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Abstract 
A brand is more than a product and small-medium-enterprises (SMEs) have the 

possibility to exploit the full potentials of branding. Even when currently still 

underestimated, branding provides benefits for SMEs. The outdoor industry is one that 

is becoming a mainstream market with several brands competing for the outdoor 

enthusiasts in potential markets all around the world. Branding is an integral part of 

businesses today and the dynamic nature of business in this 21st century makes it even 

more competitive in nature because every firm has to differentiate its product from 

those of competitors one way or another including SMEs who are faced with several 

constraints. This is why it becomes imperative to be entrepreneurial in their marketing 

efforts and ensure that employees understand what they want the brand to stand for in 

the mind of customers. Branding could enhance their position, competitive advantage, 

performance as well as international expansion.  

The purpose of this study is to explore how Swedish Outdoor brands (SODBs) build 

their brand identity and align their brand for international markets. Furthermore, the 

research aimed at finding out if the intended brand identity is in line with the perceived 

brand image by customers. The research outcomes can be used by Swedish Outdoor 

companies that want to inform themselves about brand management in general and 

different opportunities on how to build a unique brand identity that is internally as well 

as externally valued. It provides practical considerations for entrepreneurs and SMEs in 

general on how to aim at building a brand that is strong how they could internationalize. 

In order to adequately explore the aim of this study, a mixed method of qualitative and 

quantitative research was undertaken. The first phase of data collection was done with 

three SODBs through semi-structured interviews and it was qualitatively analysed. This 

served as an input in the preparation of the questionnaires used in the second phase of 

data collection from retailers and end-users mainly across Europe. Two questionnaires 

were developed for both groups. The responses from both groups were analysed 

statistically. The data collected from the companies, retailers and end-users enabled us 

to compare the company’s perspective with that of the retailers and end-users; which is 

a comparison of an inside-out (companies) and outside-in (customers) perspective. 

We combined theories from marketing and entrepreneurship which enabled us to 

develop a framework that we analysed according to sub-disciplines of both fields in 

order to answer the empirical research questions raised in this research. The framework 

was modified based on our findings and our findings revealed that the aspired brand 

identity of the firms studied aligns with the brand image that retailers and end-users 

form about SODBs in the international market addressed in this research. Furthermore, 

employer/internal branding activities were evidently seen in all companies studied; and 

the level of entrepreneurial orientation in each firm with regards to proactiveness and 

risk-taking as well as its impact on the brand creation process. This study contributes to 

theories in SME brand management, brand building and alignment with both internal 

(employees) and external (retailers and end-users) stakeholders; methodological 

contributions in the field of research and provides valuable societal contributions as 

well as managerial recommendations for outdoor SMEs in particular and SMEs in 

general that want to build and/or internationalize their brand. 

Keywords: Brand identity, Brand Image, Brand management, Employer branding, 

Entrepreneurial Orientation, Internationalization, SME branding, Outdoor. 
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Chapter One-Introduction 
In this chapter, we will present the problem background and discussion for this thesis 

and argue for why it is important to look at the selected concepts that may have 

relevance on brand identity and internationalization of Swedish Outdoor SMEs. The 

knowledge gaps, research questions, purpose of the study, potential contributions and 

delimitations of this study are presented as well as the author’s background; and 

definitions of key concepts. 

1.1 Problem Background and Discussion 

The outdoor industry is taking on greater significance, not just for customers focusing 

specifically on outdoor sports and activities but, it is also evolving as a trendy fashion in 

the cities nowadays. “Outdoor clothing is now about much more than simply fulfilling 

the functional criteria of sportswear: it is also increasingly gaining ground in urban 

everyday life and setting fashion trends in all areas” (Outdoor-Show, 2012). Many 

outdoor fashion brands seem to gain attention and popularity beyond their borders by 

delivering high quality and innovative products that benefit from a positive brand 

image; and “Scandinavians are known for their love of the outdoors and values of 

simplicity, style, quality and durability and their resilience in coping with harsh 

weather conditions” (Horne, 2010). The need to create these kinds quality brands 

requires some level of creativity from management/employees and ability to leverage on 

the changing fashion trends in various markets. Marketing and entrepreneurship has 

been considered as behavioural in nature because “they are both boundary spanning, 

involve an extensive interplay with environment, require the assumption of risk and 

uncertainty, and inevitably interface the complexities of human behaviour with 

commercial and other endeavours” Hill & LaForge (1992, cited in O’Cass & 

Weerawardena, 2009, p. 1327). An entrepreneurial vision and the ambition to give a 

brand a unique identity by building a “bridge” between entrepreneurship and marketing, 

which have to be aligned in order to gain benefits from this interrelation.  

 

Brand management is a widely discussed topic since many businesses recognized the 

value of brands, which might even be the most beneficial asset for many companies 

(Aaker & Joachimsthaler, 2000; Keller & Lehmann, 2006). A brand (see definition in 

section 1.7) is a promise to the customer and holds benefits for the consumer as well as 

for the company. When speaking about brands, people often have more in mind than a 

product since they form perceptions. Therefore, a brand is more than simply a product 

and needs adequate management (Aaker & Joachimsthaler, 2000; Aaker 2010). In this 

study, we have focused on finding out how Swedish Outdoor SMEs are managing their 

brands in order to reach out for an international market. Brand management works 

differently for SMEs than for large organizations (LOs). SMEs have to build their brand 

identity based on visionary entrepreneurs and passionate managerial teams that strive to 

build a unique identity (Krake, 2005; Keller 2008; Spence & Essoussi, 2010). While 

facing restrictions regarding limited resources, SMEs are supposed to have advantages 

regarding innovativeness and flexibility (Berthon, Ewing & Napoli, 2008; Spence & 

Essoussi, 2010). Successful brand management needs a positioning that is based on a 

clear and unique brand identity, which is how the company wants to be perceived by 

customers. In contrast, the brand image is how the company is currently perceived by 

retailers and end-users (consumer). The positioning is the basis of the marketing 
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strategy and transfers the promise and value proposition, which means the intended 

identity, towards consumers. The ultimate goal of a company is to gain positive brand 

equity, which reflects the value of the brand and can be measured in a financial and/or 

customer based way (Kapferer 2004; Keller 2008; Aaker, 2010). 

 

In case the brand identity and the brand image align with each other it can be beneficial 

for the company and the brand. Gaining a positive brand image is therefore of high 

significance for SMEs in order to position themselves; also with regard to international 

markets. Brand equity is developed through effective marketing and generally measures 

how a company’s branded product is preferred in comparison to a non-branded 

alternative. Nevertheless, it is doubtful if brand equity can be measured for SMEs 

(Krake, 2005; Spence & Essoussi, 2010). This issue will be addressed in the literature 

review (see section 2.5). A brand’s identity (see definition in section 1.7) is often 

expanded through valuable associations that distinguish a brand from its competitors 

(Ghodeswar, 2008; Aaker, 2010; Keller 2008). This could be an opportunity to leverage 

upon; for SMEs in order to position themselves beneficially in domestic as well as 

international markets. Spence and Essoussi (2010) identified that country of origin 

(COO) in particular, could be an association that could be used for SMEs to leverage 

upon in order to position their brand to gain a beneficial brand image. There are existing 

examples of companies that made use of that strategy in the outdoor industry, such as 

the brand “Berghaus” (which is actually an English brand but sounds German/Austrian). 

If brands want to exploit the opportunity of COO associations towards their brand, this 

could be pursued by their actual COO, such as Ikea and Sweden, or by a connection or 

association that the company aspires to create; such as the “Berghaus” example shows. 

SODBs in this industry could have a benefit in comparison to global competitors and 

might hold a unique position in consumers’ minds; due to positive COO associations. 

Nevertheless, this possible opportunity has to be leveraged upon by the 

entrepreneur/management team in order to exploit it for international markets. 

 

Therefore, managing a brand requires individuals who are creative because, products 

are a reflection of the individuals in the firm that creates the product through rigorous 

product planning and development process. This makes it vital to have the right people 

know who can do what and how they will do it, before and after the recruitment phase. 

The relationship between employer and internal branding on the entrepreneurial 

orientation at the firm level has often been neglected. This affects the achievement of 

corporate goal alignment and employee behaviour, which results in innovation 

propensity and attraction of talents in the firm for competitive advantage (Aggerholm, 

Andersen, & Thomsen, 2011) through the creation of strong brands. Entrepreneurs can 

also be a group of people (entrepreneurial team), this brings the issue of employee 

involvement in the innovative and decision making process to light. People talk about 

brand management in abstraction but fail to see that there are individuals behind the 

creative process. Employee alignment with the organization’s marketing strategy, value, 

expectations etc. through internal behavioural branding (Keller, 2008; Srivastava & 

Thomas, 2010, Vrontis, Czinkota, & Hadiono, 2012) is crucial because “employer-

branding efforts will be counterproductive if the messages aimed at [employees] 

undermine the company’s broader marketing strategy” (Hieronimus, Schafer, & 

Schröder, 2005, p. 3). The employees are the ones who deliver the brand promise and if 

they do not share the brand values, the effectiveness of internal marketing and the 

broader marketing strategy will be short lived.  
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Getting the right employees and aligning them with the marketing strategy is vital but, 

they must show some level of entrepreneurial behaviour in order to actualize the 

intended brand identity. This will require an entrepreneurial manager/team. 

Entrepreneurship has become an increasingly recurring concept in business all over the 

world today. Following the distinction made by Carland, Hoy, Boulton, and Carland, 

(1984) about the entrepreneur and small business owners; and follow up studies by 

McKenzie, Ugbah, and Smothers (2007) a common theme today is that 

entrepreneurship involves individuals or groups that exhibit entrepreneurial behaviour 

(risk taking, innovative and proactive) and seek to maximise opportunities both locally 

and internationally. For the firms to explore market opportunities in a foreign market, 

they must be proactive and compete aggressively with other firms. Firms who are 

complacent cannot be proactive and this will have negative impact on firm successful 

brand internationalization. In an empirical study carried out by (Lan & Wu, 2010) they 

found out that the degree of entrepreneurial orientation of SMEs affects their level and 

degree of internationalization. Entrepreneurial orientation of the management team 

impacts on decisions taken such as: business growth and market size; either locally or 

globally (Lloyd-Reason & Mughan, 2002). This will require them to be able to identify 

opportunities in international market and work towards exploiting these economic 

opportunities with the brand they have built. Firm entrepreneurship level will influence 

strategies taken in foreign market decisions and also affects the performance of the firm 

(Green, Covin, & Slevin, 2008). Strategic decisions on which market to enter are often 

decided upon by the team or owner manager, as the case may be. However, cultural 

factors have been identified to have an impact on the entrepreneurial orientation of 

firms based on their cultural dimensions; and the level of risk they assume when making 

business decisions; uncertainty avoidance and power distance have been identified to 

have a significant negative influence on risk-taking levels; and this exerts influence on 

proactiveness which negates an entrepreneurial behaviour (Kreiser, Marino, Dickson, & 

Weaver, 2010). 

 

As the idea behind brand identity (who are we and how do we want to be perceived?) 

shows, employee branding and entrepreneurial orientation are important drivers in order 

to position the brand successfully; especially with regard to SMEs whom face resource 

constraints. In order to differentiate, useful associations should be utilized to enhance 

awareness and memorability in order to influence consumer’s perception about the 

brand (brand image); such as the COO image. This indicates that brand positioning is a 

matter of internal as well as external alignment of the company, other stakeholders and 

the customers (Kapferer, 2004, Srivastava & Thomas, 2010). Srivastava and Thomas 

(2010, p. 466) developed a brand alignment framework, which is addressing the 

essential alignment between: brand visionaries (management), brand providers 

(employees, channel) and brand believers (customers) in order to provide a valuable 

and strong brand. To achieve brand alignment, companies need a consistent brand 

management, a strong identity and vision that are shared by the management team and 

all employees in order to position themselves locally and internationally. The 

internationalization approach chosen by a firm is influenced by several factors; internal 

and external to the firm. SMEs are faced with resource constraints and other forms of 

non-trade barriers in their internationalization process which includes for example, lack 

of information about overseas market and identifying opportunities in those markets 

(OECD, 2009b). This constraint can limit their ability to adapt a brand to a market like 

other bigger companies do today. For this reason we assumed that the company and the 
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brand are “one” in their internationalization process because complex brand structures 

would be costly for them to adopt.  

 

One can see most firms of SODBs having their company name as their brand name. 

This might have benefits while internationalizing due to reasons such as higher brand 

awareness and an easier positioning in consumers’ minds (Aaker, 2010). This also 

facilitates brand internationalization since one common marketing communication 

program is easier to transfer internationally; instead of having a complex branding 

structure including various brand identities. All those points would be beneficial for 

SMEs since resources are saved through this strategic approach. However, for SMEs to 

internationalise their brand, they will probably need to make the choice between several 

internationalization approaches and this can be influenced by several reasons. Despite 

the several perspectives on internationalization, we see that SMEs who face resource 

constraints, lack of knowledge and experience about foreign markets; will need to 

choose an approach based on an assessment of what will work best for them. A 

common trend today is the use of retailers/distributors by most SMEs when taking their 

products abroad. Fernhaber and McDougall (2005) Hadley and Wilson (2000) show 

how network relationships can help firms adapt and internationalize. The networks itself 

comprises of actors, resources and activities that goes on between them. Retailers form 

part of the actors and resources that the firm can use in its internationalization strategy. 

This provides a platform for access to markets outside their local environment, which 

will depend on the resources (tangible and intangible) available to the company and 

their adaptive capabilities considering market volatility. 

 

Today, several retailers and manufacturers of outdoor clothing in Sweden are networked 

by the Scandinavian outdoor Group, for the purpose of promoting Scandinavian outdoor 

firms (S.O.G, 2013). They create a platform for manufacturers to network with potential 

retailers thereby building relationships through network commitment (Johanson & 

Vahlne, 2006, p. 175). Retailers are becoming increasingly powerful because “the retail 

industry is becoming increasingly consolidated and as retailer power increases, many 

manufacturer and brands feel they are losing control of their destiny at the retail level” 

(Strategic Direction, 2011). This poses a potential threat to manufacturers or brand 

owners because, the retailers have power over the interaction consumers have with their 

brand locally and in international markets; and makes the brand dependent on the 

decisions made by the retailers rather than the brand owner or manufacturer. 

Nevertheless, SMEs who cannot afford to invest in opening their own brand stores will 

need to rely and develop a relationship with these retailers in order to get their products 

into international markets. Retailers often hold a variety of brands in their portfolio 

which means close substitute products, which makes direct brand rivalry (Porter, 2001) 

inevitable and store merchandising crucial for brands. SODBs could be viewed as 

“ingredient brands that wield significant consumer pull” if demanded by the end-users 

(Ailawadi & Keller, 2004, p. 332). This is the reason why it is pertinent to know how 

retailers perceive SODBs will be revealed in chapter 4. We are aware that retailers may 

stock items that go off the shelf faster regardless of what they feel about the brand or its 

COO image; because retailers’ perception and end-users perception of the product 

might vary as individuals interpret their own choice differently but, we believe this can 

bring useful insights for companies. 

Retailer’s perception and end-users perception can differ, as we have noted above that is 

why it is important to know from both ends of the continuum how SODBs are perceived 

by these two vital “customers”. End-users (consumers) perceptions about the retailer are 
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built to a large extent upon their product range (Alexander, Doherty, Carpenter, & 

Moore, 2010, p. 166) and store image (Burt & Carralero-Encinas, 2000). According to 

Jacoby and Mazursky (1984, cited in Burt & Davies 2010, p.869), the correlations 

between store image and brands are very complex. For some people the product image 

might influence the store image, while for others it is vice versa. One might expect that 

customers decide where to buy (store) after deciding what to buy (product and/or 

brand); especially when it comes to specific high quality fashion. This can also be the 

case for outdoor products, were the decision to buy from a retailer is predicated on the 

decision of the brand the customer wants. Nevertheless, retail stores convey customer 

experiences and serve as a direct touch-point to the consumer, which makes the store 

itself a retail product (Porter & Claycomb, 1997; Floor, 2006) and it is the consumer 

who decides upon the retailers brand equity (Ailawadi & Keller, 2004, p. 332). With 

regards to outdoor brands, customers’ expectations of quality as durable consumer 

goods might be high; as well as brand preference and brand loyalty. The first step to 

gain consumers is however to create a desired awareness by organizations, which is 

correlated to many other factors such as perceived quality (Kapferer, 2004; Aaker 

2010). If factors that consumers’ value is in line with the company’s desired identity, 

this could be a trigger for the firm to open own brand stores. 

1.2 Knowledge Gap 

We have been able to identify knowledge gaps within the area of study based on 

extensive review of empirical and theoretical works by various authors. These 

knowledge gaps form part of the contribution of this study to theory. 

 

Gap 1: Brand management is a wide theme and an enormous amount of research 

literature covers that subject; however it is mainly focusing on large organizations 

(Kapferer, 2004; Aaker, 2010; Keller 2008). As a result, research with regard to 

branding of SMEs is lacking attention, which according to Spence & Essoussi (2010) is 

a research gap discovered by various authors (Abimbola and Vallaster, 2007; Krake, 

2005; Wong and Merrilees, 2005; Inskip 2004).  

 

Gap 2: The COO image has been suggested to be studied by Spence & Essoussi (2010) 

in order to see how small SME’s make use of the COO image as a secondary brand 

association. With focus on Swedish Outdoor SMEs, this can be ascertained. Moreover, 

some authors see secondary associations as a valuable opportunity to leverage brands of 

SMEs (Abimbola, 2001; Krake 2005; Spence & Essoussi, 2010), therefore it deserves 

studying. With specific regard to the outlined further research suggestion by Spence and 

Essoussi (2010, p 1051), we decided to concentrate on the COO as a secondary brand 

association. Due to the time limitations of this research, we decided to mainly focus on 

the COO as a secondary brand association. 

Gap 3: Not much is available in extant literature about how employer-branding (EB) 

can influence the internationalization process of firms and how aligning employees with 

broader marketing strategies can contribute to its success. The findings will provide 

useful insights for future research on a wider spectrum on how EB can be effectively 

used in brand creation and internationalization. This may be important for SME 

branding and brand internationalization, but these are not studied yet. 
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1.3 Purpose of the Study 

This study aims to find out how SODBs build their brand identity by using beneficial 

brand associations (e.g. COO), considering their employer/internal branding efforts and 

entrepreneurial orientation; and which internationalization approach they use in order to 

internationalize their brand. We have also focused on investigating if the intended brand 

identity developed internally is in line with customer’s perception about the brands 

(brand image) by taking a look at retailers as well as end-users mainly with focus on the 

European market. A brand alignment of all parties should lead to a valuable brand 

position.  

 

The research questions are very empirical and we needed to build a framework from 

different theories and sub-disciplines which covers marketing and entrepreneurship. 

Chapter two provides us a base that will enable us to build our framework from these 

theories. The research questions are: 

 

1.) How do Swedish Outdoor SMEs build their brand identity and align their brand for 

international markets? 

 

2.) To what extent is the brand identity created in line with retailers and end-users 

perceived brand image in international markets? 

 

The first Research Question will be answered using qualitative data obtained via 

interviews (See Section 3.4.1) while the second Research Question will be answered 

using quantitative data obtained through questionnaires from retailers and end-users 

(See section 3.4.2). 

1.4 Contributions 

Theoretical contribution: Brand management of SMEs is supposed to be performed 

based on different guidelines (Krake, 2005; Keller, 2008) other than those LOs are 

assumed to follow (Aaker & Joachimsthaler, 2000). This study will contribute to the 

understanding of SME brand management. SME branding as being an exploratory and 

fairly new field of research (Krake, 2005; Spence & Essoussi, 2010), that needs further 

clarifications. This study will contribute to this aspect by focusing on a specific industry 

in order to support or question current theory on the field of SME branding. The 

combination of various theories of branding and internationalization will be combined 

in a unique framework that builds upon the brand alignment model of Srivastava and 

Thomas (2010) in order to logically combine different theories and to see in which 

degree the theories and theoretical concepts helps to understand the alignment 

 

Methodological contribution: As mentioned, the research questions are reflecting 

different research methods: qualitative (RQ1) and quantitative (RQ2), which results in a 

mixed method. Instead of using a pure qualitative or quantitative research approach, this 

mixed method will add a beneficial methodological contribution since the research will 

be built sequentially upon each research strategy; thereby allowing more exploration 

rather than solely explanation. The interviews (RQ1), will serve as a source for the 

surveys (RQ2) towards retailers and end-users (consumers) of SODBs. By triangulating 

these research strategies, brand identity and brand image can be compared in order to 

see the level of alignment.  
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Practical contribution: By investigating if the brand identity of SODBs is perceived in 

the desired manner by retailers and end-users, serves as a promising track of building 

strong international brands for firms’ within the Swedish outdoor industry. This 

possible alignment or misalignment of brand identity and brand image could either lead 

to an assurance of current brand positions, including their essence and associations 

(COO), or could outline certain factors that need to be reconsidered in order to align 

brand identity with brand image. The alignment with internal as well as external entities 

is therefore important and will be examined in order to detect possible improvements 

that can be of use for SODBs and other SMEs. As a result, this study is specifically 

interesting and relevant for SMEs within the Swedish Outdoor Industry that either plans 

to internationalize their brand(s) or already did so and is performing in the global 

market. 

 

Societal contribution:  
If the findings show that SODBs have a beneficial COO image based on its 

Scandinavian appeal-this could encourage more Swedish Outdoor SMEs to engage in 

export activities and leverage on the COO image. If associated with Outdoor products it 

can increase their market expansion efforts more. This holds the potential to put a firm 

in the limelight and could give it a long term edge in the market as such firms put more 

focus on developing quality and credible products that could enhance its brand image in 

foreign markets. 

1.5 Delimitation 

We are aware that the service dominant logic developed by Lusch and Vargo (2004) has 

an enormous effect upon consumer orientation and the approach on how companies are 

building service oriented marketing channels. Nevertheless, the consideration of this 

specific issue would be too complex with regard to the focus and time frame of the 

study. This research touched upon the service dominant logic but did not address this 

topic in-depth but, partially in relation to branding.  Moreover, complex brand 

architectures and the management of brand portfolios (Aaker, 2010), especially with 

regard to international marketing, were not covered in this study because of the specific 

branding nature of SMEs in the outdoor industry, where the focus is placed on one 

brand only. Therefore, the brand internationalization was not considered because SMEs 

are usually faced with resources constraints and cannot carry out branding activities for 

several markets at the same time; instead internationalization approaches that can be 

adopted for foreign markets were considered.  Regarding the retailer and the end-user of 

outdoor brands, as both being customers, the market push and consumer pull theory is 

of great importance while determining power in the retail industry between 

manufacturers and retailers. However, we focused on evaluating brand identity and 

brand image of international customers, which would have made an additional focus on 

those issues too complex. 

1.6 Authors Background 

We have a common basis and the unique opportunity to utilize a combination of 

marketing and entrepreneurship theories, which gives this thesis a beneficial and unique 

point of departure. We both hold a Bachelor’s Degree in Business Administration, 

which gave us a common basis for this research. We are specialized in different field in 
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our Masters study; which is marketing and entrepreneurship. However, we benefit from 

various similar knowledge areas which we have combined creatively. In order to find an 

appropriate research for this thesis, we have combined our individual interests of each 

specialized area; which are branding and entrepreneurship.  

 

We have different cultural backgrounds, coming from Germany and Nigeria, and have 

diverse cultural experiences; which gave us the opportunity to effectively exploit our 

educational backgrounds on diverse perspectives. Since we have been guided by our 

own fields of interest in the subjects of marketing and entrepreneurship, which resulted 

in the decision to research on branding and internationalization, one should take into 

account that those decisions were made before the actual study was conducted and 

therefore those preconditions should be considered while conducting the study (May, 

2011, p. 33). 

1.7 Definition of Key Terms 

The following are definitions adopted for the key concepts used in this thesis and for the 

readers understanding, the definitions are presented below: 

 

Brand: “According to the American Marketing Association (AMA), a brand is a 

“name, term, sign, symbol, or design, or a combination of them, intended to identify the 

goods and services of one seller or group of sellers and to differentiate them from those 

of competition” and can also be viewed as “something that has actually created a 

certain amount of awareness, reputation and prominence…in the marketplace” (Keller, 

2008, p. 2).  

 

Customer Based Brand Equity (CBBE): “Brand equity is a set of assets (and 

liabilities) linked to a brand`s name and symbol that adds to (or substracts from) the 

value provided by a product or service to a firm and/or that firm`s customers” (Aaker, 

2010, p. 8). 

 

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

strategist aspires to create or maintain The associations represent what the brand 

stands for and imply a promise to customers from the organization members” (Aaker, 

2010, p. 68). 

 

Brand Image: “Brand image is consumers` perceptions about a brand, as reflected by 

the brand associations held in consumers` memory” (Keller, 2008, p. 51). 

Brand Personality: “The set of human characteristics associated with a brand” 

( Aaker, 1997, p. 347). 

 

Country-of- Origin (COO): “The impact which generalizations and perceptions about 

a country have on a person’s evaluations of the country’s products and/or brands” 

(Lampert & Jaffe, 1998, p.61). 

 

Entrepreneurial orientation: “Entrepreneurial Orientation refers to the strategy-

making practices that businesses use to identify and launch corporate ventures; and this 

represent a frame of mind and a perspective about entrepreneurship that are reflected 

in a firm’s on-going processes and corporate culture” (Dess & Lumpkin, 2005, p. 147). 
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Employer branding: “is defined as a targeted, long-term strategy to manage the 

awareness and perceptions of employees, potential employees, and related stakeholders 

with regards to a particular firm” (Sullivan, 2004). 

 

Internationalization: “Internationalization itself has not been clearly defined but, has 

been described by several authors as a process showing how a firm increases its 

involvement in international operations (Johanson & Wiedersheim-Paul, 1975; Welch 

& Luostarinen, 1988). This definition is widely held by several authors but, with 

different perspectives as to how firms internationalize and to what degree. 

 

SME:   “Micro enterprises: they have less than 10 employees and their annual turnover 

or balance sheet does not exceed 2Million euros. Small Enterprise: They have less than 

50 employees and have not more than 10 Million euros in their annual turnover or 

balance sheet. Medium-sized Enterprise: This last category have less than 250 

employees and annual turnover  not exceeding 50Million Euros and balance sheet total 

not exceeding 43 Million euros” (EU, 2005). 

 

 

1.8 Thesis Outline 
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Chapter Two- Literature Review 
This chapter starts with the “brand alignment framework” which serves as a basis for 

combining marketing and entrepreneurship in this study and guides theories of brand 

identity, employer branding and entrepreneurial orientation. It contains a review of 

previous research in the field of branding, entrepreneurial orientation and 

internationalization; this is to enable us outline various theories that can be uniquely 

combined to form our preliminary framework presented at the end of this chapter.  

2.1The Brand Alignment Framework 

Srivastava and Thomas (2010) developed a brand alignment framework (See figure 1 

below) which addresses the essential alignment between: brand visionaries 

(management) brand providers (employees, channel) and brand believers (customers) in 

order to create a superior brand that is in line with a company’s desired brand image. 

“To deliver a strong brand experience for customers the organization needs to develop 

strong internal alignment with the brand among internal stakeholders and resources, 

and strong external alignment with external stakeholders, partners, customers and 

consumers” (Srivastava & Thomas, 2010, p. 465). In the next part, we will briefly 

outline the content of the “brand alignment framework” and argue for its suitability 

regarding this study. Brand visionaries are presenting the management of an 

organization that is “making promises of value propositions to the customer” 

(Srivastava & Thomas, 2010, p. 465). Internal marketing is very important to “enable & 

facilitate promises about value propositions” (Srivastava & Thomas, 2010, p. 466) 

through brand visionaries towards brand providers. Internally a shared identity is 

created in order to pass it to external stakeholders; the brand believers. As a result, the 

overall brand promise needs to be spread and shared in the organization in order to align 

internally to create the desired brand image. (See Figure 1) 
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Figure 1: Brand alignment framework (Srivastava & Thomas, 2010, p. 466 
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As seen from the description, the overall brand vision and a strategy that is conducted in 

an equal manner by all actors, according to different markets, is essential to provide 

consistency of the brand`s value and a “…management that align the “who”, “what” 

and the “how” of brand delivery are amply rewarded” (Srivastava & Thomas, 2010, p. 

470). Even though the model is focusing on large organizations, we see much potential 

in the idea of aligning the brand in such manner as described. Marketing is not just 

about pure advertising and the marketing budget, but about how companies are able to 

align their brand vision internally in order to carry the right brand promises and 

message to customers. It is about to “bring [the brand] to life for the customer beyond 

what is possible with media communications, by making it personal” (Srivastava & 

Thomas, 2010, p. 466). 

 

There are other examples in literature that share the idea about the necessity to align the 

flow of communication between the organization, employees and customer through a 

service marketing triangle (Zeithaml, Bitner & Gremler, 2009). The Service Dominant 

Logic (SDL) of marketing, developed by Vargo and Lusch (2004), also focuses on the 

interaction between actors of the organization and their clients through a value creation 

that is of intangible nature; services. However, we did not focus on the service literature 

in this research, but on branding which made the “brand alignment framework” highly 

suitable for this study since we looked at different actors, which are the company, the 

retailer and the end-user. Moreover, the directions of those perspectives are defined 

through an inside-out (brand identity; company’s perspective) and an outside-in (brand-

image; retailers and end-users perspective) perspective. A model such as the “brand 

alignment model” that reflects both: different actors and the two broadly defined 

perspectives (inside-out and outside-in), does not just make it possible to explain the 

necessity of the brand alignment beyond a pure marketing functionality but forms a 

cross-functional activity (Abimbola & Vallaster, 2007), that also forms the basis of 

combining the subjects of marketing and entrepreneurship. This will be coming together 

in the development of the preliminary framework, after the theoretical review 

 

Business to Business and Business to Customer Relations: Due to the various 

perspectives and ties in the alignment model, it becomes clear that this study deals with 

both: business to business (B2B) as well as business to consumer (B2C) markets since 

the focus is set on retailers as well as end-users of outdoor brands.  It is therefore 

important to address this fact here in order to clarify certain issues that have been 

subject of discussion in marketing literature. Branding in B2B has long been viewed as 

not being as important as in the B2C environment (Leek & Christodoulides, 2011, p. 

1060) and generally people still assume that branding is mainly a B2C issue (Glynn, 

2012).  B2B has long been known to focus on performance and relationships (Anderson, 

Narus, & Narayandas, 2009, p. 140) rather than branding. Nevertheless, since markets 

became increasingly competitive, branding has gained attention in B2B markets (Lynch, 

2004, p. 403; Kotler & Pfoertsch 2007, p. 358; Davis, Golicic, & Marquardt 2008, p. 

225) and emotional value is becoming a critical point to consider (Lynch, 2004, p. 403). 

Lynch (2004, p. 15) has proven that brands have rational as well as emotional values for 

buyers in B2B markets and that “understanding, communicating and delivering on the 

value proposition” is very important. Moreover, Lynch (2004, p. 403) states that 

“…emotional brand values need to be communicated effectively both within the 

organisation as well as externally through the industrial sales force.” The latter 
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connects towards the brand alignment framework of Srivastava and Thomas (2010), 

since it underlines the importance to consider and address all parties in branding. 

 

We agree with Kotler and Pfoertsch (2007, p. 357) in that branding in B2B markets 

cannot just be fully rational since humans are always influenced by emotions. 

Therefore, we think that branding in B2B is emotionally influenced and that retailers 

build associations, preferences and decide what they value about a brand in the same or 

similar manner than end-users of the brand. Their own customers’ preferences might 

have an effect as well, but every human is emotionally influenced and therefore we 

believed that it is fully possible to compare brand awareness and the outdoor brand 

images of both; retailers and end-users. 

2.2 Brand Conception 

A vast amount of research has been carried out in the area of branding and brand 

management (Keller & Lehmann, 2006). The concept of branding, or trademarks, 

already exists since a very long time and has been used to differentiate goods or 

products of manufacturers from one another, to avoid theft (Keller, 2008, p. 43; 

Kapferer, 2004, p. 11). Even though scientists know about the heritage of the term 

“brand”, definitions vary in literature since opinions of experts diverge upon a common 

brand definition (Stern, 2006, p.16; Kapferer, 2004, p. 1). According to the American 

Marketing Association (AMA), a brand is a “name, term, sign, symbol, or design, or a 

combination of them, intended to identify the goods and services of one seller or group 

of sellers and to differentiate them from those of competition” (Keller, 2008, p. 2). 

Whereas the AMA definition is presenting a more rational perspective, other experts 

stress the intangible value that brands hold. Those values can be created through 

associations and beliefs to form attitudes and perceptions in consumers’ minds and 

therefore a brand is able to create “a certain amount of awareness, reputation, [and] 

prominence…in the marketplace” (Keller, 2008, p.2). Stern (2006, p. 16) presented 

those two different perspectives of brand definitions as either “a physical entity and/or 

mental representation”. We agree that a brand is more than just a product, which means 

that it includes all characteristics of a product, but also additional ones such as: “user 

imagery, country-of-origin, organizational associations, brand personality, symbols, 

brand-customer relationships, emotional and self-expressive benefits” (Aaker & 

Joachimsthaler, 2000, p. 52; Aaker, 2010, p.73). Keller and Lehmann (2006) identified 

that brands have “financial, social and legal impacts”. Kapferer (2004, p. 113) clearly 

states that, a brand is “a plan, a vision, a project”; which stresses again the 

organization’s influence in building a brand and its identity. As a result it might not be 

appropriate to strictly differentiate between a rational/physical and perceptual/social 

perspective and legal perspective, because all of those might be interrelated. 

 

We predominantly view the brand as being a mental construct created in people’s mind 

in this study, since preferences for brands are individually perceived. Nevertheless, we 

view organizations as being the founders of a brand and are able to guide and build a 

desired brand image through the creation of an internally shared identity that is 

consistently transferred to the customer. The issue of how one perceives the definition 

of a brand is significant because it influences more standpoints that will be addressed 

during this work, such as: brand identity and brand image, brand alignment as well as 

philosophical assumptions (see chapter 3). 
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2.3 SME Brand Management and Guidelines 

We view it as inevitable to address SME brand management and guidelines before 

going more deeply into the topics of brand identity and brand image, associations and 

awareness, since it creates a clearer “picture” for us as authors as well as for readers of 

this research. We might be able to contribute to the knowledge of SME branding 

literature by introducing how brand management can be undertaken is this particular 

industry of SODBs. Brands can be one of the most important assets for many companies 

nowadays; if well managed (Krake, 2005; Keller & Lehmann, 2006). Therefore, brand 

management has gained popularity and is a widely discussed topic in marketing since it 

is promising benefits for both the company and the consumer (Aaker & Joachimsthaler 

2000; Keller, 2003; Kapferer 2004; Ghodeswar 2008; Aaker, 2010). For the customer, 

the risk of choosing and buying a product is reduced through a brand promise; 

especially when it comes to high-involvement product categories such as durable goods 

(Kapferer, 2004 p. 20). A company enjoys advantages such as higher profits through 

charged price premiums and customer loyalty (Kapferer, 2004, p. 24; Ghodeswar, 2008, 

p. 4). Brand management, as a guide of brand identity towards internal and external 

stakeholders, is of importance for Large Organisations (LOs) as well as SMEs and 

therefore it is of particular interest to see how Swedish Outdoor SMEs address those 

issues. The brand leadership model (Aaker & Joachimsthaler, 2000), which outlines a 

new paradigm of brand management is developed for Los, see Appendix 1. As a result, 

the focus was set on brand management guidelines for SMEs (Keller, 2008; Krake, 

2005). We determined to address brand management in this study, besides the research 

questions, in order to understand how SMEs in Swedish outdoor industry are managing 

their brands and to contribute to understanding of SME branding on general. 

 

Little attention has been paid towards SME branding in research so far (Inskip, 2004; 

Krake, 2005; Mowle & Merrilees, 2005; Wong & Merrilees, 2005; Berthon, Ewing & 

Napoli 2008; Spence & Essoussi, 2010). SMEs are actually not predominantly supposed 

to focus on branding, but corporate branding is an opportunity for differentiation 

(Inskip, 2004, p. 358). Berthon et al., (2008) outlines that, a focus of SMEs upon their 

brand(s) results in higher performance and quicker global expansion. It is a well-known 

fact that SMEs have resource limitations, but also competitive advantages such as 

“flexibility, speed of reaction and the eye for (market) opportunities” according to 

Carson et al. (1995), Gillinsky et al. (2001), Hill (2001) and Reijnders and Verstappen 

(2003, cited in Krake, 2005, p. 229). For a “comparison of brand building and 

management in large organizations and SMEs” (Spence & Essoussi, 2010, p. 1042), 

see Appendix 2. The most important difference regarding this study is the one according 

to brand identity building, since it emphasizes the “visionary individual (the 

entrepreneur), his personality and values” instead of a systematic branding process (see 

Appendix 2). Nevertheless, the emphasis in not on comparing differences of LO and 

SME brand management techniques, but on SME brand management in particular. 

Various authors agree that SMEs brand management and identity should be based on 

the entrepreneur and employees that should consistently “live”; where the personality 

and vision of the entrepreneur drives the brand’s identity (Krake, 2005; Abimbola & 

Vallaster, 2007; Spence & Essoussi, 2010). This illustrates a clear parallel to the brand 

leadership model of Aaker & Joachimsthaler (2000), which sees the “driver of strategy” 

as being the “brand identity” nowadays.  
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Brand management guidelines for SMEs were developed by Keller (2008, p. 660), as 

the only wide-known author that addressed the topic of SMEs besides his focus on LOs; 

when even limited. Krake (2005, p. 232) tested the five guidelines by Keller (2003) in a 

study of 10 SMEs and revised the model by discarding two guidelines, which are 

creating “brand building push and consumer pull campaigns” and the “leverage upon 

many secondary associations” as suggested by Spence & Essoussi (2010), we think that 

secondary associations such as the COO could be important for SODBs as providing a 

low-cost opportunity to leverage upon an existing source. We think that it is of 

advantage to build an identity and beneficial image and has therefore not been excluded 

as a guideline in our study. “Company push and consumer pull” was outlined in chapter 

one as not being of main importance for this research, but we still include it to see how 

managers and retailers deal with that issue. Consequently, we are setting eight brand 

management guidelines to be open for any results in this exploratory research, see table 

1 below. 

 

Guidelines for SMEs Brand Management 

Five Guidelines by Keller (2008) 

1.)    Emphasize building one or two strong brands. 

2.)    Focus the marketing program on one or two key associations. 

3.) Employ a well-integrated set of brand elements that enhance both brand 

awareness and brand image. 

4.) Design creative brand building push campaigns and consumer-involving pull 

campaigns that capture attention and generate demand. 

5.) Leverage as many secondary associations as possible. 

Three Additional Guidelines by Krake (2005) 

6.)  Be logical in your policy and consistent in your communications. 

7.) Ensure that there is a clear link between the character of character of the 

entrepreneur and that of the brand. 

8.) Cultivate a passion for the brand within the company. 
 

Table 1: Brand Management Guidelines of SMEs (Keller, 2008, p. 660; Krake 2005, p. 232) 

2.4 Brand Identity and Brand Image 

As briefly mentioned in the introduction, brand identity and brand image are 

substantially different from each other and they reflect different perspectives. Brand 

identity is about what the firm desires the brand to stand for, which means how they 

want the brand to be perceived by customers (Aaker & Joachimsthaler, 2000; Keller, 

2008; Aaker, 2010). Brand image is how the brand identity is currently perceived by 

customers (Aaker, 2010).  As a result, from the company’s perspective an identity is a 

goal or aspiration (and an inside-out perspective), while a brand image is an outside-in 

perspective of decoding all information provided by the brand’s organization by 

customers (Kapferer, 2004, p. 98-99; Aaker, 2010, p. 71). We address issues which are 

of interest for this study referring mainly to brand identity and brand image. SMEs 

might gain benefits from imitating LOs brand management approaches, if this holds, 

then it needs further research clarifications (Spence & Essoussi, 2010, p. 1042). We are 

aware of the differences in SMEs brand building strategies as outlined in section 2.3. 

However, we believe that branding theories of well-known authors in this field such as 

Aaker (2010), Keller (2008) and Kapferer (2004) should not be left aside but rather used 
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to explore the field of SME branding. Definitions and theories of SMEs and LOs can 

basically be built on the same ideas. For instance Aaker’s (2010) 10 guidelines for 

building strong brands are generally accepted in research; even though they do not 

specifically focus on SMEs (Krake, 2005, p. 229). 

 

Brand identity can be described as the vision and the heart of a brand that is created 

through the organizations aspiration and it is defined as the “unique set of brand 

associations that the brand strategist aspires to create or maintain” and determines 

“what the brand stands for and imply a promise to the customers” (Aaker, 2010, p. 68). 

In SMEs, the brand identity is built by the entrepreneur and often reflects his/her 

personality as well as vision (Krake, 2005; Abimbola & Vallaster, 2007; Spence & 

Essoussi, 2010). Many models have been developed with regards to brand identity. The 

Brand Identity Planning System by Aaker (2010, p. 67), originally stated in the first 

edition from 1996, is a complex construct that among others entails the identity structure 

(core identity and extended identity), four different brand perspectives (brand as a 

Product/Organization/Person/Symbol), a value proposition (functional/emotional/self-

expressive –benefits) and credibility. It is of interest for this study to explore if SMEs 

brand identity associations actually “fit” into Aaker’s Brand Identity Planning System 

(2010); see table 2 below. SMEs are supposed to focus on main associations (functional 

and symbolic) (Spence & Essoussi, 2010) and exploit secondary associations (Keller, 

2008, p.660), while Aaker (2010) provides much more possibilities of utilizing brand 

associations. The latter might be beneficial for SMEs as well. 

 

Aaker (2010) describes the 

core identity as being made of 

constant associations that can 

be seen as a “timeless 

essence” (p. 85), while the 

extended identity is adding 

“texture and completeness” 

(p. 87). The value proposition 

consists of functional, 

emotional and self-expressive 

benefits that “should lead to a 

brand-customer relationship 

and…purchase decisions” 

(Aaker, 2010, p. 95); see table 

2 above. In order to understand 

those benefits not just from a single perspective, we drew some main parallels between 

Aaker`s (2010) value proposition and the customer value creation framework of Colgate 

and Smith (2007), see Appendix 3. There is no common definition of customer value, 

but it is clear that the value/benefit has to exceed the cost of a product (cost, price, 

sacrifice) in order to be attractive for the customer (Colgate & Smith, 2007, p. 8). The 

framework identifies four major types of value that can be created by organizations—

functional/instrumental value, experiential/hedonic value, symbolic/expressive value, 

and cost/sacrifice value. The framework also identifies five major sources of value—

information, products, interactions, environment, and ownership—that are associated 

with the central value-chain process (Colgate & Smith, 2007, p. 10).  

