity was “what the company stands for.” (Personal 

communication, company A, 2016) 

Company B believed that brand identity is the message the company wants to present, and that 

their company’s brand image is to stay true to what the company wants, stating: 

“I believe brand identity is being honest and true to customers. I think the brand should always be 

consistent with the message that the company portrays. We have a responsibility to correctly 

execute our message. On the other hand, our brand image is to stay true to our message of always 

accommodating to the customer’s wants.” (Personal communication, company B, 2016) 

Regarding the meaning of brand identity, Company C had a difficult time defining what brand 

identity represented but ultimately concluded that it consisted of the “company’s recognition”. 

Additionally, they admitted that they felt the need to better communicate that who they are in order 

to gain that recognition. In turn, the company could not give a clear interpretation of the term brand 

image (Company C). As well, company D had little notion of the terms, describing brand image 

as the first thing someone associates the company with; and had no response towards what brand 
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identity entitled(Company D). However, company E had very clear and definitive responses 

towards the meaning of brand identity and brand image, explaining: 

“Brand identity is how we as a company want to be perceived by our customers and brand image 

is more how do people actually perceive us.”(Personal communication, company E, 2016) 

5.2 Brand Identity  

The physique aspect of the Kapferer brand identity prism originates from the foundation of the 

company. The foundation, comprised of the values and identity of the brand, was questioned in 

regards to whether the entrepreneur had a decisive response and predetermined notion of the 

concept. Companies A, B, C, E all responded that their companies had a clear set of values and 

foundation. However, the definition of those values in themselves were left to the discretion of the 

interviewees and their response may not reflect the academic definition of the term. The four 

companies mentioned did in fact take into consideration the concept of their own interpretation of 

physique in their new venture branding strategy. Company A expressed their foundational 

principles as being: 

“I believe the brand’s foundation is the connection of food and health while leaving as little 

environmental impact as possible. Basically, we focus on the importance of making good 

decisions. ” (Personal communication, company A, 2016) 

Company A’s brand’s foundation or set of values is to connect food with health and leave as small 

environmental footprint. In simple terms, this is their perception of the company’s identity. While 

company B explains their values as to be true and honest with the customer, the company identifies 

their foundation as:  

“We ground ourselves with the mission to always be as helpful as possible, not only that but to 

listen to the customers wants and accommodate to their needs.”(Personal communication, 

company B, 2016) 

In turn, the entrepreneurs of both company C and E also responded with having a clear foundation 

and set of values in mind. Company C describes their foundation as a “collaborative network,” 

using the same principles as their set of company values (Company C).  However, the fourth new 

venture interviewed, company D, explained that he and the founders had not yet considered the 
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foundation of their company. Still being relatively new, only securing a few clients, Company D 

additionally had yet to develop their identity and values into a recognizable thought. Quoted from 

the company D’s entrepreneur: 

 “I think that it is something that the company might consider as it grows and becomes larger, 

rather we would like to strategize our company’s values and foundation based off the competition 

in order to reach our aspired objective.” (Personal communication, company D, 2016) 

Regarding the personality facet of the Identity Prism, entrepreneurs were questioned as to whether 

they could describe their brand as if it were a person. Investigating whether the entrepreneur could 

easily recognize their brand in a human characteristic outlook, the objective was to understand 

whether or not the entrepreneur had a grasp of the “character” of their brand. The responses 

towards whether the interviewees could characterize their brand where widespread, some of which 

being specific and others being a broad categorization. Brand A had a very specific answer to their 

brand in regards to it having humanistic characteristics. Clearly knowing the characteristics of their 

brand, Company A associated itself particularly with a global icon, stating: 

“If we could be anyone, we would be Leonardo DiCaprio, not only because of our similar health 

and environmental values, but because of how well he can communicate; that is our goal to get 

our message across.” (Personal communication, company A, 2016) 

On the other hand, company B and E had a more generic, yet still specific, explanation with 

Company B responding: 

“Imagine your best friend that is who we are. We want to be considered the best friend because 

we want to have that helping friendship connection with the customer.” (Personal communication, 

company B, 2016 

Company B had clear personality traits that were identifiable by the founders, showing they knew 

who their company was. Company E as well easily recognized their brand as if it were a person 

stating: 

“We don't want to establish a gender for ourselves because instead, we want to be seen as a warm, 

happy, and healthy person. We are someone who is up to date with trends but not the top” 

(Personal communication, company E, 2016) 
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Company C’s response was that at this time they did not want to definitively label their brand just 

yet but instead explained that if they had to distinguish themselves in real world characteristics; 

they would be their logo, a watchful owl. However, while Company C did not want to specifically 

label their brand, they expressed that they took into consideration their brand’s characteristics, 

stating: 

“We represent wisdom, safety, and a watchful eye.”(Personal communication, company C, 2016) 

Moreover, Company D’s feedback to being asked if they could identify their brand in humanistic 

characteristics was something the entrepreneur did not know or ever think about, yet explained it 

could probably be a young person with a collection of great ideas (Company D). 

Culture, playing a significant role in branding, refers to the foundational principles of the brand; 

much of which is developed from the specific country’s nature or traits where the brand originates. 