 

Brand Identity 

Core Identity 

 

Extended Identity 

 

Value Proposition 
 Functional benefits 

 Emotional benefits 

 Self-expressive benefits 

 

Credibility 

 Support other brands 

(Innovation & trust) 

Relationship (brand-customer) 

 
Table 2: Brand Identity (Aaker, 2010, p. 79/ 89ff.) 
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Aaker (2010) identified four identity perspectives that include 12 dimensions in order to 

help companies to build a valuable brand identity, see table 3 below. It might be 

possible in this study to detect how the outdoor companies view their brand in order to 

exploit upon a full potential of differentiation and value creation trough branding.  

 

The Brand as a 

Product: The 

attributes of a product 

are always one of the 

most crucial parts of 

brand identity. The 

danger that attributes 

can be copied is 

existing dependent on 

the complexity of the 

product. However, attributes of outdoor products are directly related to the use of the 

product and specific user situations or use occasion (e.g. climbing, running). Quality as 

well as product-related attributes might be very important for the outdoor products and 

user associations and positioning towards outdoor enthusiasts as well since that might 

increase credibility of the brand when “friends” value or recommend your high-end 

products. A product can also link the customer towards the country of origin. Dependent 

on the product class and the link that the COO evokes in consumers’ minds, this link 

can be beneficial or of disadvantage (see section 2.4.3). (Aaker, 2010, p. 80-82) 

 

The Brand as an Organization: Owing to the fact that one might be able to copy 

product attributes but, if one views the brand as an organization this might not be so 

easy to copy anymore, because it is much harder to imitate organizational attributes 

such as “innovation, a drive for quality, and concern for the environment”, which is 

created through employees, an organizations culture and values that could even lead to 

positive emotional and self-expressive values (Aaker, 2010, p. 82-83). 

 

The Brand as a Person: “A brand personality can create a stronger brand in several 

ways” (Aaker, 2010, p. 83). It is the organization that creates the brands identity 

(Kapferer, 2004, p. 113) and often a brand’s identity attracts consumers through its 

“character” or personification a brand reflects which is valuable in case the consumer 

itself can identify or self-express himself/herself with the brand (Keller, 2008, p. 67). 

All those options provide suggestions for the company to fully leverage upon their 

brand potential in order to create an effective brand identity and ultimate desired image 

(Aaker & Joachimsthaler, 2000, p. 50). Since the brand identity in SMEs is proven to be 

highly connected towards the entrepreneur and his/her character (Krake, 2005; 

Abimbola & Vallaster, 2007; Spence & Essoussi, 2010), which implies that the brand 

has a personal character be an important factor for Swedish Outdoor SMEs. Nowadays, 

organizations need a personality that is of long-term interest, which makes pure 

commercializing not enough anymore (Inskip, 2004, p. 358; Aaker, 2010, p. 83); and 

“brands which have no personality will not tend to be recalled” (Aaker, 2010, p. 203). 

 

Brand personality can for instance be determined by using the famous scale, the big five, 

developed by Jennifer L. Aaker (1997), which are: sincerity, excitement, competence, 

sophistication and ruggedness (see Figure 2 below and Appendix 4). However, authors 

such as Heere (2010) as well as Azoulay and Kapferer (2003) have criticized the brand 

The brand can be considered as a(n): 

 Product: Product scope; Product attributes; Quality/Value;  

Uses; Users; Country of Origin 

 Organization: Organization attributes; Local vs. Global 

 Person: Personality; Brand-customer relationships 

 Symbol: Visual imagery and metaphors; Brand heritage 

 
Table 3:Brand Identity Perspectives Aaker (2010, p. 79) 
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personality scale due to its lack of validity and neglected power of marketers by forming 

their brands personality. To close this gap, Heere (2010, p. 23-24) suggests the study 

brand personality by letting managers state what their brands stands for and then to 

compare those associations with customers actual perceptions. We believe that this is a 

more reliable approach for this study since the intended identity is created through the 

company’s decision about how the brand should be perceived. Nevertheless, the brand 

dimensions and traits by J. L. Aaker (1997) served as a template in order to identify 

which ones are actually important for the companies.  

 
Figure 2: Brand Personality Factors and Facets (Aaker, 1997, p. 352) 

 

The Brand as a Symbol: This can be of great importance for a brand’s strategy since a 

strong symbol can lead to recognition and recall of the brand. Visual imagery can 

capture a brand’s identity very well in case the symbol is strong and connects to the 

brand over time. “Symbols are more meaningful if they involve a 

metaphor…representing a functional, emotional or self-expressive benefit” (Aaker, 

2010, p. 85). Moreover, a rich brand heritage can be powerful source of the brand’s core 

identity (Aaker, 2010, p. 84-85) 

 

The credibility of a brand can be related to various facets of organizational associations 

such as innovation and trust. To behave well is important for organizations to gain a 

beneficial reputation that makes the quality of the products as well as the whole 

organization (e.g. in B2B businesses) trustworthy. For SODBs, the COO might also 

reveal a benefit in case people connect Sweden towards trustworthiness.  Brand image is 

created through associations towards the brand in the mind of consumers (Keller, 2008, 

p. 51) and can therefore be influenced by the brand identity that is supposed to be 

guided by the entrepreneur. “Brand associations [are] making up the brand image and 

meaning according to three important dimensions- strengths, favourability and 

uniqueness- that provide the key for building brand equity” and the uniqueness of an 

association does not count until beneficially interpreted by the target group(s) (Keller, 

2008, p. 67). In case the associations, as constructed through the brand identity, are in 

line with what the retailer and end-user perceives about a brand, a company is on the 

right track in building a strong brand (see section 2.4.1). Building a brand identity and 

awareness is the initial step in developing brand equity (Spence & Essoussi, 2010). 

However, brand image is closely related to brand equity since a beneficial image can 

lead to brand preference of customers and therefore higher profitability for companies 

(Kapferer, 2004, p. 43).   

 

Building a brand identity and therefore an image, is the basis for consistent internal and 

external communication and the overall starting point of building a strong brand (Aaker, 

2010, p. 340). This includes the active participation and vision of the people that create 
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and manage the brand(s) (Aaker, 2010, p. 70), which sets the need of a brand alignment 

that includes the manager (entrepreneur), employees channel partners and customers 

(Srivastava & Thomas, 2010) in order to position ones brand through consistent 

communication in the marketplace (Aaker, 2010). A brand strategy  inevitably needs an 

internal alignment (management and employees) as well as external or stakeholder 

parties in order to build a strong and consistent position/identity between the sender 

(brand identity) and the receiver (brand image) (Kapferer, 2004, p. 98; Brown, Dacin, 

Pratt, & Whetten, 2006).   

 

Kapferer (2004, p. 107) developed a hexagonal brand identity prism which describes the 

entities and relations essential to build a brand identity. The different perspectives are: 

picture of sender or company (physique, personality), internalization (culture; which 

includes the COO aspect), externalization (relationship) and picture of recipient or 

customer (reflection and self-image). This perspective is therefore supporting not just 

the brand alignment framework (Srivastava & Thomas, 2010), but also the need that the 

brand identity (inside-out-perspective) should be aligned with the image customers’ 

form about a brand (outside-in perspective). 

2.4.1 Brand Positioning 

Brand positioning is defined as “the act of designing the company’s offer and image so 

that it occupies a distinct and valued place in the target customer’s mind” (Keller, 

2008, p. 38). Related to points of difference and parity to rival brands, it is a mental map 

that includes core brand associations of consumers and the brand promise of a brand 

(Keller, 2008, p. 39). Kapferer (2004, p. 102) clearly points out that a brand identity is 

about a brand's origin, while its positioning is competitive, since customers choice is 

based on evaluating a brand and its alternative offer.  

 

Aaker (2010, p.78), views brand positioning as being part of the brand identity 

implementation system in order to implement the identity and actively communicate it 

to external interest groups; where some elements might be valuable to send to 

consumers. Brand positioning therefore guides managers in their marketing strategies 

(Aaker, 2010, p. 202). As a result, brand positioning is related to brand identity since 

both are focusing on desire associations and a “useful step is to compare the brand 

identity with the brand image on different image dimensions” which means comparing 

the goal (identity) with the current reality (brand image) about the brand perception 

(Aaker, 2010, p. 180). This is what reflects both research questions of this study and 

goes hand in hand with the alignment model of Srivastava and Thomas (2010), where 

brand identity and brand image have to align in order to build a strong brand.  

 

Three decisions can result out of the comparison between brand identity and brand 

image; see table 4 below. Depending on the outcome, the following three actions should 

be considered by managers in order to adjust their communication strategy with the 

current perception about their brand. The brand image should be evaluated in order to 

guide the identity, but on the other hand it should not dictate the brand identity or its 

positioning (Aaker, 2010, p. 181). 

 

 

 

 



19 

IF: Decision: 

 A dimension needs to be added or 

strengthened:  

Augmentation 

 The image associations are consistent 

with the identity and strong: 

Reinforcement & exploitation 

 The image is inconsistent with the 

brand identity:  

Diffusion, softening or deleting 

 

Table 4: Brand identity vs. Brand image, (Aaker, 2010, p. 180) 
 

With regards to brand management guidelines of SMEs, communication requires 1-2 

consistent brand associations for consumers; based on valuable and memorable 

elements that are transferred to consumers in order to enhance awareness, brand image 

and brand equity in the long-term (Keller, 2008, p. 660-661). Through advertising for 

instance, Santa connects successfully to the Coca-Cola-Brand (Brown, Dacin, Pratt, & 

Whetten, 2006, p. 101). It is about the consistency of the message and the promise to 

the customer that makes communication valuable (Srivastava & Thomas, 2010, p. 465). 

We view positioning as being the set of a unique offer and image in consumers’ minds 

(Keller 2008), which underlines the perception about a brand as a mental construct 

(Stern, 2006) as well as the desired implementation of a brand identity through 

communicating valuable elements of the brand identity and value proposition to 

external entities (Aaker & Joachimsthaler, 2000, p.41; Keller, 2008, p. 98) and this 

forms part of the purpose of this study, which is to investigate if the brand identity is in 

line with the brand image. As company can build a brand identity, but if it is not able to 

communicate why customers should choose especially their brand, even the best 

identity might become worthless. By taking all those issues into account, we will 

address brand positioning in this study as how companies in this research are 

positioning themselves with regard to competitors, target groups and which associations 

they use in order to gain a unique position in consumers’ minds. 

2.4.2 Brand Associations 

Brand associations can be viewed as the tool that builds a brand identity and brand 

image. It is standing on its own here, since it has much value for this study in order to 

determine which specific identity the companies of this study want to create. The value 

of positive brand associations, for building an identity, imaginary and equity is 

confirmed (Aaker & Joachimsthaler, 2000; Keller, 2003; Aaker, 2010). “A set of brand 

associations enable a brand to develop a rich and clear brand identity“(Ghodeswar, 

2008, p. 5). SMEs brand management focuses according to Keller (2008, p. 660) on 

“one or two key associations”. Consequently, we view in this study key associations 

(Keller, 2008) as the “core identity” (Aaker, 2010, p. 86) and secondary associations 

(Keller, 2008) as the “extended identity” (Aaker, 2010, p. 89). Spence and Essoussi 

(2010, p.1039) addressed brand identity in their exploratory, qualitative SME branding 

study under the following brand components: functional associations, symbolic 

associations and main brand associations. A “brand identity and association template” 

(See Appendix 5) was developed to discuss parallels between the theory of SME brand 

identity/associations (Spence & Essoussi, 2010), the value proposition of Aaker (2010) 

in connection to customer value types and the brand identity perspectives of Aaker 

(2010) in order to see if one can explore certain matches between SME and LO 

branding. This template served as a template for the entire thesis in order to discuss 
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issues on a categorized and comparable basis. In the analysis of the interviews, we will 

use the simplified model that focuses on the SME brand identity (See Appendix 6). 

 

LOs as well as SMEs can leverage upon functional (consumption related) as well as 

symbolic (self-enhancement needs) associations. Those should be consumer oriented 

according to various authors (Park et al., 1986; Roth, 1992; De Chernatony et al., (2000 

cited in Spence & Essoussi, 2010, p. 1039). Symbolic associations are supposed to be 

more valuable than functional associations since they are more resistant and harder to 

copy by competitors de Chernatony et al. (2000 cited in Spence & Essoussi, 2010, p. 

139). They are created based on consumer’s evaluations and imagery about the brand 

(Aaker, 2010). Moreover, secondary associations, such as the COO, can provide an 

additional source for an effective brand building strategy (Keller, 2008; Spence & 

Essoussi, 2010). The brand positioning process is more than than purely advertising and 

associations, values and beliefs about a brand that are spread internally and externally 

could build a brand imagery that is distinctive from those of rivals and be perceived as 

valuable by consumers and other stakeholders (Kapferer, 2004, p.99). For this study, the 

COO association is an identified research gap for SME branding (Spence & Essoussi, 

2010).  

2.4.3 Country of Origin Association 

Looking at the Swedish Outdoor industry, the COO as a secondary association might be 

of importance for SMEs (Spence & Essoussi, 2010). Aaker (2010, p. 169) states that the 

COO association can be beneficial to “generate a strong personality that provides not 

only a quality cue but also an important point of differentiation that can lead to effective 

marketing and communication programs”. We would therefore like to explore the 

benefits COO image holds for those companies regarding their positioning/identity as 

well as for their internal branding activities.  

 

Previous research has proven that COO has effects on consumer’s perception about the 

image of products and/or brand and brand equity (Yasin, Noor, & Mohamad, 2007; 

Koubaa, 2008; Bluemelhuber, Carter, & Lambe, 2007). The general definition about 

COO effects is still applicable and defined as “the impact which generalisations and 

perceptions about a country have on a person`s evaluation of the country`s products 

and/or brands [and] the image a person has about a country and its product offerings 

influence buying intention” (Lampert & Jaffe, 1998, p.61). As a result, a positive image 

about Sweden would have a beneficial influence upon the products they produce. Since 

quality and reliability is important in the outdoor industry, the COO might be a chance 

to make use of an existing source for SMEs that can be leveraged upon. The reason 

behind the COO opinion formation of consumers’ perception is based on the fact that 

people tend to form stereotypical perceptions about countries (Maheswaran, 1994, p. 

362; Bluemelhueber et al., 2007, p. 432; Pelsmacker, Geuens, & Bergh, 2007, p. 89), 

which are built through consumers associations and mental cues or heuristics in order to 

simplify the decision making process (Hong & Wyer, 1989; Maheswaran, 1994) and 

can even occur unintentionally (Pelsmacker et al., 2007, p.89). According to Koubaa 

(2008, p. 140) “inferences come from previous experiences and stored information 

about the product’s cues like brand and COO.” However, there is also a risk identified 

with linking the brand to its country of origin, such as less flexibility of changing the 

identity (Aaker, 2010). Moreover, it has to logically connect to the brand's industry, 

positioning and identity. 
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According to Keller (2008), the COO can be viewed as a beneficial secondary brand 

association and some brands are able to build valuable brand differentiations based on 

consumers` perception of a COO image. However, a beneficial correlation of COO and 

its brand is dependent on the “fit between countries and product categories” (Roth & 

Romeo, 1992, p. 478). Nevertheless, associations of a brand towards its COO is just 

beneficial for a company in case it results in beneficial associations of the consumer 

with the brand (Hong & Wyer, 1989), because the COO could also evoke negative 

associations and therefore be non-beneficial for a brand’s  image.  

 

The COO could have a significant impact upon branding in the outdoor industry, 

because Swedish Outdoor SMEs emphasizing their brand heritage and therefore their 

Swedish or Scandinavian roots. Intentions behind that can however be based on various 

strategic interests. The phenomenon could be explained through a clear fit between the 

Swedish county image and the outdoor product industry, which results in a “high 

match”  based on the model developed by Roth and Romeo (1992, p. 483). This fit of 

Swedish Outdoor SME`s and the COO image can be underlined by a study conducted 

by the Swedish tourist board, VisitSweden, which has shown that among 4600 

international tourists, the number one association with Sweden has been nature and 

landscape (Schwedentipps, 2011).  

 

The COO emphasis could have positive effects with regard to the company’s marketing 

communication strategy regarding consumer awareness and imagery at a low cost for 

SMEs. Advertising and promotional presentation of those companies’ seem to be 

similar. According to Keller and Lehmann (2009; p.12), having a similar international 

marketing strategy is beneficial when it is about products/brands of “high-image” or 

when their positioning is predominantly based on the COO. Moreover, it can be 

observed that majority of SMEs within the Swedish Outdoor industry adopt a corporate 

branding strategy, which means that the company’s brands are having the same name 

and logo as the corporation itself. This also leads to an enhancement in brand 

awareness, as the brand being a symbol (Aaker, 2010, p. 84), of customers and could 

stress the COO aspect even more. Based on the outlined factors and the need for SMEs 

to find creative and low cost ways to enhance awareness and brand image, we strongly 

expect that Swedish Outdoor SMEs are gaining considerable advantages while 

marketing themselves as “being Swedish”. This benefit could be exploited with regard 

to marketing themselves in this way towards retailers as well as end-users (consumers). 

However, this potential advantage of the COO being a secondary association that should 

be beneficially exploited needs prove and therefore we tested SODBs associations as 

well as general opinions about Sweden, Swedish products and COO brand awareness in 

this study for the Swedish Outdoor industry. 

2.5 Brand Equity 

Brand equity reflects the value of a brand for a company while comparing the 

preference of a branded product towards its competitive alternative. It can be measured 

financially, customer-based or through a combination of both (Kapferer, 2004, Aaker, 

2010). We believe that a brand is a mental construct in consumers’ minds and therefore 

think that consumer based brand equity is more valuable for companies to measure. 

Keller (2008, p.48) defines “customer-based brand equity [CBBE] as the differential 

effect that brand knowledge [brand awareness and image] has on consumer response to 
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the marketing of that brand.” Since customer responses or attitudes about a brand are 

subjectively perceived, the judging lays in customer’s minds (Keller, 2008, p. 53), 

which also supports our brand perspective (see section 2.2) referring to Stern (2006). 

 

Aaker (2010, p. 9) developed his famous consumer brand equity model that measures 

the following assets of a brand: brand awareness, brand associations, perceived quality 

and brand loyalty. Nevertheless, the brand equity measurement provides a problem for 

SMEs because they do not have adequate systems and measurement tools to evaluate 

past actions; especially in comparison to competitive brands (Berthon et al., 2008; 

Krake, 2005). Consumer research is not common for SMEs since it requires time and 

staff to perform. As a result, we believe that it is an impossible task for this study trying 

to measure brand equity when not even organizations themselves are able to pursue it. 

On the other hand one can argue that because SODBs are already distributed abroad. 

Therefore we think that outdoor retailers, as current and direct customers, have brand 

knowledge and therefore brand awareness. Additionally to that, retailers might have 

formed an opinion about a brand’s quality and might have a certain degree of loyalty 

towards Swedish Outdoor Brands. On the other hand, end-users might have a certain 

kind of brand awareness as well, but due to our snowball sampling method (see chapter 

3), we could not determine beforehand in which degree this awareness existed with 

regard to SODBs. 

 

Brand Awareness: Brand awareness (Aaker, 2010), or salience (Keller, 2003) is being 

viewed as feasible to address in this study. However, this might still not be enough in 

case of SME branding. Spence and Essoussi (2010, p, 1047) addressed brand equity for 

SMEs in their study as “brand management development and management strategies” 

by looking at strategies and tactics of the entrepreneur  as well as innovations with 

regard to products, communication. According to Keller (2008, p. 48), brand knowledge 

is the basis of brand equity, but since we cannot ensure that end-users of our sample 

have knowledge about the SODBs. Therefore, we measured brand knowledge with 

regard to retailers only. As a result, it connects to the awareness and familiarity people 

have about a brand. There are two common ways how to measure awareness- brand 

recall/top-of-mind (TOMA) and brand recognition (Keller, 2008, p. 54; Aaker, 2010, p. 

10-15). The latter is about recognizing a brand (e.g. among other brand logos), whereas 

brand recall provides an ultimate form of brand awareness measure since it is about a 

TOMA choice of mentioning a brand, but the brand’s category is known (e.g. by asking: 

which brand comes into your mind when we speak about cornflakes). In case a brand is 

recalled by the consumer, it is likely that it ends up on a shopping list. However, it is not 

good if there is a high recognition of a brand, but a low recall rate (Aaker, 2010, p. 11) 

since that does not indicate a customer preference. A strong awareness, by recalling or 

recognizing a brand, is an indicator for brand identity/image. However, a brand should 

be remembered for positive and not for negative reasons (Aaker, 2010, p. 17) and be 

recalled because of unique and beneficial associations (Keller, 2008, p.67).  

2.6 Employer/Internal Branding 

Employer branding is defined as “a targeted, long-term strategy to manage the 

awareness and perceptions of employees, potential employees, and related stakeholders 

with regards to a particular firm” Sullivan (2004 cited in Sokro, 2012, p. 165). This 

concept was deemed necessary for our study because we believe that every firm is made 

up of the owner(s) and employees who drive brand management activities; and much 
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emphasis has always been on branding from the customer perspectives and customer 

based brand equity (Taylor, Hunter, & Lindberg, 2007). As seen from the brand 

alignment framework “management that align the ‘who’, ‘what’ and the ‘how’ of brand 

delivery are amply rewarded” (Srivastava & Thomas, 2010, p. 470). For the company 

to deliver the brand identity they want consumers to perceive, they must get the right 

talent on the team, know what has to be done by who, how they will achieve it, and 

constantly ensure that employees understand the brand identity they want to create. It 

has been noted that the brand is built around the individuals (Keller, 2008, p. 668), 

which makes the issue of employer branding very essential because “employer-

branding efforts will be counterproductive if the messages aimed at [employees] 

undermine the company's broader marketing strategy” (Hieronimus, Schafer, & 

Schröder, 2005, p. 3). This implies that the firm will need to ensure that the marketing 

plan is all encompassing and will not be undermined by way of misalignment with 

internal branding efforts geared toward potential and current employees. This creates 

two principal assets for the company- brand associations and brand loyalty (Backhaus & 

Tikoo, 2004, p. 504).  It has also been noted that in order to effectively adopt and 

execute innovativeness and proactiveness, firms may require human capital (Hughes & 

Morgan, 2007, p. 658). This is what employer/internal branding enables the firm to 

achieve by attracting, aligning and retaining employees that will drive brand 

management activities. 

 

The inter-relatedness between corporate, internal and employer branding efforts have 

been identified and the need to include employees and stakeholders in brand 

management activities have been reiterated by Foster, Punjaisri, and Cheng (2010, p. 

404). In that way we can see that employer branding activities is like the first step 

towards getting employees that share your values; and internal branding activities are 

what enables you align employees with marketing objectives within the company. This 

also includes corporate branding efforts and reiterates brand supporting behaviours. We 

believe that the activities that goes on after recruitment process, is as important as the 

selection process itself and this requires alignment of corporate, internal and employer 

branding efforts. If the firm has marketing strategies that are aimed at creating a brand 

identity of a sort, the employees values have to fit in order to have the team work 

towards a common goal in their brand management activities. Products that create the 

right image for customers are designed by a group of product/marketing personnel 

because “skilled and motivated people are central to the operations of any company 

that wishes to flourish in the new age” (Bartlett & Ghoshal, 2002). Brand management 

will require the firm to give due consideration to employees because “it is through 

effective internal brand management practice that employees realise the range of 

emergent skills and knowledge necessary for the collective goals of the organization to 

be met” (King & Grace, 2010, p. 939). However, it was revealed that potential or 

existing employees will react differently to employer/internal branding efforts from 

different firms because of the underlying employer brand equity of these firms 

(Backhaus & Tikoo, 2004).  

2.7 Entrepreneurial Orientation 

Since this study is looking at how SODBs build their brand identity around brand 

visionaries and brand providers (Srivastava & Thomas, 2010) for effective brand 

internationalization, we see a tangent between entrepreneurial orientation of the firms 

and their ability to internationalise their brand as part of the brand alignment 



24 

framework. It has been noted that SME internationalization is an entrepreneurial activity 

(O’Cass & Weerawardena, 2009). Businesses today need to be entrepreneurial in order 

to remain relevant and profitable in their various industries. This requires behaviours 

and decisions on the part of the firm. Entrepreneurial orientation (EO) is the willingness 

of organizations to innovate, take risks and try out new and uncertain products markets, 

and be more proactive than competitors in utilizing opportunities (Covin & Slevin, 

1991). Entrepreneurship can influence a firm’s responsiveness to opportunities and the 

ability to acquire information for market decisions and subsequent involvement in 

international business (Birkinshaw, 1997). EO shows how entrepreneurial a firm is in its 

operations, market decisions and product offerings through the series of activities and 

decisions made. Several studies have been carried out over the last two decades on EO 

and how it affects the performance of firms. It has been noted that some firms are more 

entrepreneurial than others hence, the divide between the level and degree of 

entrepreneurship varies across these firms. The definition given by Miller (1983, p.771) 

has greatly influenced researchers who view EO as a combination of Innovativeness 

(creativity), proactiveness and risk taking (Wiklund, 1999; Zahra & Covin, 1995). In the 

case of SMEs, (Knight, 2000) posited that EO influences firm response to global 

development and preparation for internationalization.  

 

The dynamic nature of business environment due to reduced product and business 

model life cycle (Hamel, 2000) and increased globalization speed and disruptive 

innovations; makes business uncertain which will require firms to seek out new 

opportunities. McKenzie, Ugbah, and Smothers (2007) argued that entrepreneurship 

involves individuals (entrepreneur) or group of people (entrepreneurial team) who seek 

out and utilize economic opportunities. This shows that for the firm to leverage on their 

brand identity in their internationalization strategy they must be willing to leverage the 

COO image in reaching their target market with their brands, they must see these 

opportunities in the foreign market and be willing to take risk in venturing into these 

markets. “International entrepreneurship is a combination of innovative, proactive, and 

risk-seeking behaviour that crosses national borders and is intended to create value in 

organizations”(McDougall & Oviatt, 2000, p. 903). This implies that the firms seek 

opportunities across national borders i:e in foreign markets. The concept of international 

entrepreneurship is clearly associated with the born global firms but, it has been argued 

that if SMEs have greater level of EO they can easily overcome the lack of resources 

(O’Cass & Weerawardena, 2009, p. 1328) and still engage in international market 

activities. Several studies have also linked EO to performance, marketing and culture. 

These shed more light on the link between EO and other concepts; as presented below 

in the following sub-sections. 

2.7.1 Entrepreneurial Orientation and Performance 

The concept of entrepreneurial orientation is broad but, for this study we have 

delineated the areas to consider based on our research questions and purpose. Lumpkin 

and Dess (1996) identified contextual factors (organizational characteristics and 

environmental factors) that mediate the relationship between EO and firm performance. 

Organizational and environmental factors can either make a firm engage profitably in 

these 5 dimensions of EO, or hinder their performance. The definition of these 5 

dimensions of EO as defined by Lumpkin and Dess (1996) 
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1. Risk Taking: Making large resource commitments by seizing opportunities in the 

marketplace for possible high returns.  

2. Innovativeness: It is a firm’s tendency to engage in, and support new ideas, creative 

process that may result in new products, services, or technological processes. 

3. Proactiveness: The firm takes initiatives by anticipating and pursuing new 

opportunities in emerging markets.  

4. Autonomy: Independent action of an individual or team in bringing forth an idea 

and carry it through to completion. 

5. Competitive Aggressiveness: A firm’s propensity to directly and intensely challenge 

its competitors to achieve entry or improve position to outperform industry rivals in 

the marketplace. 

 

If the organization is not proactive, risk taking, innovative, autonomous and compete 

aggressively combined with environmental constraint one can expect a reduced level of 

EO. The EO constructs was adapted by Wiklund and Shepherd (2005) using the 

configuration approach-EO, dynamic/non dynamic environment and access to capital; 

and it was discovered that “[EO] in combination with minimal financial resources and 

a non-dynamic environment leads to higher relative performance” (Wiklund & 

Shepherd, 2005, p. 86). They considered the role of finances alongside the EO 

constructs unlike the foremost proponents of EO. This can be seen as advancement in 

the on-going discourse about EO. This finding indicates that if a firm operates in a 

benign environment (non-hostile) and have little resources but, have a high EO they can 

still succeed in exploring opportunities in emerging markets. Other findings also 

revealed that “internal alignment between a firm's organization structure [contextual 

factor] and decision making style seems to create a general capability for action, and 

that capability may facilitate both reactive behaviours and proactive behaviours” 

(Green, Covin, & Slevin, 2008, p. 373). This shows that organizational decisions can 

spur EO which makes them react to changes in the business environment and also take 

initiatives to pursue new opportunities and markets both locally or globally. 

 

However, Smart & Conant (1994) said they were unable to find a significant link 

between EO and performance. Considering organizational and environmental factors 

that may differ from one firm to another, this results can be expected. Wiklund and 

Shepherd (2005) stated that small businesses who operate in dynamic business 

environment with venture capitalist that are willing to invest, opportunities and 

resources, needs to look inward in order to take full advantage.  Consequently, the level 

of EO can be measured on two spectrums-reflective or formative. It is been stated that 

the most appropriate scale for assessing the EO is the reflective measurement. While the 

formative measurements is most suited when verifying the importance of EO constructs 

is the goal (Covin & Wales, 2012, p. 678). For this study, our interest was on assessing 

the level of EO of the focal firms and the reflective scale developed by Hughes and 

Morgan, (2007) was adapted for the interviews. It avoids the limitations associated with 

formative scales and considers the effects of the sub-dimensions of the EO construct on 

performance (Covin & Wales, 2012, p. 696). 

2.7.2 Entrepreneurial Orientation and Culture 

According to (Berger, 1991), despite the economic progress in some countries, 

entrepreneurial activities remain relatively limited. He proposed at the time, that 

countries needed cultural reforms as they modernised because “it is culture that serves 
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as the conductor and the entrepreneur as the catalyst” (Berger, 1991, p. 122). This 

notion indicates that national cultures is the carrier of these behaviours that the 

entrepreneur must steer in a direction that is more profitable to him/her rather than 

allowing the culture to be the catalyst or determinant factor for his decisions and 

actions. Culture and its influence on entrepreneurial behaviour have been studied 

extensively and several conclusions have been made over the years. Lee and Peterson 

(2000) based their study on the cultural dimensions of Hofstede (1980) and 

Trompenaars (1994) in analysing the influence of culture on EO and suggested that; a 

strong EO exhibited in the form of autonomy, innovativeness, proactiveness, risk taking 

and competitive aggressiveness, is engendered by cultures that have low power 

distance, low uncertainty avoidance, masculine in nature and are achievement oriented. 

Mueller & Thomas (2001) point out that some cultures are more conducive for 

entrepreneurial behaviour and cultures with individualistic and low uncertainty 

avoidance encourages EO than those with collectivistic and high uncertainty avoidance. 

This finding indicates that the kind of entrepreneurial activities people undertake can be 

influenced by their national culture; this is pointed out in the stage theory of 

internationalization, where firms go to foreign markets that have similar cultural 

characteristics in the first stage of their internationalization process until they have 

enough experience and knowledge about the market. Culture and its influence on 

entrepreneurial behaviour have been studied extensively and several conclusions have 

been made over the years. 

 Power Distance: The degree of tolerance for hierarchical or unequal 

relationships. High—large degree of tolerance for unequal relationships. Low—

small degree of tolerance for unequal relationships.  

 Uncertainty Avoidance: The degree of acceptance for uncertainty or 

willingness to take risk. Strong—There is little acceptance for uncertainty or 

risk. Weak—Uncertainty and risk is generally accepted. 

 Individualism: This is degree of emphasis placed on individual 

accomplishment. Individualism—large degree of emphasis on individual 

accomplishment Collectivism—large degree of emphasis on group. 

 Masculinity: The degree of emphasis placed on materialism. Masculinity—

Emphasis is placed on materialism and wealth. Femininity—Emphasis is placed 

on harmony and relationships. 

 Achievement: It describes how power and status are determined. Achievement—

power and status are achieved or earned through competition and hard work. 

Ascription—power and status are ascribed by birth right, age, or gender. 

 Universalism: It describes the norms for regulating behaviour. Universalism—

the codes of laws that exist apply equally to everyone. Particularism—

Individuals enjoy special rights or privileges because of their status. 

 Cultural dimensions and their definitions based on Hofstede (1980) and 

Trompenaars (1994 cited in Lee and Peterson, 2000, p.404) 

 

In the case of SMEs, it was discovered that “uncertainty avoidance and power distance 

were both found to have a significant negative influence on risk-taking levels within 

SMEs” (Kreiser, Marino, Dickson, & Weaver, 2010, p. 976). This indicates that SMEs 

who operate in cultures that are risk averse and have a high power distance would take 
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on less risk compared to SMEs in cultures with low uncertainty avoidance and low 

power distance. This negates the entrepreneurial behaviour that will be required to 

venture into international market, where the firm is new to the consumers and 

uncertainties are often an issue. On the other hand, (Harper, 2008) argued that when a 

team is faced with an uncertain situation (structural uncertainty) and they have 

perceived strong interdependence, based on their common interest they can jointly 

create team entrepreneurship. If we critically look at this position by Harper (2008), we 

can envisage a situation where individuals who make up a team can defile cultural 

influences and become entrepreneurial in decision making. The aforementioned 

findings, denotes that cultural dimensions can have impact on how entrepreneurial a 

firm is and team interdependence can be a potent way to overcome a lack of 

entrepreneurial spirit. We take on a pragmatic approach to these findings because, 

culture can have a lasting impact on individuals and firms but, when a group is bound 

by a common goal they can collectively bear the risk and overcome cultural barriers. 

2.8 Internationalization 

Internationalization has received enormous amount of research and this has led to the 

evolvement of diverse perspectives. It has been defined as a process showing how a 

firm increases its involvement in foreign markets (Johanson & Vahlne, 1977). However, 

we define internationalization based on these various views as the expansion of 

businesses into foreign markets using one approach or the other or combination of 

approaches. “An international market entry mode is an institutional arrangement that 

makes possible the entry of a company’s product, technology, human skills, 

management, or other resources into a foreign market (Root, 1994, p. 24). In the 

clothing industry, a lot of emphasis is on the brand and this is what the firm takes to the 

foreign market but, they would have to decide on which entry mode to adopt. For the 

purpose of this study, we see the brand and company as “one” in their 

internationalization strategy because SMEs face resource constraint and may not be able 

to brand products according to individual markets. There are behavioural theories and 

economic theories; one economic theory is the eclectic paradigm by Dunning (1988) 

but, we see this as been more towards multinational corporations and the focus of this 

study is SMEs. Thus, we have adapted the behavioural theories and presented them 

below in the following sub-sections. 

2.8.1 The Stage Theories and Network 

Uppsala model (U-Model) was developed by Johanson & Vahlne, 1977; Johanson & 

Wiedersheim-Paul, 1975, based on a study of four Swedish manufacturing companies. 

The U-model states that firm’s involvement in foreign markets is incremental and in 

stages and this is a function of the knowledge they have about that particular market. 

The first stage there is no regular export of its products to the foreign market, largely 

due to the fact that at this stage they lack information and experience about the market 

which can be seen as informational barriers (Westhead, Wright, & Ucbasaran, 2001). In 

the second stage, the exporting firm cooperates with local agents who give them ample 

access to market information and experiences; this is where the network theory comes 

into focus. Johanson and Mattsson (1988) affirmed that a firm’s changing 

internationalization approach is the result of the network of firms and relationships they 

are part of. This provides a platform for knowledge accumulation and experiences about 

the foreign market through its actors in those markets. This gives the firm opportunity to 
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utilize foreign networks and relationships that make them internationalize. These 

networks that the firm is part of, enables them to identify the strengths of other actors 

which provides them with information regarding market opportunities and constraints 

(Axelsson & Johanson, 1992). These experiences gained enables them to establish their 

own sales subsidiary in the third stage and with knowledge and experiences gained; the 

firm can then establish a manufacturing entity in the foreign market at the fourth stage. 

This indicates that a “change” in the stage of internationalization process depends on the 

“state” of internationalization. The state aspect refers to resources commitment made by 

the firm to the foreign market and knowledge about foreign market operations while the 

change aspects refers to the decisions to commit resources and performance of current 

business activities” (Johanson & Vahlne, 1977, p. 26). 

 

The entry mode adopted by a firm is dependent on the level of knowledge and 

experience they have about that market. The market-specific knowledge is gained by the 

exporting firm through export into countries with low psychic distance (cultural 

differences) before going into countries with high psychic distance as the market 

knowledge increases (Johanson & Vahlne, 1977, p. 24). This position is supported by 

the findings of Moore, Fernie, & Burt (2000) which shows that firms enter markets that 

are closer and familiar before venturing into unfamiliar markets. That is to say the entry 

mode chosen is a direct function of the knowledge, cultural difference and closeness to 

the market. Looking at Swedish Outdoor SMEs, one can immediately see that they are 

present in more European countries than in North America and the rest of the world. 

However, other findings revealed that entrants into foreign markets are less affected by 

psychic distance and more influenced by external factors (labour rates and skills, fiscal 

incentives etc.) and they make increased resource commitment in foreign markets 

(Freeman, Giroud, Kalfadellis, & Ghauri, 2012, p. 366). We believe this assertion by 

these authors could be due to socio-economic developments all over the world that has 

led to more firms looking for markets with cheap raw materials and emerging markets. 

 

However, the stage model has been criticized by several authors and we are of the 

opinion that various perspectives are important in order to weigh them in the balance; 

and see how they can be configured by each firm because, most firms today increase 

their foreign market involvement incrementally. McDougall, Shane, & Oviatt (1994) 

stated that the stage theories did not provide a strong basis for the explanation of 

international new ventures that begin active foreign market involvement at inception 

non-incrementally. Sullivan and Bauerschmidt (1990) and Sullivan (1994) also stated 

several limitations to the constructs used in measuring the “degree” or “stage” of the 

internationalization process of the firm in stage model theories; and argued that this has 

hindered the establishment of content and construct validity for stage model theories. 

We believe that the stage theories are still relevant today for companies who do not 

have experience or knowledge about the foreign  market because, this will reduce the 

liability of foreignness; considering the difficulties associated with internationalization 

and changing business environment; firms need to build more networks and 

relationships in this markets (Johanson & Vahlne, 2009). 

2.8.2 International New Ventures and Network 

The concept of international new ventures (INV) is a reaction to the inability of the 

internalization theories to adequately explain the concept of international new ventures. 

International new venture refers to “a business organization that from inception, seeks 
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to derive significant competitive advantage from the use of resources and the sale of 

outputs in multiple countries” (Oviatt & McDougall, 1994, p. 49). This shows that 

INVs have the intention of going international right from its start-up phase; and the 

decision as to when they go into international market is also decided. The stage theories 

do not reflect on this because the firms decision to go abroad is what evolves as they 

acquire experience and knowledge through network commitment and building but, the 

INV “describes sustainable international new ventures as controlling assets, especially 

unique knowledge, that create value in more than one country”(Oviatt & McDougall, 

1994, p. 60).  In a study of 24 INVs McDougall et al., (1994) stated that none of the 

firms followed the stage theories in their internationalization process; rather it starts 

from the early stage of the firm. The INV theory is unique in its approach as it pays 

more attention to the role of the entrepreneur in recognizing international opportunities 

and utilizing the same for internationalization at the early stage (McDougall & Oviatt, 

2000). If your network has a high degree of internationalization, it can increase your 

access and knowledge of foreign market unlike the early starter and lonely international 

whose network has a low degree of internationalization. Hadley and Wilson (2003) 

found out that not only is there a link between experiential knowledge and the degree of 

internationalization of a firm, but the degree of internationalization of its network also 

has an impact on the internationalization of the firm. This is because “the firm may be 

able to develop new opportunities involving other firms in that network with different 

capabilities and needs” (Johanson & Vahlne, 2006, p. 175).  

 

This theory presents international business with an evolving concept that has become 

more evident today because, more firms and SMEs in high tech firms are now seeking 

international market right from their early stage. Oviatt and McDougall (2005) 

identified four elements were necessary for sustainable INVs. The first element is the 

internalization of some transactions by the firm which is in line with internalization 

advantage (Dunning, 2001) that gives them ownership of specific assets. The second 

element states that alternative use of governance structures like licensing and 

franchising that can reduce cost since new ventures commonly lack resources to control 

many assets at the same time (Oviatt & McDougall, 2005, p. 35). The third element 

signifies the need for foreign location advantage because they can move resources (raw 

materials, intermediate product, human skill etc.) to foreign market for resource 

combination. A firm requires unique resources that are valuable, rare, inimitable and 

organized to take advantage of economic opportunities (Barney, 1991). The first three 

elements are conditions for the existence of the INV but are not enough to ensure 

sustainable advantage (Oviatt & McDougall, 2005, p. 36). This leads to the third 

element that represents unique resources: patents, licensing and network relationships 

that may provide value for the firm.  

 

If your network has a high degree of internationalization, it can increase your access and 

knowledge of foreign market unlike the early starter and lonely international whose 

network has a low degree of internationalization. Hadley and Wilson (2003) found out 

that not only is there a link between experiential knowledge and the degree of 

internationalization of a firm, but the degree of internationalization of its network also 

has an impact on the internationalization of the firm. This is because “the firm may be 

able to develop new opportunities involving other firms in that network with different 

capabilities and needs” (Johanson & Vahlne, 2006, p. 175). The need for network 

relationships by INVs was further stressed by Coviello and Cox, (2006) and  Coviello, 

(2006) they supported the earlier work of Oviatt and  McDougall, (1994) that 
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emphasized the role of networks that the relationships of a firm at the concept 

generation phase, may be useful for the internationalization of the firm. 

 

However, findings show that developing the phases in network relations does not 

assume an orderly process; instead it is characterized by iterative phases and 

complexities owing to human and business nature (Batonda & Perry, 2003, p. 1477). 

This reveals the inherent difficulty in the creation and maintenance of these 

relationships and the complex nature of actors that make up the network a firm belongs 

to; and the level of stability required in establishing long standing relationships with the 

actors in the network. Network attributes like “trust” requires that firms are guided by 

set norms in the network and these network resources that are available to the firm 

determines the formation of relationships (Gulati, 1999, p. 413). This shows that 

network resources and the dynamic nature of actors in the network can be a hindrance to 

the ability of firms to maintain and utilize these networks profitably; if a basic activity 

like cooperation, coordination and interaction with other parties (Håkansson & Snehota, 

2006, p. 267), that gives the firm a meaning and a role, is missing in the networks. INVs 

have been categorized based on their coordination of activities and the number of 

countries they operate in. 