Each entrepreneur was questioned as to whether or not they have considered the cultural society 

in their branding strategy or if their own country’s culture is at all apparent in their brand. All of 

the company’s responses more or less had some alignment with a type of culture. Some of which 

resided with a specific lifestyle and others with broader ideas more associated with the country’s 

culture. Company A and company E both had very similar cultural backgrounds in their branding 

procedure that developed from a kind of lifestyle. Since both company’s foundation originated 

from an environmental and healthy living consciousness, their branding strategy developed to 

resonate with those who uphold that kind of behavior. Company E originally formulated from a 

global blog, therefore their culture was established specifically from a niche way of life of “good 

food for your body, planet, and soul” (Personal communication, company E, 2016). However, 

similar to that way of life, Company A explained: 

“Our culture comes from a healthy living lifestyle, but not only that, it comes from the universal 

Swedish quality of a healthy sustainable livelihood.”(Personal communication, company A, 2016) 

Consequently, while both company’s express the same cultural similarities, company A takes into 

consideration more of their originating country’s personality than that of B. Specific cultural 

prominence in the brand was most apparent for Company A and E. However, Company B, C, and 

D supported some type of culture from which they originated from as well. Company B, working 

in the health industry, responded that the culture of its brand was developed from the entrustment 
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of its consumers. Being a company very prominent in allowing its customers to shape the direction 

of the brand, they upheld many Swedish health industry characteristics (Company B). As well, 

knowing that the Swedish culture plays a significant role in their branding strategy, Company C, 

working with community security, also explained that they shaped their brand appropriately from 

Swedish customs and attributes. Company D on the other hand had not thought about or did not 

strategize their branding approach especially to the Swedish culture, but instead knew that they 

still maintained Swedish customs in their brand. 

When questioned as to whether the new venture company had a preexisting strategy to creating 

brand-customer interaction, only two of the five companies interviewed had some sort of strategy. 

Company A, being a socially active venture, worked intensively with customer interaction through 

the comment section of the site. However, the company had not realized this was a strategy until 

being interviewed as he entrepreneur responded: 

“I haven't thought my brand customer interaction but realized that she is very active in 

communicating with her customers via answering questions and creating a dialogue with 

customers through the comments on her page.”(Personal communication, company A, 2016) 

Company E on the other hand had a very specific strategy in creating a positive customer-brand 

relationship. By knowing exactly who their target audience is, the company strategically presents 

themselves in a way that resonates with that of the consumer. Since their company birthed from 

online means, using Google Analytics to identify who their brand connects with; the company 

works frivolously to accommodate a brand-customer interaction in their business. The other three 

companies, B, C, and D had not yet or did not consider brand-customer action in their branding 

strategy as of yet. Company B disclosed that their company did not take any strategy towards 

customer-brand interaction but instead relies on the natural synergetic process between the two. 

Alternatively they aim for an organic development of how the customer views their brand through 

the way they present themselves (Company B). Company C and D both explained that while they 

know that there already exists customer brand interactions in their new venture; they have not 

developed a precise strategy in the intercommunication. Company C’s future goal is develop 

several different strategies and test them to see which ones work best. Likewise Company D aims 

to create a plan of action towards how they behave and present themselves with their target 

audience (Company C; Company D).  
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As reflection comes from the mind of the brand, it is the desired target audience that the brand 

aims to achieve (Kapferer, 2008). In order to understand if the companies know their target 

audience or know whom their target audience should be; they were questioned as to whether they 

have a specific target audience that they would wish to be associated with. Additionally, they were 

also questioned as to whether or not they could describe the type of person, their characteristics 

and demeanor, they would have using their service or product for the purpose of a television 

commercial. While the majority of the companies had not condoned in any formal advertising, 

companies A, B, C, and E all had very specific immediate answers to whom they believe their 

brand’s target audience is or should be. When asked who should be in their company’s commercial, 

they immediately answered Renata Chlumska, a Swedish adventurous woman who has the quality 

and attributes that Company A would want their consumers to associate their brand with (Company 

A). Company B had a very specific response to whom they believe their target audience is and 

who should represent their brand: 

“We would have a forty year old female, possibly with Arabic background because from our 

market research we have found that nine out of ten nurses are female in that age range. Also we 

have found Arabic ethnicity is very prominent in the health industry, specifically among 

nurses.”(Personal communication, company B, 2016) 

Another company that immediately had a specific response to who they believed their company 

identified with was Company C. Working with community and neighborhood security, they 

defined their target customer and who would be in their commercial as: 

“Lennart, a 55 year old business man, living in a rather expensive neighborhood, who wants to 

oversee what’s going on around his home.”(Personal communication, company C, 2016) 

On the other hand, Company E responded that they know who their target audience is but have not 

strategized whom they would have their target audience associate with in the purpose of a 

commercial. While the company knew it was important to have someone that their target audience 

“looked up to,” the entrepreneur mentioned that he doesn't know who that person would be or 

never really thought about who be portrayed in their advertisement (Company A). Likewise, 

Company D knew they had a target audience but still have not exactly identified who that target 
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audience is yet, thus making it difficult for them to think of who should represent their brand in an 

advertisement (Company D). 

While the self-image facet of the identity prism formulates from the mind of the consumer, it 

makes it difficult for the new ventures to have an influence on this concept as it is left up to 

contingency of consumer. Thus, this aspect of the model was not touched upon in the interview 

process.  

5.3 Brand Image 

The Riezebos theory explains how the brand image of a company develops from three different 

crucial sources. First of which being market communication, where the importance of establishing 

a positive first interaction between the brand and the customer is essential (Riezebos, 2003). Hence 

the authors questioned the interviewees regarding their existing strategy for the message 

communicated in respect to the company's potential first-time customers. Companies B and E 

acknowledged that they in fact communicate a specific message, in order to connect with a first 

time user. Company E explained how the first impression is part of their business idea, in order to 

get customers to return to their brand.  Company B stated:  

“The first impressions our customers have with us are usually positive due to our ability to make 

it very clear that we are here to serve their needs from the start.” (Personal communication, 

company B, 2016)  

On the contrary, companies A, C, and D responses indicated that momentarily they had no specific 

strategy in their customers’ first hand interaction with the company. However, the interviewee 

responses varied due to the awareness of the importance of first time encounters with the company. 

None of the companies had considered the interaction between their brand and the client. Still, the 

three companies have not prioritized this notion at the current phase of their venture creation. 

Quoted from company A: 

“We do not use any communication strategy right now, but we already know what we want to 

communicate once we do.”(Personal communication, company A, 2016) 

Company C similarly explains: 
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“We are aware that we should have a strategy for first time users, and we want to have this strategy, 

but it is nothing we prioritize as for now.” (Personal communication, company C, 2016) 

Furthermore company C described how they are first on the market with their respective ideas, 

which is a reason as to why they haven't decided on a specific strategy, since they believe it is 

“part of their existence” as being first on the market (Company C). 

Riezebos emphasizes the importance of fulfilling the customer expectations made from observing 

an advertisement; hence the companies were questioned about their strategy in creating positive 

consumer experience. Companies A, B, C and D, with the exception for company E, responded 

that they do not yet have a specific message to communicate to the customer in the purpose of 

creating a greater experience, however they all argue that they have not started with advertisement 

yet. Company B explains how they work with customer development instead of product 

development in order to attain a better understanding of how they should advertise in order to 

strengthen the consumer experience (Company B). Moreover, companies C and D responded that 

they feel confused within the advertising field and do not know where to start when fulfilling their 

consumer promises. Company D said: 

“We have a hard time finding a fitting way of how to market our company”, and continues, “We 

feel a bit lost in the process of creating a strategy for consumer experience.” (Personal 

communication, company D, 2016) 

In turn, company A explains how traditional advertising perhaps is not the best way method for 

them, since their brand relies heavily on customer participation, and therefore no specific strategy 

for consumption experience has been made. While the majority of the companies lacked a strategy 

of consumer experience, Company E quoted: 

“We definitely see the importance of having a strong strategy for consumption experience, and 

work with advertisement on a daily basis. Our presence on social media is our marketing 

investment, and we are ready to face the consumer expectations and the challenges that might 

bring. ” (Personal communication, company E, 2016) 

They explain their strategy of existence on social media is their method of presenting customer 

interaction. In addition, Riezebos (2006) explains how entrepreneurs should consider their social 
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influence as part of their brand image. In the early stages of establishment, the social influence, is 

hard to take into measurement, therefore the responses from the companies were somewhat 

abstract. Company E relied on word of mouth most heavily in comparison to the other interviewed 

firms, as the others did not expound on the notion. Company E recognized that word of mouth has 

an impeccable influence on their brand, stating: 

“We count on positive word of mouth in order to spread the awareness of our mission. In order to 

do this, we always over present which in turn over exceeds the customer’s expectations.” 

(Personal communication, company E, 2016) 

Company E depended heavily on both word of mouth as well as social media advertisement in 

order to create a positive social influence, whereas the other companies did not acknowledge word 

of mouth being significant to them.  
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6. Analysis 

In the business society today, key to success lies within the ability to create a strong brand, the 

knowledge of what message to send to the consumer, and having a strong picture of brand image 

and brand identity. The importance of branding is a hot topic for entrepreneurs who wish to run a 

successful new venture, wherefore it is important to understand the different instruments within 

branding. In order to achieve a better understanding of how entrepreneurs in new ventures work 

with branding, the authors interviewed 5 entrepreneurs of new ventures (Company A, B, C, D and 

E) to investigate whether new ventures take into consideration the aspects of brand identity and 

brand image during their new venture development; and correspondingly to explore if 

entrepreneurs in new ventures recognize the difference of the two terms brand identity and brand 

image, or not.  

6.1 Branding 

As Giddens and Hofmann (2001) argue, branding is one of the most important factors influencing 

a company's success or failure in today's marketplace. They further explain that branding is the 

process of identifying the brand. Levental (1996) identifies branding as both the tangible and 

intangible benefits provided by a product or service. This means that new ventures must take 

branding in consideration in order to build a successful business. All five companies interviewed 

by the authors have been involved with their customers from the beginning, and hence try to 

develop a brand with the customers’ needs in mind, taking trends into thought or listening to 

consumer feedback. Yet, this attempt of creating a brand has in most companies been unknown to 

the entrepreneur as an effort of branding. Only one out of five new ventures took branding as a 

term into consideration when building the new venture, yet branding activities were touched upon 

unknowingly by the other four.  