 

Few activities 

coordinated 

Across countries 

 

Coordination of activities 

 

Many activities 

Coordinated 

Across countries 

                                                      Number of countries involved 

Figure 3: Types of International New Ventures (Oviatt & McDougal, 2005, p. 37). 

They are divided into four quadrants from figure 3 above and the INVs that belong to 

the first and second quadrant are classified as new international market makers with few 

logistics activities across countries in the form of export/import and multinational 

traders. They export to countries that the entrepreneur is familiar with (Oviatt & 

McDougall, 2005, p. 37). INVs in the third quadrant are classified as “geographically 

focused start-ups” they serve a particular region through the use of foreign resources 

and have many activities coordinated in different countries. The last quadrant comprises 

of INVs that are classified as “Global start-ups” because they are not geographically 

limited and they seek opportunities proactively and require skills in geographical 

coordination (Oviatt & McDougall, 2005, p. 38). These companies have been named as 

Born Global (Knight & Cavusgil, 1996; Madsen & Servais, 1997; Rennie, 1993). Born 

global has been defined as “a breed of young companies that begin selling their 

products at or near the firm's founding and companies that from or near foundation, 

obtain a significant portion of total revenue from sales in international markets” 

(Knight & Cavusgil, 2005, p. 15).   
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The distinction between born global and international new ventures has been reiterated 

and it states that “global start up is only one form of INV, and the INV is not necessarily 

a born global [firm]” (Jones, Coviello, & Tang, 2011, p. 642). Looking at the economic 

conditions today and the need to seek economies of scale and maximise return, one can 

see that most companies today can be classified under INV because they begin to 

explore opportunities abroad from inception either through export or import activities an 

example is redQ a Swedish SME that makes basket products in Bangladesh and sells 

them to shops in Sweden (redQ, 2012). They might necessarily not fall into the quadrant 

“perfectly” but, we can see that they are actively involved in international business and 

derive economies of scale such as capital cost of manufacturing the products in 

Bangladesh. 

 

From the various internationalization theories presented, it is obvious that if a firm is 

faced with resource constraints which is often the case with SMEs (Hessels & Parker, 

2013, p. 138) and intends to internationalize their brand; they can begin in stages which 

may not require a lot of financial commitment and later invest in these foreign markets 

through rapid forms of FDIs (Chang & Rhee, 2011) as experiences and knowledge 

increases. They can result to retailers as a channel for exporting their products if they 

don’t have the resources to establish a subsidiary. As their involvement and knowledge 

in the market increase along with profit, they can consider investing in the foreign 

market through foreign direct investment in the form of own store. With regards to 

ownership and location-specific advantages as seen in the eclectic paradigm, SMEs that 

have international experience and ability to innovate can determine which equity entry 

mode to adopt based on their low-cost structures (Pinho, 2007). Stating that an 

internationalization approach is the best form may not be the right delineation; rather 

the focus should be on applicability of the approach based on the firm’s current position 

in terms of resources (knowledge, experience, networks etc.). We believe that firms, 

especially SMEs can integrate these approaches and adopt the entry mode that is most 

applicable at a given point in time. This is line with the suggestions of Whitelock 

(2002), that a model which integrates key elements of each approach is more realistic 

and comprehensive in making market entry decision. Moreover, each approach has 

certain elements common to them-foreign actors in the network. In INV it was 

discovered that market knowledge through networks shape their internationalization 

because this helps them to fine tune their existing strategies (Spence & Crick, 2009). 

This also points out that the decisions of entrepreneurs are influential and can be 

undertaken fast, which makes SMEs more flexible in their decision making process in 

comparison to LOs. 

2.8.3 SMEs and Internationalization 

Over the years, the number of SMEs has increased all over the world and they play a 

vital role in most economies today. Several studies have revealed that many SMEs 

internationalize incrementally (Erramilli & Rao, 1990; Korhonen, Luostarinen, & 

Welch, 1996), which is in line with the stage theories outlined in 2.5.1. This can be seen 

as confirmatory to the fact that SMEs face resource constraints and these resources 

range from informational constraints to external constraints (OECD, 2009). This implies 

that incremental involvement in export activities will enable them to augment the lack 

of knowledge and resources needed through network commitment and relationships 

(Johanson & Vahlne, 2009). A number of SMEs have also been identified as 

international new ventures/born global but, these categories of SMEs belong to the high 
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tech industries (Knight, Madsen, & Servais, 2004). This means they begin the 

coordination of international activities with few or more countries depending on their 

classification based on the quadrant developed by Oviatt and McDougall (2005). Here, 

we can turn again to the example of redQ given above, to drive home the fact that INVs 

are not only restricted to high tech firms, but can in practice be any kind of firm. 

 

In line with the network theory of (Johanson & Mattsson, 1988) Zain and Ng (2006) in 

their study of SMEs internationalization, discovered that SMEs use their network 

relationships to facilitate their internationalization process because, it triggers the 

motivation needed for them to internationalize. If a firm is able to build relationships 

with actors and become part of a larger network comprising of local and foreign 

networks, with access to resources of various kinds, they can use them in fine tuning 

their strategies for taking their brand international. We also see that born global SMEs 

benefit from home-based networks because, they provide the firm with knowledge of 

foreign market opportunities, experiential knowledge and referral trust (Zhou, Wu, & 

Luo, 2007). This can be seen as a build-up on the conclusions drawn by Westhead et al., 

(2001) that denser information and networks can have an impact on the 

internationalization of new and small firms. Looking at the network model, it can be 

argued that it is of great advantage for SMEs, because network relationships can contain 

enormous amount of intangible resources that members can utilize in their 

internationalization strategies. 

 

Conclusively, the business strategy approach to internationalization based on the idea of 

pragmatism developed by Welford and Prescott (1994) affirms that companies will need 

to evaluate which mode of entry is better suited to them. Firms will need to consider 

internal and external factors facing them in their choice of an entry mode into a foreign 

market (Rundh, 2001). Traditional views hold that firms should consider factors such as 

informal constraints, market attractiveness, psychic distance and market accessibility in 

their market selection (Root, 1987; Turnbull & Ellwood, 1986) when planning an entry 

mode. We believe that informal constraints should not be the reason why firms abandon 

an emerging market. There are network relationships that can be developed over time 

and have the potential to yield long term benefits for the firm if they overcome the 

inertia. In a case where the firm needs to acquire knowledge about the foreign market, 

incremental process of export activities can be used to gain the needed knowledge and 

experience (Johanson & Vahlne, 1977). In the case were the firm has the resources it 

needs as shown in the eclectic paradigm; from a marketing point of view, having an 

own brand store might be more beneficial for the brand. More recent studies have 

revealed that strong future market potential of the foreign market, a manageable level of 

cultural differences; supportive and a developing local industry with customer 

receptiveness (Sakarya, Eckman, & Hyllegard, 2007) should be considered by firms 

when entering emerging markets. Generally, a lot of firms today target emerging 

markets because they can optimize profit and compensate for local losses but, still 

consider the risk level in making these decisions. 

2.9 Preliminary Framework 

Discovering new opportunities and developing ideas that can be commercialized is 

central in entrepreneurship (Shane & Venkataraman, 2000; Short, Ketchen Jr, Shook, & 

Ireland, 2010). Internationalization in itself is an innovative process because of the 

newness of the market to the firm. Market opportunities must be discovered and turned 
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into viable source of competitive advantage through entrepreneurial behaviour of the 

firms. Entrepreneurial behaviour can be clearly observed in SMEs because, having 

limited resources mean they will need to be innovative and forward thinking in their 

decisions. The link between entrepreneurship and marketing has received recent focus 

from several authors who see the inter-relatedness between these two concepts. 

Entrepreneurship and marketing are regarded as behavioural and related because “they 

are both boundary spanning, involve an extensive interplay with environment, require 

the assumption of risk and uncertainty, and inevitably interface the complexities of 

human behaviour with commercial and other endeavours” Hill & LaForge (1992, cited 

in O’Cass & Weerawardena, 2009, p. 1327). This shows that it extends beyond borders, 

build relationships in order to manage complex problems.  

 

Entrepreneurs are charged with the task of identifying opportunities that can be 

exploited for commercial purpose, which requires some level of proactiveness. It has 

been argued that entrepreneurship is more of behaviour than personality trait (Drucker, 

1985) as seen in firm level that is characterised by introduction of new products, 

creation of new markets, innovative strategic practices and aim for growth/profitability 

(Carland, Hoy, Boulton, & Carland, 1984). In line with these connections, Carson, 

Cromie, McGowan and Hill (1995) identified four key competencies associated with 

entrepreneurial marketing to include: 

 

1. Experience about the job and industry. 

2. Knowledge about the product and market. 

3. Good communication skills for directing organizational decisions. 

4. Ability to identify market opportunities and key personnel. 

 

From the above, we can immediately see entrepreneurial behaviours inherent in these 

listed competencies. To be creative or innovative, the firms needs input by way of 

knowledge about the industry and product needs of consumers; this is acquired through 

involvement with network of “actors” in the industry and professional networks. The 

ability to identify market opportunities and leverage on them is proactiveness. The 

fourth competence is seen as employer/internal branding which is required in order to 

identify and align key personnel to tasks. In similar vein, Collinson and Shaw (2001) 

stated that marketing and entrepreneurship are both change focused, opportunistic in 

nature and innovative in management approach. We can see a clear connection between 

these two concepts because, marketing will require some level of innovativeness to 

come up with new products or services, decision on which market to enter and the entry 

mode to adopt. If a marketing department within an organization is not innovative 

enough, they can quickly lose touch with customers and also lose certain types of 

markets that they could have entered because “entrepreneurial marketing is 

characterized by intuition, informality and speed of decision making, all of which 

require different competencies” (Collinson & Shaw, 2001, p. 763).  More recent 

findings also revealed that corporate entrepreneurship is required for building a 

“powerful brand” and this requires the firm to use entrepreneurial approaches 

(Rensburg, 2012, p. 7) in its marketing strategies both in the local and foreign 

market.  However, we argue here that for a marketing plan to be successful, some level 

of entrepreneurship is required because, competition will always change the market 

direction if other firms are not innovative, proactive and risk taking  

The theoretical review shows various theories and models that are related to the main 

areas that are relevant for this study. From our developed preliminary framework of this 
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research (see figure 4 below) which is based on the brand alignment framework of 

Srivastava and Thomas (2010) (see section 2.1), we can see that employer/internal 

branding is a management function that must be directed towards the employees (brand 

providers) from the management (brand visionaries) in order to ensure that the broad 

marketing strategies are in line with internal branding activities which is vital for the 

building of the overall brand identity. If this is not the case it is possible that the broader 

marketing strategies will be counter-productive. The three groups in the brand 

alignment framework by Srivastava and Thomas (2010, 466) shows the importance of 

management knowing who will do what and how they will do it. The need to align 

employees calls for employer branding and internal branding. Employees are the brand 

providers because they are intrinsic part of the brand management process, whereas the 

entrepreneurs are brand visionaries that have to pass on the intended brand identity 

(vision) towards employees.  
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                Brand Image: outside-in perspective 

 
Figure 4: Brand Alignment and Internationalization Framework of SODBs 

It is proposed that employee alignment with the company’s broader marketing strategy 

will lead to the production of strong brands; and misalignment of employees with 

broader marketing strategies of the firm will be counterproductive and thus make brand 

management effort less efficient (Hieronimus, 2005, p. 3; Abimbola & Vallaster 2007, 

p. 341). Persistence of the brand communication and therefore positioning (Aaker, 

2010) cannot be ensured in the marketplace if visionary ideas and the passion for the 

brand are not transferred from the entrepreneur towards its employees (Krake, 2005, p, 

233). 
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Entrepreneurial orientation (EO) has been shown to influence the level of performance 

and marketing (Wiklund & Shepherd, 2005, p. 86). This is vital for SMEs who are often 

faced with resource constraints (Spence & Essoussi; Krake, 2005); and to ensure that 

they are able to leverage on market opportunities both locally and internationally, they 

will need to be entrepreneurial. The EO constructs here as explained in Section 2.7.1 

will be looked at from the firm level in order to assess the level of EO in these firms and 

to ascertain if cultural elements have any form of influence on the 5 dimensions of the 

entrepreneurial orientation construct-risk-taking, innovativeness, proactiveness, 

autonomy and competitive aggressiveness. The basis for introducing this is to clarify the 

place of structural uncertainty as mentioned in 2.7.3 and to see if this is viable way to 

overcome the negative influence culture has on SMEs entrepreneurial orientation 

(Kreiser et al., 2010, p. 976) of risk-taking and proactiveness which is vital for 

exploring international market opportunities. In order to get the brands outside the local 

market, one form of internationalization approach would have to be adopted. The 

common form of brand internationalization in the Swedish Outdoor industry is 

exportation to foreign markets and retailers play a huge role in giving the brand 

visibility in international markets this makes them a vital channel for these SMEs who 

cannot invest directly in foreign markets through own stores/flagships stores. 

 

The preliminary framework shows that for the brand identity to be communicated 

internationally as intended, brand management activities are essential. The firm needs to 

align employees with the broader marketing goals and communicate the aspired brand 

identity and values towards them in order to prepare to leverage on the international 

opportunities through aligned internal and external communication. This requires some 

level of entrepreneurship from both brand visionaries (management) and the brand 

providers (employees). Which is represented by the connecting arrow showing EO is 

both required by management and employees in order to form a common brand identity. 

An efficient coordination of activities between these two; can create the intended brand 

identity and therefore brand image for retailers and end-users in international markets. 

This will be clarified by the inside-out perspective, which is represented by the red 

broken line, in order to visualise the transfer of the brand identity towards external 

partners such as retailer, end-users and other stakeholder. The retailer, indicated by the 

blue broken line, may play an important role in the internationalization of SODBs. This 

may require a persistent and unique communication of the brand’s identity from the 

firm, towards the retailer so that the latter can pass on the brand identity directly 

towards his customers (end-users). This indicates the need why the identity, created 

internally, also has to be transferred to external parties. In this study we see internal and 

external stakeholders as the management, employees, retailers and end-users.  

 

The brand image, which is the outside-in perspective as shown by the orange broken 

lines, is the reflection of external stakeholders (retailers and end-users) about the brand, 

which has to be aligned with the brand identity in order to build a brand that will grow 

strong. Market knowledge and experience amongst other factors influence market entry 

modes that a firm undertakes (Johanson & Vhane, 1977). This often means they end up 

using agents/retailers as an export mean for their products in the early stages and an 

accumulation of market knowledge and experiences can lead to an establishment of a 

manufacturing entity or own stores (Johanson & Vahne, 1977, Cavusgil, 1980) as the 

case may be. Firms can acquire market knowledge and experience through incremental 

involvement in international markets. Brand awareness is an important prerequisite in 
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order to build brand equity (Keller, 2008, p. 51) that is positively perceived by retailers 

and end-users in order to expand with the same brand identity to other markets. Based 

on the above, the following propositions have been made and will be subject for the 

discussion in chapter 5: 

 

Proposition 1: In order to build a strong brand companies need to align their 

intended brand identity with internal stakeholders (brand visionaries and brand 

providers) to gain the desired brand image. 
 

Proposition 2: Foreign retailers may have an important role in the 

internationalization of SODBs. 
 

Proposition 3: The intended brand identity might or might not be in line with 

retailers and end-users perception of the brand (brand image).  
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Chapter 3-Methodology 
In this chapter we present the various philosophical views and discuss the philosophical 

approach of the study. The research strategy and design of the study is presented in 

order to align the study methodologically. The method of data collection is discussed; 

the quality criteria and ethical consideration of the research are presented alongside 

the choice of literature used in this study. 

3.1 Philosophical Approach 

In the following part, we present various stances of philosophical assumptions 

researchers take in order to clarify their own view about how knowledge is created 

(epistemology) and how the world is viewed (ontology). Researchers today are 

positioned along philosophical continua of both quantitative and qualitative research 

based on their epistemological and ontological view. The philosophical approach of the 

researcher shows the way he/she views the world. The approaches are largely divided 

into two broad categories-epistemological and ontological views. Several philosophical 

battles have emanated over the claim of knowledge associated with social science 

research (6 & Bellamy, 2012, p. 49) and other authors such as (Bryman, 2012; 

Saunders, Lewis, & Thornhill, 2012) have posited that we should be able to reflect upon 

and defend our choices. This shows the underlying factors shaping philosophy and how 

researchers view the world and the resulting source of knowledge. Philosophical 

assumptions undertaken by the researcher correlates to the research method chosen, 

Johnson and Clark (2006 cited in Saunders et al., 2012, p. 128). 

 

Epistemology as a philosophy is concerned with the question of what can be regarded as 

a source of acceptable knowledge in a discipline (Bryman, 2012; Saunders et al., 2012). 

The positivist epistemological view uses natural sciences methods in the study of social 

reality, and involves deduction which results in hypotheses; and it is conducted in an 

objective manner bringing about scientific statements (Bryman & Bell, 2011, p. 15). 

Positivism is associated with deductive research. Especially in social research, 

positivists criticizes the interpretivist view since causal explanations are limited and 

values interpreted, which is highly critical since value-freedom and objectivity cannot 

be ensured (David & Sutton, 2011, p. 34). Being fully neutral in conducting research is 

discussed as being impossible since values as well as the decision about what and how 

to study a particular topic is already subjective in its essence (see section 1.6); 

especially in social research. The interpretivist (subjective) view holds that social actors 

cannot be subjected to the laws of sciences and distinction between social actors should 

be subjectively looked at differently using interpretations (Saunders et al., 2012). 

Humans give meaning to the environment (May, 2011, p. 14) by building perceptions 

and attitudes, which cannot be simply explained by natural or physical causations. By 

speaking about entrepreneurial orientation and building a brand internally and 

externally, one has to consider their (firms) intentions. In viewing the social world as a 

culture and a theatre; social sciences focuses on social patterns within a context and 

asserts that social reality can neither be measured or observed like the positivist view 

because, it is in the meaning individuals accord it (Long, White, Friedman, & Brazeal, 

2000, p. 193). This is because of the dynamic nature of humans and how they accord 

different interpretations to things and give meaning to them. 
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Ontology on the other hand, is “the theory of being or what reality fundamentally is” 

(David & Sutton, 2011, p. 39) and deals with complex ethical considerations about the 

stance of researchers about the people, society and the world in general. It focuses on 

the nature of social entities and the assumptions researchers have about the social world. 

The two ontological views are objectivism and constructionism (Bryman & Bell, 2011, 

p. 20). Objectivism states that “social entities exist in reality external and independent 

of social actors” (Saunders et al., 2012, p. 131) and views an organization as a construct 

set upon rules (Bryman & Bell, 2011, p. 21). This view posits that everything is a result 

of prior causes and such an objectivist view is linked to positivist epistemology and 

associated with deductive research (David & Sutton, 2010). On the other hand, 

constructionism holds that social phenomenon are created from the perception and 

consequent actions of social actors which implies that social entities cannot be seen as 

objective entities independent of social phenomenon, but they are social constructors of 

their own reality (Bryman, 2012; Saunders et al., 2012, p. 132; Bryman & Bell, 2011, 

p.23). 

 

We have been guided by the research questions presented in chapter one and the 

research philosophy adopted can be thought of as our assumptions about the way we 

view social entities and social actors based on several philosophical assumptions. 

“These categories are not mutually exclusive […]. One’s orientation toward research 

can rarely be confined to only one category and in fact could vary over time” (Long et 

al., 2000, p. 192). Considering the fact that this thesis is both qualitative and 

quantitative in its approach, we are going to move on a multidimensional set of 

philosophical continua. That is to say we are not sticking to a point of view entirely 

because our research questions are shaping our philosophical assumptions (Saunders et 

al., 2012). We are aware of this fact and to the necessity that each research approach is 

suitable and critically addressed to avoid bending scientific approaches (David & 

Sutton, 2011, p. 35). Nevertheless, depending on researchers own experiences and 

backgrounds, interpretations can vary and certain subjectivity can also be beneficial in 

opening up for further insights in various areas; and therefore subjectivity can also be 

seen as a gain (Gummesson, 2006, p. 178). 

 

Based on the research questions and the theoretical review, we can argue that a 

combined stance of an epistemological view of positivism/interpretivism and the 

ontological view of objectivism/social constructionism is unavoidable. This gives rise to 

pragmatism which we have adopted for this study. It is associated with mixed method 

research and allows us to use multiple methods of data collection in order to answer the 

research questions (Creswell, 2011, pp. 40-42). Perspectives are changing between the 

companies the retailers (distributor) and the end-users (consumers) point of view. Based 

on our literature review, we can state that each entity’s view depends on subjective 

attitudes, behaviour and preferences, which reflects the assertion that “interpretivists 

emphasize the capacity of humans to create meaning and to live by meaningful systems 

of belief” (David & Sutton, 2011, p. 37). In contrast positivists view people as being the 

product of external causes (David & Sutton, 2011, p. 37), which is not given based on 

entrepreneurial orientation, employee- and internal branding theories and literature. In 

order to understand the entrepreneurial orientation or behaviour of the firm and barriers 

faced by different entrepreneurial teams or the entrepreneurs in Swedish Outdoor SMEs 

and how they utilize their COO; we will need to look at how these firms are 

constructing their own reality through their perception which impacts on their brand 

building activities and internationalization approach, because individuals have an active 
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role in the construction of their reality Strauss et al., (1972 cited in Bryman, 2012, p. 

34). A brand gains its value through subjective interpretations of consumers (Keller, 

2008, p.3). Companies, as trying to build their brand identity, want to influence how 

they are perceived by people; nevertheless it is up to the individual to subjectively 

evaluate and is reflected by the hierarchy of effects (Solomon, 2010). A both-sided 

perspective is presented by the identity prism of Kapferer (2004) and the identity 

framework of Brown et.al (2006).  An overview of our philosophical assumptions is 

shown in table 5 below. 

 

  

 

   

 

 
Table 5: Philosophical Assumptions 

3.2 Research Strategy 

The two broad categories of research strategy are quantitative and qualitative research; 

but these two can be combined which gives rise to mixed methods (Saunders et al., 

2012, pp. 162-164). Qualitative research strategy lays more emphasis on linguistic data 

rather than quantification in data collection and analysis (Bryman, 2012, p. 380; David 

& Sutton, p. 88). This is evident in its philosophical view which is often interpretivist 

and constructivist because emphasis is more on exploring social reality. Researchers 

preferring qualitative research often criticize the quantitative approach because of its 

tendency to be rigid and not giving room for alternative explanations as to what social 

reality is, while quantitative researchers tend to emphasize the need for research to be 

reliable and generalizable (David & Sutton, 2010; Saunders et al., 2012). Qualitative 

researchers base their assumptions very differently from those of quantitative 

researchers and focus is more on the participant’s perceptions and experiences 

(Creswell, 2009, p. 195). However, qualitative research has been criticized for being too 

subjective and difficult to replicate, because it is unstructured since there are no 

standard procedures to follow and their findings are to be generalized to theories 

(Bryman & Bell, 2011, p. 408) and this makes it difficult to generalize the findings 

beyond the context of study (David & Sutton, 2011, p. 86).  

 

The deductive or quantitative approach has its origins in the natural sciences (Saunders 

et al., 2012, p. 146). Quantitative research is conducted in a systematic manner that 

starts with theory as a map for the formulation of hypothesis and the data collected are 

often numerical; which is analysed using statistical techniques for the purpose of 

identifying a relationship between the focus of study for explanatory purpose (Bryman, 

2012, p. 161). Quantitative research is associated with a positivist/objectivist 

philosophical view (David & Sutton, 2011, p. 89); objectivity is very important as the 

researcher must avoid any form of bias and this is important to ensure the reliability, 

validity and generalizability of the study conducted (David & Sutton, 2011, p. 87; Shiu, 

Hair, Bush & Ortinau, 2009, p. 175). From the various definitions one can deduce that 

quantitative studies focus more on numerical data and statistical analysis in its 

approach; and much emphasis is on reliability, validity and generalizability of findings. 

The research design used in quantitative research may be experimental or observational 

or they may combine elements of both designs (Perri 6 & Bellamy, 2012, p. 69). 

RQ 1-Qualitative: Interview RQ 2-Quantitative - Questionnaire 

Inerpretivism/Constructionism Positivism/Objectivism 

Pragmatism 
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However, this method has inherent shortfalls because social reality cannot be seen as the 

same with the natural world where quantitative approach is a rooted, and quantitative 

researchers “fail to distinguish people and nature from [nature]” (Bryman & Bell, 

2011, p. 167). This indicates that the existence of human difference with regards to the 

social world is not taken into consideration. There are inherent interpretations and 

discussions that ensue in real life and this is turned into a “static” social world different 

from the individuals studied. This is what qualitative research on the other hand takes 

into account by observing individuals and interpreting the social phenomenon based on 

individual owns reality they have created one way or the other. 

  

The recognition of limitations inherent in using one method, has led researchers to 

triangulate data sources-convergence across quantitative and qualitative methods 

(Creswell, 2009, p. 14). Mixed methods enable the researchers to see the phenomenon 

in different ways and may give more knowledge. Any study that collects qualitative 

data in linguistic forms through open ended questions and utilizes the data gotten later 

on in the study is considered a mixed method study (Hurmerinta-Peltomäki & 

Nummela, 2006, p. 4). The data collected is used to explore a phenomenon, identify 

themes in a conceptual framework and test through subsequent collection of data 

(Saunders et al., 2012, p. 147). When using mixed methods, you can analyse 

quantitative data qualitatively or quantitatively and also analyse qualitative data 

quantitatively, but the common form is one where qualitative data is analysed 

qualitatively and the quantitative data collected is analysed using statistical analysis 

(Hurmerinta-Peltomäki & Nummela, 2006, p. 11). Mixed methods studies may be fixed 

or emergent in their design (Creswell, 2011, p. 54). This means that a researcher can 

predetermine the use of mixed methods at the start of the research-fixed mixed methods 

design. While emergent mixed methods arise due to issues that may arise in the research 

process that warrant the need to conduct both qualitative and quantitative data 

collection. This study adopts the phenomenological orientation [wanting to make more 

sense of the world through multiple perspective] of mixed methods because we want to 

gain more insights through more than one perspective (Creswell, 2011, p. 275).  

 

For this study, we used fixed mixed methods because we deemed it more beneficial for 

this study to conduct interviews with the firms from which part of the questionnaire was 

drawn in order to adequately answer our research questions and purpose; “the 

importance of the research problem and questions is a key principle of mixed methods-

selecting the method that works best to address a study’s problems or questions” 

(Creswell, 2011, p. 60). In order to see the congruence between the brand identity the 

firms wants to create or creates and the brand image, the interviews enabled us elicit 

information from the firm; and this served as part of the development process that 

allowed us build a robust, valid and reliable measurement instruments (David & Sutton, 

2011, p. 297; Shiu et al., 2009, p.173). Moreover, the pragmatic worldview is mostly 

associated with mixed method which allows for different worldviews [epistemology and 

ontology] because data collection and analysis is not conducted using one research 

approach (Creswell, 2009, p. 11) this is why we stated in Section 3.1 that our 

philosophical assumptions is being shaped by what works best based for our research 

questions and purpose. The latter is supported by the fact that we choose to view the 

brand as being a mental construct rather than a physical one (Stern, 2006) on the one 

hand; therefore the power of the brand is determined by customers (Keller, 2008). 

However, the identity is formed by the company and highly entrepreneurial oriented as 

established in chapter 2.  
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Since SME branding is a topic that still needs further exploration and based on the 

explanations above, we decided to make use of an exploratory sequential design that has 

the purpose “to generalize qualitative findings based on a few individuals [here: 3 

SMEs] from the first phase to a larger sample gathered during the second phase” 

(Creswell & Plano Clark, 2011, p.86). The first qualitative phase of the research 

(interviews) is providing needed material in order to fill and continue with the second 

and quantitative phase (questionnaires for retailers and end-users). We choose this 

exploratory design because we wanted to “test qualitative exploratory results” 

(Creswell & Plano Clark, 2011, p.87); and see if they hold true for the responses gotten 

from the retailers and end-users. In order to make the sequential mixed method study as 

reliable and comparable as possible, we took many aspects into account. 

3.3 Research Design 

Research design provides a framework for collecting and analysing the data needed in 

order for the researcher to answer the research questions (David & Sutton, 2011, p. 

205). Several methods can be used in collecting numeric and linguistic data by 

researchers and this will depend on the research strategy. It has also been stated that 

research methodology is connected to the philosophical views of the researchers and it 

flows from these assumptions (Long et al., 2000, p. 191). Bryman (2012) identified five 

major research designs; experimental, cross-sectional, longitudinal, case study and 

comparative design.  

 

Cross-sectional (or social survey) design on the other hand, involves the collection of 

data on more than one case and at a single point in time (Bryman & Bell, 2011, p. 53) 
where questionnaires and interviews can be used by the researchers especially in 

quantitative research. This is used in describing and exploring the relationships between 

variables. The response from participants can then be analysed using statistical 

techniques (David & Sutton, 2011, 207-208). In longitudinal designs, data is collected 

over a period of time on several occasions from the same sample, which allows insight 

into changes that might have occurred and researchers tend to use cross-sectional 

designs in collecting data (Bryman, 2012, p. 64-65). Case study entails detailed 

examination of a single case which could be an individual, organization etc. and it is 

often used in qualitative research that seeks to explore an area where there is little 

knowledge or understanding (David & Sutton, 2011, p. 207; (Creswell & Plano Clark, 

2011, p.82). Lastly, comparative research design seeks to identify similarities and 

differences that may exist between different groups. A challenge inherent in this design 

is the issue of cultural differences and fieldwork which may vary across different 

countries (David & Sutton 2011, p. 211) and when applied to qualitative research it 

becomes a multiple-case study (Bryman, 2012, p. 74). 

 

Considering our research approach, we used cross-sectional design in gathering data. 

Surveys appear to be the most widely used method of data collection by researchers in 

business/management (Adams, Khan, Raeside, & White, 2007, p. 111) because it allows 

you to describe and explore relationships that may exist among variables. Surveys can 

be administered through postal mail, online surveys or traditionally by handing out 

questionnaires to individuals physically. For this study online surveys were sent out to 

respondents in both groups (retailers and end-users). Interviews were also conducted in 

the first research phase with the focal firms because, in order to have in-depth 
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understanding of people’s behaviour or firm’s intentions, one may need to talk with 

them face-to-face, through telephone interviews or focus groups (Adams et al., 2007, p. 

111). An overview of the exploratory mixed method design is presented below in table 

6. 

 
Research 

Stage 

Phase 1, Qualitative Research: 

Interviews with SMEs 

Focus:  

Phase 2, Quantitative Research: 

Questionnaire to retailer and end-user 

Focus: Brand Identity: Brand Associations, EB, 

EO, Internationalization 

 

Brand Image: vs.  

Brand Identity(from quantitative study) 

Before: Interview Request with support of a 

research confirmation letter: 

See Appendix 7 

 

Development of interview guide:  

See Appendix 9 based on existing theories 

used in chapter 2: See Appendix 11 

 

 

Send Information before the interview:  

See Appendix 8 

Develop 1st questionnaire draft based on 

theory before the interviews. 

 

Questionnaires detailed overview (content 

& scales): 

Retailer & End-user: Appendix 13 

 

Comparable Questionnaire parts overview 

(retailer vs. end-user): Appendix 14 

 

After interview: creation of final 

questionnaires for: 

-Retailers & End-users: See Appendix 12 

 

During: Interview Guide 

development/adjustments:  

See Appendix10 

Posting Questionnaire; Sent reminder; 

Requested to post. 

 

After: Interview comparison based on theories: 

See Appendix 15 & 16 
Statistical Analysis  

Retailer & End-user Questionnaire: See 

Appendix 17 

Analysis (chapter 4) 

Comparison/Discussion (chapter 5) 

    

Table 6: Overview: Exploratory Sequential Research Design. 

3.4 Data Collection 

Data collection for both qualitative and quantitative studies can be undertaken using 

several methods- surveys, structured, unstructured and semi- structured interviews, 

observation etc. Since we used mixed methods in our research strategy, the data 

collected are both qualitative and quantitative and required us to undertake two separate 

data collections. The data collection for this mixed method is exploratory because “the 

researchers first collect qualitative data and analyse it and then use the information to 

develop a follow-up quantitative phase of data collection…tentative details for the 

second phase is presented and then seek an addendum once the quantitative instrument 

has been developed”(Creswell, 2011, pp. 187-188). We designed the tentative 

questionnaires based on the literature review and from tested scales; and a supplement 

questionnaire was drawn after the interviews were conducted and analysed in order to 

align purposes of the specific companies in the outdoor industry. A paid subscription 

was chosen from one of the online survey providers in order to ensure we had ample 

opportunity to collect as much responses as possible and also to ensure the responses 

were as accurate as possible at the end, which is not often the case when using free 

online surveys that have the tendencies to misalign responses and questions. For 
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exploratory data collection, the individuals in the initial phase are typically not the same 

in the quantitative follow-up. However, it has been noted that a challenge inherent in 

mixed methods research may be determining the “boundaries” of what makes up the 

kind of method (Creswell, 2011, p. 179). 

This research is not based on predictions (hypothesis) that expect a certain outcome but 

on open ended research questions, where the relationships can be reasonably explained 

based on theory (See Appendix 11) and as a result propositions were made as shown in 

section 2.9. Nevertheless, the study is of exploratory nature since the research gaps as 

well as the combination of models from marketing and entrepreneurship do not make it 

feasible to predict an outcome due to the possibility of several interpretations. 

Moreover, we are focusing upon a specific industry, which might result in different 

outcomes comparing to other potential sectors for this particular investigation. “Theory 

should be build up from exploration of reality, not used to predict it in advance”, which 

describes an inductive approach of creating a theory (David & Sutton, 2011, p. 14).  

During the quantitative data collection, one of the firms used in this study, posted the 

survey on their Facebook page on our request and we missed stating in particular that 

the survey should not be filled out by Swedes in the email we sent out to them. We 

specified clearly in all other posts that Swedes cannot participate in this study on several 

social media platforms since the perception of potential end-users outside the original 

market is the focus of this study. This incident was not predicted, but we forgot to 

mention that in the email sent to the company. We reacted as soon as we saw the post 

and also made sure that it was clearly stated on the cover letter. Nevertheless, during 1-2 

hours on the 10th April, it could have happened that Swedes filled out the questionnaire, 

which we do not see as a hindrance to the findings as it is also necessary to see how 

they perceive these brands. However, this is mentioned here because our study is 

ethically guided and transparent. The quality criteria (such as validity and reliability) of 

this study are discussed in section 6.4. 

3.4.1 Semi-Structured Interview  

In order to obtain information that can be used in furthering this research, we 

interviewed three selected Swedish Outdoor SMEs in order to obtain rich detailed 

answers that will inform part of the questionnaire developed (Bryman & Bell, 2011, p. 

467). Semi-structured interview was used in order to elicit information that can help to 

answer our research questions and provide more inputs for the quantitative data 

collection. Semi-structured interviews are more flexible and open, it allows the 

interviewer to ask follow up questions and change the sequence of questions based on 

the interviewee’s response (Kvale, 1996, p. 124; May, 2011, p. 134); compared to 

structured interviews that have formalized and limited response. An interview guide 

was drawn up (See Appendix 9) based on selected theories (See Appendix 11) that was 

the basis of forming questions about branding, employer branding, entrepreneurial 

orientation and internationalization. The interview guide refers to a brief list of areas to 

be covered which is a list of questions to be asked (Bryman, 2012, p. 473). This enables 

the researcher to keep track of vital themes already noted and put them in perspective. It 

also allows the researcher to obtain information in a flexible manner on how the 

participant views their social world (Bryman & Bell, 2011, p. 473). Coincidentally, both 

statements are from the same page number.   
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Interviews unlike questionnaires do not confine the participant to selected options that 

may not even include their position about the issue being researched. Semi-structured 

interviews gave us the opportunity to ask further questions based on the interviewees 

responses and gave us also the opportunity to explore a field by just listening to what 

the interviewees told us about certain issues. Since the interviews were conducted at 

different points in time; we were able to make some very minor changes in the 

interview guide, which were reconstructed in Appendix 10. Telephone interviews were 

used in this research and it has been noted that telephone interviews are quicker to 

administer and prevents any possibility of the characteristics of the interviewer affecting 

the interviewee’s response base on ethnicity or mere presence (Bryman & Bell, 2011, p. 

206). In order to ensure maximum output from the interviews, we were guided by the 

proposed criteria of a successful interviewer listed by Bryman and Bell (2011, p. 476); 

in order to ensure we were able to have a fruitful conversation with the interviewers. 

The interview lasted from between 48 mins to 1 hour 17 mins. That the interview time 

got longer (see table 7 below) could be an indicator that the interaction with the 

interviewee in asking additional questions increased based on information we could 

gather from previous interviews.  We were able to get adequate information that has 

greatly helped us in this study and in developing the questionnaires in order to move to 

the second phase. Table 7 shows an overview of the respondents and interview times. 

     

Table 7: Overview of the respondents and interview information 

3.4.2 Secondary Data 

According to Dale et al. (1988, cited in David & Sutton, 2011, p. 15), secondary 

analysis is data that has been collected for other research purpose. Shiu et al. (2009, p. 

140) states that “secondary data [is] data not gathered for the immediate study at hand 

but for some other purpose.” Moreover, Shiu et al. (2009, p. 140) differentiates between 

internal secondary data (data for the company), external secondary data (data from 

outside entities) as well as customer knowledge information (from customers; can 

include unwanted material). 

 

The decision of using secondary data depends on the study itself and its research 

questions (David & Sutton, 2011, p. 15). In our research, we see it as beneficial to make 

use of secondary data. External secondary data can for instance be useful when it comes 

to the industry of outdoor garments through a reliable source such as the Scandinavian 

Outdoor Group (SOG) and customer knowledge information of outdoor enthusiasts 

about SODBs can always be seen as a rich source. In case we used additional secondary 

data in this study, publicized by the companies we are addressing (e.g. on: homepages, 

Facebook company pages etc.), this material is indicated and additional information can 

be used to see if it aligns with interview information, see also section 4.1. In case the 

Company Position Interview 

date 

Duration Order 

Haglöfs Business Development/Retail 

Manager 

2013-03-25 48mins 1 

Elevenate Logistics and Customer 

Support 

2013-03-27 1hr 5mins 2 

Klättermusen Sales/marketing Manager 2013-04-02 1hr 17mins 3 
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latter holds true, it could be an indicator that the brand aligns between different actors 

internally since the interviewee (as entrepreneur/employee) is handing out that 

information about the brand identity that is essential in order to position itself to gain a 

positive brand image (see section 2.4.1). Before and after the interviews were 

conducted, we searched through the company’s websites and other relevant source of 

secondary data.  

 

We found very rich information about most of the companies on their website and 

majority of the information was further clarified during the interviews (see section 4.1). 

Two out of three companies had a lot of information on their website including reports 

from prior years and all these helped us to also compare the interview details with the 

information on their website; and there was congruence between what the interviewers 

said and what they had on their website and reports. For the third company, which is 

smallest and latest established on the market, we asked about general company 

information at the start of the interview in order to compensate for that. Nevertheless, 

one should always evaluate secondary data based on: the purpose of that information, 

the accuracy, consistency, credibility, methodology and bias (Shiu et al, 2009, p. 143-

144), where the source of data should be critically examined. 

3.4.3 Questionnaire Design 

A questionnaire is a “formalized framework consisting of a set of questions and scales 

designed to generate primary raw data” (Shiu et al., 2009, p. 329). We believe that it is 

important for us to measure attitudes, perceptions and beliefs of retailers and end-users 

about SODBs. In order to see if it is in line with what the companies want to stand for; 

otherwise the aspired brand identity cannot be adequately compared with the perceived 

brand image.  This is in line with what Keller (2008, p. 129) brand exploratory which 

refers to a “research that is directed [at] understanding what consumers think and feel 

about a brand”. That the attitudes towards the brand’s category, personality and 

association vary is confirmed (Keller, 2008, p.129; Caprara, Barbaranelli, & Guido, 

2001, p. 377) and justifies the order of this mixed method and exploratory study.  Based 

on the developed preliminary framework and research questions, we measured the 

perspectives of retailers as well as the end-users perception about SODBs through two 

different questionnaires. We also translated each questionnaire into German language. 

Since questionnaires were sent out to German speaking customers, we could therefore 

facilitate respondents to answer in three markets (Germany, Austria and partly 

Switzerland). Germany is a huge market for all three companies of this study, but it is 

not known as being a bilingual country and English is just spoken by 51% of the 

population (in Austria 53%) , which is low in comparison to other European countries 

such as the Netherlands 87% and Denmark 83% (European Commission 2005, p. 4). 

However in general, “...English (34%) is the most widely known language besides the 

mother tongue followed by German (12%) and French (11%)” (European Commission 

2005, p. 4), which made it appropriate to collect data through English surveys for the 

rest of the European market. 

 

Branding is aiming at customer attitudes and intentions (“state-of-mind” and “state-of-

intention data”), which leads us to collect predictive and not descriptive questionnaires 

(Shiu et al., 2009, p. 333). As a result, we will analyse data where brand image 

represent the dependent and brand identity the independent variable in this study 

because, just in case they are in line with each other, the brands can be successful in 
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their global expansion. But since we are not fully dependent upon variables and their 

predictability, it allows us to be more flexible in choosing the question format and type 

of data (nominal, ordinal or interval). 

 

Designing a questionnaire for both, retailers and end-users, based on discussed theories 

of branding from chapter 2; in order to give valuable input towards the propositions and 

research questions was of importance in designing the questionnaire. The connection of 

the interview and the questionnaire was ensured through this connection of theories, 

which was the basis of the interview guide as well as the survey. However, as outlined, 

exploring is an important part of this research and therefore we based questions on some 

possible assumptions discussed in chapter 2. For instance it is logically questionable to 

assume that end-users have knowledge about SODBs in particular and therefore 

awareness was of main importance to measure, besides what is/would be important for 

them when dealing with (Swedish) outdoor brands. Nevertheless, retailers are current 

customers and therefore are surely aware and have an opinion as well as knowledge 

about SODBs and maybe also a certain kind of loyalty, attachment or engagement, 

which would be a trigger for brand equity that is not possible to measure in this study 

due to limitations and the nature of SMEs (Krake, 2005). 

 

It could not be assured from the start if end-users are current customers of SODBs, 

while stating the sample (see also consumer survey: Q. 7-8); even if not, they could 

have a perception about SODBs. Retailers on the other hand are direct current 

customers (if not, it will be detected by Q. 8). Questionnaires differ therefore in their 

approach and ability to measure the following perceptions: 

 

 Retailer questionnaires: measurement of perceptions about SODBs and 

measure therefore more specific. 