When the authors questioned the entrepreneurs of an explanation to “what branding represented to 

them,” the responses were somewhat hesitant. The answers differed, leading the authors to believe 

that branding is a term that is not commonly used for business strategy within new ventures. Kay 

(2006) explains how branding is a tool in which a company can achieve an edge over its 

competitors. It is crucial for new ventures to realize the importance of branding in order to quickly 

establish a place in the marketplace and gain an advantage over possible competitors.  
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6.2 Interpretation of Brand Image and Brand Identity 

As Roy and Banerjee (2007) explain, brand identity and brand image must be aligned in order to 

create strong brand customer relation. Thus the authors investigated the interviewed companies’ 

interpretation of the terms to understand the existing knowledge of the concepts among new 

ventures. As all the companies’ responses, in terms of the definition of brand identity and brand 

image, varied dramatically; it became apparent that the concepts were not excessively and 

deliberately researched or scrutinized upon during the new venture’s development phase. In fact, 

only one of the companies, company E illustrated brand identity and brand image with like 

explanations of that of the term’s academic definitions. Strategically, it is important to understand 

both brand image and brand identity in order to entrepreneurially create brand loyalty for a firm 

(Bresciani & Eppler, 2010). This revelation that the majority of new ventures do not know the 

actual meaning of brand image and brand identity could imply that the companies struggle in 

creating strong brand customer relation. In order to align brand image and brand identity for the 

intention of creating a strong brand, the company must understand the holistic concept of the terms. 

As this misunderstanding was obvious among the new ventures, it can be speculated that the 

companies face difficulties from their inability to integrate brand identity and brand image (Roy 

& Banerjee, 2007). 

6.3 Brand Identity  

As one of the objectives of the thesis was to explore the phenomenon of brand identity in the new 

venture development of new ventures, the Kapferer Brand Identity Prism facilitated an ideal theory 

for revealing the “brand identity” within the company. Understanding how distinguished and 

apparent the “brand identity” for each individual company allows for a judgment of how much the 

new venture companies consider the concept in their developmental stage. As the interviewees 

were prompted on each facet of the Kapferer Identity Prism, their responses were evaluated by not 

only what was responded but also how the interviewees responded. The importance of body 

language and the way in which the companies answered the questions demonstrated not only the 

confidence in their answer but also if they anticipated each facet throughout their new venture 

development phase. 
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6.3.1 Physique  

The physique facet of the Identity Prism states that in order to build a prominent brand, the 

conceptual values must be expressed in the marketplace (Kapferer, 2012). Four of the five 

interviewed companies demonstrated that they in fact knew the foundation of their business, 

explaining the identity of their company with great enthusiasm and passion. However, while the 

majority of the companies expressed knowing the foundational components of their business, only 

Company B and E worked with presenting their values to the market. As Kapferer (2012) explains, 

physique is generally not a strong suit in a brand; consequently, as these are new venture 

companies, it can be expected that their physique may not be necessarily prominent in the market 

place quite yet and may become more apparent as the company grows. However, for the purpose 

of discovering whether or not the new ventures consider their foundational nature, it is quite 

apparent that they do.  

6.3.2 Personality  

In order to understand if the companies have a clear comprehension of the personality aspect of 

their brand, the analysis of the responses weighed heavily on the behavioral way in which the 

companies answered. It was investigated to see whether companies recognized this facet in the 

context of their development of quality brand-audience communication; which was conducted by 

asking the companies to describe their brand in humanistic characteristics. Three of the five 

interviewed companies had obviously thought about the character of their brand not only be their 

responses but by how they responded. The three companies A, B, and E all were very enthusiastic 

and excited to explain their company's character as if it were somebody they personally knew. 

While the companies may not have actively considered their brand as a person in their start up’s 

development; by having such clear and passionate response, it was obviously apparent that these 

companies could generate a strategy for allowing consumers to compare their own identity with 

that of the brand. The Kapferer Brand Identity Prism explains by doing so, it triggers a relatable 

brand consumer interaction (Kapferer, 2012). Thus there was evidence that they could identify 

their brand with this facet but not necessarily something they have thought about in the past. 

Moreover, it is important to note that Company C did in fact have a response to the personality 

aspect of their brand, however it was clear by the way in which the company responded that they 

had not really contemplated this idea before. Ultimately having to take a considerable time 
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pondering on the question, changing the response a few times, and finally answering in a not so 

coinciding way the question; it was evident it was the first time the company had acknowledged 

the concept.  

6.3.3 Culture  

As the culture of the company gives the customer purpose for their consumption, it is an important 

facet of the Brand Identity Prism; allowing for brands to evolve their products around the values 

of a specific culture (Kapferer, 2012). While all of the companies responded with originating from 

a type of culture, two of the companies A and E relied most heavily on the concept than the others. 

As both companies formed from a type of lifestyle, that culture creates relational inspiration among 

their consumers (Kapferer 2012); thus implying that culture was most significant in two of the new 

venture’s development. Kapferer (2012) explains, a company should adapt its products or services 

from the culture it believes in as those values drive the organization. Companies B, C, and D 

acknowledged that they formulated from a type of culture, however it was more basic than that of 

companies A and E. As the culture upheld a more generic demeanor, it was evident that the three 

companies did not heavily focus on creating affiliation between the originating culture of the firm 

and its consumers in order to create a relationship. 

6.3.4 Relationship  

For a brand to fulfill its predicted expectations of their customers’ experience, a strategy must be 

implemented in order to present the brand to its target audience accordingly (Kapferer, 2012). To 

comprehend whether the entrepreneurs strategized how their brand behaves and presents itself with 

its target audience, the interviews where prompted on their brand-customer interaction strategy. 

While all the companies had methods, being intentional or unintentional, of interaction with their 

consumers; only Company E deliberately strategized its brand’s relational behavior with its target 

audience through the use of Google Analytics. Interestingly, company A realized it unintentionally 

evolved a customer relationship system through the use of the online comment section. Since the 

remaining interviewed companies responded not having contemplated their brand’s behavioral 

conduct with the consumer; and realistically, Company E had not previously considered this notion 

either, it can be deduced that the characteristics of the relationship facet were not highly apparent 

in the development of the new ventures. As the relationship aspect of the Kapferer Identity prism 
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denotes the development of customer experience from brand interaction, new ventures should aim 

their attention creating positive customer brand interaction  

6.3.5 Reflection  

According to the Kapferer Identity Prism, companies should have an idea of what type of target 

audience they want to be associated with, thus the reflection facet develops from the mind of the 

brand. To determine whether the new venture companies have considered how they want their way 

their target audience to be recognized in the market, the companies were questioned as to “who 

would be using their product or service in a TV commercial.” Yet again, body language was a 

crucial influence in determining whether this was a concept the new ventures had previously 

acknowledged. Four of the five companies sustained immediate, enthusiastic, and detailed 

responses, which indicated this was heavily thought about among the companies; in turn the 

concept was aligned with the Kapferer Identity Prim’s assessment of Reflection. Company A had 

an immediate response, explaining how a famous Swedish adventurer would represent the brand 

as their target audience could associate themselves with that person. Alternatively, Company C’s 

response was very specific, describing the typical suburban Swede as well leaning more towards 

a person who was identifiable among their target audience. While Company E did in fact express 

how this was a concept they had scrutinized over before, they did not want to specifically describe 

who their desired person would be quite yet. All in all, from the responses it was visible that the 

majority of the companies had some idea of who would represent their brand in accordance to their 

specific target audience, thus allowing for consumer recognition in advertisement. 
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6.4 Brand Image 

The companies’ attempt of explaining branding goes rather hand in hand with the Riezebos (2003) 

linkage to developing brand image. He explains how marketing communication, consumer 

experiences, and social influences are motives to creation of brand image (see figure 2), and the 

interviewed companies reflected on these three motives with different viewpoints. The participants 

explain how their message needs to be communicated to the consumer, in similarity to the first 

criteria of Riezebos brand image model (2003); market communication.  The second criteria that 

Riezebos (2003) states is consumer experience, where the brand should meet the consumer 

experience, and lastly social influence, where the brand shows its influence through different 

communication tools. 

The empirical findings show how all the interviewed companies work with brand image activities 

in one way or another, even if it within some ventures, was not stated as actions for a strategy of 

brand image. An example of this assumption was Company D, where the entrepreneur initially 

stated that they do not take any action of brand image, but further on described how they rely on 

word of mouth as a marketing tool, and acquire their customers through their past customers.  

6.4.1 Market Communication 

The first impressions are a crucial factor when consumers generate a perspective of a brand, which 

is shown as the criteria of market communication in the Riezebos brand image model (2003). 

Company B and E expressed that the first impression facet was taken into consideration in their 

new ventures, since a constant interaction with their consumers is part of their business strategy. 

The two companies have chosen to communicate a specific message to the consumer, which goes 

hand in hand with Riezebos theory for brand image (2003). Company B states that the first 

impression their customers has with them are usually positive; which proves that company B has 

taken market communication into consideration. Company E responded that their first impression 

is part of their business idea, to convince customers to return to their brand and create brand loyalty, 

which reflects the criteria of Riezebos market communication. On the other hand, Companies A, 

C and D indicated that they do not consider market communication, and hence do not uphold the 

entire process of brand image in terms of the three criteria (Riezebos, 2003).  
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When company A, C and D responded to the questions about market communication, their 

hesitance shined through from their responses, leading the authors to believe they maintain 

difficulty deciding what kind activities tie to market communication and consequently also to 

brand image. Company A’s  apprehensive answer indicated that they didn't have a strategy for 

market communication momentarily but when further questioned, the entrepreneur proudly 

answered that the message to the customer have already been clearly formulated and was ready to 

be communicated once a strategy was built. This response lead the authors to trust that actions of 

market communication in terms of the Riezebos model (2003) have been taken in consideration 

unknowingly within the new venture of Company A but without certain tangible action.  

In turn, Company C stated that they are aware of the necessity of a strategy for market 

communication, but argue that it is nothing they prioritize as of now. This gives the authors reason 

to believe that the importance of market communication has been realized in Company C, as the 

Riezebos Brand Image model (2003) explains the critical importance of correctly conveying the 

message a brand desires to be recognized with. The nonexistence of prioritizing market 

communication in Company C, in terms of a message for the first time user, became very clear to 

the authors, as the entrepreneur chose to confidently express no worries about the lack of the brand 

image-criteria of market communication. The entrepreneur boldly explained that a message to the 

consumer is something to consider further down the road, and is not anything they highlight in the 

new venture when developing business strategy. Company C relies on the fact that they are first-

movers within their industry, and through which their message is disclosed to the consumer. 