 (Potential) End-user: measurement of awareness and associations (e.g. country 

of origin, personality) of SODBs. Otherwise perception about outdoor brands in 

general is asked for. 

 

In order to address this issue, we developed a brief scenario for both, retailer (Q. 17) 

and end-user (Q. 23) in order to guide the respondents thoughts so that we know on 

which brand they base their answers on, that ensures extra credibility and another proof 

of brand recall (top of mind awareness). We outlined from a certain section in both 

surveys that the: 

 

 Retailer (Q 17) could think about the Swedish Outdoor brand(s) in their retail 

store while answering the questions (Q. 18-24). In case they currently have no 

Swedish Outdoor brand in their portfolio, they imagine one and indicate it in the 

box. 

 (Potential) End-user (Q.23) could think about a SODB while answering the 

questions (Q. 24-28). In case they are current users of SODBs they can answer 

the questions based on that/those brand/s. Otherwise they could imagine a 

SODB and indicate it in the box (if possible). 

 

Nevertheless, awareness of end-users can be measured in a reliable manner by brand 

recall and recognition. Both surveys were differentiated in questions where theories are 

different and align in many other parts (See Appendix 23) in order to be comparable in 

the end. Detailed overview of both surveys and the scales can be found in Appendix 14. 
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Each questionnaire started with a cover letter that briefly described the purpose of the 

study as well as the assurance of anonymity and confidentiality for all private data (e.g. 

retailers name or e-mail address) of all respondents (Shiu et al., 2009, p. 350). Main 

constructs of measurement were discussed in the literature review and provided a basis 

to gain a practical and broader idea about theories with the help of these questionnaires. 

The interview was held in a way that enabled us to see what is of importance for their 

brand identity (e.g. specific personality facets) in order to analyse and include those in 

the questionnaires for retailers and end-users that seem to be most appropriate for the 

company’s brand image. 

 

Two broad techniques can be identified for our quantitative study based on Cian (2011, 

p. 180). Firstly, we will measure attitude scales based on a 5-point likert scale which is 

presenting a closed rating method. Because of the predictability it is beneficial and an 

opportunity for us to measure possible effects based on ordinal interval scales, which 

allow complex statistical tests (Shiu et al., 2009, p.394). According to Cian (2011, p. 

180) personality can be measured either through quantitative or qualitative approaches, 

through closed and open ended questions as well as through ratings (scales) or the pick-

any approach. The aforementioned facts are supporting our mixed research method and 

the comparability of measuring “the brand as a person” (Aaker, 2010) as an identity 

perspective; from the company`s as well as retailers and potential customers (end-users) 

point of view, which aligns our entities based on brand believers, visionaries and 

customers (Srivastava & Thomas, 2010). Due to our prediction that brand personality 

could be a significant part being brand identity perspective explained in section 2.4; this 

part of associations gained high recognition. Personality dimensions, facets and traits 

were determined through interviews and then compared to those of J. L. Aaker (1997, p. 

352) and Caprara (2001, p. 389). The whole questionnaires can be found be found in 

Appendix 12. 

 

Pre-test 
In order to ensure that the questions were easy to understand and very clear, a pilot test 

was carried out. The survey link was sent to selected individuals who are/have studied 

marketing and entrepreneurship and several others; in order to get their inputs and a 

total number of 15 individuals participated in the pilot survey. This was very productive 

for us because we got a lot of usable feedbacks that enabled us re-evaluate the 

questionnaires in order to ensure that respondents will understand the questions so that 

we get reliable responses. 

3.4.4 Sampling 

In order to address the research question and purpose, we needed to collect relevant 

samples from the population we are studying. Both quantitative and qualitative research 

has to determine the site for the research, the participants who will provide data, how 

they will be sampled and the number of participants required (Creswell, 2011, p. 

172).  For the qualitative data, companies within Swedish Outdoor SMEs were 

contacted and the respondent reflects the companies who had time and agreed to hold 

interviews with us.  For the quantitative part of the research snowball sampling was 

used. The links to the survey was sent out to individuals who live outside Sweden and 

those who are and had been in Sweden for study purposes. Snowball sampling 

“involves identifying and qualifying a set of initial prospective respondents, who can in 

turn, help the researcher identify additional people to include in the study” (Shiu et al., 
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2009, p. 482). This is a non-probability sampling technique and we find it more 

appropriate since locating the members of the population may be difficult. The samples 

we contacted sent the same link to those who they know that fall into the population of 

interest. It has been noted that it might not be a representation of the population but, 

may be the only method applicable where determining the population is difficult (Shiu 

et al., 2009, p. 483) which happens to be the case for this study.  

 

The sampling frame for the retailers was collected from the website of Swedish Outdoor 

firms and the survey was mailed out to them on several occasions. Majority of the 

retailers contacted are based in Europe and other retailers operating in Canada and USA 

also took the survey because the link was posted on the LinkedIn group for those in the 

outdoor retail industry across several countries. For the qualitative sampling, we 

contacted 10 Swedish outdoor companies who manufacture outdoor clothing and only 

three replied with positive response the other 7 companies declined interview due to 

time constraints on their part and the timing as some of them indicated they were busy 

trying to prepare their collections for the next season or that the person we could talk to 

was on leave or unavailable due to several tasks. Our selection of the firms can be seen 

as purposeful because they will provide us with necessary information required and 

because we are focusing on outdoor clothing predominantly. The responses for the end-

users were collected over a period of two weeks while that of the retailers lasted three 

weeks due to low initial response. 

3.5 Ethical Considerations 

The process of data gathering from the research gives rise to “ethical issues in the focus 

of attention chose in the methods adopted and in the form and use of findings” (David 

& Sutton, 2011, p. 30). Informed consent means we do not obtain information under 

deception, duress or manipulation and the participants are fully informed about the 

research process (Bryman, 2012, p. 138). To avoid any sort of deception the 

interviewees were notified with adequate details of what the study is about a priori. The 

secondary information gotten from the websites of the firms interviewed, were raised in 

the course of the interviews and in all cases the interviewees confirmed the information 

we got from their websites and also expanded more on the points raised. In a case where 

we could not obtain certain information from a particular firm, we sent out an email 

requesting for the documents in order to ensure that each company is adequately 

represented in the various points analysed in chapter 4. As far as the study is concerned, 

none of the interviewees or respondents is exposed to any form harm whether emotional 

or legal because no sensitive information has been elicited from any of the groups 

studied. 

 

The issue of confidentiality and anonymity is very important in social research because 

the participants must be protected from possible harm-emotional and legal (David & 

Sutton, 2011, p. 48). Confidentiality means we do not disclose any personal details of 

the participants or company information that they may not want revealed. Anonymity 

implies that there is no record of participant’s details in reporting the data after 

collection. For this reason the participant’s rights and wishes were considered when 

reporting the data and the final decision regarding their anonymity and confidentiality 

was determined by them. In similar vein, the responses from the respondents in both 

groups were anonymously analysed as promised in the cover letter; and their details 

were not reflected in the final output. We are also aware of the fact that we have to 
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avoid any sort of obfuscation while reporting the findings. This means we do not hide 

information or use very technical terms in a bid to deceive the reader (Adams et al., 

2007, p. 35). It has been noted that research involving “online-Surveys” will need to 

adhere to same ethical issues in all social research and we have taken all these into 

account in the data collection via online survey. 

3.6 Literature Selection 

The literature used in this study was collected from peer reviewed A and B journals in 

the field of marketing, entrepreneurship and international business. We had access to 

various journal databases such as the Business Source Premiere, Emerald as well as 

Scopus based on our Umeå University’s Library accounts. The articles selected were 

based on the areas of focus for our study, the relevance and date published. The 

literatures comprised of conceptual, research papers and case studies that analysed the 

areas of interest for this study because no research starts from scratch they are always 

aligned with several existing theories (Kamler & Thomson, 2011, p. 16) and findings. It 

is important to understand what has already been done in the field of study and how 

they were studied. This helped us in confirming if the research questions had been 

answered using the same context as our focus. It was important for us to identify the 

major authors in the field including classic and more recent works that show new 

findings.  

 

Most of the literatures used are qualitative, quantitative, mixed-method and longitudinal 

research design which we believe increases the reliability of their findings. The thematic 

analysis by Jones et al., (2011) was especially useful in accessing the previous and 

relatively recent peer reviewed articles in the field of International Business. As a basis 

we were able to search for the articles listed in order to review their contents and see 

their relativity to the concepts of interest for our work. Top journals in entrepreneurship 

were especially useful in finding out more recent studies centred on entrepreneurial 

orientation. 

 

The branding literature was based on SME branding, which is still an exploratory field 

of research that makes use of qualitative techniques (Shiu et al., 2009, p. 173). It was 

extensively referenced in peer reviewed article of scientific journals such as the 

European Journal of Marketing (Spence (& Esssoussi, 2010) as well as the Journal of 

product and Brand Management  (Krake, 2005; Wong & Merrilees, 2005) with regard 

to SME branding in particular. Nevertheless, this study includes authors such as David 

Aaker (2010) Kevin Lane Keller (2003) to large extent as well as Jean-Noël Kapferer 

(2004). Starting with Aaker’s (2010) work Building Strong Brands is one basis of 

identity and image theories of this study. The first edition of this book was published in 

1996. Keller`s (2008) book Strategic Brand management is also often cited and was 

first published in 1998. Based on the fact that it seems that SMEs benefit from LOs 

brand strategies but that cannot be proven, the exploratory aim is to see where the SMEs 

fit into or differentiate with regard to their branding from LO strategies in order to 

support SME brand literature. Moreover, authors such as Aaker and Keller are well-

recognized in branding literature and their theories are widely accepted and give this 

study a point of departure and orientation. 
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Chapter 4: Empirical Research and Findings 

 

This chapter contains the empirical research carried out and the findings from the two 

phases of data collection for this study. The preliminary framework is applied using the 

analysis from the interview. The quantitative data analysis from the questionnaires is 

presented after the qualitative analysis; and the comparative analysis of both retailers 

and end-users is presented at the end. 

4.1 Company Overview 

A brief company profile is presented in order to acquaint the reader with the basic 

information about the three firms that were interviewed. Depending on the size and time 

in the market, additional secondary online data is varies. As a result, for Haglöfs there is 

most online information available, followed by Klättermusen and Elevenate. Since we 

predicted such a difference in available material, we asked for general company 

information before the actual interview part started with Elevenate in order to build it 

into this part. The outdoor industry comprises of different companies producing various 

outdoor items ranging from clothing’s to tents and heating equipment. We have focused 

on those who mainly produce outdoor clothing in their product range. We are fully 

aware that the secondary data of the companies presents material that is focusing on one 

perspective- the companies, and reflects the light in which they want to be seen or 

perceived. However, this represents strength for this study in order to support the brand 

identity perspective (inside-out) and RQ 1. Table 8 gives an overview of the companies 

interviewed. 

 

Company Date 

established 

Product Range Number of 

employees 

No. of 

Export 

Countries 

Haglöfs 1914 Footwear, clothings, 

hardware/accessories 

ca.170 23 

Elevenate 2010 Ski wear 5 16 

Klättermusen 1984 Clothing and 

accessories 

20 19 

                                  Table 8: Demographic profile of participating companies 

4.1.1 Haglöfs 

Haglöfs began in 1914 in Dalstugan cottage in Torsång, Sweden and today they are the 

largest supplier in the outdoor industry in all the Nordic regions with a range of 500 

products developed till date (Haglöfs, 2013).   Innovation and technology are keywords 

for the company and in 2007 they received the ISPO outdoor innovation textile award in 

Munich, Germany (Hambraeus, 2007). In 2010, they became a wholly owned subsidiary 

of Asics the Japanese shoe company and also opened the first Haglöfs brand store in 

Stockholm. Their sales channel comprises of outdoor specialist/specialist sports who 

understand the value created by the company and can communicate this to the target 

group which are outdoor enthusiast. It is a requirement that employees are outdoor 

enthusiasts who can contribute their wealth of experience and they are also provided 

financial support for fitness related activities (Haglöfs, 2013). As a Swedish export firm, 

the brand is present in Europe and Asia besides its home market (Nordic Region) and 
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they are able to service these markets using distributors with a total of 1,200 dealers in 

the home markets and 1,350 dealers in the European market while they cooperate with 

local distributors in the Asian markets in addition to the brand store in Tokyo and Seoul 

(Haglöfs, 2013) Own brand stores make it attractive for them to communicate the brand 

in an effective way, which makes this strategy of brand or concept stores attractive and 

more are planned to open around the world (Haglöfs, 2011b, p. 6). As a member of the 

blue sign initiative, their on-going sustainability efforts are based on the analysis of its 

supply chain using measure and initiatives targeted at continuous improvement and 

minimization of negative environmental impact through beneficial supply-chain 

improvements, operations and product development enhancements in order to reach 

sustainable targets (Haglöfs, 2011b).   

 

“Haglöfs vision is to position the brand as a leader in the areas of Technical Outdoor 

and Sustainability in all the important world markets” (Haglöfs, 2013) to become “the 

world’s most esteemed outdoor brand” according to the CEO Nicolas Warchalowski 

(Haglöfs, 2011a, p. 2). “Technical Outdoor” is the niche called that Haglöfs is focusing 

on in their product development of outdoor products that is of high quality. The 

functional aspect of Haglöfs products are of main importance and present a promise to 

the customer; “functionality, fit and quality” (Haglöfs, 2013). The three business areas 

of their products include footwear (sales 2011: 7%), clothing (sales 2011: 77%) and 

hardware/accessories (backpacks/bags, sleeping bags; sales 2011: 16%) (Haglöfs, 

2011a, p. 4). Creative and interactive marketing is ensured through many activities. The 

current “take care” campaign of Haglöfs (2013) increases the awareness of customers 

for environmental issues. Social media, videos or apps increase interaction with the 

customer and Haglöfs “friends” adds credibility to the brand since products and its 

performance are directly evaluated by outdoor enthusiasts (Haglöfs, 2013). The actual 

intense garments series or monochrome collection highly focuses on “technical 

materials and solutions” that reflects the key brand identity of functionality associations 

with a “clear focus on the range of use” (Haglöfs, 2013). Besides that, it is also 

important “how [the products] make you feel”, which indicates a symbolic or emotional 

customer value. The latter can be supported by environmental programs so that 

customers feel good about what they are doing in the nature but also about the nature 

(Haglöfs 2011b). Nature in general is of significance for all outdoor brands. Haglöfs is a 

Scandinavian brand that developed globally by maintaining “Scandinavia’s traditions, 

beautiful scenery and varied climate” (Haglöfs, 2011a, p. 6). In general three factors are 

of main importance for Haglöfs: products to represent the brand: “high level of 

functionality, good design and value for money” (Haglöfs, 2013).  

4.1.2 Elevenate  

The peculiar story of Elevenate began with the founders’ (Jimmy Odén & Sara 

Rönngren) expedition in Switzerland which birthed the company in 2010. The founders, 

who are both skiing experts with a wealth of experience, can be seen as the brain behind 

the company’s success within the three years of its establishment. They currently 

operate in Åre which is a skiing resort and this for them enables them “make ski wears 

the way they like it” (Elevenate, 2013). They are a really young and small company in 

the outdoor industry at present but, have being successful. Elevenate as a company does 

not just produces ski clothing and gears but, these items are tested by skiers who also 

serves as ambassadors of the brand in order to increase credibility of the products 

(Elevenate, 2013). With five employees at the moment, they are all ski enthusiasts who 
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enjoy doing what they do and “have devoted their lives to skiing” (Elevenate, 2013). 

They are currently in 16 countries and have 100 retailers carrying the brand at the 

moment. By fall 2013, they will be present in 19 countries and through 120 retailers 

with their third collection. Their biggest market is Switzerland, followed by Germany 

and then Sweden (A. Olofsson, personal communication, March 27
th

, 2013). In some 

countries they sell to agents while in others they sell to distributors and they choose 

retailers who can carry the brand. 

 

“State of Elevenate” is their slogan and stands for “a life of devotion” (Elevenate, 

2013) which reflects the entrepreneurial spirit of the company that expanded at a great 

pace in three years. The emphasis on the founders’ experiences in skiing, the story about 

why and how they founded the company and the reliability of people from Elevenate 

together with people that support the brand (“friends”), stresses the importance of 

credibility when it comes to functional products. All products of Elevenate have 

different names, the logo is visible on all of them and when it comes to product 

descriptions, the functionality and material of the products is of main importance. The 

Gore Tex logo is visible for all jackets, which adds value for the materials quality. The 

material and quality of for instance ski jackets are made for functional purposes as for 

instance to “keep you warm and comfortable in the harshest conditions, [to provide an] 

athletic fit [that] allows for maximum comfort and mobility in all types of skiing…for 

utmost performance” (Elevenate, 2013). 

4.1.3 Klättermusen 

Klättermusen started in 1984 and was founded by Peter Askulv and today its head office 

is in Åre, Sweden. Klättermusen is an entrepreneurial company that manufactures 

various outdoor clothing/equipment for customers who look out for strength and 

reliability (Klättermusen, 2013). The company pays a lot of emphasis on the materials 

used to ensure they are environmentally friendly; this begins from the raw materials 

used in the production of their various outdoor clothing and equipment. Great emphasis 

is placed on environmental work, including one per cent of sales being allocated to 

environmental projects (Klättermusen, 2013). Klättermusen has received sixteen awards 

in the last five years and notable among them is the Eco-Responsibility award at ISPO 

2009 which covers all aspects of Logistics, Production, Energy supply, Chemicals, 

Quality/Functionality, Company culture, Mobility and CSR (Klättermusen, 2009). 

 

They have a concept store located in Åre and like the other companies they also use 

retailers and distributors in international markets and these retailers are spread across 

Europe and Asia totalling 19 countries worldwide and  their biggest markets are 

Sweden, Germany, Norway, Japan and Korea (Klättermusen, 2013) with over 200 

retailers covering these various markets. In addition, majority of their employees are 

also outdoor enthusiasts and actively engage in outdoor activities. The company uses 

the Eco-index as a measure for calculating the level a product attains before it’s 

classified as not environmentally friendly. There are continued efforts to ensure the 

Eco-index measures the effectiveness of the company in carrying out its environmental 

initiatives (Klättermusen, 2013). 

 

“Maximum Safety for You, Minimum Impact on Nature” (Klättermusen, 2013), that is 

the slogan of Klättermusen, which reflects their two most important values/associations 

that reflect their key identity and are the main promise to the customer. Each of their 
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products (main categories: clothing, accessories and backpacks) have beside their need 

categorization and product description signs, additional information about features and 

facts, which makes their products very usage or performance oriented, functional and 

complex. “Function and material” is of main importance because, “Klättermusen 

design has always been driven by function”, the customer needs and feedback as well as 

the knowledge that the organization gained (Klättermusen, 2013). Their goal has always 

been to “make outdoor products more functional and durable” (Klättermusen, 2013). 

All these describe the importance of functional benefits and associations for the 

customers. Nevertheless, the environmental initiatives, projects and materials are 

standing for extended identity, which expanded during the years and became fruitful 

since 2007-2008 (Klättermusen, 2013). 

4.2 Qualitative Data Analysis 

The entire qualitative part is focusing on the inside-out perspective which forms the 

bottom part of the framework and represents RQ 1. In order to get the supplementary 

data required for further development of the questionnaire, the interviews are presented 

in this section, which focuses on brand identity and therefore the inside-out perspective, 

which also has to pass through the retailer in the internationalization process in order 

for the brand identity to be transferred (preferably in the company’s intention) towards 

the end-user. The interviews are shown in the order in which they were held; and the 

summary of the interviews with the three companies used in the first phase of data 

collection are presented. We interviewed three different SMEs in the Swedish outdoor 

industry based on theories from brand management, brand identity, employer branding, 

entrepreneurial orientation and internationalization.  

 

We believe the number of interviews held could have been more but, we did not get 

positive response from other companies contacted in request for an interview. Most of 

the companies we contacted did not reply or said that they were in the middle of 

strategic business decision for the coming collections and cannot spare extra time at the 

moment. We believe these three companies that were willing to participate in this 

research are highly suitable because each of them is representing a different category of 

SMEs (micro, small and middle-sized), are differently long operating in the outdoor 

clothing market (3-99 years) and therefore all have a different history, experiences and 

knowledge. For an exploratory and inductive study we see it as highly interesting and 

beneficial to have this variety. 

4.2.1 Haglöfs  

The semi-structured telephone interview with Haglöfs was conducted on the 25th of 

March, 2013. Starting at 9:00 am we interviewed Camilo Sjödin, the Business 

Development/Retail Manager of Haglöfs Scandinavia AB. He was so kind to give us 48 

minutes of his time in order for us to gain useful and rich information about the Haglöfs 

brand and its internationalization. We took note of several points that came to mind as 

the interview progressed. These points have been used in the course of analysing the 

interview and describing the case in point in more detail. The interview details were 

transcribed and sent back to him for clarification purpose. Haglöfs has the longest 

history or time in the market (99 years) and is the largest company of our three cases. 

However, as mentioned in the introduction of section 4.2, we see it as beneficial for this 

study to have three cases of SMEs that differ in time operating in the market as well as 
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size. We interviewed Camilo Sjödin, Business Development/Retail Manager of Haglöfs, 

therefore all references made in the following interview analysis refer to him.  

 

Brand Management: The focus of Haglöfs brand management is clearly based on one 

single strong brand due to the fact that the organization and brand name are one. 

Moreover, Haglöfs has no intention to introduce a second or a sub-brand since “calling 

something completely new is going to require a lot of investment in time and money.” 

The brands identity is therefore focusing on brand`s core values of functionality and 

design as well as quality and reliability to increase brand awareness through beneficial 

associations, such as the country of origin, in order to create desired perceptions about 

the brand (see brand identity). In order to stay interesting and competitive, Haglöfs has 

“to reinvent [themselves] and just as [they] do for products, we have to do the same for 

marketing.” As a result, the company has to find innovative and creative ways in their 

marketing communication that appeal towards their target group and follows trends. 

Therefore, it is “important to come up with new aspects of the core values of brand 

every 2 times a year.”  

 

He also stated that they “have tried to add activities into the marketing...  for 

instance]…Android or iPhone application[s] that you can download… [in order to] 

take part in different challenges”. The organization wants the brand to be perceived in 

the same manner “in the core of the understanding of the brand.” However, the brand 

strategy of Haglöfs has “to work a little bit different” depending on the “level of 

awareness and the number of people that actually know the brand.” While for instance 

“the low awareness in China” calls for the need for “the general explanation of 

Haglöfs…in Europe it is more about capturing the core consumers… In the Nordic 

countries it`s more about being interesting again.” See Appendix 15 for Haglöfs Brand 

Management Guidelines. 

 

Brand Identity: A clear connection or link between the brand (Haglöfs), the 

personality of the CEO and his character is not given, nor underlined for marketing 

communication purposes. He said “I guess it might be important to some extent, but at 

the end of the day we just need to make money and be profitable.”  Nevertheless, the 

CEO “is of course putting a lot into the brand, also in terms of having his say within 

marketing.” Haglöfs brand is influenced by its long history of “almost 100 years”. He 

stated that, "brand perception is very much related to the brand awareness and the 

number of years that Haglöfs has been present in the market”. Based on the latter, 

perceptions can vary in different markets.  

 

The brand and its identity is in inevitably connected to the organization because “there 

is no difference between brand and company” in terms of name since the company was 

founded. Haglöfs has “built in so much awareness into [the brand] and also the fact 

that [they] can tell a good story about the history” makes this approach beneficial. The 

brand identity of Haglöfs is based on a functionality, quality and reliability of their 

products and reflects the main points of how the company wants their brand to be 

perceived by customers. Therefore, those core values of Haglöfs are “very, very much 

product related.” The core of the brand shall be perceived in the same way in all 

markets, but approaches vary with regard to brand awareness in different regions (see 

brand management).  
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Functionality is based on Haglöfs “minimalistic approach to design”, which means that 

the products do not include any features that are not of use by customers and relates to 

the clean Scandinavian design as well as to the “activity standpoint” of outdoor 

equipment. This “functional and activity standpoint” has to be stressed towards 

consumers in order for them to know “why the product looks like it does…, [to] justify 

the price of the product and [to let consumers] get the feeling that… [they] are buying 

something with a really, really high quality that will last for a long time.” Haglöfs 

produces high-end outdoor equipment that the customer “can rely on in your outdoor 

activity; no matter what weather you have.” Nevertheless, the business development 

manager also mentioned that product attributes can be easily copied when it comes to 

fashion. Even though solutions of products differ between rivals, Haglöfs is as a fashion 

company not “producing a very complex product” and intense competition creates a 

challenging business environment. Therefore, “there are so many other things that are 

also affecting what the consumer will actually buy and one of those is of course the 

brand perception”. 

 

The brand personality can be described as being “down to earth” and reflects the 

characteristics that Swedes are said to have in general about being a “ bit more 

conservative; but maybe with a quite firm attitude inside.” He also stated that the brand 

represents character traits such as reliability and trust since it demonstrates in terms of 

characteristics something that “you can really, really rely on (no matter what) and…that 

sticks to… promises.” He asserted that being a Scandinavian or Swedish brand is of 

advantage but, benefits depend on the market and the perceptions of consumers in those 

markets. He stated that in general, “the Swedish or Scandinavian design is usually 

[important], no matter what kind of business you are in or what type of products you are 

designing. To be very clean and minimalistic; that is the general Scandinavian 

design…and that seems to be attractive…for the functionality purpose…but also for the 

actual aesthetics and the likes of consumers from southern and central Europe”.  

 

For Swedes, it can be “patriotic to wear a Swedish brand” as kind of a self-expression, 

But especially for the Asian market, “the actual region [and landscape of Sweden] has 

an appeal…for Chinese, living in Beijing for example, is like the wilderness for them 

basically and is very, very exotic with the changes in weather, being so far north, 

having such clean air and large areas that are unpopulated and so on. So that is also 

very, very exotic.” Based on this outstanding perception that for instance Chinese 

customers have about Sweden, Haglöfs is trying to connect and stress the country’s 

image through direct customer experiences. As an example, Haglöfs “had a group of 

customers [from China] visiting the ice hotel in Jukkasjärvi [which] is like a symbol of 

how exotic Sweden can be as a country” when those customers experience and connect 

the brand with the country of origin through “landscapes and areas where the design 

actually was created.” 

 

Brand Positioning: The level of awareness and people`s perception about the brand is 

evaluated based on the close exchange and cooperation of retailers and the various 

experts in specific markets in order to position themselves in the most beneficial way. 

“Together with [their] distributor in China and together with consultants, who helped 

[them] out when entering China, and also together with a PR firm in China looking at 

how [they] should position the brand, because [they] have many elements to build 

upon.” However, the conduction of survey is not common in gathering customer data. 

The outdoor industry is highly competitive and therefore “brand perception” is, among 
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other factors, important in order for consumers to purchase Haglöfs products. Haglöfs is 

“targeting the core outdoor enthusiasts that spend the majority of their free time in the 

outdoors doing various activities.” Regarding age, they are about “25-45 years” 

old.  Besides continuous reinvention and creativity, Haglöfs is “constantly developing 

and finding new ways in attracting younger target groups as the years go by.” 

Employer/Internal Branding: In order to ascertain the level of employee (potential 

and current) alignment with marketing strategies of the company, several questions 

were asked. For Haglöfs “a common denominator for these applications is that all the 

people searching for an employment have an interest in the outdoors.” This indicates 

that employees attracted to the firm have interest in the industry and also possess 

industry knowledge and “to some extent there is too much emphasis toward that 

[industry knowledge]…functions and skills comes second hand but that seems to be 

changing now”. As for current employees “internal meetings where all people working 

in any kind of customer facing role are present [is held]… and through trade fairs 

[employees see more of what they want to pass on]…both instances is for customers but 

works great also as an explanation of what type of brand we are and how we want to be 

perceived internally”. This is a medium for them to pass on what the company stands 

for to employees and ensure they understand the brand in its entirety.  

 

When asked if behaviours of employees influenced the perception of customers, he 

stated that in Haglöfs “we are but it’s more on a micro level…think about the number of 

consumers we have in a year and out of all these consumers how many actually meant 

one of our employees…of course they are influencing where they are and the way they 

speak about the brand and company.” This is due to the large number of customers and 

relatively small number of employees which means not all customers actually meets a 

staff of the company on one-on-one basis. 

 

Entrepreneurial Orientation: Several questions addressing the five Entrepreneurial 

orientation constructs were asked. He stated that “getting help from consultants where 

you get general feeling of the market…you can build a business case on both income 

and cost…as a first step in order to evaluate the market…get background 

understanding through communication with partners…that is also a way to limit the 

risk involved and get better understanding of what the real potential is”.  The level of 

risk involved in potential markets is evaluated based on information about the 

markets/partners and how much inputs will be required and the rate of return; this 

appears to be important because it limits the risk therein; considering the fact that the he 

stated that “I would not say we are risk taking in general…at all times you always want 

to limit the risk”. Regardless of this, they see creativity as “constantly finding new ways 

of solving problems or things that you face when you are out in the outdoors”. This 

indicates that customer experiences with their products are source of input for 

innovation; and also “constantly improving in the delivery of a great outdoor 

experience”.  

 

For Haglöfs creativity is shown in terms of innovative products and continuous 

development of how the brand is communicated to the core target group. When asked 

about employee level of freedom in the discharge of duties, he stated that for Haglöfs 

employees “you have to know your responsibility and you have to be very driven…take 

responsibility for your own areas.” As a Swedish company that has a flat organizational 

structure, it is more about cooperation between staffs rather than top management and 

this means employees need to know their responsibilities and act accordingly. In terms 
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of the competitive nature of the industry, He acknowledged that “it is very much so…” 

The organization may look at their top selling brand and compare it to those of 

competitors but there are other factors influencing what consumers will buy. 

 

Internationalization: When asked about the factors they considered when making 

foreign market decisions, he stated that Haglöfs “looks at potential in relationship to 

cooperation and barriers of entry… you have to evaluate the actual market and the 

country if it is worth entering or not…I use all my previous experiences.” Market 

knowledge and experiences, assessing the possibility of success of the actual brand and 

examining the market more closely are steps taken into account when deciding on 

which market to enter. With regards to cultural differences that may hold in certain 

foreign markets when making market decisions, he mentioned that cultural distance 

“could be a barrier of entry that you are too far apart in terms of consumer behaviour 

and communication between you and the partner you are working with in the actual 

market…examine the culture and climate…and sometimes [it] is good to be different.”  

 

The culture might be different but, for some areas the climate is the same and this will 

result to a demand for the product e: g Northern China where it is used “both in summer 

and winter”. In these foreign markets it is also important to “work closely with the 

retailers so they can have clear understanding of what the brand is”. And the total 

number of retailers currently stands at 1,350; and success as brand in these international 

markets comes from “brand awareness…built over time.” With regards to opening own 

brand stores in foreign markets in terms of expansion, he stated that plans are on-going 

to cover new markets in the future. 

 

Furthermore, Haglöfs is very much concerned about their retailers and aims at building 

beneficial relationships with them so that retailers are willing and able to present 

Haglöfs brand in the company`s intended manner. Therefore, they are “as close to the 

retailers as [they] can and can afford to be… just to make sure that they understand 

what Haglöfs is about and passing that on to… consumers.” As a result, retailers 

influence the way end-users perceive the brand, which makes it so important to ensure 

that they “have enough knowledge themselves to examine and understand 

features…since products are so alike, it`s very important to be able to explain the 

differences” to consumers in case they are not able to evaluate these products 

themselves and ask for advice. Haglöfs has to make sure retailers can carry out what the 

product promises, because the deal depends on direct contact between the sales person 

and the consumer.  

 

 Haglöfs has to ensure that they are “interesting enough for [retailers]. Moreover, 

“creative trade marketing activities…[such as] different kinds of events”, interesting 

experiences after entering the store for consumers with regard to the brand as well as 

“requiring the space and making sure that you are visible in the store” is important to 

be competitive and “is something that varies a lot between different kinds of retailers”. 

It is less beneficial when retailers “divide the store into different types of products 

[because Haglöfs is] not as visible as if [they] would be by being merchandised by 

brand”. To ensure that the brand is visible among competitors in a retail store, Haglöfs 

is “paying for the interior where [they] have [their] own [brand] area.” 
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4.2.2 Elevenate 

Elevenate is the relatively new makers of high-end skiing fashion in the outdoor 

industry, with the major founders having skiing experience of different years. We 

interviewed Anton Olofsson who is in charge of logistics and customer support at 

Elevenate located in Åre, Sweden. He made out time out from his very tight schedule to 

gives us insightful details about the company in terms of its brand and 

internationalization activities in the past 3 years of its existence in the high-end skiing 

industry. The telephone interview was held on the 27th of March, 2013. The questions 

were semi-structured and the interview guide served as a map in the whole process. The 

interview started at 8:19 am and lasted for 1 hour, 5 min. As with the other interview, 

relevant points that came to light as the discussion progressed were documented. These 

details have helped us in better analysing and understanding the case in point. In 

comparison to the previous company, Elevenate represents another kind of SME 

considering their size (micro company) and internationalization approach since 

inception in 2010, which has been really fast, and therefore their nature and 

internationalization approaches are beneficial for this study. 

 

Brand Management: Elevenate, as an SME that started just 3 years ago has “[come]… 

far in such a short time [and] …obviously…made some things right, cause we are 

increasing our sales much in very short periods of time.” The organization and the 

brand are having the same name “Elevenate”. However, while products are related to 

specific skiing places, “Elevenate” also has a specific meaning (see brand identity). He 

affirmed that “We market ourselves with the actual three components…, with function, 

design and credibility as main theme for the brand.” The brand is very much product 

related and is based upon the expertise and reliability of people behind the brand (see 

brand identity). The creation of brand awareness and demand takes time, but Elevenate 

“can`t rely on customer demand when…selling to retailers cause in new markets there 

is no customer demand for Elevenate” in most markets yet.  

 

After just 2 seasons of market entry, it is the goal to create the demand of customers 

through retailers, but since the business is at an early stage sales are not created through 

customer`s demand. For Elevenate it is “of course…our main goal” to have one brand 

strategy for all markets in order to be perceived in the same manner and have the same 

image in different markets. However, he mentioned that “the problem is, as always with 

humans, to kind of make them perceive and carry the image of the brand that we want 

them to carry...they really have to bring the Elevenate feeling or the core of the brand 

(skiing), that we really are a ski brand.” Elevenate is also not available in huge chains. 

This kind of strategy ensures credibility and contributes to an “exclusive” self-

expression of the target group. The “…core skiers or the core users that are buying a 

small brand also want to want to be perceived as a skier.” See Appendix 15 for 

Elevenate’s Brand Management Guidelines 

 

Brand Identity: The spirit of the brand and Elevenate products are very much related 

to the entrepreneurs of the company, which are Jimmy (CEO) and Sara (designer), 

whom are both highly experienced, knowledgeable and passionate about skiing. “It is 

really important to show that we have that reliability for the products and the credibility 

as persons behind it….” Since Elevenate does not have a huge marketing budget, they 

are stressing and outlining the people behind the brand, which makes them use “Jimmy 

and Sara…[in their] ads…to show that there are skiers behind the brand; it’s a skiers 
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brand.” As a result, the founders of Elevenate are of high significance and build the 

“foundation right now” for the brand in order to increase reliability of products and to 

build or increase trust among the core target group of skiers. 

 

Core values of Elevenate are: “function, design and credibility” that stands for core 

points of how they want their brand to be perceived since “in skiing it`s really important 

that you have credibility among the audience or among your customers.” Elevenate is 

stressing their founder’s expertise regarding skiing in order to enhance the 

trustworthiness of their entire brand; it is of great importance that the “person[s] behind 

the company… [Are] very trustworthy” Furthermore, the products need to be of very 

high quality and Gore-Tex fabrics are used to underline this factor; by slightly 

positioning the brand behind competitors’ prices. The brand “Elevenate” as such is very 

much product related. “It is really important that the product speaks for itself” he said, 

but that Elevenate is not related to “good looking design clothing for skiing but for the 

best quality on the market.” Moreover, “features in our clothing [are] made for skiing”, 

which means that no feature is there without a practical reason. The brand name and its 

meaning as well as product names, reflecting special skiing places, are used as 

associations focusing on the target group of skiing enthusiasts. The name Elevenate is 

an actual wordplay and “in Swedish…“lägga en elva”, [is] to “make an eleven”… 

[which means] to stand right in the skies going downhill and then the track is like an 

eleven.” Retailers are supposed to know about this meaning, while in comparison most 

customers probably do not and “just see it as a cool name”. Next to the label of 

Elevenate on each product, “different products [are] in fact…named as…different slopes 

in the alps and different mountains.” He said that Elevenate of course explains those 

descriptions towards customers “or maybe the retailer will tell them and then it will 

probably make our credibility even bigger.” Nevertheless, really good skiers and the 

core skiers in the Alps, they know these names and they know where the name comes 

from.” 

 

The brand personality is supposed to be “more down to earth and the customers should 

see…that [Elevenate] got the credibility in skiing that the product is really made for 

skiing.” He also affirmed that Elevenate was initially not supposed to be a Swedish 

brand, but “a global brand”, and added that it says “Åre” on current labels, but the 

important addition is “Verbier”; so ““Åre the Verbier”, which connects the brand to 

Switzerland, even though the company has its “head office in Åre, Sweden.” Elevenate 

does not “market [themselves] as a Swedish brand, but we are a brand with Swedish 

design [and colours] or more Scandinavian design.” Even though brand awareness of 

retailers and consumers is not fully developed, customers like “that Elevenate is 

something new and…it’s…core brand,… design and colours” are appreciated among 

customers, see Appendix 16 for more details. 

 

Brand Positioning: In order to position a brand, one has to know in which industry and 

market you are operating.  He asserted that Elevenate is “…not really into fashion. We 

call ourselves “ski”, not really “ski fashion”. Moreover, he said that “we have a lot of 

credibility among skiers, so…basically the product and the credibility is important that 

this is reaching the customers”. Elevenate is positioned as “high-end, high-quality ski 

wear” that needs to be reliable in all functionalities of the product and a fashionable 

approach is not as important as its design for usability. They are “kind of those brands 

that are in the high-end market producing products in Gore-Tex fabric”, which is very 

important for many customers since “Gore is a very strong brand in itself” and some 
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“customers don`t even look at the brand” without that fabric and sometimes it is enough 

as an incentive for people to buy the brand. As a result, “Gore-Tex is… valuable for the 

brand to have in outdoor- and ski- wear”, which makes Elevenate compete with other 

companies producing with that material. Nevertheless he stated that, “since we are not 

such a famous brand we can`t charge that much for products” than competitors in the 

high end. Therefore, prices for products are slightly below those of competitors in the 

“high-end and high quality” ski market. Since the industry is highly competitive, it is 

much about gaining credibility in the ski market and “that`s something you can’t buy 

with all the financial muscles that might help; you can`t buy credibility.” 

 

Employee/Internal Branding: He affirmed that the specialty nature of their brand 

attracts enthusiasts in the skiing industry and this already brands the company to future 

employees because “people in the outdoor industry [are] watching us so we receive a lot 

of applications from skiers”. This attraction itself positions the brand to attract people 

who share the same passion for the brand as the brand visionaries. Which is why “right 

now most of the applications [are] from people with knowledge in the outdoor industry” 

This shows the place of industry knowledge as he acknowledged that “you have to have 

the knowledge and experience from how this market is working.” Considering the 

present size of the company, he mentioned that in “in the future” they will hire more 

people and “it won’t be a problem trying to find the right people to carry the brand 

because I think the right people will come to us.”  When asked about what the company 

will look out for in future employees when recruiting more hands, he said in his opinion 

future employees “should at least be endorsers of the product.” He stated that this is 

important in order for the employee to be able to sell the brand; and that when you are 

an endorser of a brand it is easier for you to represent that brand more.  

 

With regards to the role of employees and their influence on customers, when asked he 

affirmed that employee behaviours influence how customer perceive their brand and 

that “many of the customers actually know something about our brand or company that 

they have read in magazine, interview or by our homepage” and the founders being 

skiers come on their ads which give the brand more appeal. In terms of carrying out 

internal branding activities in the company knowing the size currently he said “we all 

have the same view or the same goal with working with the brand.” This clarity of goal 

enable them solve issues together and double in each other’s role which conveys a clear 

understanding of all the function. 

 

Entrepreneurial Orientation: With regards to the risk taking behaviour of the firm, he 

asserted that it’s a question that cannot be answered easily but, affirmed that they “are 

trying to make it as calculated as possible”. This will require them to consider if “there 

are a lot of skiers or people going away to ski on their holiday in that market or in that 

particular country that of course is one of the first question.” In addition to that, they 

also take a “look at the potential of the organic growth in the country and then also 

have a look at many of the transaction cost.” And for Elevenate starting the specialty 

brand itself was seen as “impossible” by those in the industry during the planning 

phase. As such, the decision to create “a new brand in this niche market with a high-

end product...itself is high risk”; He also mentioned that in order to be [proactive] there 

are several “issues we have to deal with in every market, who is in that market? Which 

competitors? What is the main margin for the retailers to actually carry that brand?” 
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He stated that creativity for the Elevenate brand “starts with the product if the product 

is not good enough then we will lose our credibility; if the product is not working well 

then the function in the product is not working; and if it’s not appealing designing in the 

product it won’t sell.” All these are surrounding the 3 main themes of their products 

which he said is credibility, functionality and design. As such a lot of emphasis is 

placed on ensuring that the credibility of the products is maintained and that requires 

creativity; and this is expressed by his comment that “We believe that the product is 

carrying the image of the brand and it has to come from the product itself.” 

Considering the current size of the company, and the level of employee freedom in the 

discharge of duties, he affirmed that “we are working very separately among our daily 

work”. This indicated that individual had daily task besides them working together as a 

cross functional team. Being in the outdoor industry he asserted that “it is really 

important to look at the outdoor industry as one industry and…the ski wear high-end 

industry that we are in as [another]” as such this differentiates them though there is 

competition they don’t see themselves as a competitor. 

 

Internationalization/Distribution: As a starting point for them, he stated that they 

have to look at “taxes and other duties…with margin and the potential gain of going 

into the market”; but, the relatively small size of the company at the moment creates 

time constraints which has made them put some markets on hold. However, considering 

the effect of cultural distance that may pose as a barrier of entry into some international 

markets; and the brand currently having more presence in the European market and in 

South Korea, he noted that “looking in a new market has not yet being a cultural issue 

it’s more being other issues rather than cultural distance.” But, he pointed out that “we 

will not go into business with person that we don’t believe will carry the brand in the 

new market as we like ourselves to be perceived.” This position indicates the emphasis 

placed on the retailers that carry the Elevenate brand; as he also stated that retailers who 

understand what “Elevenate” brand is can explain it to customers who do not know the 

meaning of the brand name. With regards to expansion, he mentioned that the Elevenate 

brand will be in 19 countries and will be carried by a total of 120 retailers this fall. 

Furthermore, he mentioned that the successful sales of the brand in stores makes 

retailers request for Elevenate products and it is possible to see a little bit of customer 

demand and how customers appreciate “the design and colours of the product.” 

Looking at the level of success in foreign market, he stated that Sweden is the 3
rd

 

biggest market, Germany the 2
nd

 biggest market and the biggest market is Switzerland.  

 

Furthermore, they lay emphasis on ensuring that retailers represent the brand in a 

manner that the company desires and “that is the hard part in brand building”. When 

competing with other brands in retail stores, such as “cheaper… [or] more famous” 

ones. Therefore, it is important that “retailers perceive the brand, as we are trying to 

predict our image of the brand”. As a result, Elevenate is “very picky with…[their] 

retailers” in order to ensure that the customer is getting in touch with the brand through 

appropriate stores such as “core outdoor stores, specialized in outdoor or skiing” that 

can also be found in the mountains; directly where activities take place. Elevenate is 

“only [selling] to…stores that have a good credibility in outdoor or skiing and before 

we need [to know] that they protect a good image of our brand. So we are looking for 

specialized ski shops or outdoor ski shops.”  Moreover, their products are not available 

in big chains and also forbidden to get sold to those through sales agents or distributors, 

that have to stick to contracts, since “customers buying Elevenate are not only buying a 

brand, a good product itself; they are also buying exclusivity.” “We definitely have to 
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educate retailers of our brands” because Elevenate is such a “fresh” company on the 

market and retailers need to know about the brand in order to transfer the desired image 

towards the end-users. Nevertheless, “mainly in most of the stores in Sweden we have 

been the best or among the best, so the sales at the start have been really good and that 

kind of speaks for itself for some retailers.” 

4.2.3 Klättermusen 

Klättermusen is a Swedish Outdoor manufacturer in the skiing industry. We interviewed 

Eva Askulv who is the Sales/Marketing Manager and also the Vice President at 

Klättermusen located in Åre, Sweden. She made out time out from her tasks to 

enlighten us with very detailed and precise information about the company as it relates 

to the questions asked. The telephone interview was held April 2nd, 2013. The 

questions asked were also semi-structured and the interview guide served as a map in 

the whole process. The interview started at 14:14 pm and lasted for 1 hour, 17 min. 

Several points were noted as the interview progressed, which has been utilized in better 

analysing the data provided and better understanding the company in line with this 

study. 

 

Brand Management:  The interviewee made it clear that they “will not have a second 

brand” and focus will be kept on “Klättermusen” since the current brand could be seen 

as a “teenager”. She said according to the brand`s current development: “…we love it 

and we raise it and we will stick with it until it can stand on its own legs, but at the 

moment this teenage” that still needs their full attention until it is “…able to do without 

[them] and stand on his own legs, strong and steady….” Key associations towards the 

brand are clearly reliability and sustainability. Products are very functional and 

technical oriented, where much emphasis is placed on eco-friendly materials, quality 

and durability of the products (see brand identity). The brand identity is very much 

product related and stresses “very functional garments that is not fashionable”, but that 

it`s focusing “on function and sustainability and that it also has a very distinct” in 

terms of design is important for Klättermusen. Those main factors are stressed in the 

company`s marketing program, which is creative and focuses on alternative low-budget 

advertising such as Facebook, YouTube, fairs and retailer meetings to enhance the 

brand image. She mentioned that they “have very dedicated customers that [has being] 

with [them] for a long time”, and calls them “the family.” Nevertheless, she does not 

think that social media provides the very best platform “to reach out to new 

[customers].” YouTube videos on their homepage serve as “a way to actually explain 

all the features on our products” which highlights the importance that the customer 

actually understands the complexity and benefits of such complex and functional 

oriented products. 

 

The organization and their product development is “driven from an outdoor need or 

having good products, rather than a business need of selling” since the company 

foundation, which makes Klättermusen a company that protects their “own ideas about 

consuming” by educating the customer about sustainability and consumption. “We are 

not the company that only works from a customer demand. We rather want to tell the 

customer also how to behave…not shop too many things… [or]… not buy things that 

they don`t need.” Klättermusen is following the same brand strategy in all markets and 

want to be perceived and gain the same brand image in all markets. The interviewee 

said building a brand “takes time and it`s like bringing up children. When you have 
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done this, my husband has done it for 30 years and I`ve been here for 14 years”, which 

means that both of them have influenced and are influencing the brand with their own 

personalities. Peter Askulv and his personality and ideas were the initial drive of 

founding Klättermusen. The interviewee stated that she was responsible for many areas 

in past years such as “sales; with production; with marketing; with basically 

everything….It’s the last three years that I have been trying to focus only on being the 

Vice President and only doing the marketing management…the branding, the ideas, the 

humoristic part of it, the craziness and the daring of doing…” are influencing the brand 

management, see Appendix 15 for Klättermusen’s Brand Management Guidelines. 

 

Brand Identity: The identity of the brand Klättermusen is very much determined by the 

decisions and influences of its CEO and therefore reflects the entrepreneur’s personality 

of Eva and Peter Askulv. The interviewee described their brand identity as follows: “It 

should be very reliable, truthful, very eco aware of all the sustainability issues…” 

Moreover, Klättermusen has a “very distinct and different design language than you 

normally see”. As a result, “you can immediately spot that this is a Klättermusen 

product instead of being another brand and…we think a lot of other brands are very 

similar to each other and we stand out from them.” Their brand identity is very much 

product and functionality related and less emphasis is paid towards being fashionable. 

They do not follow colour trends and “stay with grey, black, blue and dark red colour… 

[So] you don`t feel outdated when you're wearing it …“no matter when you bought it. 

The products are functional and very technically designed and include a lot of features 

or product attributes such as “whistles…compasses and…security webbings.” 

Klättermusen is adding those features for the “securing” aspect as being one of their 

brand's core values. Buying a Klättermusen product or jacket is a long-term investment 

for customers, that value beside the functional aspect, also the materials used. Those are 

of high quality which makes them being “extremely sturdy, strong and durable… [so 

that]…a person can have a jacket for 20 years and it still function.” Their technical 

orientation and the complexity of the products make it impossible to produce similar 

items for the same price. If copied, then with less product attributes.  

 

All materials are eco-friendly throughout the entire process and beyond The material 

that is used for their products connects to the sustainability issue and she said: “When 

we make the backpack, we make it from recycled nylon, which is made from discarded 

fish nets and old carpets and this really triggers an emotional feeling that you are doing 

something good for the environment.” She affirmed that they “also give a refund value 

on all the products we produce…. We either recycle them or we re-use them in some 

way.” The goal is that “the customer to feel that they are doing an investment when they 

buy a jacket.” 

 

The history and heritage of Klättermusen is directly connected and associated to the 

brand. Firstly, the organization`s name is the same as the brand name. The foundation of 

establishing the company was “driven from an outdoor need” as mentioned before (see 

Brand Management). Moreover, the organization’s name “Klättermusen” and their 

product names have their heritage and meaning. “All the product names…come from the 

Nordic Mythology… gods and the places and animals…. [They] mean something and 

we state what they mean and often it`s very humoristic and funny names.” The term 

Klättermusen has its origin in a Norwegian fairy tale and was chosen by Peter, the 

founder since “every single one doing any kind of outdoor garments were naming their 

company`s… with really hard-core names... So, he wanted something different that 
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stood out ... [He] went the other way calling it the “Climbing-Mouse” i:e 

“Klättermusen”, because of his interest in climbing. 

 

The brand’s personality can be described as “very down to earth and practical, but it`s 

definitely not boring and mainstream….It is very unique, but unique…it stands out. It is 

extremely technical.” The COO image association of being Swedish is not directly 

applicable for Klättermusen, but the image of being Scandinavian. Klättermusen is part 

of the “Scandinavian Outdoor Group” [SOG] with [its] 38 members”, of which the 

interviewee is a member of the board. She said also that they “are not branding Sweden 

in particular, but more Scandinavia….It’s reliable, it stands for people that are down to 

earth, behaving well… and also it stands for that we have an experience and are living 

what we are doing.”, which also let them move to Åre to be close to retailers, 

consumers and the place where it happens; the centre of outdoor activities in Sweden. 

Depending on the market, that image of Sweden also varies. While “in Japan it has 

become a brand that is something Scandinavian, Swedish, completely different design; 

it`s fashion…. But when it comes to let’s say Germany, we see also that we get a lot of 

customer wanting to have something different that stand out... they want to have 

something unique.” See Appendix 16 for detailed overview. 

 

Brand Positioning: The brand is not focusing on being fashionable “in pure fashion 

way” since their garments mainly fulfil functional consumer needs. First and foremost, 

“the most differentiation is that it is more technical than anything else you can find [on 

the market] and there is not one single detail on any garment that is only there to be 

pretty .... Every single thing is there for a reason.” Klättermusen is often the first mover 

and “very often, [they] sort of walk in the deepest snow up front” when it comes to the 

development of “products that are really good and useful in the outdoors, but we might 

have been too early, because the customers have not been ready for that kind of 

product.” On the one hand that is a disadvantage, since they stop with such kind of 

products and after a certain period competitors might be successful with such an 

approach. On the other hand, she affirmed that it might help because “we don`t have the 

power to penetrate the market entirely on our own.” However, many competitors are 

following the approach of Klättermusen, “especially when it comes to materials.” But 

the complexity of Klättermusen’s products makes it impossible to copy them one by one 

without selling them much cheaper which made it also impossible to copy jackets on the 

Chinese black market.  

 

She asserted that, if rivals might create a similar product, then they do so by leaving out 

many features and “to manufacture a jacket for us is quite expensive and the price on 

the market is also expensive…[however]there is no way anyone can do the same jacket 

and have a lower price, that`s impossible. So you must have a brand that can hold those 

expensive prices; otherwise you can’t sell it.” The high quality products target group of 

Klättermusen “has changed a little bit during the years.” One can differentiate between 

3 groups. First of all, “the target group has always been the ones doing a lot of outside 

sport, but also professionals, guides, and military and…environmental workers, no 

nature.” Secondly, they “have also had a lot of students all the time” that save money 

to buy such an expensive jacket they desire to have. Thirdly, “customers…between 35 

and 45” are back after a decrease in demand ca. “15 years ago.” 

 

Employer/Internal Branding: For Klättermusen, she stated that they “will probably 

[for] the design department…and then also for economy” considering the present size 
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of employees which is 20. She further stressed that when they plan to hire these extra 

hands, based on experiences over the years they “have learnt a lot in the years [on 

what] the emphasis must be and that must be sharing the values.” Considering the fact 

they there is a lot of emphasis on sustainability in Klättermusen, when asked what the 

emphasis will be on when they decide to hire more employees; and she said future 

employees would need to share these values the brands has been built on and be able to 

carry it on. In order to ensure this, she stated that they hold “clinics and education in-

house” as a way of getting employees to understand the brand and it broader marketing 

strategies. This is also done via “smaller tours outside” which brings the employees 

closer to the environment where the products are used and how it is used since “most of 

the people working here, maybe 2 [or] 3 people out of 20 is not doing outdoor activities 

the rest of the persons are.” She also mentioned that, it may also be important that they 

do it more in order “to get everyone [employees] to understand.” When asked about the 

influence employees behaviour may have on customers she stated that she thinks that 

“especially the sales team but ideally everyone will be an advertisement for us when 

they are outside.” She stated that the choices employees make in terms of other 

sustainable products they use, methods of transport etc. and since you cannot tell people 

what to do all the time and “that is why it’s very important to have these shared values 

from the beginning because, then it will not be a problem.”  Furthermore, her role in the 

company has been a very cross functional one where she is involved in other decision 

making apart from being the sales/marketing manager. 

 

Entrepreneurial Orientation: Looking at the risk-taking behaviour in general of the 

employees at Klättermusen, she asserted that in general “no” they are not risk takers 

and this may be largely due to staffs thinking about the process involved with getting a 

budget approval or knowing what they can do and obtaining approval from her. But, she 

affirmed that “absolutely, at all times” she is a risk taker and goes through with an idea 

“when I get an idea I go through with it and I do it…” and she can take the risk because 

she gets the decisions made the moment she gets the idea to carry out any task relating 

to the advancement of the company.  In addition, she mentioned that at the beginning 

“It was like everyone told us that you have to have this…and you have to be so 

prepared and we realised that if we are ever going to do it we can’t listen to these 

advice we just have to take one step and do it.” When evaluating potential markets she 

stated that they “have to be aware of custom costs, custom hassle, transport cost, 

language, economical [and] also in a way climate comes in when we look at it…and 

second one it would be a market that had customers”. 

 

For Klättermusen, creativity “is to dare to do things the way you want to do it not to 

look on the side how others do. But, to be confident and to be sure that you are doing 

the right thing and right in the sense for the brand.” This reflects in how they 

manufacture each product from the brand by ensuring each feature on their product is 

there “for a reason” and not just there; and considering actively introducing new 

product range in their brand portfolio she affirmed that “if we find a new buckle that 

function better, or we see that we have to improve some parts with another material, 

otherwise it stays…we also keep the colours for a long time.” More efforts is on having 

a sustainable product made from “materials that are extremely sturdy, strong and 

durable...with grey, black, blue and dark red colour” and this is why “a person can 

have a jacket for 20 years and it still functions.” Looking at employee freedom she 

noted that they “allow them to be quite independent but, of course I want to keep an eye 

on them so that they are doing the right things.”  Considering the level of competition 
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in the outdoor industry, she noted that it’s not so much for them but, “[the] price range 

[for their products] and with this technical performance that we are doing there is some 

other brands but I would say no one is Swedish so we have our competitor elsewhere.” 

 

Internationalization & Distribution: She noted that foreign market involvement for 

Klättermusen started in 2002 after they participated in a fair held in Germany which 

resulted in “about 18 new retailers” interest in carrying the brand in their portfolios and 

even more countries after six months. Like other companies interviewed, she noted that 

they “put up a list of things that should be easy when [they] first started to export and 

the first one was language.” Looking at certain cultural barriers that may act as a 

constraints on foreign market expansion with references to language and cultural 

differences that may obtain in some markets, she noted that they “chose to work with a 

distributor there and we make sure that we educate the distributors in our values and 

how we sell and what we are doing; in a much more thorough way than we do with the 

retailers each one in Europe” and this makes it possible for them to overcome the 

cultural barriers by using their networks in those markets where they cannot speak the 

language nor have cultural differences; and also make retailers away of the brands 

values which is very paramount for them. Considering the opening of more own brand 

stores she noted that they “will cooperate with some other brand or brands… 

complementary to our brand that [has] the same values when it comes to sustainability 

and the heritage of being Swedish or at least Scandinavian”. Regarding foreign market 

expansion, she mentioned that they already have the company incorporated in the USA 

and will “make an introduction” into that market and also “go ahead with this 

cooperation with other brands.” 

 

Furthermore, they want retailers as well as customers shall perceive the brand in the 

same way so that the image aligns. Retailers are “definitely…very important” in 

influencing the way end-users view the brand. In order to educate retailers about the 

company’s desired brand image and to enable them forwarding it to the consumer, “we 

take them up here [to Åre] 2 times every year about 40 of them each time to educate 

them. She said:” I think we have had 500 shop staff from retailers on week-long tours in 

the mountains here during the last 6 years”. Klättermusen is picky in choosing their 

retailers. However, no matter if it is a very small store or a chain, it is more about the 

staff; their dedication and motivation. “We can [also] see a potential in a small shop 

with very educated staff,” said Eva Askulv.  

 

However, while just believing in small retailers back in the days, one has to take the 

competition and possibilities nowadays into consideration. Moreover, she stated that 

internet retailing became an attractive and essential platform nowadays. Contracts are 

not common for Klättermusen towards retailer. “We have some contracts with some 

shops, but mostly we don't…” Even though they would like to equip retailers with e.g. 

“signs and posters and material and catalogues, and brochures, and films… the money 

is just not enough to do that.” Nevertheless, that is a point to improve in the future. 

Instead “we are travelling around, having clinics, educating them, [and] giving them 

the possibility to get samples.” 

4.3 Preliminary Framework Application 

Using the preliminary framework, we described each company based on the analysis of 

the interview in Section 4.2. Each of the following sections will be divided into three 



67 

sub-sections under each heading. Each company will be briefly examined and we 

conclude with a summary of comparable insights. 

4.3.1 Brand Identity  

Based on our preliminary framework, “brand identity” stands for the whole part at the 

bottom which is circled on consists: brand identity (brand associations), 

employer/internal branding and entrepreneurial orientation. The latter is part of 

proposition one. The second proposition is about Internationalization through retailing 

and builds the opportunity to carry the brand identity effectively to external parties. 

 

Brand Identity (brand associations): Each of the companies we interviewed holds 

their own unique identity in the outdoor business in order to better position themselves 

beneficially in the marketplace to gain a positive brand image. We looked at specific 

points how the companies want their brands to be perceived by customers and which 

associations are used by them. The latter is important at this stage before going external, 

because in order to transfer and communicate “what the brand is”, it has to be ensured 

by the brand visionaries that employees share that understanding and associations. 

Through the interview analyses, we gained a picture about the dimensions of interest for 

the identity, such as main, functional and symbolic associations as well as additional 

factors.  

 

For Haglöfs, the CEO’s personality cannot clearly be connected to the brand’s identity, 

which means that his personality does not drive the brand’s identity. However, the CEO 

decides a lot on marketing issues and its direction, which shows that the alignment is 

determined by his say when it might also not be just him that determines alone as it 

might be the case in smaller companies. The personality of the brand can be described 

as “down to earth”, very “reliable” and a bit “conservative”, which is a brand “…that 

sticks to… promise.” The brand is very much product and therefore functionality related 

with a “clear focus on the range of use” (Haglöfs, 2013) through a functional, high 

quality and useful (minimalistic & clean) design. The huge “H” as the trademark/logo, 

for Haglöfs has an important symbolic meaning. Next to functionality it is important 

that the customer feels comfortable with Haglöfs products and has the feeling to buy 

something outstanding and of very high quality.  

 

The main associations that need to be spread by brand visionaries in order to be 

understood by brand providers (employees) are: functionality, quality and reliability. 

With regards to extended identities such as the country of origin, image or 

organizational associations it is to say that both do not seem to play a main important 

for Haglöfs; especially not the latter. The country of origin, being Scandinavian or 

Swedish, is perceived as being beneficial in marketing terms for an outdoor brand but 

the strengths vary from one country to another. Referring to the brand as being the 

organization, no difference is perceived between the two. Haglöfs is the hugest 

organization in size of all three companies interviewed. It is the brand with the longest 

and richest history (nearly 100 years), therefore more market experiences and the 

possibility to develop a brand that holds a strong image, position through higher 

customer awareness, since "brand perception…brand awareness and the number of 

years that Haglöfs has been present in the market” are related to each other, which is 

also beneficial in order to tell the story about the brand. 
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For Elevenate, the link between the entrepreneurs/founders personality and the brand is 

strong. It is them that give the brand its character traits of being credible, since the brand 

visionaries (in this case Sara and Jimmy) as well as all employees in the company 

(small team of five) are sharing a “life of devotion” (Elevenate, 2013) and passion for 

the brand/products. Moreover, they have the essential experience to evaluate what 

makes up a really good product, which makes their brand “down-to earth” and 

“reliable” since “there are skiers behind the brand.” As a result, brand visionaries were 

direct and energetic drive for the brand's identity and all other employees share the same 

preferences, which make align the brand visionaries and brand providers ideas and 

personalities that directly transferred towards the brand. This can be a huge benefit in 

order to pass on the same identity of the brand to external stakeholders (retailers and 

end-users) since there is a conformity about “whom they are”, “what they stand for” and 

what value they deliver. The functionality of the brand, it is design, features and 

credibility in skiing in order to deliver “…the best quality on the market.” Those 

mentioned associations are of main importance to be transferred through the team to the 

outside in order to gain a positive perception, to build up a strong brand and to expand. 

The brand name as well as the product names have a meaning and are therefore 

metaphorical in order to transport an extra message to those who know about them; the 

main target group of enthusiastic skiers. The slogan “State of Elevenate” together with 

their brand logo are representing easy, cheap and effective ways in order to transfer a 

uniform and consistent marketing message, which also helps in creating brand 

awareness and recognition among different markets. “Elevenate” is the company`s and 

the brand`s name at the same time, which makes it easy for customers to connect both; 

brand and company. However, Elevenate wants to be viewed as a global and not as a 

Swedish brand. Its reliability is related to the countryside or place [Åre], and they do not 

market themselves with being Swedish. Nevertheless, they “…are a brand with Swedish 

design [and colours] or more Scandinavian design.”  

 

Klättermusen describes themselves as an entrepreneurial company (Klättermusen, 

2013), where the personalities of the entrepreneurs is strong. The personality of the 

brand is being: “…very reliable, truthful, very eco aware of all the sustainability 

issues,” including materials for the products. The brand’s personality is being down-to-

earth, practical and extremely technical. The special design, the high technical 

orientation and complex products as well as the sustainability aspects of projects as well 

as used materials are making Klättermusen an outstanding brand. The brand is highly 

functionality oriented and products have many features and product attributes. The 

emotional value of sustainability, which means doing or buying something good, shall 

be transferred towards the customers. Moreover, the brand Klättermusen itself as well as 

all product names are having a meaning; for those customers who know or just for 

telling a story to them a metaphorical meaning is beneficial. Both, the security 

(functionality) as well as sustainability aspects are main associations the customer 

should connect to Klättermusen as a brand, which is also reflected through their slogan 

“Maximum Safety For You, Minimum Impact On Nature”(Klättermusen, 2013). High 

quality and durability of products are also important to inform customers about, since 

Klättermusen is just using materials that are “extremely sturdy, strong and durable”.  

Klättermusen, as a member in the “Swedish Outdoor Group” (SOG), view themselves 

as being a Scandinavian instead of a purely Swedish brand, which has advantages when 

it come to the outdoor business. The marketing investments in order to enhance brand 

awareness of Klättermusen are low-budget, creative, and the relationships to retailers. 
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Retailer education plays a significant role in the internationalization of the brand’s 

identity. 

 

Comparable Insights: The entrepreneurs are important for 2 out of three companies, 

where the smaller the company, the more important seems to be the entrepreneur’s 

personality. With regards to marketing and the communication of the brand identity, the 

brand visionaries and providers seems to be very important in order to create value and 

a promise towards customers. All three companies engage in corporate branding efforts, 

and view their brand identity as being highly connected towards the functionality of the 

product, which means that functional associations are more important for them in 

comparison to symbolic associations. Nevertheless, for two companies sustainability is 

a trigger for emotional values. Quality, durability, reliability, functions (also in design), 

features and durable materials are of main importance for all firms. Trustworthiness or 

reliability is significant for all the firms, but Elevenate stresses the importance of being 

perceived as highly credible. Klättermusen and Elevenate are both situated in Åre 

Sweden, which is a traditional stronghold of outdoor activities and skiing. With regard 

to the COO image, Haglöfs and Klättermusen agreed upon the benefit that comes with 

being a Swedish Outdoor brand, respectively Scandinavian. SMEs are famous for 

limited resources but also for flexibility, have the opportunity to align their identity 

internally very fast and strong in order to gain a positive and superior image. The brand 

identity is more than just brand associations, it is about the shared identity between 

brand visionaries and brand providers and their communication in order to transfer their 

desired identity towards the retailers and to internationalize and arrive with the right and 

unaltered identity to the end-user. This all desires a strong basis of “employer/internal 

branding” and “entrepreneurial orientation” in order to internationalize through retailers 

as desired.  

4.3.2 Employer/Internal Branding 

In order to get the needed level of expertise and align employees with companywide 

goals, the interview with Haglöfs (with 170 employees) revealed that the company lays 

emphasis on the level of industry knowledge of potential employees. From the interview 

it is noted that for them there is “much emphasis toward [industry knowledge]” while 

“functions and skills are secondary”. These interests and level of industry knowledge 

would make it more feasible and promising for the company to embark on internal 

branding activities as a way of further stressing their goals and objectives using the 

“attraction”, outdoor interest and industry knowledge of the employee as a sounding 

board for further integration into the company. One can see that the process of aligning 

employees (who are also the “brand providers") with an organization's strategies, have 

to begin even before the actual recruitment.  After the actual recruitment, they carry out 

several other activities that help to accentuate each employee’s role within the company 

e.g. those who are involved in customer facing role now and those who will be in the 

future. They do this through internal meetings and trade fairs that helps to keep the 

employees constantly aware of what the brand stands for and how they want customers 

to perceive the brand. 

 

On the other hand, Elevenate as a relatively small SME may require more employees in 

the future as noted by the interviewee but, it is already evident that they are also getting 

potential employees who have interest in outdoor and getting the right kind of people 

won’t be an insurmountable mountain since the “right people” will come to them. In 
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his opinion, he affirmed that an important element for getting employees that can carry 

the brand is hiring people who are “endorsers of the product.” Besides being an 

endorser of the product (brand), he also affirmed the role of industry knowledge for 

potential employees because it is important that they “have the knowledge and 

experience from how this market is working.” For them, aligning the current number of 

employees which is 5, to their broader marketing strategies comes easily because they 

work in cross functional manner where each one can act in the capacity of another; there 

is also collective decision making in cases where there is a need to have joint decision 

making as noted by the interviewee. This process of aligning the team with their goals 

may be different from that of the first company because of their present size. 

 

While for Klättermusen, the values the company has been built on is an imperative for 

current employees and future employees. As a company that stresses so much about 

sustainability in its production, aligning employees in order to have this shared value is 

utmost; and for future employees who will get hired by the company subsequently, it is 

noted that the “emphasis must…be sharing the values.” Besides this, out of the 20 

employees currently working at Klättermusen only about two or three of them are not 

involved in outdoor activities; and in order to bring employees close to where the 

products is used and make them understand the brand better, they engage in “clinics 

and education in house”. These activities are aimed at aligning the employees with the 

brands values of customer focus, sustainability, reliability and safety. Furthermore, they 

see employees as the “face” of the brand in how they choose sustainable products and 

conduct themselves outside and this is why for them it is very important to have these 

shared value from the beginning i:e as something potential employees share because, 

this will forestall any future problems that may arise with regards to divergent values. 

 

Comparable Insights: The above model application shows some form of 

commonalities among the focal firms. There is emphasis on industry knowledge for 

potential employees as shown in the first two companies, for the third company much 

emphasis appears to be on sharing the values of the company which are mostly on the 

issue of sustainability but, knowledge about the company’s brand and the industry is 

carried out through several means. We can also see that the companies are of different 

sizes in terms of employees and these reflects on how they carry out internal branding 

activities aimed at ensuring employees understand the brand and how they want to be 

perceived internally and externally. However, we can see that each internal branding 

activities undertaken by these firms varies in their approach but, they all affirm that this 

helps them to ensure employees understand how they want to be perceived and what the 

brand stands for. 

4.3.3 Entrepreneurial Orientation 

Identifying market opportunities will require some level of entrepreneurial behaviour. 

From the interview analysis we can see that for Haglöfs, new business development 

entails an evaluation of the market potential, potential partners, competitors in the 

market and the difficulties inherent in the potential market. This proactive outlook 

enables them minimize the risk involved in exploiting potential markets and identifying 

different types of stores that the product will fit into. Besides this proactive outlook on 

potential markets, the risk-taking behaviour of the firm cannot be pinpointed as high or 

low since “it depends” but they are “generally” not risk-taking besides aiming at 

innovative products and distribution channels. This in itself results in creativity on how 
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they find solutions to problems customers face and constantly developing how they 

communicate this to their customers. This constant innovation in products and 

communication helps them stay afloat in the market that is considered to be intensely 

competitive; and to allow individual creativity in the running of their own areas, the 

employees are autonomous and act in cooperation in the discharge of their duties and 

they are responsible for running their “own task” which is encouraged by the flat 

organizational structure being a “Swedish Firm.”   

 

For Elevenate, identifying and evaluating potential markets, starts with knowing the 

number of skiers in that market or particular country, the potential to sell the brands 

product to these countries, the organic growth in that market and transaction costs that 

may accrue to such countries. In addition, they consider the competitors in the markets 

and the “main margin for the retailers to carry the brand.” These are all pro-active 

steps towards evaluating opportunities in foreign markets and ensuring that the 

potentials are effectively weighed in order to make an entry. This will require some 

level of risk-taking and considering how the organization started despite a lot of 

discouragement the founders encountered in the start-up phase considering the niche 

market they wanted to delve into at the time. This niche market would mean some level 

of risk or uncertainties and selling to this new market is “high risk” but “calculated 

risk.” This implies the need for creative products that are credible, functional and 

appealing in its design, which requires innovativeness on the part of the firm and 

creativity for them starts “with the product.” Furthermore, being in the ski industry 

which means there are competitors but they don’t view themselves as a competitor 

because of the niche market (high-end ski wear) and they function more as a team 

considering the present size with everyone having personal tasks. 

 

On the other hand, for Klättermusen as part of market evaluation for potentials they 

consider the number of “outdoor interested people” in the market with a terrain 

(mountains, rivers etc.) for what the product is intended to do; is part of what is 

considered as pro-active steps towards getting into a new market. In addition certain 

factors (Custom cost, transaction cost etc.) are weighed before making an entry. All 

markets have some level of risk and will require decisions to be made; as noted from the 

interview with the Vice president/Sales and Marketing manager, it is obvious that the 

level of risk taking may be more concentrated in the founder and Vice president. This is 

due to the fact that she is able to go forward with a decision because she has the 

resources and office to see it through to the end. This in itself rubs off on the firm in the 

decisions taking and creating sustainable (environmentally friendly) products means 

they “dare to do things the way [they] want to do it not to look on the side how others 

do”. Like the previous companies, they consider the outdoor industry to competitive in 

Sweden but, “not so much for [them]” because they consider their competitors to be in 

foreign markets; and their price range and the products “technical performance” put it 

in a different class. To maintain this edge, they allow some level of autonomy for the 

employees but, monitors activities going on to ensure the values are being held 

throughout the organization. 

 

Comparable Insights: Entrepreneurial behaviours can be seen from all the above listed 

companies but, we can see that it finds expression in different ways in each company. 

Considering proactive behaviour, we can deduce from the above is that they all consider 

the potentials in the foreign market and evaluate it against certain factors which may 

vary from one firm to another. This can be seen as part of the entrepreneurial decision 
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making process that they engage in before deciding on which market to enter. This will 

require some risk taking looking at the inherent factors that may exist in these different 

markets and each one has its own strategy for evaluating and limiting these risks. 

Furthermore, creativity is expressed in different ways by each firm considered above 

which implies that creativity can actually mean different things for different firms 

considering the context of application. For some it is in the products, distribution, 

communication and differentiation of its brand from those other manufacturers in the 

industry and the competition is viewed quite differently by each firm. An 

entrepreneurial firm should allow some level of autonomy and we can see from the 

model application that they allow employee autonomy in the discharge of their duties 

and responsibilities. This is required in order to allow individual creativity that can be 

brought together at a team level by the firm for the furtherance of the organization's 

goals and objectives. 

4.3.4 Internationalization 

For Haglöfs, “accessing the possibility of the success of their brand” in an international 

market, the barriers of entry/cooperation is an important step towards foreign market 

involvement. Considering the age of the company and its Swedish heritage, one can say 

its market involvement today with over 1350 retailers shows that the major entry mode 

they engage in is export via their network of distributors and retailers. Besides using 

retailers as a major foreign market entry mode, they also consider cultural distance that 

may exist but, they surpass these cultural differences by using the climate as 

synonymous to Swedish climate which means the product is used in those regions with 

cold climate but different cultures. They also endeavour to work alongside the retailers 

in ensuring their brand is well positioned in these shops through the designing of their 

own brand corners in the retail shops. Furthermore, considering the evolvement of the 

brand’s presence in Europe and Asia over the past years through retailers, the company 

is now looking at opening more own brand stores in the future especially in Europe, 

Asia and North American market owing to the fact that they are now owned by Asics 

the Japanese shoe makers; this gives the brand more coverage internationally. From the 

foregoing discussion, one can deduce that their involvement in foreign market can be 

likened to an incremental involvement where they have moved from using retailers and 

distributors to opening own stores in two countries and more to come in the future. 

 

The case of Elevenate is relatively peculiar in comparison to that of the previous 

company because of their age and the timing of their involvement in export. Their 

involvement in foreign markets is predicated upon the “potential gains” that the market 

holds for the brand besides the taxes but, they have not being actively seeking new 

markets because they face time constraints and considering the present number of 

employees at the company; and it is asserted that going into a market will mean 

devoting equal attention to each market which is why they have put some markets on 

hold. Apart from assessing the potential organic growth of the firm in the new market or 

country, they don’t consider cultural distance as a barrier so far for them. Instead they 

lay more emphasis on “who” is carrying their brand and showcase them the way they 

want to be perceived, rather than on cultural differences. Like the previous company, 

they also use distributors and retailers as a channel for international market 

involvement. Presently, they have 100 retailers in 16 countries and 20 more retailers to 

come by the fall of 2013 and with increased presence in three additional countries. The 

brand currently does not have its own brand store unlike the previous company which 
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has two brand stores in two countries. But, they have decided to focus on growing the 

brand and supporting their retailers.  

 

On the other hand, Klättermusen evaluates international market opportunities based on 

certain factors (translation cost, Climate, language etc.) that they established from the 

onset when they first started to export. Like the previous firms, they also consider the 

potentials in the “market that had customers”. Unlike the other two companies, they 

made an entry into foreign markets after showcasing their brands in a fair in Germany in 

the year 2002. This attracted retailers who saw potentials in the brands; as such we can 

see that they actually began involvement in international trade about eleven years ago. 

Like the other firms, they also consider the issue of cultural differences that may arise in 

these foreign markets and they have evolved a way of dealing with these cultural issues. 

They use the actors (distributors) in that foreign market to overcome these cultural 

barriers; and they train them in order for them to understand the brand in a more 

thorough way than they would do for a distributor in Europe. They currently have 

retailers in over 19 countries and a concept store in Are where the head office is located 

but, do not plan to open more own stores besides starting activities in their US office in 

the long term. Instead they are considering the possibilities of cooperating with a 

Scandinavian or Swiss brand that can act as a complementary brand to their brand in 

terms of foreign market expansion. This cooperation can then enable them go 

international in a way that they combine resources of both firms and use the networks of 

each company. 

 

Comparable Insights: The above outline shows how each of the focal firms began 

coordination of activities in international markets. A common theme amongst the three 

firms is that they all used retailers as an entry mode into these markets and still use them 

today. In addition they have all increased the number of distributors and retailers over 

the years. For Haglöfs the number of retailers they have now across different countries 

is a reflection of how long the company has existed; but, for Elevenate we can see that 

they have progressed rapidly in terms of retailers used, considering the age of the 

company and its present size. Klättermusen on the other hand, has been able to increase 

its presence in many European countries over the last eleven years since they began 

exporting via distributors and retailers. But, when we consider their intentions to go 

international with their own brand stores, it is obvious that each firm has its own 

strategic direction they are pursuing in that sense. Two out of the three firms have own 

brand stores and out of these two firms one has their own brand stores in two foreign 

markets while the other is located in its country of origin.  

 

In line with our preliminary framework, we can see what kind the intended brand 

identity the firms want to create. Similarly, there is emphasis towards employee 

alignment with company values and broader marketing strategies, from recruitment till 

when they become part of the company. Furthermore, all firms display entrepreneurial 

behaviours which is beneficial in their brand internationalization approach; and this 

requires innovativeness. 
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4.4 Quantitative Data Analysis 

This entire part deals with the outside-in perspective representing the top part of our 

framework and represents RQ 2. The following analysis deals with both questionnaires 

(retailers & end-users) developed. We analyzed the questionnaires (which were derived 

from the interviews and other scales in order to fulfill the overall research purpose) first 

of all according to unique parts of both surveys and examined comparable data under a 

third section. As a result, this part is divided into three sections: “Retailer Questionnaire 

Analysis”, “End-User Questionnaire Analysis” and a “Comparable Questionnaire 

Analysis: Retailer and End-User”. Ordinal scale data were measured based on 

“measures of central tendency” predominantly by comparing median and mean values. 

The aim of this part is to show what retailers and end-users think and value about 

SODBs in order to determine if the perception is in line with the desired brand image. 

More details for this part are presented in Appendix 17, which contains the tables and 

output from the descriptive statistics and advanced statistical text. 

4.4.1 Retailer Questionnaire Analysis 

Retailer Demographics: For the retailer survey, we collected a total sample of 103 

responses out of which we were able to use 93 for the analysis. Focusing on mainly 

European retailers, we were able to get answers from 11 European countries. The 

responses from German retailers nearly constitutes half of the respondent rate 47.3% 

(44 respondents), followed by Great Britain (UK) with 17.2% (16 respondents). As a 

result, those two countries represent 64.5% of the total sample. Responses from other 

European countries are far less per country and amounts to 25.8% of responses from 

European retailers being: 6.5% (6 respondents) from Switzerland, 4.3% (4 respondents) 

from Austria, 3.2 % (3 respondents) from Italy and the Netherlands (3 respondents 

each), 2.2% from Spain, Greece and Scotland (2 respondents each) and 1.1% from 

Belgium and Estonia (1 respondent each). In total, 90.3% of answers are from European 

retailers and 9.7% from outside the EU (USA and Canada). 

 

Number of employees: Majority of retailers have “less than 10 employees” (54.8% 

equals 51 respondents), followed by less than 50 employees (33.3% equals 31 

respondents). Vast majority of those that answered the survey are either a micro (less 

than 10 employees) or a small (less than 50 employees) company. Medium-sized (< 250 

employees) are, with regard to the employee number, 6.5% (6 respondents), while 5.4% 

(5 respondents) have even have more than 500 employees. Most of their customers are 

on average 30-39 years old (67.7%), followed by the age range of 40-49 years (45.2%) 

and 21-29 years of age (19.4%). 

Cronbach’s alpha 

In order to ascertain the internal reliability of the measures used in the survey, the 

Cronbach’s alpha was used. Cronbach’s alpha is a popular and frequently used test of 

internal reliability  (Bryman & Bell, 2011, p. 159; Bryman, 2012, p. 170) and it 

measures the internal consistency of the responses to a combination of questions, that 

are combined as scale items aimed at measuring a specific concept (Saunders et al., 

2012, p. 430). For Cronbach’s alpha, values above .60 can be considered “acceptable” 

because it exceeds the minimum value of 0.60 asserted by Shiu et al., (2009 p, 403) and 

the highest value was 0.90 for the personality scales used in Question 28 which exceeds 

the acceptable level of internal reliability used by some authors (Bryman, 2012, p. 170). 
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The Cronbach’s alpha for the retailers questionnaire is presented in table 9. The values 

obtained for the retailers varied from .59 to .86 alpha. It has been argued that the 

samples size can indeed have an impact on the “robustness” of the alpha value derived 

for each scale measured and “the sample coefficient alpha obtained from larger 

samples and large eigenvalue of the sample data set tends to produce a more accurate 

estimate of the population coefficient alpha”(Yurdugul, 2008, p. 1). The highest value 

was recorded for Q. 23 & 24 on personality types and values that retailers placed on 

SODBs. We recorded an alpha value of .85 for Q. 16; and consequently we can deduce 

that the overall alpha coefficients for this group have shown a satisfactory level. 

 

 

Table 9: Cronbach’s Alpha for Retailers 

 

SODB Assortment: Through these questions, we aimed at finding out how the current 

brand assortment of those retailers that responded looks like. 

 

SODBs are in the product assortment of 92.5% of retailers 

that answered the survey. Nevertheless, a total of 93.5% 

(87 retailers) have (see Q. 9): “more than 5 brands” 

(40.9%; 38 retailers), followed by “1-3 SODBs” (21.5%; 

20 retailers), “3-5 SODBs” (17.2%; 16 retailers) and just 

14% have “only one” SODB in their range of products.  

 

A total of 94.6% (88) retailers evaluated how demanded 

SODBs are by their customers (see Q. 10). SODBs are 

“Highly demanded” (value 5) by 20.5% (18 retailers) and 

Question Factor Scale 

(Subheading) 

Items Cronbach’sAlpha 

12 Sustainability - 3 0.73 

14 COO General 

Product 

Attitudes 

Product attitudes. 

Differentiation. 

7 0.59 

16 Intention to 

include Brands. 

Esteem, Trust, Service, 

Performance and quality. 

17 0.85 

18 Customer Value 

Types 

Functional/Instrumental 

Value. 

Experiential/Hedonic Value. 

Symbolic/Expressive 

Values. 

Cost/sacrifice Value. 

11 0.84 

19 Knowledge 

about SODB 

Brand Knowledge 4 0.81 

20 Performance - 3 0.75 

21 Quality - 4 0.81 

22 Credibility - 6 0.84 

23 Personality 

Types 

- 18 0.86 

24 Value Perceived value, loyalty, 

attachment and engagement. 

6 0.86 

Q. 8: Doing Outdoor Sports 

Yes: 92.5% 

No: 7.5% 
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a “poor demand” (value 1-2) was picked by 8% (7 retailers). Just 7.5% (7 retailers) have 

no SODB`s in their assortment (Q. 9). This number is slightly fluctuates between 6-12 

retailers depending on the specific question (Q. 8-11). Additionally, the majority of 

retailers that currently have no SODBs in their product range would consider carrying 

them (Q. 11). 

 

Differentiation: SODBs are “standing out from competition” and “for something 

unique” with a median of 4 from the retailer`s point of view, which makes SODBs not 

specifically being “a class by itself” with a median of 3, but apparently SODBs have 

some kind of special recognition value (Q. 14). The value that SODBs “basically the 

same than other brands” is very low (median of 2), and are perceived as “being 

different”. 

 

Brand competition for shelf-space: A total amount of 82 retailers (88.2%) indicated 

that “brand competition for shelf-space” is neither extremely high, nor low. Most of the 

retailers (61.3%) evaluated the competition with a 3-4 on a scale from 1-5 (where 1 

equals “extremely low” and 5 equals “extremely high). 

 

Intention to include brand in assortment: The intention to include a brand in one’s 

assortment as a retailer can have many different reasons. In order to understand which 

aspects are important for retailers in the particular industry of outdoor products, we 

collected input through a block of questions 16 (item 1-17). A total of 38.7% of retailers 

agree that the “preferences and demand of their own customers” are significant (median: 

4.00, mean: 3.85) in deciding to include a brand into their range of products or not. 