However, only having an existence on the market is not reliable enough when creating a strong 

brand. Keller (2008) explains that the brand is what the consumers associate with, giving the 

authors motive to believe Company C should take a specific consumer message into consideration 

in order to meet the Riezebo´s criteria of market communication when creating brand image. 

Company D clearly showed its confusion to what market communication is, leading the 

entrepreneur to answer that no message or thoughts around market communication are present in 

the venture. Company D entirely lacked strategy for market communication, and furthermore did 

not realizing the importance of a first impression to potential consumers, expressed in the Riezebos 

brand image model (2003).    
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6.4.2 Consumption Experience 

Riezebos (2003) states that consumption experience is part of the preparatory process in 

developing brand image. It is something that should coincide with the “marketing communication” 

for the purpose of acquiring correlation between consumer experience and their expectations. 

Brand advertising can do this, yet the majority of all five of the interviewed companies’ state they 

do not actively work with any traditional advertisements. Although, Company E once again stood 

out, confidentially stating the importance they see in a strong strategy for consumption experience, 

agreeing with Riezebos theory that a stronger brand image based comes from a good experience 

for the consumer. Company E is active on social media, and emphasize the value that social media 

has brought to their company, increasing the ability to communicate with the consumer and steer 

the consumer expectations through the material they post on social media outlets. The participant 

(Company E) suggests that social media is a superior way of advertisement today, which allows 

them to communicate with the consumer more efficient and effectively. This assumption by the 

company lead the authors to believe that Company E thus has taken into consideration  the 

“consumer experience” facet; where their main tool of marketing is social media, leaving company 

E fully fulfilling Riezebos criteria of consumption experience for brand image. 

Contrasting from Company E, the other four interviewees responded that they do not take any 

concern into consumption experience as far as advertising goes. The authors can interpret from the 

empirical findings that this observation goes hand in hand with the fact that they lack a strong 

strategy for Riezebos (2003) first criteria of brand image; market communication. The four 

companies A, B, C, and D have a difficult time expressing a conclusive strategy as to what and 

how to communicate to the customer. This is something that is problematic for deciding upon what 

sort advertisement to use in terms of increasing the consumer experience. Company A believed 

that advertising might not be relevant for their venture, stating that no strategy for consumption 

experience had been made due to their heavy customer participation. With this mindset, it lead the 

authors to believe that Company A could possibly have misunderstood the “value of activities” for 

a greater consumption experience. Company A relies on customer participation, not reflecting 

further on consumption experience or strategizing that the experience is positive for the customer. 

Riezebos (2003) explains in the Brand Image model (see figure 2) that a negative image would be 
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harmful to the brand, giving the authors reason to argue that Company A should take into 

consideration consumer experience and the expectations customers uphold.  

Company B indicated to the authors an understanding of the importance of implementing a strategy 

for consumption experience, as they responded to counter questions with the explanation that the 

company is taking actions today towards “getting to know the customer” better in order to correctly 

communicate with the consumers through advertising. This gives motivation to believe that 

Company B will work on consumption experience further down the road, since they displayed an 

interest in learning about the customer through customer development activities. As Riezebos 

(2003) states, the brand image of a firm will be strengthened if the consumer experience positively 

corresponds with the marketing communication, in correlation, Company B aims to attain more 

knowledge about their customer before taking actions of marketing but still understands the 

importance of consumer experience. Both Company C and D revealed confusion about 

“consumption experience,” thus indicating no strategy had  been taken into consideration as both 

companies do not focus on marketing activities. In addition, the two companies showed hesitance 

towards an initiative to create any marketing structure in the future.   Company C as well as D 

explained that they feel lost in the development of generating a strategy for consumption 

experience, giving the authors reason to judge that the steps of the Riezebos model for brand image 

is unknown to the entrepreneurs. 

6.4.3 Social Influence 

As part of creating brand image, social influence is another critical criteria explained by Riezebos 

(2003). Social influence occurs through the influence of word of mouth, a very central selling tool 

(Riezebos, 2003).  The responses from the entrepreneurs, in regards to the social influence on their 

firm were somewhat abstract, something the authors believe has foundation in the early stages of 

venture development. All companies rely on word of mouth as a social influence tool. The authors 

consider that the new venture entrepreneurs’ meet the social influence criteria explained by 

Riezebos, since word of mouth is necessary for them at this stage of development, giving them the 

opportunity to fulfill the criteria of social influence.  

  



   
 

 54  
 

7. Conclusion 

The purpose of this thesis is to shed new light on branding within new venture companies, 

specifically investigating the brand image and brand identity perspectives of the branding strategy. 

The aim was to explore the branding strategies within new ventures and comprehend the degree 

of brand image and brand identity aspects. This was conducted through investigating two research 

questions:  

Research Question 1:  

What is the perception of branding, brand image, and brand identity among new venture 

entrepreneurs?  

Few ventures saw branding as a central activity, yet positioned their actions under the term that 

does not specifically fit under branding. When weighing this evidence, the authors interpret it as a 

lack of knowledge for branding through the two instruments of brand image and brand identity. 