However, the latter is not of high value comparing to other sub-items and the “own 

perception about the brand” is equally important for retailers (mean: 3.99); “even when 

it is a start-up business, but promising”. According to most retailers, the competitor’s 

brand portfolio is not that important in their decision (neutral) with only a median value 

of 3.00 (mean: 3.08) for this block, where all other items gained a median of 4.00. 

“Trust” towards the brand (mean: 4.26) and “high standard products” (mean: 4.29) are 

factors of main importance for the retailers in general. Just the “fit to [retailers] own 

identity” is more important than all other factors (mean: 4.38). That the brand has 

“gained a strong reputation” (mean: 4.23), a “unique brand identity” and offers 

“strengths for the own brand image” (both means of: 4.11) are highly examined as well. 

Performance values such as brand “performance” (mean: 4.23), “effectiveness” (mean: 

3.93) and keeping “promises” (mean: 4.19) are all important in order to decide which 

brands to offer to own customers. A “good service” (mean: 4.27) of the brand is vital as 

well. Regarding perceived quality, the “innovativeness” (mean: 4.01) of a brand is 

valued higher than its “growth in popularity” (mean: 3.77). 

 

Knowledge: The question about “knowledge” (Q. 19) was included in the retailer 

survey since it was identified through interviews that retailers need a good 

understanding about the brands/products and their functionality in order to pass on what 

the brand stands for. As a result, an educated and knowledgeable as well as passionate 

retailer was indicated as being beneficial to transfer the brand identity. The block of 

question 19 therefore deals with those issues and was evaluated on an ordinal scale from 

1-5 (where 1 equals “not at all” and 5 equals “very much so”). Overall, the median of all 

questions was 4.00 related to knowledge, which shows the significance of that part that 

75-78 retailers answered. Majority of retailers (46.2%) evaluated with 4 that they “know 

a lot about SODBs” (Q. 19.1) (mean: 3.77) and 51.3% even stated with a value of 4 that 
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they “have a detailed understanding about how SODBs work (features)” (Q. 19.2) 

(mean: 3.74), which contributes to the necessity of technical or functional 

understandings about the products. Moreover most of the retailers indicated that 

“manufacturers are educating [them] about their brand and product features” (Q. 19.3) 

(mean: 3.66) so that their “sales force can clearly pass on information about Swedish 

brands” (Q. 19.4) to their customers (mean: 3.69). 

Hint questions (brand equity): In this study it might be possible to measure brand 

equity of SODBs, even though when this might not hold true for (all) SMEs. Since this 

research is not purely focusing on factors or “assets” of brand equity (except of “brand 

awareness” and “associations”) but is more about exploring the field, some questions 

(Q. 24 1-6) at the very end of the questionnaire shall give some hints in order to answer 

if brand equity is actually feasible to be measured (by a later study). In total, 72-74 

retailers answered this block of Q. 24. Outcomes showed that all 6 items had a median 

value of 4.00, which is high. An amount of 49 retailers (67.1%) valued “the brand is 

good value for money” with 4. That “there is a reason to buy this brand over others” 

was confirmed by 55.4% (41) retailers, which indicates that the perceived quality of 

SODBs is high. Regarding loyalty, 42.5% (31) retailers “would pay extra” for a SODB 

and 43.1% (31) retailers “consider themselves loyal” to SODBs. Furthermore, for 

53.4% (39) retailers SODBs are “special” and 44.4% (32) like to talk about SODBs to 

others. 

4.4.2 End-User Questionnaire Analysis 

End-user Demographics : For the End-users survey, we collected 343 responses out of 

which  248 was valid and these represents respondents living in nine different European 

countries, with Sweden 32.3% (80 respondents), Germany with 25% (62 respondents) 

and Norway with 10.5%  (26 respondents). In addition, Denmark had 5.6% (14 

respondents), The Netherlands with 4.4% (11 respondents), Finland with 4 percent (10 

respondents), France 3.6% (9 respondents), Great Britain with 2.8% (7 respondents) and 

Belgium with 2% (5 respondents). 

 

Furthermore, data was collected from other European countries 7.3% (18 respondents) 

and people living in the USA 2.4% (6 respondents). This is expressed on a percentage 

basis exactly the same as for retailers (9.7% out of 93 responses). We also asked a 

question to ascertain if respondents were Europeans, and it showed that 91.9% (228 

respondents) are Europeans and 8.1% (20) non- Europeans. With regard to gender, we 

collected 65.7 percent (163) answered surveys from male and 34.3% (85 respondents) 

from female respondents. The age group of between 21-29 years was the highest with 

53.3% (132 respondents), whereas people between 30-39 years constituted the second 

largest group with 23.4% (58 respondents), followed by the 40-49 years old with 12.1%. 

The vast majority of the sample is highly educated and 64.9% (161 respondents) hold a 

University degree, followed by “College” (16.5%), and options of “Others” and “High-

School”. 

 

Cronbach’s Alpha  

From the values gotten for the Cronbach’s alpha tested in the customer survey, the 

lowest value was 0.62 for the measurement of shopping behaviour in Q. 11 as seen in 

(table 10 below). Furthermore, the Cronbach’s value for sustainability in Question 13 

had a slightly higher figure of 0.71; that of general product attitudes shown in Question 
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22 had a level of 0.80. Additionally, the Cronbach’s alpha value for the measurement of 

customer value types with 11 items showed a higher value of 0.87. In line with the 

widely acceptable level of 0.80, we saw that the Cronbach’s alpha value for measuring 

performance, quality and credibility was 0.83, 0.85 and 0.80 respectively. These values 

depicts that the items have relatively high internal consistency which contributes to the 

validity of the study, because if our measures are not showing a reliable value then it 

cannot be valid even though reliability and validity can be differentiated analytically 

(Bryman, 2012, p. 173). 

Question Factor Scale 

(sub-headings) 

Items Cronbach’s 

Alpha 

Q.11 Shopping 

behaviour 

 (11 items) 0.62 

Q.13 Sustainability  (3 items) 0.71 

Q.22 COO general 

product attitudes 

 (3 items) 0.80 

Q. 24 Customer 

Values 

 

Functional/Instrumental 

Value. 

Experiential/Hedonic 

Value. 

Symbolic/Expressive 

Value. 

Cost/sacrifice Value. 

(11 items) 0.87 

Q. 25 Performance  (3 items) 0.83 

Q. 26 Quality  (4 items) 0.85 

Q. 27 Credibility  (6 items) 0.80 

Q. 28 Personality  (18 items) 0.90 

Table 10: Cronbach’s alpha End-Users 

User and usage of outdoor products: It is important for this study how the sample is 

standing towards SODBs (Q.7-10).  Majority of the respondents, 79.6% (195 

respondents) currently have, or have bought, a SODB in the past (see Q. 7). If they 

belong to those 79.6% that have or bought a SODB, we wanted to know which one. The 

top three brands of respondents who stated to own or bought a SODB before are: 

Klättermusen (30.6%), Fjällräven (21%) and Haglöfs (13.3%). 

Out of 248 respondents, 42.7% currently have no SODB. However, 20.6% plans to buy 

one in the future, 19.8% would consider doing so, while just 2.4% does not intent to buy 

one (see Q. 9). Furthermore, the majority of respondents are doing outdoor sports with 

83.1% against 16.5% that do not do so, see Q. 10.  

 

COO Name Association (Q. 14-15): Respondents connect the brand name “Berghaus” 

nearly in an equal manner to Great Britain (UK: 34.3%) as to Germany (34.7%), 

followed by Austria (19.4%). “Peak Performance” was connected to Sweden by nearly 

half of the respondents (48.4%), followed by the United States (28.2%) and England 

(12.5%). In both cases, exactly 7.7% (19 respondents) did not know or guessed about 

the heritage of the brands. 
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In the survey, respondents were asked which brand logo they find attractive (Q. 17), 

which is connected to awareness and recognition. The question was asked to end users 

and not retailers since that could be a trigger why people demand and therefore pull a 

brand. Respondents were free to choose more options. Most of them find Klättermusen 

most attractive (58.5%), closely followed by Fjällräven (52.4%); both above 50%.   

Haglöfs is at place three with 36.3%. 

 

The pie chart to the right depicts the general opinion of respondents  

about SODBs (see Q. 19). The majority of 235 respondents 

(97.9%) have a positive opinion about SODBs. While 5 

respondents (2.1%) indicated that they have a negative opinion 

about SODBs, with 8 respondents holding neutral opinion 

(missing value). This overall positive opinion can be a result of 

several factors which may be explained by the outcome of other 

variables that were measured in this study. From Q. 21, a total of 

137 respondents (55.2%) associated “Quality” with Sweden and 

this in itself can be a factor that creates a positive opinion about 

SODBs. This is also indicated through the outcomes of Q. 22, where 245 respondents 

agreed that SODBs are “long-lasting”.  

 

4.5 Comparable Questionnaire Analysis: Retailer and End-User  

This part contains all sections that can be directly compared between the end-user’s and 

the retailer’s questionnaire. In order to explore the data further, we used clustered bar 

charts, chi square test of a contingency table, kruskal Wallis test and Friedman test to 

compare the two groups (retailers and end-users) in order to see if there are any 

similarities. Chi square test was used for nominal questions and none of the tables had 

more than 25% of the cells and none had an expected count of less than five as asserted 

by (Saunders, Lewis, & Thornhill, 2012, p. 514) ; Kruskal Wallis test was used for 

ordinal data set that represented independent samples and Friedman test was used for 

questions that have blocks. The questions compared reflect those that occur in both 

questionnaires in terms of items and variables.  

Age Group Comparison: Age belongs to the demographical section. We asked retailers 

about their average customer`s age (Q. 3) and end-users about their personal age (Q. 5) 

in order to see if end-users fall into the main customer category for retailers. Most of the 

retailer`s customers (67.7%) are between 30-39 years old, which represents the age of 

23.4% of end-users that answered the questionnaire. The second largest group (45.2%) 

is 40-49 years of age, which however reflected just the third largest group of people 

(end-users) (12.1%) that filled out the survey. With 19.4%, 21-29 year old customers 

are most important by 19.4% (18) retailers and presented the largest group of people 

that answered the survey with 53.2% (132) end-users. 

 

Brand Awareness: Brand awareness, as being a significant part of his study, was the 

basis of some comparable questions of both questionnaires. The “top of mind 

brand/brand recall” was measured (Q. 4 retailer & Q.6 end user), “brand recognition” 

through eight listed logos in the questionnaires (Q. 16 end-user & Q. 5 retailer) and the 

connection of the brand logos to Sweden (Q.6 retailer & Q.18 end-user).  This is shown 

in table 11 on the next page 

Positive: 
97.9 % 

Q. 19: General Opinion  

Positive 
97.9% 

Negative 
2.1% 
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Table 11: Comparison of Brand Recall, Recognition and Connection to Sweden 

In order to measure the data adequately, we used the very first brand respondents stated 

with regard to brand recall (Q. 4 retailer & Q.6 end user). We created a table (see above) 

in order to facilitate the comparison between retailers and end-users answers towards: 

TOMA (brand recall, without showing a brand logo), brand recognition (recognition 

with help of visual demonstrations) and the connection of the brand logos to Sweden. 

Explanations follow below. 

 

Brand recall: We wanted to find out which brand(s) come first into retailers (Q. 4) and 

end-users (Q. 6) mind when they think about SODBs. In fact, many respondents typed 

in more than one brand, but we looked at the very first one they dropped down in order 

to make the data comparable. The three top brands that were recalled by retailers and 

end-users are: “Fjällräven” and “Haglöfs” (both: 33.3%) for retailers, while “Fjällräven” 

was number one with 35.9% for end-users, which shows that “Fjällräven” might have a 

higher awareness among potential consumers, while “Haglöfs” shares the number one 

place with regard to retailers. The second and third top-of-mind brand is “Peak 

Performance” with 7.5% and “Klättermusen” with 4.3%, while end-users listed 

“Klättermusen” with 25.5% and “Haglöfs” with 10.9%. One has to take into 

consideration that because Fjällräven and Haglöfs gained an equal amount of recall 

among retailers, the second most common choice for end-user was Klättermusen with 

25.5% (see clustered bar chart below). In total, 27% of end-user respondents were not 

able to name drop or recall a SODB, while all retailers were able to do so. However, 

10.8% (10) retailers as well as 9.3% end-users named brands which were actually not 

SODBs. As a result 89.2% of retailers and 63.7% (which is more than half of the 

sample) end-users were able to recall a brand with regard to our SODB categorization. 

As noted earlier in chapter 3, the survey links were posted on majority of the Facebook 

Fan page of two out of all the companies listed with exception of Fjällräven but, the 

Brand Logo Retailer 

 

End-user 

TOMA 

 

Q.4 

Logo 

Recognition 

Q.5 

Connect 

to 

Sweden 

Q.6 

TOMA 

 

Q.6 

Logo 

Recognition 

Q. 16 

Connect 

 to Sweden 

Q.18 

Elevenate N/A 7/93 1/93 N/A 20/248 10/248 

7.5% 1.1% 8.1% 4% 

Lundhags 2/93 59/93 53/93 2/248 133/248 156/248 

2.2% 63.4% 57% 0.8% 53.6% 62.9% 

Klättermusen 4/93 60/93 40/93 63/248 148/248 169/248 

4.3% 64.5% 43% 25.4% 59.7% 68.1% 

Fjällräven 31/93 82/93 73/93 89/248 192/248 214/248 

33.3% 88.2% 78.5% 35.9% 77.4% 86.3% 

Haglöfs 31/93 80/93 73/93 27/248 174/248 170/248 

33.3% 86% 78.5% 10.9% 70.2% 68.5% 

Tenson N/A 43/93 15/93 N/A 89/248 43/248 

46.2% 16.1% 35.9% 17.3% 

Houdini 2/93 46/93 13/93 5/248 138/248 78/248 

2.2% 49.5% 14% 2% 55.6% 31.5% 

Peak 

Performance 

7/93 75/93 27/93 3/248 167/248 90/248 

7.5% 80.6% 29% 1.2% 67.3% 36.3% 
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results shows the popularity of the brand amongst the retailers and the end-users; in 

confirmation of this, Q. 17 for the retailers and Q. 23 for the end-users was also 

compared using the clustered bar chart and it revealed also that the end-users had more 

brand awareness about Fjällräven and closely followed by Klättermusen. Furthermore, 

we can also see from the chart that Haglöfs is also a brand name that comes to the mind 

of end-users just like the retailers and several factors can be a reason behind these 

similarities but, are not covered in this study. 

  
Figure 5: Clustered bar chart showing Top of mind Awareness 

Brand recognition: With regards to brand recognition it gets clear that respondents had 

it much easier to remember or recognize a brand, or they might just think to know the 

brand logos when they see them (end-users). Retailers as well as end-users marked the 

logos illustrated in the survey (8 in total) that they recognized. They could choose more 

than one option (up to 8). The degree of recognition increased for all brands in 

comparison to pure brand recall. From the table illustrated previously one can see that 

“Haglöfs” (86%), followed by “Fjällräven (88.2%) and “Klättermusen” (64.5%) 

(closely followed by “Lundhags” 63.4%), are major brands retailers were aware of. 

End-users top three brand of recognition were: “Fjällräven” (77.4%), followed by 

“Haglöfs” (70.2%), “Peak Performance” (67.3%) and “Klättermusen” (59.7%). Overall, 

it shows that retailers as well as end-users are most aware of the “Haglöfs” and 

“Fjällräven”, where “Klättermusen” has a high awareness among both groups as well. 

“Peak Performance” enjoys high end-user recognition and Elevenate seems to be 

recognized by just few retailers and end-users, but by nearly the same percentage 

comparing retailers and customers (7.5% vs. 8.1%).  

In order to compare the two groups to see which logos were equally recognizable by 

both groups, chi-square test of a contingency table was used. The output for each brand 

has been tabulated in a single table in order to make the data presentation clearer. The 

sig.level is 0.05, the continuity correction value is used to compensate for the 2 by 2 

table used i: e each variable has only two categories. For Elevenate, Lundhags, 

Klättermusen, Tenson and Houdini the values are 1.00, 0.11, 0.48, 0.10 and 0.36 

respectively. This implies that the proportion of retailers who recognize these brands is 

not significantly different from the proportion of end-users. However, for Fjällräven, 

Haglöfs and Peak Performance the values are quite low compared to those stated earlier 

with 0.03, 0.04 and 0.23 respectively indicating that the proportion of retailers who 

recognize these logos is significantly different from the proportion of end-user who 

recognizes these brand logos. This is further confirmed in the clustered bar chart. 



82 

Logo & brand name: We aimed at finding out in which degree retailers as well as end-

users connect the brands (8 logos) to Sweden. The results show that “Fjällräven” and 

“Haglöfs” (both 78.5%) were identified by most retailers as being a Swedish brand. 

End-users predominantly recognized “Fjällräven” (86.3%) as Swedish, followed by 

“Haglöfs” (68.5%) and “Klättermusen” (68.1%). This is lower for retailers, where 43% 

connect “Klättermusen” to Sweden. “Lundhags” gained a higher value from both groups 

of retailers (57%) and for end-users (62.9%). Other brands are somewhere in between. 

Elevenate is least of all connected to Sweden, by retailers (1.1%) and end-users (4%). 

This may be connected to its low awareness, but can also be the result of perceptions or 

associations towards the brand by retailers, where just one connected the brand to 

Sweden and 7 recognized the brand. 

 

Similarly, chi square test was used to compare the samples. The sig.level is 0.05, the 

continuity correction value is used to compensate for the 2 by 2 table used i: e each 

variable has only two categories. The Asymp.sig for continuity correction for Elevenate, 

Lundhags and Fjällräven is 0.30, 0.38 and 0.11 respectively. Similarly, Haglöfs, Tenson 

and Peak performance have continuity correction Asymp.sig of 0.11, 0.91 and 0.25 

respectively; and they are greater than the significance value of 0.05 which indicates 

that the proportion of retailers who connect these brands to Sweden is not significantly 

different from the proportion of end-users who connect these logos to Sweden i: e there 

is no notable difference in terms of numbers in both groups with regards to those who 

connect these logos to Sweden. However, for Klättermusen the value is 0.00 and 0.02 

for Houdini, this means that the proportion of retailers and end-users that connect these 

two logos to Sweden is significant i: e majority of the respondents from both groups 

connect these two logos to Sweden. 

 

Logo Combination: Connected to brand awareness, we recognized that most brands 

visualized their brand name in their logo, which makes them inevitable connected to 

each other. Therefore we asked if people think that they can better remember a brand 

under those conditions. The vast majority of retailers (Q. 7; 90.2%) as well as end-users 

(Q. 20; 73.4%) think that a logo in combination with a brand name makes it easier for 

them to remember or recognize a brand. None of the retailers and 4.4 % of end-users 

does not think that this is the case and for 9.8% of retailers and 22.2 % this might 

sometimes hold true (See Appendix: Comparable Questionnaire). 

Considering the fact that majority of SODBs have their brand name and logo on their 

products, questions regarding the usefulness of having these two features on a product 

was asked and the response of both groups was further analyzed using the Kruskal 

Wallis test, which compares means rank between “groups” with different people in each 

group; and it allows us to see if there is a difference in their answers about logo 

combination for brands The result of the test showed a p-value of 0.04 which is less 

than the significant level of 0.05 chosen for this test; this indicates that there is a 

significant difference in number across both groups as to the benefits of having the 

brand logo and the name on products. 

Scenario and brand awareness: We made use of a little “scenario” in the questionnaire. 

In order to guide the respondents, we told them either to think about a specific product 

and note it down (in a box) for us or just imagine one if they cannot write down any (Q. 

17 for retailers & Q. 23 for end-users). This should clarify what brand(s) retailers and 

end-users thought about or imagined as they answered Q. 24-Q. 28 and should at the 

same time confirm the brand recall (TOMA) questions. Nevertheless, 81.7% of retailers 
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and 54% of customers did not type a specific brand in the box. We assume that since it 

stated retailers can think about SODB in their assortment, the reason to state it again 

might not have been logically to most of them. As a result, we cannot draw clear lines 

between this TOMA questions and the ones before. 

 

Brand Associations 

Sustainability of Outdoor Brands: With regard to sustainability, retailers as well as 

end-users seem to find that issue significant with regard to outdoor brands, since all 

questions for each party has a median value of 4.00. Mean values of both are very 

similar to each other  and retailers as well as end-users “feel good when buying an 

environmentally friendly product” (item 1; mean: 4.19 retailer & 4.12 end-user), would 

“prefer buying a more expensive brand over a cheaper alternative” (item 2; mean: 3.91 

retailers & 3.92 end-users), and “see it as an investment to buy clothes that will be 

recycled after handing them back to the producer against a small refund” (item 3; mean: 

3.60 retailer & 3.67 end-user). 

 

The results of the first phase of data collection through interviews showed that the focal 

firms also paid attention towards sustainable means of production. Friedman test was 

used because the data sets are in blocks and the significance level for this test is set at 

0.05. Consequently, the p-value is .000 which is less than 0.05 and this result suggest 

that there are significant differences in responses as to how retailers and end-user feel 

about buying sustainable products for either the reasons listed. 

 

COO Associations: COO associations are important for this study, so respondents were 

asked to choose three options out of 11 predetermined associations that they find most 

appropriate to connect to the country Sweden. Results indicate that 76.3% (71 out of 93) 

retailers and 81% (201 out of 248) end-users associate Sweden with “Nature and 

Landscape”, followed by the association of “Quality” to Sweden by 40.9% retailers and 

55.2% end-users.  The third most common association is “Clear Design” for retailers 

(29%), but “Tough and cold” for end-users (44.4%). Moreover, it becomes obvious that 

just a few retailers as well as end-users connect “Conservative people” or “Excitement” 

to Sweden. Other examples can be read from table 12.  

Using the asymp.sig for continuity correction and a sig. level of .05, the chi-square test 

for factor 1 (Openness) 4 (Creativity/Innovation), and 7 (Nature/Landscape) was 0.21, 

0.06 and 0.41 respectively. Similarly, the values for factor 8 (Relaxed) and 9 (Clear 

Design) showed a value of 0.39 and 0.93. These values for the aforementioned COO 

associations indicate that the number of retailers who associate them with Sweden as a 

country is not significantly different when compared to the end-users. 

 However, the value for factor 2 (excitement), 3 (quality), 5 (conservative people) and 6 

(Honesty/reliability) was 0.01, 0.02, 0.04 and 0.01 respectively; similarly for factor 10 

(Tough/cold weather) was 0.01 (rounded Up) which indicates that the number of 

retailers who associates these factors to Sweden is not significantly different from that 

of end-users. Furthermore, factor 11 (environmentally friendly) was 0.000 which 

indicates that it can’t be explained by chance factors alone. Factor 2 (Quality) is further 

confirmed by the test when compared to the descriptive statistics presented above for 

both groups. Table 12 on the next page, shows the COO associations for both retailers 

and end-users. 
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Retailers 

 associations to Sweden 

Frequency & 

percentage 

End-users 

associations to Sweden 

 

Frequency & 

percentage 

Nature & Landscape 71/93 Nature & Landscape 201/248 

76.3% 81% 

Quality 38/93 Quality 137/248 

40.9% 55.2% 

Clear Design 

 

27/93 Tough & Cold 110/248 

29% 44.4% 

Tough & Cold 26/93 Environmentally friendly 98/248 

28% 39.5% 

Creativity & Innovation 22/93 Creativity & Innovation 86/248 

23.7% 34.7% 

Openness 18/93 Honesty & reliability 72/248 

19.4% 29% 

Relaxed 16/93 Clear Design 69/248 

17.2% 27.8% 

Environmentally friendly 16/93 Openness 66/248 

17.2% 26.6% 

Honesty & reliability 14/93 Relaxed 55/248 

15.1% 22.2% 

Conservative People 4/93 Conservative People 31/248 

4.3% 12.5% 

Excitement 1/93 Excitement 19/248 

1.1% 7.7% 

 
Table 12: COO Associations 

 

COO General Product Attitudes: The association of “Quality” also points to the fact 

most respondents agree that SODBs are “long-lasting” and of “good value” and 

“prestigious products” (Q. 14 (1-3) retailer & Q. (1-3) end-user). Retailers as well as 

end-users evaluated all those points with a median of 4.00, where “long-lasting” 

attained the highest mean values (retailers: 4.12 & end-users: 4.13). As with the other 

variables, general product attitudes associated with SODB was also compared for both 

retailers and end-users using Friedman test for comparing a population with ordinal data 

in blocks. The chi square value is 25.358 with 3 degrees of freedom (df); the 

significance level has been set at 0.05 and the p-value from the test shows 0.000 which 

is lower than 0.05. This suggests that there are significant differences in what both 

retailers and end-users associated with SODBs. 

 

Customer Values (Functional & Symbolic Associations): Functional as well as 

emotional values are of importance for this research in order to see how retailers and 

end-users perceive Swedish Outdoor products and if they trigger the same associations 

or different ones regarding those two groups. In the scale of “customer values types” (Q. 

18 retailer & Q. 24 end-user), just one question was answered with the highest median 

value of 5, which is “reputation for making quality products” (item 4, mean: 4.5 

retailers & 4.33 end-users). The vast majority of other questions (item 1-11) have a 

median of 4.00 for both groups. The three most outstanding values, under a median of 

4.00 and the only mean values above 4 in both questionnaires, received (besides 

“quality products”) are: “products with right features and attributes” (item 1, mean: 4.35 

retailers & 4.31 end-users), “products with superior performance or outcome” (item 2, 



85 

mean: 4.29 retailers & 4.15 end-users) and” reputation for useful products” (item 3, 

mean: 4.18 retailers & 4.17 end-users). As a result, retailers as well as customers are 

evaluating “functional/instrumental value types” as most important. Symbolic values 

did not score that high and even lower for retailers than for end-users. Customers hold 

different value towards products and for both groups’ different value types might hold 

depending on what values customer look out for and attached to their buying decisions. 

Functional/Instrumental values, Experimental/hedonic values, symbolic/expressive 

values and Cost/sacrifice were evaluated. The results obtained from the test shows that 

there are significant differences in value types for retailers and end-users because the p-

value shows 0.000 which is lower than the sig. level of 0.005. 

 

Performance: With regard to “performance measures”, “durability” for retailers (item 

2, mean: 4.28) and “reliability” for end-users (item 1, mean: 4.31) are of main 

importance. Vice versa, second most important is “reliability” for retailers and 

“durability” for end users. Both decided that “special features and functions” is on place 

three, but all of them have a median of 4.00. In order to ascertain the congruence 

between how retailers and end-users view SODBs in terms of reliability, durability and 

special features/function, both groups were compared in order to see if there is any/or 

no significant difference in how both groups perceive the performance of SODBs. The 

Friedman test output was .000 which is lesser than the significance level set for this test-

0.05 and this suggests that there are significant differences in how retailers and end-

users agree that SODBs are reliable, durable and have certain features and functions. 

 

Quality: Besides functionality and performance, the quality of Swedish brands is most 

vital for retailers as well as end-users. The median of bot, retailers and end-users, is 4.00 

for all questions. The overall “positive opinion” gained the highest mean values of both 

sides, which confirms the positive attitude towards SODBs of Q. 19 (end-users). “High 

standards” in material are second most important for both entities, followed by 

“satisfaction of product needs” and on fourth place “high quality in comparison to 

alternatives”.  

 

Credibility: Customers as well as consumers value the “credibility” of the makers 

(company) of the outdoor brands. Mentioning the three most important, they should 

especially be “trustworthy”, which is the only median value of 5.00 for retailers as well 

as end-users (mean: 4.53 retailers & 4.45 end-users). They should “understand 

customer’s needs” (mean: 4.36 retailers & 4.32 end-users) and be “knowledgeable” 

(mean: 4.29 retailers & 3.95 end-user). The organization behind the brand and trust 

towards them seems of utterly importance for end-users, which can also be connected to 

the need of functional values (Q. 18 & Q.24) and quality issues (Q. 21 & Q.26). As part 

of the mixed method study, the findings from the interviews informed majority of the 

questions that dealt with how credible or reliable SODB are when looked at from the 

retailers and en-users perspective. The result of the test shows that the significance 

value is .000 which is lower than .005, and this suggests that there are significant 

differences in both groups when it comes to evaluating SODBs as shown by the mean 

ranks for each variable in the question. 
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Brand Personality: The personality types have been ordered from the highest to lowest 

mean value regarding answers from retailers and end-users. (See table 13 below). 

 
Personality Types Mean Median Mode Mean Median Mode 

Retailer End-user 

Functional/Practical 4.33 4.00 4 4.44 5.00 5 

Reliable 4.11 4.00 4 4.35 4.00 4 

Trustworthy 4.16 4.00 4 4.24 4.00 4 

Secure 3.99 4.00 4 4.17 4.00 4 

Honest 4.05 4.00 4 4.06 4.00 4 

Intelligent/technical 4.07 4.00 4 4.05 4.00 4 

Credible 4.19 4.00 4 4.01 4.00 4 

Environmentally 

Friendly 

3.84 4.00 4 3.99 4.00 4 

Down to earth 3.81 4.00 4 3.94 4.00 4 

Open 3.75 4.00 4 3.93 4.00 4 

Timeless Design 3.79 4.00 4 3.82 4.00 4 

Loyal 3.58 4.00 4 3.72 4.00 4 

Distinct 

Scandinavian design 

3.89 4.00 4 3.69 4.00 4 

Clear/minimalistic 3.70 4.00 4 3.68 4.00 4 

Unique 3.51 4.00 4 3.54 4.00 3 

Calm/Relaxed 3.27 3.00 4 3.52 3.00 3 

Exciting 3.38 3.00 4 3.39 3.00 3 

Conservative 2.97 3.00 3 2.80 3.00 3 

 
Table 13: Brand Personality 

“Functional and practical” personality type has the highest and only median value of 5 

(mean: 4.33 retailers & 4.44 end-users), which supports the outcome that functional 

value types are most important. That SODBs are “Reliable”, “Trustworthy” and 

“Credible” is important for retailers and and-users and were evaluated with a mean 

above 4. Being  Alongside with the outcomes of (Q. 14/22 and Q. 18, 20, 21, 22/ 24-27) 

one can easily see that “Durability“, “Functionality”, “Quality” as well as 

“Reliability/Credibility” related values were always specifically high ranked values of 

both surveys, which is a pointer to the fact that many retailers and end-users are really 

looking at quality. Eighteen personality types including the ones mentioned by the 

companies interviewed were included in the questionnaire for both groups and from the 

descriptive statistic presented above, we can see the personality types that is widely 

connected to SODB by both groups. In order to ascertain further if there is any 

significant difference in both groups, further statistical test was conducted. The results 

suggests that there are significant differences in how each group characterizes SODBs 

in terms of personality types because the significance value is 0.000 which is lower than 

the sig.level. But, looking at the mean rank we see that the highest mean when 

calculated for both groups is 13.00 for functionality and from the descriptive statistics 

above, we see that these personality has the highest mean for both groups of respondent. 
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Chapter 5 Discussion  
This chapter discusses our findings and presents our answers to the two research 

questions and research purpose stated in chapter 1. The structure of the discussions is 

adapted in order to clearly present the concepts that helped us in answering the 

research question and revising our framework. The revised framework is presented at 

the end of this chapter. The preceding paragraph explains the structure of the entire 

discussion.  

It is important to grasp how SMEs are managing their brand as brand visionaries 

(management) and brand providers (employees) in order to better understand how they 

are building their brand identity. As a result, section 5.1-5.4 (SME Brand Management, 

Employer Branding, Entrepreneurial Orientation and Internationalization) focuses on 

answering RQ 1:” How do Swedish Outdoor SMEs build their brand identity and align 

their brand for international markets?” It is important to see if the brand identity they 

have built aligns with how retailers and brand believers (end-users) section 5.5 

discusses detailed findings relating RQ 2:  “To what extent is the brand identity created 

in line with retailers and consumers perceived brand image in international markets?” 

while highlighting the links between both RQs.  

 

5.1 SME Brand Management 

The findings clearly show that many brand management guidelines for SMEs are 

followed by the three companies in this study. Nevertheless, not all of them can be 

confirmed and sometimes the application of the guideline varies. All companies focus 

on one single brand, which is guideline one for SMEs: “building one or two strong 

brands” (Keller, 2008, p. 660). No single company intended to build a second brand, 

which contradicts LO’s brand structures (Aaker & Joachimsthaler, 2000, p. 8). Time 

and resources are essential in order to build the brand and identity that they currently 

own or represent as highlighted in chapter 4. This explanation closely connects to the 

fact that SMEs have limited resources and are trying to strengthen their current brand, 

instead of developing another/second brand which requires resources and efforts that 

SMEs simply cannot provide. For the same reason, the marketing program of SMEs is 

supposed to “focus on 1-2 key associations” as described in the SME guideline in 

chapter 2; which can be confirmed by our qualitative analysis, but rather than limiting 

the number to 2, we would say that it is 1-3 key associations (see brand identity section 

5.5). 

 

The findings show that all three firms leverage on secondary associations but, not 

specifically COO associations. Despite this, the importance of being a Scandinavian 

(Swedish) brand was confirmed by two firms out of three. This issue relates to the 

second research gap and will be discussed later under section 5.5 in this chapter. The 

advantage of flexibility and the need for innovative operations of SMEs is proven by 

various authors (see section 2.3) and can be confirmed through our findings that relates 

to the need for SMEs to “integrate [a] set of brand elements that enhance brand 

awareness and brand image” (Keller, 2008, p.660; guideline 3), through “creative 

brand building…campaigns”, pull and push, (Keller, 2008, p.660; guideline 4) in order 

to gain attention and demand and enhance the brand awareness and image (Keller, 2008, 

p. 660).  
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We discovered two important factors here. Firstly, various innovative and unique 

marketing approaches are carried out by the firms. This could be very personal oriented, 

and can be related to “customer intimacy” of external marketing that is all about 

“making promises about value propositions” that are consistent in their message 

(Srivastava & Thomas, 2010). Even though Srivastava and Thomas (2010) focused 

predominantly on LO’s, the same idea is presented by one of Krake’s (2005) guidelines 

(guideline 6), that demands “logic and consistency in communications.”  This is crucial 

for SMEs since when repeated and clearly communicated, an identity can be built and 

managed in a way the company wants and also achieve the desired brand image.  The 

companies studied, base their brand identity on core brand values that are consistently 

communicated. Nevertheless, the “intimacy” aspect, of being very close to customers 

seemed to vary between the companies. Explanations for that could be that the size of 

the company, which means the larger the company the less interactions take place 

between the CEO and customers since other staffs is specialized for those tasks. 

Another reason could simply be the way marketing is executed. If for instance Facebook 

is a main platform of communication, the persons behind the brand in a small company 

might be the main tie between customer and brand, which could also explain a higher 

intimacy. On the other hand it could simply be the fact that resources are mostly lacking 

in smaller companies. This could also be a chain of interrelated connections just 

mentioned or based on the entrepreneur’s character and personal decisions with regard 

to marketing. The importance of the CEO’s or entrepreneurs personality and values is 

supposed to be of vital importance for SMEs (Krake, 2005; here guideline 6). This 

significant fact could be proven to be true for two out of our three analyzed firms for 

this study and will be addressed in more detail under brand identity (see section 5.5). 

 

SMEs can expand quickly in international markets (Berthon et al., 2008), which is 

supported by our analysis regarding Elevenate. It leads to the assumption that brand 

identity does not need much time to develop. On the other hand, the largest and longest 

firm on the market emphasised that building their brand needed a long time. It can lead 

to the assumption that: the larger and older the company, the more it is about 

strengthening and maintaining the brand identity. Moreover, the relation towards the 

brand is different since an older company works differently than a smaller one with 

regard to organizational structures; which means that the CEO as a visionary guide of 

brand identity seemed to be less important for one than for the two smaller companies. 

Those differences were discovered through our analysis and are interesting to approach 

further with regard to SMEs that operate in different industries and are of different size 

in order to draw informed conclusions (see chapter 6). 

5.2 Employer branding 

In order to build a strong brand that can transcend domestic borders to international 

frontiers, companies need to align all internal stakeholders which include the 

employees. This will require several internal branding activities aimed at educating 

employees about the image the company wants to create in the mind of customers. 

According to Bartlett & Ghoshal (2002) companies who want to be successful in this 

new era of business growth and development, will require skilled and motivated people 

in its operations across all departments. The findings of this study revealed that these 

firms’ places a lot of emphasis on recruiting employees who are not just skilled but, also 

those who are motivated based on their interest in outdoor activities. Employees, who 

are active users of the products based on their interest in outdoor activities, make it 
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easier for the firm to make them understand the brand, its message and customers better; 

this is achieved through in-house activities aimed at keeping them informed and also 

trips to the outdoor. We can see that the attention paid towards aligning future and 

current employees by firms helps them easily communicate the expectations and 

aspirations of the firm in whatever form it may take especially their broader marketing 

strategies. This can also hold true for various firms regardless of the industry they 

operate in. Interestingly, we can see from our findings that the firms studied all had 

various ways of creating internal branding activities. This indicates that firms have their 

own way of creating their reality and the choice of activities aimed at aligning 

employees can vary from one organization to another. We see here that, other 

companies in other industries can also tailor their internal branding activities to what 

works best for them. 

Furthermore, Srivastava & Thomas (2010, p. 470), posited that companies who are able 

to align “who”, “what” and “how” when it comes to  brand delivery will greatly benefit 

from the outcomes of this alignment. The ability to align employees with the company 

values, brand message and vision by management; is a function of how well the 

organization is able to get employees to understand the message they want to pass 

across to their customers (Retailers & End-Users) and when this is achieved it becomes 

easier to build a “strong brand”. We found out that from our analysis that the firms 

place a lot of emphasis on ensuring the “who”  when it comes to future and current 

employees that share the values of the organization and “shared  organizational values 

also provide employees with guidance about desired behaviour” McDonald and Gantz 

(1991 cited in Harris & Chernatony, 2001, p. 449) this helps to “guide” employee 

attitudes across the organization; we also discovered that this also transcend to their 

partners, this will be discussed later in 5.4 under internationalization. 

However, we have also established in Section 2.6  based on the work of Hieronimus et 

al., (2005, p. 3) that the inability of firms to effectively align their brand providers 

(employees) with their broader marketing strategies have the tendency to be counter-

productive for the firm. This can also be the case even when a company engages in 

employer/internal branding activities as revealed from the interview. It must also be 

established here that, employees in customer facing roles could sometimes act in a 

manner that may undermine the internal branding activities undertaken by the firm. This 

is in line with the position of Backhaus & Tikoo (2004)  that potential and current 

employees will react differently to employer branding efforts based on the value the 

organization creates in the mind of employees. This means companies should consider 

creating employer brand equity in the mind of future and current employees. This will 

help them achieve greater level of employee alignment. We believe that getting the 

response of potential and current employees would have further clarified or revealed 

more about this assertion but, this would require a more extensive study for further 

confirmation which is not covered by this current study. 

The link between corporate branding, internal branding and employer branding are 

closely related as posited by Foster et al., (2010, p. 404). The results of the interview 

also suggest that firms not only align employees through internal branding activities but, 

actually have corporate branding efforts alongside internal branding efforts. 

Interestingly we have noticed that corporate branding has gained a lot of ground 

amongst firms in the outdoor industry especially in Sweden, with majority of the 

companies within the industry using their company names in combination with their 

logos.  
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5.3 Entrepreneurial Orientation 

The degree of internationalization in SMEs have been linked to how entrepreneurial the 

firms are in their quest for market expansions (Lan & Wu, 2010). The findings revealed 

that the level of risk taking, proactiveness, innovation, autonomy and competitive 

aggressiveness (5 EO constructs) varied from one firm to another. Power distance and 

uncertainty avoidance have been closely linked to how entrepreneurial different firms 

from different countries can be (Lee & Peterson, 2000; Mueller & Thomas, 2001). 

Interestingly, we found out that two out of the three firms interviewed was more 

towards risk-taking in comparison to the other company. It must be reiterated here that 

all the companies are from Sweden and on the Hofstede cultural dimension Sweden has 

a value of 29% for UAI (Uncertainty avoidance) power distance (PD) of 37%. This 

values are in line with the assertion of Kreiser et al., (2010, p. , p. 976) that SMEs in 

countries with a lower UAI and lower PD take on more risks than those that have high 

UAI and high PD. However, our findings have revealed that despite having a low UAI 

and PD not all firms can take on market ambiguity especially when it comes to foreign 

market expansions that are usually plagued with uncertainties. This counter-intuitive 

explanation, according to Hanges and Dickson (2004, cited in Venaik & Brewer, 2010, 

p. 1307) is in line with the assertion made in the GLOBE project findings conducted in 

62 countries; that Hofstede UAI is more towards values in comparison to the GLOBE 

report which separates “values” from “practices” i:e tangible attributes of culture 

(current policies and practices) and intangible  attributes (cultural norms and values). 

But, in all the firms interviewed they stated clearly that employees were allowed to be 

autonomous in the discharge of the tasks and responsibilities assigned to them; one 

stated that for customer facing roles and new employees it’s always important to keep 

an eye on them to ensure they are “doing the right thing.”  

Furthermore, it has been established in extant literatures, that foreign market expansion 

can be influenced by cultural and economic factors. The findings also revealed that 

economic, network and market risks in these foreign markets, are taken into account in 

order to effectively position themselves. The decision to take a brand international is 

one that will require a firm to be pro-active (identify an emerging market opportunity) 

and be innovative in how they seize these market opportunities. The level of 

entrepreneurial behaviour in each firm can be influenced by several factors  (Wiklund & 

Shepherd, 2005, p. 86) and this will also impact on the performance level of the firm. 

More findings further corroborates this assertion by the previous authors as seen in two 

of the firms who not only see themselves as entrepreneurial but, proactively seized 

international market activities by going headlong into a new market. In relation to 

entrepreneurial marketing efforts, we discovered that the four elements described by 

Carson et al., (1995) as discussed in Section 2.9, was evidently present in all the firms 

interviewed; which reflects back to aligning the “who” in terms of industry/product 

knowledge and constant innovation of brand communication. Therefore, we posit here 

that the act of getting the “who” and aligning employees to broader marketing objective 

is entrepreneurial. This line of thought is accentuated by the findings of Collinson and 

Shaw (2001, p.763) that entrepreneurial marketing requires different competencies from 

all involved. Although, Smart and Conant (1994) said they were unable to find 

significant link between EO and performance, we can argue here that for the focal firms 

that their market expansion is closely linked to their level of EO which is displayed in 

their strategies for new business developments in foreign markets.  
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Interestingly, we discovered that the likelihood of having just a single person who is a 

“risk taker” and the drive behind decisions within the organization can also stir the firm 

in an entrepreneurial direction through innovative business ideas and initiatives. 