All companies demonstrated how they value and cherish their relationships with their consumers, 

since they see the positive effect on their brand when learning about their customers, and wish to 

nurture these relationships more. This indicates an increasing interest in branding. Giddens & 

Hofmann (2001) explain how the act of branding is beneficial in order to build brand loyalty, and 

the authors judge that the new ventures wish to do this, and further realize the importance of 

branding in order to do so. The most reasonable interpretation is that all new ventures value 

branding highly as they demonstrate willingness towards working with the different branding steps 

through brand image and brand identity described by Riezebos (2003) and Kapferer (2008). 

However, the new ventures fail to take action in constructively fulfilling work within aspects of 

branding, as they fail to specify what brand image and brand identity actual entail. Hence, it can 

be concluded that the companies struggle to decide the difference between brand image and brand 

identity. As a result, the new ventures struggle to realize which of their marketing activities align 

under each term, thus ultimately leading to confusion when deciding the optimal branding strategy 

to be used in their new venture development.  
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Research Question 2:  

Do new ventures take into consideration the aspects of brand image and brand identity during 

their new venture development? 

While new ventures possess a value of branding, there exist some inconsistencies between the 

companies in regards to the activities that constitute branding and the actions that deem most 

constructive for branding. In general the new ventures’ branding activities displayed coherence 

and distinguishment in order to push their brand on market when facing competition. As a result, 

it can be concluded that many of the new ventures take into consideration some aspects of brand 

image and brand identity, however it was quite apparent they did so unknowingly. The same 

companies showed an understanding in realizing who their targeted audience was, and how to 

reach them in order to work with brand development. This facet of Kapferer’s (2008) brand identity 

goes in line with Cova & Paranque (2016), concerning how brands play a major role in society, 

and that the society influences the brand development. However, it was also discovered that as a 

whole, several aspects of brand identity and brand image where more or less rashly considered. 

Among the majority of the new ventures, the ‘relationship’ facet of brand identity and the ‘market 

communication’ of brand image were least thought of.  

All in all, the study confirms that as a whole, the new ventures work with branding activities to 

various extensions, even if the majority of the companies lack an identified branding strategy and 

view the branding activities with different phraseologies of the terms. Branding is a strategy of 

marketing that is proven to give an organization an advantage over its competitors (Leventhal, 

1996), thus a component that plays a major role for first movers in a marketplace. As a group, the 

interviewed companies aim to hold that competitive advantage and do so through different means 

of branding activities in order to reach their consumers. It was evident that various forms of 

business development were implemented among the new ventures, however there existed a lack 

in consistency due to their early establishment phase which is an aspect that indicates that branding 

is not yet something prioritized within the new ventures. The companies showed confusion in 

determining which activities belonged to brand identity versus brand image, something that give 

the author's reason to believe that new ventures do not know the difference between the two. Brand 

image and brand identity should be strongly correlated for a strong branding strategy (Roy & 

Banerjee, 2007), but while the new ventures did not specifically acknowledge the academic 



   
 

 56  
 

concept of the terms, they did in fact show an understanding of their importance. As the new 

ventures displayed a recognition of the importance of brand image and brand identity it clearly 

indicates that the entrepreneurs value branding. Furthermore the companies showed clear signs of 

the realization of how and why they should consider branding activities within their new venture.   

To summarize, the research can conclude that very few new venture entrepreneurs know the 

difference between brand image and brand identity, thus for the most part, do not consciously take 

their aspects into consideration during their new venture phase. The two theories presented in the 

theoretical framework: Riezebos’ theory of brand image (2003) and Kapferer's theory of brand 

identity (2008), both describe steps that can be used as methods for branding. All together these 

steps ensure a thought-out strategy in building a brand, thus encouraging entrepreneurs to take 

these steps into consideration for their business development, something that was proved difficult 

by entrepreneurs.  In consideration to a recommendation for new venture entrepreneurs, it can be 

suggested that they investigate the holistic phenomena of branding early on in their new venture 

development. Respectively, new venture entrepreneurs should particularly study the 

comprehensive aspects of brand identity and brand image before developing their branding 

strategy in order to strategically and efficiently position their company.   
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8. Discussion 

From the research conducted, it can be concluded that new ventures work with various components 

of brand image and brand identity described by Riezebos (2003) and Kapferer (2008). However, 

many of the new ventures fail to realize that they actually take actions for the purpose of branding. 

This leads to the conclusion that new venture entrepreneurs uphold the need to consider branding 

in a larger context within their new venture development. Consequently, the thesis aims to shed 

light specifically on the branding facets of brand image and brand identity in order to fulfill a 

strategy in branding context for new ventures.  

Aligned with both theories, brand image and brand identity, it is crucial to find a strategy that 

works for the company, in order incorporate branding as part of the business development. With 

that being said, the authors believe that the interviewed entrepreneurs will continue to be successful 

in their businesses, as they showed a great amount of entrepreneurial spirit and eagerness to learn. 

One can argue that lack of branding will bring a company to fail, yet the authors believe that 

interest, among the new venture entrepreneurs, in branding activities will keep their company 

active in terms of developing the brand, where the different steps of brand image and brand identity 

should be used as tools. Engagement and understanding of branding through brand image and 

brand identity is a great start for building a strong brand. The aim of this thesis was to shed new 

light on branding for new ventures, specifically investigating brand image and brand identity. The 

findings imply that new venture entrepreneurs see the value of branding, however they have a hard 

time defining what brand image and brand identity entail.  