However, we are cautious to mention here that autonomy will allow individuals to be 

creative but, they can be negatively impacted if one person is constantly bringing up 

ideas and initiatives. Specifically, one of the entrepreneurs was the brain behind the 

company’s involvement in foreign markets outside of Sweden. This can be viewed from 

the definition of alertness to business opportunities given by Kirzner (1979 cited in 

Tang, Kacmar, & Busenitz, 2012, p. 77) which states that alertness is the ability of 

individuals to identify opportunities that others may overlook. Nonetheless, not all the 

companies saw the industry as a competitive one. One of the companies said their 

competition is actually outside the Swedish market and the others affirmed that they 

don’t see themselves as being in competition even though it does exist in the industry. 

5.4 Internationalization 

Going international requires some level of international entrepreneurial behaviours and 

from the foregoing model application presented in Chapter 4; we can deduce that 

identifying opportunities in foreign markets is one step towards internationalizing a 

brand. Our first research question is looking at how SODBs are able to effectively build 

their brands and take this brand from the domestic market to the foreign markets. Up on 

till now we have seen how they manage their brand as presented in previous sections of 

this chapter, and the role of EB and EO in this mix. From the beginning we established 

that in terms of internationalization we see the company and the brand as “one” because 

SMEs face constraints that may also impact on their mode of internationalization. The 

overarching finding of our study in this light reveals that all the firms interviewed in the 

first phase of data collection, are involved in export through their network of 

distributors and retailers in these foreign markets. We can deduce that their involvement 

in international market has taken on a step wise approach. The stage models of 

innovation by  Johanson and Vahlne (1977) and Cavusgil (1980) comes to light in this 

context. They all started exporting at a point in time and further developed their foreign 

market involvement after acquiring more knowledge about the market through their 

networks of partners/distributors in those countries. This in turn can help them establish 

their own entity in that country; one of the firms interviewed now has two own brand 

stores in two different countries which can be seen as a FDI. 

Two of the firms mentioned that they work closely with potential partners and 

distributors in these foreign markets. They make use of their partners in foreign markets 

where they face language barriers and this gives them access to intangible resources in 

their internationalization efforts. This corroborates the network approach presented in 

chapter two. When considered critically, it is clear that firms will deal more with being 

foreign when they liaise with a network of actors from that market. Additionally, one of 

the companies asserted that, they do not see culture as a barrier but as something they 

can leverage on since they see their products as “exotic”. Furthermore, we had an 

exceptional case were one of the firm began international market activities from 

inception and saw themselves as a “global” company rather than a Swedish brand. This 

classifies them as an INV that falls into the category of “Global start-up”  described by 

Oviatt and McDougall (2005, p. 37) because they began coordinating foreign market 

activities from inception across many different countries. SME internationalization has 

been adjudged to take on several forms and our study further confirms the findings and 
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positions of extant literature on the modes adopted by SMEs in their internationalization 

process. 

Besides the firms interviewed in this study, our research into the Swedish Outdoor 

industry revealed that majority of SODBs predominantly use retailers in foreign 

countries. Some of these firms also have their own brand stores in most of the countries 

were they have distributors and retailers. For instance, Peak Performance have own 

brand stores that carries their brand in seven countries excluding the Scandinavian 

countries; and also have retailers totalling more than 800 excluding its home market 

Sweden. Fjällräven has its flagship store in New York but, also have more than 1,317 

retailers in foreign markets. Majority of the other SODBs also use retailers and 

distributors in many foreign markets. When we relate this to our findings from the 

firms, we were able to interview, we can already see the congruence in the approach 

majority of the SODBs use when taking their brand international. Additionally, we can 

see the mix used by many of the SODBs as an integrative approach (Whitelock, 2002) 

for internationalization that combines several foreign market entry modes because, 

majority of them have made trade-offs between options that works best for them. This 

provides useful insight for other companies to consider when deciding on which entry 

mode is most suited and can be combined. Hence, we see some having own brand stores 

in foreign markets and some others using purely retailers and distributors in their 

international marketing efforts or combination of both. 

In line with internal branding activities discussed in Section 5.2, our findings also 

revealed that all firms were actively working with their partners/retailers in these 

foreign countries in order to ensure that they understand the brand. A lot of emphasis is 

paid towards building a relationship with the retailers and distributors. Retailers play a 

major role especially for SMEs who cannot afford FDIs. This means companies will 

have to work more closely with their distributors in foreign markets. One of the firms 

mentioned specifically that they bring their retailers down to the ski resort here in 

Sweden and this enables them get the retailers to understand the brand better and 

understand their values as a brand. Interestingly, we also discovered that one of the 

firms create a brand space that reflects the brands colours, name and increased visibility 

in-stores. However, retailers most likely may want to include those brands in their 

portfolio that are promising either profit and/or image enhancement because, retailers 

have to ensure that those brands are demanded and valued by their customers to ensure 

sales and enhance the retailers’ value proposition (Porter, 2001; Ailawadi & Keller, 

2004). They often hold a variety of brands in their portfolio which means close 

substitute products, which makes direct brand rivalry inevitable and store 

merchandising crucial for brands in order to differentiate, which is of disadvantage for 

manufacturers. 

5.5 Brand Identity and Brand Image 

In line with the “brand identity and association template” developed (see Appendix 5 

and 6) the following discussion is based upon brand associations of SMEs (functional-, 

and symbolic and main associations). Moreover, the COO as an extended/secondary 

associations and identified research gap of this study for SMEs (Spence & Essoussi, 

2010) will be discussed separately.  
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5.5.1 SME Brand Identity  

From the empirical data, we can confirm that brand management is driven by brand 

identity (Aaker & Joachimsthaler, 2000, p. 8). For SMEs that means being driven by a 

visionary CEO or entrepreneur based on his/her “personality and values” (Spence & 

Essoussi, 2010, p. 1042) (see section 2.3.1), through a “clear link between the 

entrepreneurs and the brands character” (here: guideline 6) (Krake, 2005, p.232). 

From the analysis we detected a pattern here, which simply is: the smaller the SME, the 

more important the personality of the CEO in building the brand’s identity. For the 

largest company, the connection between CEO and the brand could not be ensured 

regarding brand personality but, the CEO has impact on marketing decisions. However, 

considering that the CEO and the entrepreneur cannot be the same for the largest 

company in this study, since so much time is in between them, the connection between 

CEO and brand can of course not be the same in comparison to a company where the 

CEO’s personality is reflected in the brand’s identity. Therefore, this “pattern” could be 

the caused by limited resources, size and/or time on the market- those factors are often 

related to each other. Nevertheless, they have to be analysed with caution because 

SMEs that concentrate on branding are supposed to expand quickly nowadays (Berthon 

et al., 2008). This is supported by the analysis of the smallest firm we interviewed who 

will be present in 19 countries by fall 2013, after three years of being on the market; and 

where the CEOs of the company are very important for the marketing of the brand in 

general as well as for supporting brand associations which will be addressed later. 

5.5.2 Brand Personality  

Since the personality of the CEO is so important for the brand’s identity, we wanted to 

find out what kind of brand personality the outdoor brands have in order to see if they 

are perceived by retailers and end-users as the company intends the character of the 

brand to be like. The link between the entrepreneur and the brand personality should be 

existing according to SME literature (see section 2.3.1), especially with regard to 

smaller SMEs as described above. Moreover, it can be expected that the identity 

perspective “brand as a person” (Aaker, 2010) is vital because of the links between the 

entrepreneur`s and the brand’s personality. The empirical data analysis clearly indicated 

that all companies want their brand to be perceived as “down-to-earth”, “reliable” as 

well as “trustworthy” and not as fashionable, “daring” or “exciting”. The brand 

personality dimensions/traits were tested in both questionnaires (retailers and end-users) 

based on the interview answers that were connected to brand personality scales, see 

Appendix 13. The congruence between the personality description of the companies and 

how external stakeholders perceive it was very high. Even though “down-to-earth” was 

not ranked highest (rank 9 out of 18), main characteristics connected to SODBs were for 

both groups (retailers and end-users) “functional and practical” and trust related traits 

such as “reliable”, “trustworthy”, “secure” and “honest”. The former underlines the 

major importance of functional associations, but also the “trust” factor that is very 

important for the outdoor products and as stressed by all companies.  

 

Being “exciting”, which relates to being “daring”, was not perceived as important from 

all groups and supports that that they are perceived in the way they want. Even though, 

the aspired and perceived personality is in congruence in many aspects, all companies 

had to think about the question of brand personality in order to mention most 

appropriate ones. This might have been a sign that they actually did not think about 
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their brand having a character beforehand, which underlines that branding is more based 

on intuition than strategy as for LO’s. Nevertheless, the congruence can be a signal, 

even for SMEs, to consider those branding issues LOs make use of “brand as a person” 

(Aaker, 2010) in order to manage and position a brand’s identity in a more effective 

way, which could lead to higher performance and global expansion (see section 2.3). 

5.5.3 Brand Associations 

In the following section, brand associations will be discussed based on the study’s focus 

upon functional- and symbolic-, main- as well as secondary- associations according to 

the SMEs of this study. It is following the Brand Identity and Association Template (see 

Appendix 6) and the discussion is based on the comparative table (see Appendix 16). 

 

Functional and Symbolic Associations: Based on the analysis it can be concluded that 

functional associations are much more important for the SODBs of this study than 

symbolic associations. All companies said that their brand is very much product related, 

which provides a hint that the “brand as a product” identity perspective (Aaker, 2010) 

is of high significance. This can be confirmed by the outcome of the questionnaires, 

where functionality and performance (especially: durability & reliability) as well as 

quality (especially: high standard material) were valued as being very important for 

retailers and end-users. With regard to the customer value types (Smith & Colgate, 

2007), functional/instrumental values (features, performance, usefulness and quality) 

were examined as being most important for retailers and end-users, where the former 

group valued emotional values as lower than end-users. Again, this can be related to 

Aaker’s (2010) “brand as a product” perspective. Nevertheless, the medium-sized 

company amongst the firms emphasises “the feel about the product…“good value for 

money” (Haglöfs, 2013), besides functional value. One of the firms mentioned 

“sustainability” as having symbolic value for customers (Spence & Essoussi, 2010), 

which can be understood as an emotional or self-expressive benefit with regard to the 

value proposition of Aaker (2010) and as an experiential/hedonic or 

symbolic/expressive value (Smith & Colgate, 2007), see Appendix 3. Two out of three 

companies are marketing themselves through the help of sustainability associations. 

This was figured out by secondary source analysis with regard to the medium-sized 

company, while the small-sized company stressed this aspect throughout the entire 

interview. We tested how important environmental sustainability is for retailers and 

end-users in the survey and found out that both groups “feel good when buying an 

environmentally friendly product” and this underlines that sustainability spur 

symbolic/emotional customer values/beliefs in customers. This is about a positive 

feeling or emotions that the brand create for customers and/or the way they can express 

their own values through the product, which can give stimuli of valuable brand 

associations for SMEs. 

 

We saw that for one of the firms, symbolic or emotional values are, from the analysis, 

more related to the people behind the brand that are skiing experts, which aims at 

increasing credibility. Consequently, functional associations are of main importance for 

the brand’s identity and this particular outdoor industry. Functional associations are also 

evaluated as most vital for retailers and end-users. Nevertheless, one should not neglect 

the power of expanding the brand’s identity through symbolic/emotional values in order 

to stick out from rivals. Building a value proposition that entails symbolic/emotional 

associations is more than purely functional and therefore cannot be copied easily 
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(Aaker, 2010). This makes symbolic values (such as self-expression) stronger than 

functional ones (Spence & Essoussi, 2010, p. 1039) since it is strengthening the 

emotional customer-brand relationship. Another symbolic association can be seen in 

relation to the “brand as a symbol” brand identity perspective that deals with “visual 

imagery”, “metaphors” as well as “brand heritage” (Aaker, 2010). All companies have 

the same name for both: organization and brand which makes the brand and 

organization inevitably related to each other and this is supposed to be beneficial for 

SMEs (Krake, 2005, p. 231). It can be related to the “brand as organization” identity 

perspective (Aaker, 2010) that includes the organization as being part of the brand 

proposition and promise to the consumer. It means that it connects “values, culture, 

people, programs and assets/skills to deliver a product or service” (e.g. respect and 

friendliness towards the customer) in order to establish unique relationships and can 

therefore also be viewed as a unique positioning tool (Aaker, 2010, p. 115). This also 

indicates the need for internal and external alignment in order to build a strong brand 

(Srivastava & Thomas, 2010). 

 

Elevenate as well as Klättermusen (as a brand) and their products are metaphors and 

have a deeper meaning for those that know about the brand, or gives generally the 

opportunity that the brand can tell a story. It is a creative way to invent a story around 

the brand, adds something extra and has the benefit of increasing the credibility of the 

brand while using an efficient marketing tool since the metaphors have a meaning 

(skiing related for Elevenate & humorous for Klättermusen). The largest company 

(Haglöfs) has a very long history, that they use as an association towards the brand, and 

which also adds trustworthiness since there is much company knowledge standing 

behind the products. Creative story inventions or the story about the entrepreneurial idea 

(foundation) can be a good marketing tool alternative when not having long company 

history. The latter might hold true for SMEs in general, where a good story around a 

brand could be a start for a rich source of strong brand associations. 

 

Main associations: Main associations can be linked to the core identity (Aaker, 2010) 

and are therefore most crucial in deciding which brand identity a company wants to 

create. With regard to SMEs, they are supposed to be limited to 1-2 (Keller, 2008) and 

summarize here what was discussed above. However, as described under brand 

management, based on our qualitative analysis we would say that it is 1-3 key 

associations per company to build their brand, see Appendix 16. Maybe 1-2 required 

associations that are demanded (such as functional associations) and 1-2 associations 

that differentiate the brand from competitors (such as symbolic associations); are the 

reason for that number by looking at the analysis where common as well as 1-2 different 

associations are listed. The most important common association is “functionality”, 

followed by “reliability” (or “credibility”). “Quality” is also of main importance for 

all brands, with relate for instance to the necessity of durability and high standard 

material. The design is significant for all SMEs with less emphasis on fashion, but on 

the functionality and the purpose of usage. For Haglöfs it is about a clear 

(Scandinavian) design and commonly about a design that can justify why it looks as it 

looks since there is a need or use for it. Haglöfs as well as Klättermusen is focusing on 

sustainability, where for Elevenate the aspect of the people behind the brand and the 

credibility is of main importance. Klättermusen differentiates by being highly technical 

oriented in their functionality and features, while Haglöfs does that as well, but is 

additionally making use of its long history, see Appendix 16.  
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Extended Identity (secondary associations) 
The COO Association: With regards to our research gap 2 identified by Spence and 

Essoussi (2010), emphasis was placed on finding out how small SMEs make use of the 

COO image as a brand association (see section 1.2). Two out of three companies view 

“being a Swedish brand” as beneficial. Elevenate wants to be perceived as a global 

brand and focuses on other components. Nevertheless, the main benefit is being 

Scandinavian rather than being Swedish. For the companies of this study, the 

connection to nature and tough weather conditions as well as the design are of 

advantage by being connected to Scandinavia. The Scandinavian design of being 

minimalistic and clear such as Ikea furniture was also emphasized by Haglöfs. Just 

Klättermusen said that they also have clear colors, but differentiate in their design from 

competition since their products are so functionally complex. 

 

However, being a Swedish brand means being Scandinavian in the eyes of retailers and 

end-users. The analysis has shown that “nature and landscape” as well as “quality” 

and “clear design” were the main associations towards Sweden; “though and cold” 

followed on rank four/three and “environmentally friendly” was much higher valued by 

end-users than retailers. These associations are in congruence with what the company 

view as beneficial being related to Sweden or Scandinavia. The general product attitude 

towards Sweden is mainly durability (long lasting), which can be related to quality. The 

brand name is important when it comes to COO associations, since findings revealed 

that ca. half of the end-users connect names to the actual COO of a brand and the other 

half to a brand’s intended COO (such as “Berghaus”, which is British but relates to 

Germany/Austria). Therefore, ca. half of the end-users can be influenced by the brand 

name regarding COO perception. One out of three companies does not make use of the 

COO image (Sweden/Scandinavia) as a secondary association which would be easy to 

exploit because it is a given. It is the smallest company and the brand with least 

awareness so far of this research. However, the decision to be a global brand was made 

by the CEOs as an entrepreneurial decision. On the other hand, the outside-in 

perspective (retailers and end-users) perceive Swedish products and brands very 

positive. Even though the COO association is not used by all three companies of this 

research, the product class of outdoor brands and Sweden/Scandinavia seems to fit in 

the mind of retailers and end-users, which supports the need mentioned by Roth and 

Romeo (1992, p. 483) for a beneficial COO image. SMEs should consider the latter 

when deciding upon if to use the COO or not as secondary associations. 

5.5.4 Brand Equity  

We discussed in chapter two that awareness was the only brand equity dimension to 

measure for both retailers and end-users. Nevertheless, we also argued that retailers as 

current customers of SODBs probably have more than just awareness, but also an 

opinion and knowledge about the brand. This position is reflected in the following 

discussions.  

Awareness: Brand awareness was the factor of brand equity that we decided to measure 

for both; retailers and end-users. Brand recall (TOMA) as well as brand recognition was 

analysed (see section 4.5). The largest company of this study stated that brand 

awareness depends on the market. All companies enhance brand awareness through 

retailers, which makes it so important that retailers know about the brands in order to 

pass the desired image to the consumers. Moreover, low-budget and creative marketing 
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activities (e.g. social media) are used in order to increase awareness, which makes social 

media an effective platform. Based on the quantitative analysis, brand recall (TOMA) 

was measured and the outcomes show that Fjällräven and Haglöfs were the most 

common brands retailers recalled and Fjällräven and Klättermusen for end-users. The 

brand recall is much stronger than the brand recognition, because it is harder to mention 

a brand without a visual aid. Therefore, it is natural that brand recognition outcomes 

resulted in a much higher amount of brands being recognized since the logos were 

included in the survey. Haglöfs and Fjällräven were recognized on an equal percentage 

by retailers, followed by Klättermusen. End-users order regarding brand recognition 

was Fjällräven, Haglöfs, Peak Performance and Klättermusen. As a result, Fjällräven 

and Haglöfs are the brands that retailers as well as end-users, of our sample recalled as 

well as recognized with regards to Europe. This is an indicator of them having the 

highest brand equity in Europe and is supported by their size and their long history on 

the market. Klättermusen is also well recognized by both, retailers and end-users. 

Elevenate has no recall awareness (TOMA) and has a very low value in terms of 

recognition, which was expected since they are the newest company and building brand 

awareness needs time. This shows that a longer history can influence brand recognition 

by customers. Today all over the world no one can mistake Coca Cola logo for KFC and 

vice versa and everyone who sees wither recognizes it  because of how long they have 

being in the market. 

 

Retailer: Based on the estimation explained above and the interviews that revealed 

retailers importance of knowledge about the brand, we included a “knowledge” part in 

the retailer’s survey, see Appendix 13. The analysis revealed that ca. half of the retailers 

see themselves as very knowledgeable about SODBs (also regarding functional details) 

and are educated by manufacturers about their brands. The majority stated that they can 

pass on the desired information about SODBs to customers. Retailers are of significance 

since they are the direct touch-points between the brand and the consumer; and since 

functional associations are so important for outdoor products, retailers should be able to 

explain features and differences between them and present the brand's identity. As a 

result, it is important to build relations to retailers, to choose them wisely, to educate 

them and to preferably be close to them (e.g. as in Åre, Sweden), since they represent 

the brand towards end-users. The visibility of a brand in the stores is of importance, but 

can basically just be financed by companies that have enough financial resources to 

realize that (e.g. Haglöfs), which is often not the case for smaller SMEs. Next to 

knowledge, we also tested very few questions with regard to perceived value, 

attachment, loyalty and engagement in order to reveal if it might be possible to measure 

brand equity based on retailers. The outcomes (see section 4.5) were positive and have 

shown high results that go beyond pure awareness. 

5.6 Revised Framework 

The theories combined in this study are reflection of our interest in the fields of 

marketing and entrepreneurship (branding and internationalization) see section 1.6. 

However, the disciplines and constructs chosen for this study were based on adequate 

research evaluation of the alignment framework and a creative way in implementing 

sub-disciplines in our preliminary framework, which focuses on brand identity 

(including: EO, EB) in order to adequately gain a desired brand image by 

internationalizing through retailers. As a result, we strongly believe that we combined 

these theories not randomly, but well-thought through in order to explore and explain 
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brand alignment based on the chosen constructs, which would not have been as 

beneficial if we did not integrate the theories and sub-disciplines. The analysis from 

chapter 4 and discussion from this chapter, covering the various theories and sub-

disciplines has enabled us to revise the initial framework and make modifications in 

order to enhance its usability. We believe this makes it not only applicable for Swedish 

Outdoor SMEs but, also in other industries where SMEs want to build, align and 

internationalize their brand. We hope and believe it can be used by other companies. 

 

Proposition 1: In order to build a strong brand companies need to align their 

intended brand identity with internal stakeholders (brand visionaries and brand 

providers) to gain the desired brand image. 

In furtherance of our research, we have been able to establish the basis for which the 

preliminary framework will be revised. From the foregoing discussion in the previous 

sections, we have established that employer/internal branding and entrepreneurial 

orientation plays a pivotal role in the creation and delivery of a strong brand; and we 

have seen that in the firms studied. In the preliminary framework, we noted that 

employer branding activities (denoted by an arrow from brand visionaries to brand 

providers) have to come from the brand visionaries (management) to the brand 

providers (employees) in the alignment of marketing goals; and entrepreneurial 

orientation (denoted by an arrow from both groups) would be required from both 

groups. Our findings revealed that all the firms mentioned that there is the need to 

ensure that employees understand the message the brand wants to pass across to their 

customers. This is communicated through internal meetings, trade fairs, in-house 

education and clinics as highlighted by all firms interviewed. They also reflect EO in 

the way their brand management/marketing activities in diverse ways regardless of the 

impacts culture may have on a firm’s willingness to take risks. 

 

Proposition 2: Foreign retailers may have an important role in the 

internationalization of SODBs. 

In a similar vein, our preliminary model shows that retailers constitute a route through 

which SODBs get their brands to international markets. The firms interviewed in this 

study and findings from our research into the Swedish Outdoor industry, corroborates 

this assertion. Through these retailers and distributors they are able to enter markets that 

even has some cultural distance especially language barriers. They constitute the root 

through which the brand identity is conveyed to end-users, while forming their own 

perception as revealed by the findings. Considering the fact that SMEs are generally 

adjudged to be faced with constraints; and as a result have to be entrepreneurial in how 

they manage their scarce resources unlike MNC who can indeed carry their brands 

through FDIs in overseas market as established by the eclectic paradigm. Additionally, 

we discovered that majority of the firms indeed undertake one form of retail branding 

(indicated with the black broken lines on the revised framework) or the other in order to 

enhance their visibility  in stores and make retailers understand the brand and its 

message better. This is shown in the revised model and confirms the role played by 

retailers/distributors in the internationalization of SODBs. 

Proposition 3: The intended brand identity might or might not be in line with 

retailers and end-users perception of the brand (brand image). 

 

The brand identity is a vital part of developing a brand image because without the 

influence and decision of the people (organization) behind the brand, their 

communication towards external stakeholders cannot be created and a desired image 
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may not be achieved. As discussed, the brand identity consists of many associations. 

We analysed various different associations in this study (functional- & symbolic-, core- 

and extended- and main- associations). Moreover, we analysed the value proposition 

(Aaker, 2010) and connected it towards customer value types (Smith & Colgate). The 

input of the qualitative analysis, representing the brand identity, was analysed and the 

quantitative analysis was developed to see if those associations are perceived in the 

same manner by retailers and end-users. Therefore, the possibility to compare brand 

identity and brand image on different associational dimensions was possible through the 

“exploratory sequential design” (Creswell & Plano Clark, 2011, p. 86) of the research. 

Overall, it is to say that the brand identity is perceived as desired by retailers and end-

users and therefore it results in an aspired brand image. The way the companies want 

SODBs to be perceived is reflected by the current way customers and consumers think 

about them. All main associations could be proven to be aligned, the functional 

importance of associations but also the value of symbolic/emotional associations could 

be confirmed in the analysis, which makes the broken-lines of brand identity and brand 

image becoming straight lines. All these are depicted in figure 5 below. 
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                                            Brand Image: outside-in perspective 

 
Figure 5: Revised Framework of Brand Alignment and Internationalization of SODBs 
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Chapter 6 Conclusion 
This chapter shows the general conclusion & main findings of this study based on our 

analysis and discussions in chapter 4 & 5. This enables us to contribute toward 

theoretical, practical and societal issues that lead to valuable recommendations for the 

outdoor industry as well as SMEs in general. The quality criteria for this study are 

presented alongside the limitations and suggested future research. 

6.1 General Conclusions  

From the previous chapter we have been able to present discussions centered on the 

research aim which is to investigate how Swedish Outdoor SMEs build their brand 

identity, internationalize their brands and the brand image customers perceive. With the 

revised framework presented in section 5.6, we have been able to justify the 

propositions. In order to fulfill the research purpose, the following research questions 

can now be answered in the following: 

1.) How do Swedish Outdoor SMEs build their brand identity and align their brand for 

international markets? 

 

In line with RQ1, our findings have enabled us to see how the firms studied build their 

brand identity by aligning employees with the broader marketing strategy through the 

entrepreneur/entrepreneurial team. The entrepreneur has great influence on how the 

brand should be communicated towards employees in order for the firm to communicate 

the intended identity to external stakeholders (retailers and end-users). This enables 

them to build the desired brand identity that they intend for the customers (retailers & 

end-users) to perceive. This constitutes the brand image as indicated by our revised 

framework in section 5.6. We believe that there is enough evidence from the interviews 

and secondary data that reflects the place of employee industry knowledge and passion 

for the outdoor. These amongst others serve as an intangible asset that firms use to 

further their corporate goals. This is reflected in the kind of employees they attract and 

the internal branding activities they undertake to ensure continuous alignment of 

business goals between the brand visionaries’ and brand providers. The relationship 

firms have with retailers and distributors enables them tap into market potentials and 

mitigate barriers that may arise in foreign markets by being proactive and continuously 

innovative. However, risk taking varies considerably amongst the firms as shown in 

Appendix 16. 

 

2.) To what extent is the brand identity created in line with retailers and consumers 

perceived brand image in international markets? 

 

Based on the findings, RQ2 can be affirmatively answered by stating that the brand 

identity is in line with the retailers and end-users perceived brand image.  The analysis 

revealed that the retailers and end-users do not just value the same brand associations in 

nearly the same manner but, also perceive the brand associations generally as intended 

by the companies participating in this study. Since the focus of this research was not set 

on single markets (e.g. Germany, France) regarding brand image, but mainly European 

market; therefore, we can say that the brand identity created aligns with the brand image 

perceived in the markets addressed in this study. The created brand identity achieved 

through internal brand alignment (see RQ1) is a precondition in order to achieve the 
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desired brand image. This can be seen as an example for other industries and SMEs in 

particular, to examine their current brand positioning in the market. 

Main Findings 

 Brand image and brand identity are aligned with each other. 

 Functional benefits/values are more important than symbolic or emotional 

benefits/values for the companies as well as the retailers and end-users. 

 The companies studied are following most of the SME guidelines.  

 Different internal branding activities are actively used by each firm to ensure that 

employees understand how they want the brand to be perceived. 

 Entrepreneurial orientation is expressed in different forms of behaviours by each firm. 

 Entrepreneurial marketing is evidently present in each firm studied as they pay attention 

towards industry knowledge, getting key personnel and identifying market 

opportunities. 

 Interestingly all the firms studied uses the business strategy approach (economic, 

cultural etc.) in evaluating their market entry mode.  

 SODBs predominantly use retailers in their export activities with regards to taking their 

brands international. 

 Retail-manufacturer relationship helps the firms studied to better position their brands 

and this is a vital source of intangible assets in their internationalization efforts.  

 Majority of SODBs are more present in European countries in comparison to other 

countries outside the EU. This is in line with the postulation that companies will first 

export to countries with lower cultural distance before venturing into more distant 

cultures. 

6.2 Contributions 

Theoretical Contributions 

Gap 1: Through this research we aimed at contributing to the general brand 

management theory of SMEs by looking at their brand management guidelines (Keller, 

2008, p. 660; Krake, 2005, p. 232) and most of them hold true with regard to this 

research based on our findings. Thus, the outcome of this research contributes to the 

understanding of SME brand management, which needed further attention (Spence & 

Essoussi 2010) and specifically looked at guidelines (Keller, 2008, p. 660; Krake, 2005, 

p. 232) the companies follow as an appropriate tool to analyze this existing theoretical 

gap. All companies are focusing on building and maintaining one strong brand. Through 

creative marketing, the brand awareness and brand image are being enhanced. All 

companies make use of secondary associations, but primarily functional associations are 

of main importance for outdoor brands since they are performance oriented, which 

reflects the brand as a product brand identity perspective (Aaker, 2010). The CEO/brand 

visionary (Management) is/are the driver of brand identity- this could be confirmed for 

two out of three companies of this study. Moreover, we discovered that Swedish 

Outdoor SMEs are focusing on ca. three main associations instead of just 1-2.  

Gap 2: The COO association in particular was tested in this study based on research 

suggestions of Spence and Essoussi (2010, p. 1051). The findings of our analysis have 

shown that the COO in particular could not have been proven to be important and 

exploited by all SMEs of this study as a secondary brand association. Two out of three 

companies find it beneficial to be a Scandinavian (Swedish) brand in the outdoor 
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industry. However, the COO it is not standing in focus of the brand identity and the 

positioning of those companies. Being a Scandinavian brand evokes automatically a 

connection towards Sweden since it is part of Scandinavia. The COO is valued by 

customers through beneficial associations (such as nature and reliability) they connect 

to Sweden. As a result evidence is high that the COO has an influence on the SODBs 

and their perceived image and supports the current branding theory of SMEs in their 

suggestion that the COO might be a powerful association. 

Gap 3: The findings contribute to the ongoing discussions on the need to align 

employees with marketing strategies in order to avoid counterproductive efforts 

(Hieronimus et al., 2005, p. 5) that may arise due to a lack of employee alignment. Our 

findings contribute to extant literatures and show the need for companies to engage in 

employer/internal branding activities as part of their corporate strategies. Furthermore, 

we have also contributed to the ongoing discussion about the relationship between 

entrepreneurship and marketing by bringing these concepts together to further our 

understanding of brand building and internationalization. It also brings into more focus 

and opens a new line of thought for scholars in International Business (IB) to see into 

the relationship between employer/internal branding activities and internationalization 

propensity of firms. We have been able to draw attention to this very interesting field 

that has not been explored yet. Additionally, the combined framework of marketing and 

entrepreneurship theories can be used as a model for other studies. 

Methodological Contributions 

A main advantage for this study was its methodology of “exploratory sequential 

design” (Creswell & Plano Clark, 2011), where the interviews (qualitative research) 

with SMEs served as a basis for the questionnaires that were developed (quantitative 

research). It increased the validity of comparing the brand identity and the brand image. 

In this particular study we measured an intention (identity) against an actual perception 

(image), which can serve as a model and be beneficial for studies that also measure 

different perspectives in order to compare and come to a valuable recommendation. 

Societal Contribution 

Countries all over the world have different reputations and this have a way of affecting 

how the product from each country is perceived by foreigners. We have been able to 

once again corroborate the reputation associated with Sweden as a country with our 

findings and also show ways that companies especially those in the Swedish Outdoor 

industry can better position their brands in line with what customers’ perceive about 

SODBs. We also believe that other sectors within the country’s economy can use this as 

a sounding board for reaching beyond their local market; because of the beneficial COO 

image that Sweden has in terms of being associated with “nature & landscape”, 

“quality” and “clear design” as revealed by the analysis. The latter could influence the 

perception that customers have about Sweden as a country. These all can be used by 

firms to better leverage on market opportunities. Furthermore, for Sweden as a country 

this can help increase the visibility of brands abroad. This will also encourage other 

companies to actually imbibe entrepreneurial behaviours which are required for 

internationalization. 
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6.3 Recommendation for Swedish Outdoor Companies/SMEs 

 The brand identity and brand image reveals that they are in line with each other in this 

study. Therefore, they should reinforce and exploit their brand image associations 

(Aaker, 2010, p. 180). We discovered that the focus of the brand is on functionality and 

therefore on functional associations, which is surely a very positive sign for the SMEs 

and shows that they are focusing on the right brand elements. 

 

 Symbolic or emotional benefits/values are used by each SME in this study; but just in a 

limited way (e.g. sustainability). The Swedish COO image was perceived valuable by 

customers (retailers and end-users) in this study. Therefore companies should consider 

stressing the COO image as secondary brand associations as well as emotional/symbolic 

associations in general since they are considered to bind the customer and are harder to 

be copied by rivals. 

 

 SME should question what kind of secondary associations can be used or exploited that 

are not costly and add symbolic value to the brand. A brand is more than a product and 

SMEs in general should be proactive and creative in building their brand. Therefore, 

SMEs should be open-minded and consider all kind of branding possibilities, also those 

that LOs follow. Large companies can run the risk to be too strategic and narrow 

minded when it comes to brand building (Aaker, 2010), whereas SMEs might be more 

intentional and need a bit more strategic focus regarding branding in order to exploit on 

the opportunity to build something unique; a brand and an image.  

 

 Swedish Outdoor SMEs should consider getting more involved in employer branding 

activities in order to attract employees that share their values. This can be by improving 

their career section on their website in order to attract and retain talents not just 

enthusiast of outdoor sports. The employer equity that they create in the mind of 

potential employees will go a long way in determining how well their internal branding 

activities deliver in terms of aligning employees with their marketing strategy. 

 

 Internal branding activities should be intensified by firms through different activities 

that should be integrated into their corporate culture. Using the cultural web as 

explained by Johnson and Scholes (1997) as a corporate strategy including using 

symbols (representing their values, what they want the brand to stand for) stories 

(customer feedbacks on products), rituals and routines (daily behaviours that accentuate 

the desired behaviour and expectations) would help align employees with strategic 

organizational goals. 

 

 In order to proactively take on opportunities in emerging markets especially the ones 

that have the target groups of outdoor enthusiasts, Swedish Outdoor SMEs who make 

complementary products should consider jointly investing through FDIs by way of own 

brand stores in foreign markets. Strategic co-opetition is becoming more popular in 

recent years with companies who ordinarily would see themselves as “competitors” 

combining resources in order to identify new opportunities and business strategies that 

they can jointly leverage on. This can help both companies because “business is both 

competition and cooperation” (Bowser, 2007). 

 

 Organizational structures may influence the level of entrepreneurial orientation and as 

Swedish companies who normally have flat organizational structures; they should 
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encourage and create an environment that will make employees to be more autonomous 

in order to increase employee creativity. 

6.4 Quality criteria 

Validity is the degree of fit between data and the reflection of the population studied 

and reality-internal and external validity. Validity in mixed methods is “[addressing] 

potential issues in data collection…analysis…and the interpretation that might 

compromise the merging or connecting of the quantitative and qualitative strands of the 

study and conclusions drawn from the combination” (Creswell, 2011, P. 239). There are 

on-going discussions about the validity of mixed methods and it is also “described as 

being in their infancy” Onwuegbuzie and Johnson (2006, cited in Creswell, 2011, p. 

238). As a result of this, focus is on strategies that researchers might use in all three 

phase-data collection, data analysis, and interpretation. It has been noted that combining 

qualitative and quantitative methods itself raises a questions about the validity of the 

study that transcends the validity issues that arise in both quantitative and qualitative 

methods (Creswell, 2011, P. 239).  

 

However, to ascertain the validity of this study it is recommended that specific validity 

checks for each method should be addressed by the researchers and we have taken this 

recommendation into account. To ensure data collection validity, different individuals 

were selected in the two phases of data collection and rigorously tested scales were used 

in the phase two of the data collection. In conducting the interview, we endeavoured to 

get as much information as possible from the interviewee which will allow for greater 

internal validity but, the downside is that focusing on small group may lead to loss of 

external validity (David & Sutton, p. 20) but, our inability to get more interviews due to 

time constraints on the part of the companies contacted meant we had to focus on the 

ones we had and endeavour to get as much information as possible. We are quite aware 

of this and have ensured the selection of a well-chosen small group of micro, small and 

medium enterprises; and using semi-structured interview allowed us to easily compare 

the interviewees. In quantitative studies researchers tend to emphasize the need to get 

sufficient numbers of respondents to allow generalizability about the whole population 

studied (David & Sutton, 2011, p. 20). For this purpose, we sent out the link to the 

questionnaires to a large number of respondents, which enabled us to get 103 surveys 

from retailers out of which 93 were valid; and 343 respondents from the end-users out 

of which 248 were used. The duration for collecting the responses was between two 

weeks and three weeks.  

 

Reliability on the other hand “refers to the consistency of a measure of a concept” 

(Bryman & Bell, 2011, p. 158). This reflects if the results of the studies are consistent. 

Considering the time we needed to run the surveys and carry out test-retest method on 

respondents, we have endeavoured to improve the reliability of the study by using tested 

scales with multiple indicators and carrying out a pilot test of the measurement 

instrument; and also used correlation techniques (Cronbach’s alpha) to test the internal 

reliability of the scales. For the interviews the procedures were documented and 

reliability procedures suggested by Gibbs (2007 cited in Creswell, 2009, p. 190) such as 

checking of transcripts to make sure no mistakes were made during transcription, 

ensuring no drift in the definition of codes and cross checking the codes used served as 

a guide and ensured the reliability of the qualitative data obtained from the interviewees. 

Additionally the transcript was sent back to the interviewees for clarification. In order 
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for this study to be replicated, we endeavoured to be explicit about the procedures 

undertaken in the course of this study “even if the research does not end up being 

replicated” (Bryman & Bell, 2011, p. 165). 

6.5 Limitations of the Study 

 Considering the number of interviews that were held we believe the sample size for 

Swedish Outdoor SMEs studied will not allow generalize beyond the context studied 

and we want to make this clear to avoid misunderstandings in the mind of the readers. 

 

 The questionnaires for retailers and end-users were distributed in English and German 

language. However, it cannot be completely ensured that all respondents were familiar 

with English in that degree that they understood all questions they answered in all 

(mainly European) countries. 

 

 The snowball sampling method used was the most feasible taken into account time and 

cost constraints but, it has been adjudged to have certain flaws by various authors. 

Nevertheless, we were still able to get respondents who knew SODBs and Sweden as a 

country.  

 

 General limitations of this study were time and resource constraints. 

6.6 Suggested Future Research 

 A longitudinal study that will involve more SODBs; including their employees would 

be beneficial in furtherance of the points identified by our research. 

 

 Future research can look into the influence of the CEO and its connection to the size of 

the company (the smaller the company, the more important the CEO). It could also be 

that time is responsible for the gap between the CEO and the brand’s identity when 

having a brand with an old history; which can be addressed in further research. 

 

 The exploitation of the Swedish COO association could not have been clearly proven 

with regard to all companies in this study. But, there are high indications that the COO 

image is of advantage for SODBs. However, it needs further proof. Moreover, customer 

ethnocentrism, which means how Swedes perceive SODBs could be investigated.  

 

 Brand equity of SODBs might also be measurable referring current retailers of SODBs, 

since they have shown knowledge and connection towards the brands. 

 

 The importance of retailers has been proven in this research; therefore a follow-up study 

could investigate specifically on the relationships between manufacturer and retailers in 

this industry.  

 

 The communication with regard to the customer differs for SMEs of this study and it 

would be beneficial to research if this depend on the size of the company, which means 

a close contact to customers is beneficial when a SME has limited resources to spend on 

commercializing their brand through expensive marketing. 
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 There is potential to test if the brand management guidelines also hold true for other 

industries with regard to SME branding and calls for further research. 

 

 This study has opened up more details about the outdoor industry in Sweden, and we 

believe that more research can be done into this sector because of the COO associations 

of Sweden revealed by the findings that needs further clarification. Future research 

should consider collecting samples from different countries and compare their outlook 

towards SODBs and see cultural differences that may exist. This may reveal factors that 

we have not been able to cover in this present study.  
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Appendix 1: The Brand Leadership Model 

 

 Classic/Old Brand 

Management Model 

The Brand leadership 

Model 

 From Tactical to Strategic Management 

Perspective Tactical and reactive Strategic and visionary 

Brand manager status Less experienced,  

shorter time horizon 

Higher in the organization, 

longer time horizon 

Conceptual model Brand image Brand equity 

Focus Short-term financials Brand equity measures 

 From a Limited to Broad Focus 

Product-market scope Single products and 

markets 

Multiple products and 

markets 

Brand structures Simple Complex brand 

architectures 

Number of brands Focus on single brands Category focus-multiple 

brands 

Country scope Single country Global perspective 

Brand manager`s 

communication role 

Coordinator of limited 

options 

Team leader of multiple 

communication options 

Communication focus External/customer Internal as well as 

external* 

 From Sales to Brand Identity as Driver of Strategy 

Driver of strategy Sales and share Brand identity 
 

The Brand Leadership Model (Aaker & Joachimsthaler 2000, p.8) 
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Appendix 2: Brand Building and Management LOs & SMEs 
 

Activity LOs SMEs 

Brand 

“culture” 
 Sophisticated concept.  Reductive concept. 

Brand 

identity 
 Visionary management. 

 

 Systematic process based on extensive 

market research, filling a gap in the 

marketplace. 

 Visionary individual= the 

entrepreneur.  

 Intuitive process based on the 

entrepreneur’s personality and 

values. 

Brand equity  Associations fabricated from consumer 

research and linked to consumer needs 

and product features.  

 Sophisticated measurement system. 

 Associations derived from the 

entrepreneur’s personality and values 

as well as from consumer needs and 

product features. 

 Measurement of brand equity a 

problem. 

Brand 

strategies 
 A multitude of strategies are being 

used locally and internationally, with 

the aim of maximizing market 

coverage and minimizing market 

overlaps.  

 Corporate branding is part of the 

overall brand strategy development. 

 A limited number of strategies are 

being used.  

 

 

 Collaborative strategies as well as 

corporate branding not generally 

used. Different levels of brand 

orientation have been observed.  

Organization 

structure 
 Brand responsibilities spread over 

       several departments and functions. 

 Brand responsibilities handled by the 

       entrepreneur and the entrepreneurial 

team. 

Marketing 

mix 
 A wide range of highly visible and 

integrated programs. 

 The emphasis is on the product. 

 A wide diversity of innovative and 

more or less integrated actions 

depending on the firm. 

 Search for low cost tactics that would 

       maximize the impact. 