The results show that branding is viewed as an important tool in order to strengthen and position 

the brand. The study indicates challenges in specifying branding activities through brand image 

and brand identity for new ventures as no specific strategy for branding seems to appear present 

for the majority of new ventures. Since every company is unique and individualistic, each 

entrepreneur should plan their branding approach appropriately according to their own distinctive 

situation in order to create brand value for the customer. It is proven that successful ventures 

consider and realize the importance of branding, so future entrepreneurs should aspire to develop 

a branding strategy that applicably cooperates with their new venture; specifically through the two 

theories of brand image and brand identity as they are not commonly acknowledged in the new 

venture phase. As a company grows, the entrepreneur will undoubtedly face new challenges and 
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maintaining an already established branding strategy will ease the difficulties that the growth will 

bring. In order to minimize the risk of the venture being forced to pivot and backtrack in the 

progressive development of the process of building new strategies, it is important to consider 

different options and strategies early in the new venture inception. The market in which a company 

operates in will always affect the company; therefore the entrepreneurs must constantly learn and 

develop in order to orient themselves and their brand appropriately in this environment. The 

authors suggests that venture entrepreneurs should consider the steps of brand image and brand 

identity in order to easily be flexible as well as confident in the changing market. There is no 

straight path to success, but knowing and using the right tools will facilitate in gaining an 

advantage. 

8.1 Implications  

The thesis is administered to holistically understand the brand image and brand identity in the 

branding strategy of a new venture. Thus providing an awareness of the scope of brand image and 

brand identity activities among new ventures. As a result, the new light brought to new venture 

branding provides use to entrepreneurs delving into a new venture as it brings forth awareness of 

the existing new ventures degree of branding, specifically that of brand image and brand identity.  

8.2 Future Research 

This research has been conducted with the aim to shed light on branding within new ventures. It 

provides an important contribution to the field of branding especially for entrepreneurs wishing to 

start a new company, as little research exists on the topic. Research was developed through the 

administration of interviews among new venture entrepreneurs, which provided an in depth data 

collection for an extensive analysis. Nonetheless, the research has been conducted under a limited, 

short period of time where the authors had a finite possibility to deeper explore the subject. The 

primary data collected was only composed of Swedish entrepreneurs, leaving discretionary cause 

to imply that the conditions may not be suitable for entrepreneurs outside of Sweden. As well the 

research was limited by the number of respondents, as the cooperation to participate was weak 

among new venture entrepreneurs. The findings should therefore be comprehended as a beginning 

onset for further research instead of a definitive conclusion of branding within new ventures. 

Suggestions for further research could entail a broader and more inclusive scope of new ventures 
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globally rather than just in one country. As well, this is a qualitative study and new finding would 

possibly arise from a quantitative study in order to ensure higher success rates. Conducting further 

studies within the field of branding in new ventures would truly bring the branding concept an 

awakening, as most studies are only based on established firms.   
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10. Appendix 1 

10.1 Interview Guide 

General Information 

1. Company name? 

2. When were you founded? 

3. Where were you founded? 

 
Company Information 

1. Who are the founders? 

2. Where did the idea come from? 

3. How long time has it taken for your company to go from idea to market? 

4. What was the initial offer and what was the realized offer? 

5. What was the initial customer segment and what was the realized customer segment? 

6. Did you target all your stakeholders, only customers or no one? 

 
Branding 

1. What type of branding has the company done? 

2. What is the entrepreneur’s perception/ idea of branding  

3. Their thought on the importance of branding  

4. Do the entrepreneurs know what brand identity and brand image are?  

5. And do they know the difference between them? 

Brand Identity  

The entrepreneur's idea/perception of what brand identity is? 

1. The Foundation of the company - Have they made a predetermined set of values or does 

their company have any set values? Do they know themselves have an idea/know the 

identity of their company? 
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2. Personality: Can they describe their brand as if it were a person in a humanistic 

perspective? Or is this something they have thought about? 

3. Culture: Can they explain the culture of their company? Do they know where their 

culture of the brand came from? Do they know or have any foundational principles their 

brand developed from? Does the entrepreneur know or have their core set of values? 

4. Relationship: Do they have a strategy to creating brand-customer interaction? Do they 

have a strategy/take measures in presenting their brand to the consumer in a certain way? 

5. Reflection: Does the entrepreneur know their specific target audience? If they advertise 

their brand have they thought about or do they already know who they would have using 

their product or service in the commercial? 

6. Self-Image: From the mind of the consumer so the entrepreneur cannot answer about this 

aspect. 

Brand Image  

The entrepreneur's idea/perception of what brand image is? 

1. Market communication: Does or has the entrepreneur thought about strategizing a 

positive first interaction between their brand and the customer? Do they know / have a 

specific message they want to be recognized with? 

2. Consumer experience: Has the entrepreneur thought about or have a strategy to fulfilling 

the expectations a consumer makes about their brand after viewing their advertisement? 

Does their company have a strategy to creating positive consumer experience?  

3. Social Influence: Does the entrepreneur take measures into creating positive social 

influence through word of mouth? Or do the entrepreneur try to influence the word out 

mouth about their brand? 