 Internationally, minimum national 

       requirements should be met and local 

       adaptations are left to horizontal 

       partners 

 

Comparison of brand building and management in large organization and SMEs 

(Spence & Essoussi, 2010, p. 1042) 
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Appendix 3: Value Proposition vs Customer Value Types 
 

Value Proposition  

(Aaker, 2010) 

Customer value creation  

(Smith and Colgate, 2007) 

 

Functional benefits (p. 95-96) 

 

- brand as a product identity perspective 

- product attribute, functional utility/benefits 

- benefits directly connects to function 

performed by product 

- directly linked to customer decisions and use 

experiences 

- needs strong position relative to competitors 

- communicate capability 

 

Danger: 

- Often fail to differentiate! 

- Easy to copy 

 

 

Solution: 

- Expand brand identity beyond product 

attributes ( e.g. brand as: organization/ 

person/symbol) 

- Expand value proposition ( emotional, self-

expressive benefits) 

 

 

 

Functional/Instrumental value (p.10) 

 

- desired characteristics, is useful, or performs a 

desired function 

 

3 facets: 

(1) correct, accurate, or appropriate 

features, functions, attributes, or characteristics 

(such as aesthetics, quality, customization, or 

creativity). 

(2) appropriate performances (such as reliability, 

performance quality, or service–support 

outcomes). 

(3) appropriate outcomes or consequences (such as 

strategic value, effectiveness, operational benefits, 

and environmental 

benefits). 

 

Strongest brands have both: functional & 

emotional benefits (p. 97) 

 

 

 

 

 

Emotional benefits (p. 97) 

- Brand gives customer a positive feeling (e.g. 

save, energetic, strong…) 

- Research: focus on how customers feel when 

buying/using the brand 

 

 

 

Experiential/Hedonic value (p. 10) 

- Creates appropriate experiences, feelings, and 

emotions for the customer 

 

Depends on industry, e.g.: 

- Retailer: sensory value (aesthetics, ambiance, 

aromas, feel/tone) 

- Entertainment=emotional value 

(pleasure/enjoyment, play/fun, excitement, 

adventure, and humor) 

- business-to-business organization 

- focus on social–relational value (relational 

or network benefits, bonding/connectedness, 

personal interaction, developing trust or 

commitment, and responsiveness) 

- Disney, some travel, online firms: epistemic 

value (such as curiosity, novelty, knowledge, 

or fantasy) 

 

Only subtle difference between emotional & self-

expressive benefit (p. 101) 

 

 

Self-expressive benefits (p. 99) 

 

Symbolic/Expressive value (p. 10) 
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-brand= symbol of self-concept 

-communication of self-image 

-express multiple roles (e.g. hip, competent…) 

 

- Attach/ associate psychological meaning 

       to a product 

- consumer’s self-concepts and self-worth 

- feel good- either in buying or giving 

- associations with people/events that only have 

meaning to oneself (p.11) 

 

- reflect /express personalities, tastes, and 

values 

- social meaning-how others see us 

- prestige, status, or image (e.g. BMW) 

 

(The role of price) 

-value proposition evaluated relative to price 

-beneficial if: benefits > price 

-higher rice can also signal higher quality & 

position a brand/product 

-focus on benefits rather than price 

-high quality, but cheaper than competition: price 

evaluated by customer in competitive set 

 

 

(Cost/Sacrifice value)(13-14) 

- transaction costs  

- minimize: economic costs: product price, 

operating costs, switching costs, and 

opportunity (p. 13) 

- Minimize: psychological/ relational costs 

- Psychological costs: cognitive difficulty/     

stress, conflict, search costs, learning           

costs,… switching costs,…relationship cost 

(attachment) (p. 14) 

- minimize personal investment (time, effort, 

energy in purchase/consumption) 

- reduce risk (personal risk, operational risk, 

financial risk, or strategic risk) using: 

guarantees, warranties, flexible return 

policies, and third-party endorsements (p. 14) 
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Appendix 4: Brand Personalities 
 

Brand Personality 

Factor 

name 
Sincerity Excitement Competence Sophistication Ruggedness 

Facet   

name 

- Traits 

Down-to-

earth  
- down-to-

earth
*
 

- family-

oriented 

- small-

town 

Daring* 

- daring 

- trendy 

- exciting 

Reliable 

- reliable* 

- hard 

working 

- secure 

Upper class 

- upper class 

- glamorous 

- good  looking 

Outdoorsy  

- outdoorsy 

- masculine 

- Western 

Honest* 

- honest 

- sincere 

- real 

Spirited 

- spirited 

- cool 

- young 

Intelligent  
- intelligent

* 

- technical* 

- corporate 

Charming 

- charming 

- feminine 

- smooth 

Tough  
- tough  

- rugged 

 

Wholesome 

- wholesom

e 

- original* 

Imaginative 

- imaginative 

- unique* 

 

Successful 

- successful 

- leader 

- confident 

 

Cheerful 

- cheerful 

- sentimenta

l 

- friendly 

Up-to-date  
- up-to-date 

- independent 

- contemporary 

  

*Factors that were used based on the interview input (the facet daring was used to prove a reverse effect, 

since companies do not to want to be connected to it). 

Brand Personalities (J. L. Aaker, 1997) 
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Appendix 5: Brand Identity and Association Template 
 

Brand Identity (SME)  Brand Identity LO Theory (Aaker) 

Brand identity (SME); Spence & Essoussi, 

2010, p. 1042 

- Visionary individual= the 

entrepreneur.  

- Intuitive process based on the 

entrepreneur’s personality and 

values. 

 
 

- Clear link between the 

entrepreneurs and the brands 

character; Guideline SME branding 

(Krake, 2005) 

  

 

 

- Brand personality 

 
Brand as a person*

 

 

Associations Aaker, 2010 

Value proposition 

Smith & Colgate, 2007  

Functional Associations Functional benefits Functional/Instrumental value Brand as a product* 

Symbolic Associations Emotional benefits 

Self-expressive benefits 

Experiential/ Hedonic value 

Symbolic/Expressive value 

Brand as a symbol* 

-     

Main associations Core Identity  Core values 

Extended Identity    

Country-of Origin Extended Identity  COO association 

 Extended Identity  Brand as an organization* 

   Brand equity: Brand Awareness 

 

   *Brand Identity Perspective (Aaker, 

2010) 
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Appendix 6: Simplified Brand Identity and Association 

Template 
 

Brand Identity SMEs  

General Brand identity (SME): 

- Visionary individual= the entrepreneur.  

- Intuitive process based on the entrepreneur’s personality and values. 

(Spence & Essoussi, 2010, p. 1042) 

 
- Clear link between the entrepreneurs and the brands character; Guideline SME branding (Krake, 

2005) 

 

- Brand personality 

 

Associations 

 

Functional Associations 

 

Symbolic Associations 

 

 

Main associations 

 

Extended Identity 

 

Country-of Origin 

 

Brand Awareness  
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Appendix 7: Reference Letter for Interviewee 
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Appendix 8: Email to Participating companies 
 

Hello, 

As agreed we would soon like to hold the interview with you about “Swedish Outdoor 

Brands and Internationalization”. In order to make the interview process smoother and 

for you to save time, we would like to give you an overview about the interview 

content.  

 

 How you want the brand to be perceived by customers/ Your intended brand's 

identity. 

 How you view opportunities in foreign market with regards to risk; the emphasis 

placed on entrepreneurship within the teams. 

 It covers internal branding activities that are aimed at aligning potential/current 

employees with your marketing strategies. 

 Internationalization factors that you consider with regards to entry mode in 

foreign markets: cultural differences, market knowledge etc. 

 

The purpose of this study is to analyze how customers (retailers & end-users) perceive 

your brand or Swedish brands in general. Therefore we will measure brand identity 

(your intentions) versus the brand image (how the brand is perceived). For that we 

develop surveys for retailers and end-users that are based on latest research and 

measurement tools in the field of branding and send it out to the European market.Your 

participation is voluntary and the level of participation is up to you. Our research will 

not cover sensitive information about your company. 

 

However, we would like to request for permission to use your company`s name in our 

survey and subsequent report writing if you would allow us to do so.  

 

We can offer you different benefits from this study by presenting the findings of our 

research to you. Moreover, you can also see the transcript of the interview if you want 

and decide upon which information we are allowed to use. 
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Appendix 9: Interview Guide 
 

1. Basic Information 

 

Interview information 
Type: Telephone Interview 

Date and time:  

Place of Interviewer:  

Place of Interviewee:  
 

Company Name:  

Name of interviewee:  

Position in the company:  
Number of Employees:   

Company age:  

 

 

2. Brand Management, Brand Identity, Brand Image  

o How do you as a company want your brand to be perceived by customers/ what 

is the brand's identity (did it change over time)? 

 

o What do you think customers value most about your brand & associate with 

your brand? Values: 

-Functional: performance 

-Emotional: experience 

-Symbolic: psychological 

 

o What are your brand`s characteristics/if your brand would have a certain 

personality (personality → see table below)? 

 

o Do you stress the history and heritage of your organization (internally & 

externally)? 

 

o Do you see benefits of being a Swedish brand? Do you take advantage of that? 

(COO; customers associations & value)? 

 

o Why is your company`s name used as your brand name (awareness, 

organizational recognition)? 

 

o How do you position your brand (uniqueness, target group/ differentiate against 

main competitors?)? 

 

o Do you want retailers and customers to perceive the brand in the same way? 

 

o Do you think retailers influence the way end users view your brand? 
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o How do you ensure and manage branding in retail stores? (e.g. merchandising, 

check-ups, contracts, terms…) 

 

o Can you tell me something about your general brand management?  (driver: 

brand identity?; creative & innovative communication, materials?; ensure 

awareness?; conducting customer surveys?)? 

 

o Would you consider including a second brand/sub-brand in the future? 

 

o Do you follow same brand strategy in all markets? (Would you like to be 

perceived in the same way in all markets e.g. to stand for the same in Sweden as 

in Germany)? 

 

Brand Personality (see question above) 

As being: 

Honest & 

reliable 

Secure & of 

quality 

Imaginative & 

unique 

Daring & 

trendy 

Tough Outdoorsy & 

natural 

o   Others:... 

 

3. Entrepreneurial orientation 
o Do you encourage people to take calculated risk with new ideas of possible 

market opportunities? [ what do you think about new ideas and potential 

market that has some level of risk] 
 

o Would you describe people in your organization as risk taking? 

[supporting/affirmative Q] 

 

o Do you seek out creative ways in running your marketing operations? [What is 

creativity for you when it comes to your brand?] 
 

o Do you actively introduce product improvement and innovation as a core focus 

of the company? (How?)[Supporting/affirmative Q] 

 

o As a (brand) manager do you allow employees to decide on how they want to go 

about doing their jobs?  

 

o Would you say that your brand is a personification of the entrepreneurs (CEOs) 

character? Does he/she actively spreads the brand`s identity in the organization? 

[supporting/affirmative Q] 
 

4. Employer/ internal branding 

o Do you pay emphasis on attracting employees that share your values as a firm and 

have good industry knowledge?  [what is more important for you when it comes 

to new employees] 
o Do you carry out activities aimed at ensuring that employees understand your 

marketing strategy? [Do you consider internal branding activities to be as 

important as external branding activities?] 
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o Do you think the behaviors of employees’ influence how your brand is perceived by 

customers? [Do they share and communicate the passion for the brand?] 

 

 5.    Internationalisation & Distribution 

o What factors do you consider when making decisions on which foreign markets 

to enter? [ Depending on the answer: knowledge, experience about markets] 

 

o Do you prefer to go to foreign markets that share similar cultural characteristics 

with Sweden (why?)? 

 

o Which factors do you consider when contacting retailers in international 

markets? (e.g. retailers image, pure sales enhancement) [Affirmative Q] 

 

o Does your firm plan to open its own brand store(s) in foreign markets (possible 

benefits: increase brand awareness; market expansion)? 

 

o  In which markets do you have most retailers? 

 

o In which international markets have you had the most success as a Swedish 

brand?   

 

o What constraints do you face as an SME in the outdoor industry while 

internationalizing your brand (constraints: financial, staff, time…)? 

 

o What are your plans for the next 5 years with regards to foreign market 

expansion?  

 

Thank you very much for this interview, time and efforts 
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Appendix 10: Interview Guide Development 
 

Changes undertaken after the 1st and before the 2nd interview. 

After Interview 1 (Haglöfs) After: Interview 2 (Elevenate)/  

Before: Interview 3 (Klättermusen) 

Changes based on understanding issues of 

terms: 

Changes based on understanding issues of terms 

Redefinition of the “brand identity” question Brand identity clearer defined. Answers from 

interview gave basis for specific formulations. 

Redefinition of the term “Employee branding”    

Overall: Interview was much smoother. 

Spontaneous questions that came up were asked 

while still following the interview guide. 

Changes based on structural “fit”: 

 Questions addressing the following issues…: 

a) Retailers influence on brand perception 

b) Brand management in retail stores 

…were moved back under Part 1 “Branding” since 

they did not fit under “Internationalisation” as 

initially thought. 

The order of issues addressed in the first part 

slightly changed due to answers given in the 1
st
 

interview. 
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Appendix 11 Interview Guide: Link to Theories 
 

Interview Parts: Relates to following theories: 

      

1. Brand Management, Brand Identity, Brand Image & Brand Equity 

Brand Identity Link:  

(Krake, 2005; Spence & Essoussi, 2010) 

Brand management: leadership model (Aaker & Joachimsthaler, 

2000),  

Brand management guidelines SMEs (Keller, 2008; Krake, 2005); 

Brand management building SMEs (Spence & Essoussi, 2010); Brand 

alignment framework (Srivastava & Thomas) 

 

Associations: functional, 

symbolic, extended 

 

(Aaker, 2010; Keller, 2008) 

 

Link: Brand Identity SMEs: (Spence & Essoussi, 2010, p. 1046), 

(Aaker, 2010, p.117) 

 

 

Brand Positioning & 

distinctiveness 

Link: Wong & Merrilees, 2005, p. 157 

 

Brand management guidelines Link:Keller, 2003 & Krake, 2005 

 

Complex vs. simple brand 

structures/architecture 

Link: Aaker, 2010; Keller, 2008 

Brand awareness: recognition 

and recall 

(Aaker, 2010, p. 330) 

Brand Equity SMEs Link: Krake, 2005) 

Brand Identity perspectives Link: Aaker`s (2010)   

COO Association/Image 

 

 (Spence & Essoussi, 2010) 

(Aaker, 2010, p. 169; Keller, 2008, p. 285) 

Brand Personality 

 

 (Aaker, 1997) 

(Caprara, 2001, p. 389) 

Honest & 

reliable 

Secure & of 

quality 

Imaginative & 

unique 

Daring & 

trendy 

Tough Outdoorsy & 

natural 

Others 

Organizational & symbolic 

branding 

Link: COO Image & Brand Imagery (Keller, 2008, p. 65)/ Internal 

brand identity & external brand positioning 

  

3.      Entrepreneurial orientation 

Risk-taking; proavtiveness, 

innovation, autonomy & 

competitive aggressiveness. 

(Hughes & Morgan, 2007). Scales 

 

   

4. Employer/ internal branding 

 

Employer branding initiatives 

Theories: (Foster, Punjaisri, & Cheng, 2010; Hieronimus, Schafer, & 

Schröder, 2005) 

 

 5.    Internationalization & Distribution  

 

Internationalization 

approaches. 

Link: Internationalisation:(Sakarya, Eckman, & Hyllegard, 2007; Zain 

& Ng, 2006), 

 

Appendix 12: Questionnaires (See below)
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Hello, 
 

 
This survey is developed for our Master’s Thesis at Umeå University in Sweden. The study is about “Swedish Outdoor Brands” and the effect of 

different organizations’ intended brand identity on retailers and consumers, in order to better understand your perception about them. 

 
OUTDOOR COMPANIES PRODUCE e;g OUTDOOR CLOTHING (WINTER JACKETS, SKIING JACKETS, SHOES), BACKPACKS, TENTS, 

OUTDOOR GEARS ETC.  

 

Completing this survey would take approximately 15 minutes and we would highly appreciate your participation in this interesting research 

We are collecting responses until the 19th of April, 2013. The information given will be handled in a confidential and anonymous manner. 

If you have any questions please contact us on any of these emails: Ruth O.Mrabure (rumr0002@student.umu.se) OR Maria Göppel 

(maga0090@student.umu.se). 
 

 
Thank you very much in advance for your willingness to participate in this survey! 
 
 
 
 
 
 
 
 

 

*1. In which country are you operating? 

Country: 

 

*2. How many employees does your company have? 

 
mlj 

 
Less than 10 

 

mlj Less than 50 
 

mlj Less than 250 
 

mlj More than 250 

 

*3. On average most of your customers are of what age? 

 
fec 

 
20 or younger 

 

fec 2129 
 

fec 3039 
 

fec 4049 
 

fec 5059 
 

fec 60 or older 
 

 
 

*4. Which brands first comes into your mind when you think about Swedish Outdoor 

Brands? 

English Retailer Questionnaire 
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Below are some logos of Outdoor Brands. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

*5. From the brand logos with their respective numbers: Which brand logos are you 

aware off? 
 

 

fec 
 

1 

 

fec 
 

2 

 

fec 
 

3 

 

fec 
 

4 

 

fec 
 
5 

 

fec 
 

6 

 

fec 
 

7 

 

fec 
 

8 
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*6. Which logos do you connect to Sweden? 
 

 

fec 
 

1 

 

fec 
 
2 

 

fec 
 

3 

 

fec 
 

4 

 

fec 
 

5 

 

fec 
 

6 

 

fec 
 
7 

 

fec 
 

8 

 
 
 
 

*7. Do you think that a logo in combination with a brand name would make it easier for 

your customers to remember or recognize the brand? 

 
mlj 

 
Yes 

 

mlj   No 
 

mlj Sometimes 

 

*8. Do you carry Swedish Outdoor Brands in your product assortment? 

 
mlj 

 
Yes 

 

mlj   No 
 

 

9. If question 8 has been answered with YES: How many Outdoor Brands do you have in 

your portfolio? 

(Otherwise continue to the next question 11) 

 

mlj Only one 
 

mlj 13 
 

mlj 35 
 

mlj More than 5 
 

 

10. If you currently carry Swedish Outdoor Brands: 

Please indicate on a scale of 15, where 1=Poorly Demanded and 5=Highly Demanded 

 1 Poorly Demanded 2 3 4 5 Highly Demanded 

Swedish Outdoor Products 

are 

nmlkj nmlkj nmlkj nmlkj nmlkj 
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11. If question 8 was answered with NO:Would you consider including a Swedish Outdoor 

Brand into your product range in the future? 

 

mlj Yes 
 

mlj   No 
 

mlj Maybe 
 

 
 
 
 
 

*12. How do you evaluate the following statements about sustainability for Outdoor 

Brands? 

Please indicate on a scale of 15, where 1= Not at all and 5= Very much so. 

1 Not at all 2 3 4 5 Very much so 
 

Do you feel good when you 

buy an environmentally 

friendly outdoor brand? 

Would you prefer buying a 

brand that is sustainable 

but more expensive than 

alternatives? 

Do you see it as an 

investment to buy clothes 

that will be recycled after 

handing them back (for a 

small refund)? 

 

nmlkj nmlkj nmlkj nmlkj nmlkj 

 
 
 
mlj mlj mlj mlj mlj 
 
 
 
 
nmlkj nmlkj nmlkj nmlkj nmlkj 

 
13. What do you associate with Sweden as a country? 

(please mark 3 most appropriate options) 

 

fec Openness 
 

fec Excitement 
 

fec Quality 
 

fec Creativity & Innovation 
 

fec Conservative People 
 

fec Honesty & Reliability 
 

fec Nature & Landscape 
 

fec Relaxed 
 

fec Clear Design 
 

fec Tough/ Cold Weather 
 

fec Environmentally Friendly 
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14. To which degree do you think Swedish Outdoor Brands (are): 
 

 1 Strongly Disagree 2 3 4 5 Strongly Agree 

Longlasting. nmlkj nmlkj nmlkj nmlkj nmlkj 

Of Good value. mlj mlj mlj mlj mlj 

Prestigious products. nmlkj nmlkj nmlkj nmlkj nmlkj 

Stand out from competitors. mlj mlj mlj mlj mlj 

Stand for something 

unique. 

nmlkj nmlkj nmlkj nmlkj nmlkj 

Are in a class by itself. mlj mlj mlj mlj mlj 

Are basically the same than 

other brands . 

nmlkj nmlkj nmlkj nmlkj nmlkj 

 

 
 
 
 

*15. Would you describe the competition of brands to get a place in your store: 

 1 Extremely Low 2 3 4 5 Extremely High 

as being nmlkj nmlkj nmlkj nmlkj nmlkj 
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*16. Please indicate on a scale of 15, where 1= Strongly Disagree and 5= Strongly Agree. 

To which extent would you strongly agree or disagree with the following statements. 

The intention to include brand in your assortment is based on: 

 1 Strongly Disagree 2 3 4 5 Strongly Agree 

Our own customers’ 

preferences and demand. 

nmlkj nmlkj nmlkj nmlkj nmlkj 

Competitive retailers brand 

portfolio. 

mlj mlj mlj mlj mlj 

The brands unique identity. nmlkj nmlkj nmlkj nmlkj nmlkj 

That the brand has earned 

a strong reputation. 

mlj mlj mlj mlj mlj 

That you can trust the 

brand. 

nmlkj nmlkj nmlkj nmlkj nmlkj 

That this brand produces a 

product to high standards. 

mlj mlj mlj mlj mlj 

Our relationship towards the 

manufacturer. 

nmlkj nmlkj nmlkj nmlkj nmlkj 

We can count on good 

service from this brand. 

mlj mlj mlj mlj mlj 

That the brand represents 

excellent value for money. 

nmlkj nmlkj nmlkj nmlkj nmlkj 

That the brand performs 

well . 

mlj mlj mlj mlj mlj 

That the brand is effective. nmlkj nmlkj nmlkj nmlkj nmlkj 

That the brand lives up to 

its promises. 

mlj mlj mlj mlj mlj 

That the brand is growing 

in popularity. 

nmlkj nmlkj nmlkj nmlkj nmlkj 

That the brand is 

innovative . 

mlj mlj mlj mlj mlj 

The positive perception we 

have about the brand (even 

when it is a startup 

business, but promising). 

nmlkj nmlkj nmlkj nmlkj nmlkj 

The strengths it provides for 

our own store image. 

mlj mlj mlj mlj mlj 

Fit to our own identity. nmlkj nmlkj nmlkj nmlkj nmlkj 
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17. Please read carefully : 

 
 

Please answer all questions that will follow in this section based on the Swedish Brand(s) 

in your retail store. 

In case you currently have no Swedish Outdoor Brand in your portfolio, please just 

imagine one and indicate in the box below . 

 
 

*18. It is important for us that Swedish Brand(s): 

 1 Strongly Disagree 2 3 4 5 Strongly Agree 

Competes by offering nmlkj nmlkj nmlkj nmlkj nmlkj 

products with the right      
features or attributes.      
Is offering products with mlj mlj mlj mlj mlj 

superior performances or      
outcomes.      
Has a reputation for making nmlkj nmlkj nmlkj nmlkj nmlkj 

useful products.      
Has a reputation for making mlj mlj mlj mlj mlj 

quality products.      
Is known for technological nmlkj nmlkj nmlkj nmlkj nmlkj 

innovation.      
Is offering outstanding mlj mlj mlj mlj mlj 

customer experiences.      
A big part of the appeal of nmlkj nmlkj nmlkj nmlkj nmlkj 

the organization`s product      
(s) is the ambiance, feel or      
aesthetics experienced.      
Allows us to express our mlj mlj mlj mlj mlj 

own attitudes, interests, or      
opinions.      
Gives us a feeling of nmlkj nmlkj nmlkj nmlkj nmlkj 

security.      
Gives us a feeling of social mlj mlj mlj mlj mlj 

recognition.      

Are a “good deal” for us. nmlkj nmlkj nmlkj nmlkj nmlkj 
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*19. Please answer all questions that will follow in this section based on the Swedish 

Brand(s) in your retail store OR continue with the one you have just noted in the box. 

 
 

Please indicate on a scale of 15, where 1= Not at all and 5= Very much so. 
 

 1 Not at all 2 3 4 5 Very much so 

I know a lot about Swedish nmlkj nmlkj nmlkj nmlkj nmlkj 

outdoor brands.      

We have detailed mlj mlj mlj mlj mlj 

understanding about how      
Swedish outdoor brands      
work (features).      

Manufacturers are nmlkj nmlkj nmlkj nmlkj nmlkj 

educating us about their      
brand and product features.      

Our sales force can clearly mlj mlj mlj mlj mlj 

pass on to our customers’      
information about Swedish      
brands.      

 

*20. Please indicate on a scale of 15, where 1= Not at all and 5= Very much so. 

To which degree do you think Swedish Brands 

 1 Not at all 2 3 4 5 Very much so 

Are reliable. nmlkj nmlkj nmlkj nmlkj nmlkj 

Are durable. mlj mlj mlj mlj mlj 

Have special features and 

functions. 

nmlkj nmlkj nmlkj nmlkj nmlkj 

 

*21. Please indicate on a scale of 15, where 1= Not at all and 5= Very much so. 

How do you evaluate the following statements about Swedish Outdoor Brands. 

 1 Not at all 2 3 4 5 Very much so 

My overall opinion about 

Swedish outdoor brands is 

very positive. 

nmlkj nmlkj nmlkj nmlkj nmlkj 

The brands consistently 

satisfy our customers. 

mlj mlj mlj mlj mlj 

In comparison to alternative 

brands, a Swedish brand is 

very high quality. 

nmlkj nmlkj nmlkj nmlkj nmlkj 

Swedish brands are made 

to high standards . 

mlj mlj mlj mlj mlj 
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22. How important is it for you that the makers of Swedish Brands are: 
 

 1 Not Important 2 3 4 5 Very Important 

Knowledgeable. nmlkj nmlkj nmlkj nmlkj nmlkj 

Innovative. mlj mlj mlj mlj mlj 

Trustworthy. nmlkj nmlkj nmlkj nmlkj nmlkj 

Understanding your needs. mlj mlj mlj mlj mlj 

Care about your opinion. nmlkj nmlkj nmlkj nmlkj nmlkj 

Have your interests in mind. mlj mlj mlj mlj mlj 

 
 
 
 

*23. In case the brand would have a personality: to which degree would you connect the 

following characteristics to Swedish Outdoor Brands? 

 
 

Please indicate on a scale of 15, where 1= Strongly Disagree and 5= Strongly Agree. 

 1 Strongly Disagree 2 3 4 5 Strongly Agree 

Open (original, creative, 

innovative) 

nmlkj nmlkj nmlkj nmlkj nmlkj 

Downtoearth mlj mlj mlj mlj mlj 

Exciting (trendy, daring) nmlkj nmlkj nmlkj nmlkj nmlkj 

Conservative mlj mlj mlj mlj mlj 

Reliable nmlkj nmlkj nmlkj nmlkj nmlkj 

Secure mlj mlj mlj mlj mlj 

Intelligent & Technical nmlkj nmlkj nmlkj nmlkj nmlkj 

Trustworthy mlj mlj mlj mlj mlj 

Honest (sincere,real) nmlkj nmlkj nmlkj nmlkj nmlkj 

Environmentally friendly 

(Sustainable) 

mlj mlj mlj mlj mlj 

Credible (Authentic) nmlkj nmlkj nmlkj nmlkj nmlkj 

Distinctive Scandinavian 

Design 

mlj mlj mlj mlj mlj 

Clear & minimalistic nmlkj nmlkj nmlkj nmlkj nmlkj 

Timeless design mlj mlj mlj mlj mlj 

Functional & Practical nmlkj nmlkj nmlkj nmlkj nmlkj 

Unique mlj mlj mlj mlj mlj 

Calm & Relaxed nmlkj nmlkj nmlkj nmlkj nmlkj 

Loyal mlj mlj mlj mlj mlj 
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*24. Please indicate on a scale of 15, where 1= strongly disagree and 5= 

strongly agree. 

 

 

To which degree would you agree with the following statements about 

Swedish Outdoor 

Brands: 

 
 

 
 
 
 

 
Thank You very much for your participation and for taking out time! 

 

 

 

 

 

 

 

 

 

 

 
  

 1 Strongly Disagree 2 3 4 5 Strongly Agree 

The brand is good value for 

the money. 

nmlkj nmlkj nmlkj nmlkj nmlkj 

There is a reason to buy 

this brand over others. 

mlj mlj mlj mlj mlj 

I would pay extra for this 

brand. 

nmlkj nmlkj nmlkj nmlkj nmlkj 

I consider myself loyal to 

this brand. 

mlj mlj mlj mlj mlj 

This brand is special to us. nmlkj nmlkj nmlkj nmlkj nmlkj 

I really like to talk about this 

brand to others. 

mlj mlj mlj mlj mlj 



141 

 

 
Guten Tag, 

 

 
die folgende Umfrage dient userer Masterarbeit an der Umeå University in Schweden. Die Studie befasst sich mit "Swedish Outdoor 

Brands" (Schwedischen Outdoor Marken) und die Wirkung der beabsichtigten Markenidentität verschiedener Firmen auf Händler und Konsumenten, 

um deren Bedürfnisse besser zu verstehen. 

 
DIE OUTDOOR MARKEN STELLEN Z.B. FOLGENDE PRODUKTE HER: OUTDOORBEKLEIDUNG (WINTERJACKEN, SKIJACKEN, SCHUHE), 

RUCKSÄCKE, OUTDOORAUSRÜSTUNG USW. 

 
Das Ausfüllen dieser Umfrage dauert nicht länger als ca. 15 Minuten und wir wären sehr dankbar über Ihre Teilnahme an dieser interessanten 

Forschungsarbeit. 
 

 
Die Antworten werden bis zum 19. April gesammelt und wir würden uns über Ihre Teilnahme sehr freuen. Alle Informationen in dieser Umfrage 

werden anonym und vertraulich behandelt. 

 
Falls Fragen auftreten sollten können Sie sich gerne unter folgenden EMail Adressen an uns wenden: 

Ruth O.Mrabure (rumr0002@student.umu.se) ODER Maria Göppel (maga0090@student.umu.se). 

 
Vielen Dank im Voraus an der Beteiligung an dieser Umfrage! 

 

 

*1. In welchem Land sind Sie tätig? 

Land: 

 

*2. Wie viele Mitareiter hat Ihre Firma? 

 

mlj   Weniger als 

10 mlj   Weniger als 

50 mlj   Weniger als 

250 mlj   Mehr als 

250 

*3 .   I m   D u r  c h s c h n i t  t   s  i  n d   d i  e   m e i s t  e n   I  h r  e r   K u n d e n   i  n   w e l  c h e m A l t  e r  ?  
 

fec   20 oder jünger 

 
fec   

2129 fec   

3039 fec   

4049 fec   

5059 

fec   60 oder älter 

 

 

 

 

German Retailer Questionnaire 
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*4  .   W e  l  c  h  e   M a  r  k  e   k  o  m m t   I  h  n  e  n   a  l  s   e  r  t  s  e  s   i  n   d  e  n   S  i  n  n   w e  n  n   S  i  e   a  n   S  w e  d  i  s  c  h  e   O u  t  d  o  o  r - 

M  a  r  k  e  n   d  e  n  k  e  n  ?   
 

 

 
U  n  t  e  n  s  t  e  h  e  n  d   f  i  n  d  e  n   S  i  e   e  i  n  i  g  e   L  o  g  o  s   v  o  n   O  u  t  d  o  o  r - M a r k e n .  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

*5  .   W e  l  c  h  e   d  i  e  s  e  r   M a  r  k  e  n  l  o  g  o  s   e  r  k  e  n  n  e  n   S  i  e  ?  
 
 

B i  t  t  e   g  e  b  e  n   S  i  e   a  n   w e  l  c  h  e  (  s  )   S  i  e   e  r  k  e  n  n  e  n   d  u  r  c  h   d  i  e   e  n  t  s  p  r  e  c  h  e  n  d  e  n   N  u  m m e  r  n   i  m   o  b  e  r  e  n   

B i l d   z u   j e d e r   M a r k e .   ( M e h r e r e   O p t i o n e n   w ä h l b a r )  
 

fec   

1 fec   

2 fec   

3 fec   

4 fec   

5 fec   

6 fec   

7 fec   

8 
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5 Sehr stark verlangt 

*6  .   W  e  l  c  h  e   L  o  g  o  s   v  e  r  b  i  n  d  e  n   S  i  e   m  i  t   S  c  h  w  e  d  e  n  ?   

B  i  t  t  e   w ä  h  l  e   d  u  r  c  h   d  i  e   e  n  t  s  p  r  e  c  h  e  n  d  e  d   N u  m m e  r  n   i  m   o  b  e  r  e  n   B  i  l  d   z  u   j  e  d  e  m   L  o  g  o  .   (  M e  h  r  e  r  e  

O p t  i  o n e  n   w ä  h l  b  a  r  )  
 

fec   

1 fec   

2 fec   

3 fec   

4 fec   

5 fec   

6 fec   

7 fec   

8 

 

7 .   W i  e   i  s  t   I  h  r  e   g  e  n e  r  e  l  l  e   M e i  n  u  n g   ü  b e  r   S  c  h w e  d i  s  c  h e   O u t  d  o o  r - M a  r  k  e  n  ?   
 

mlj   Positiv 

 
mlj   Negativ 

  

 

*8  .   H  a  b  e  n   S  i  e   S  c  h  w  e  d  i  s  c  h  e   O  u  t  d  o  o  r  - M a  r  k e  n   i  n   I  h  r  e  m   P  r  o  d u k t  s  o  r  t  i  m e  n t  ?  
 

mlj   Ja 

 
mlj   Nein 

 

 

9 .   F a l  l  s   F r  a g e   8   m i t   J A   b e a n t  w o r  t  e t   w u r  d e :   W i e   v i  e l  e   O u t  d o o r - M a  r  k e  n   b  e  f  i  n d  e n   s  i  c  h   i  n  

I  h  r  e  m   S  o r  t  i  m e n t  ?  

(  A n s o n s t  e n   f  a h r  e n   S i  e   f  o r  t   m i t   F r  a g e   1 1 )  
 

mlj   Nur 1 

 
mlj   13 

 
mlj   35 

 
mlj   Mehr als 5 

 

 

1 0 .   F  a  l  l  s   S i  e   d  e  r  z  e  i  t   S  c  h w e  d i  s  c  h e   O u t  d  o  o r - M  a  r  k  e  n   h  a  b  e  n  :   

B i  t  t  e  b e w e r t  e n  S i  e  a u f  e i  n e r  S k a l  a  v o n  1 - 5  d  i  e  N a  c  h  f  r  a  g  e  I  h  r  e  r  K u  n  d  e  n  d  a  n  a  c  h  ,  w  o  b  e  i  1  = 

S  e  h  r   s  c  h  w a  c  h   v  e  r  l  a  n  g  t   u  n  d   5   =   S  e  h  r   s  t  a  r  k   v  e  r  l  a  n  g  t  .  
1 Sehr schwach 

verlangt 

 Schwedische Outdoor nmlkj nmlkj nmlkj nmlkj nmlkj 

Markern sind 
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1 1 .   F  a  l  l  s   F  r  a  g e   8   m i t   N E I  N   b  e  a  n t  w o r  t  e  t   w u r  d  e  :   W ü r  d  e n   S  i  e   i  n   B e  t  r  a  c  h t   z  i  e  h e  n   e  i  n  e  

S  c  h  w  e  d  i  s  c  h  e   O  u  t  d  o  o  r  - M a  r  k e   i  n   I  h  r  e  m   S  o  r  t  i  m e  n  t   i  n   d  e  r   Z u  k u  n  f  t   a  u f  z  u n e  h m e  n ?  
 

 
 

mlj   Ja 

 
mlj   Nein 

 
mlj   Vielleicht 

 

 

 

*1 2 .   B i  t  t e   b e w e r  t  e   a u f   e i  n e r   S k a l a   v o n   1 - 5  ,   w o  b  e  i   1  =   Ü b  e  r  h  a  u  p  t   n  i  c  h  t   u  n  d   5  =   I  n   h  o  h  e  m  

M a  ß e  .  

W i  e   b  e  w e  r  t  e  n   d  u   d  i  e   f  o  l  g  e  n  d  e  n   A u  s  s  a  g  e  n   ü  b  e  r   N a  c  h  h  a  l  t  i  g  k  e  i  t   (  U  m w e  l  t  b  e  w u  s  s  t  s  e  i  n  )   v  o  n  

O  u  t  d  o  o  r   M a  r  k  e  n  ?   
1 Überhaupt nicht 2 3 4 5 In hohem Maße 

 
 
 
 
 
 
 

 
Würden Sie den Kauf einer mlj mlj mlj mlj mlj 

nachhaltigen und teureren 

Marke den einer 

günstigeren Alternative 

vorziehen? 

 
Würden Sie es als eine nmlkj nmlkj nmlkj nmlkj nmlkj 

Investition ansehen 

Kleidung zu kaufen die 

recycled wird nach dem 

Zurückhändigen an den 

Hersteller (gegen einen 

kleine Rückerstattung für 

Sie)? 

Fühlen Sie sich gut oder nmlkj nmlkj nmlkj nmlkj nmlkj 

würdest Sie sich gut fühlen, 

wenn Sie eine 

umweltfreundliche Outdoor 

Marke kaufst/ kaufen 

würden? 
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2 3 4 

1  3  .   W  a  s   a  s  s  o  z  i  i  e  r  s  t   d  u   m  i  t   d  e  m   L  a  n  d   S  c  h  w  e  d  e  n  ?   

(  B i  t  t  e   m a k i e r  e n   S i  e   d i e   3   f  ü r   S i  e   e n t  s p r  e c h e  n s t  e n   O p t  i  o n e n )  
 

fec   Offenheit 

 
fec   Spannung (positiv) 

 
fec   Qualität 

 
fec   Kreativität & Innovation 

 
fec   Konservative Menschen 

 
fec   Ehrlichkeit und Zuverlässigkeit 

 
fec   Natur & Landschaft 

 
fec   Entspanntheit 

 
fec   Klares Design 

 
fec   Hartes/kaltes Wetter 

 
fec   Umweltfreundlichkeit 

 

 

1 4 .  B i  t  t e  b e w e r t  e  a u f  e i  n e r  S k a l  a  v o n  1 - 5  ,  w o  b  e  i   1  =   S  t  i  m  m e   ü  b  e  r  h  a  u  p  t   n  i  c  h  t   z  u  u  n  d   5  = 

S  t  i  m m e   v  o  l  l   u  n  d   g  a  n  z   z  u  .  
 
 

I  n   w  e  l  c  h  e  m M  a  ß  e   d  e  n  k  s  t   d  u   S  c  h  w  e  d  i  s  c  h  e  n   O  u  t  d  o  o  r   M a  r  k  e  n   s  i  n  d  :   
1 Stimme überhaupt 5 Stimme voll und 

nicht zu  ganz zu 

 
 

Von gutem Wert mlj mlj mlj mlj mlj 
 

 
 
 

Heben sich von mlj mlj mlj mlj mlj 

Mitbewerbern ab. 
 

 
 
 

Sind in einer Klasse für mlj mlj mlj mlj mlj 

sich. 

 

 

 

*1  5  .  W ü  r  d  e  n   S  i  e   d  e  n   W e t  t  b  e  w e  r  b  d  e  r  O u  t  d  o  o  r - M a r  k e n  u m  e i  n e  n  P  l  a t  z  i  n  I  h r  e  m  G e s  c  h ä f  t 

b  e  s  c  h  r  e  i  b  e  n  :   
1Extrem schwach 2 3 4 5 Extrem hoch 

 
als nmlkj nmlkj nmlkj nmlkj nmlkj 

Sind grundsätzlich das nmlkj nmlkj nmlkj nmlkj nmlkj 

gleiche wie andere Marken. 

Stehen für etwas nmlkj nmlkj nmlkj nmlkj nmlkj 

Einzigartiges. 

Angesehene/prestigevolle nmlkj nmlkj nmlkj nmlkj nmlkj 

Produkte 

Langlebig nmlkj nmlkj nmlkj nmlkj nmlkj 
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2 3 4 

*1 6 .   B i  t  t e   b e w e r  t  e n   S i  e   a u f   e i  n e r   S k a l  a   v o n   1 - 5  ,   w  o  b  e  i   1  =   S  t  i  m  m e   ü  b  e  r  h  a  u  p  t   n  i  c  h  t   z  u   u  n  d  

5  =   S  t  i  m  m e   v  o  l  l   u  n  d   g  a  n  z   z  u  .   I  n   w e  l  c  h  e  m  M a  ß  e   w ü  r  d  e  n   S  i  e   d  i  e   f  o  l  g  e  n  d  e  n   A  u  s  s  a  g  e  n  

b  e  w  e  r  t  e  n  ?   
 
 

D i  e   A b s  i  c  h t   e  i  n  e   M a  r  k e   i  n   u  n s  e  r  e  m   S  o  r  t  i  m e  n  t   a  u f  z  u n e  h m e  n   b  a  s  i  e  r  t   a  u f  :  
1 Stimme überhaupt 5 Stimme voll und 

nicht zu  ganz zu 

 
 
 

 
Dem Markenportfolio von mlj mlj mlj mlj mlj 

Konkurrenten. 
 

 
 
 

Das die Marke einen hat mlj mlj mlj mlj mlj 

guten Ruf erworben hat. 
 

 
 
 

Das die Marke ein Produkt mlj mlj mlj mlj mlj 

anhand hohen Standards 

herstellt. 

 
 

 
Wir können uns auf einen mlj mlj mlj mlj mlj 

guten Service von dieser 

Marke verlassen. 
 

 
 
 
 

Das die Marke gut mlj mlj mlj mlj mlj 

funktioniert. 
 

 
 

Das die Marke ihrem mlj mlj mlj mlj mlj 

Versprechen gerecht wird. 
 

 
 
 

Das die Marke innovativ ist. mlj mlj mlj mlj mlj 

 
 
 
 
 
 
 

 
Die Stärke, die es für unser mlj mlj mlj mlj mlj 

eigenes GeschäftsImage 

bietet. 

 

 

Tauglichkeit für unsere nmlkj nmlkj nmlkj nmlkj nmlkj 

eigene Identität. 

Die positive Meinung, die nmlkj nmlkj nmlkj nmlkj nmlkj 

wir über die Marke haben 

(auch wenn es sich um ein 

Startup Unternehmen 

handelt, das 

vielversprechend erscheint. 

Das die Marke an nmlkj nmlkj nmlkj nmlkj nmlkj 

Popularität gewinnt. 

Das die Marke effektiv ist. nmlkj nmlkj nmlkj nmlkj nmlkj 

Das die Marke ein nmlkj nmlkj nmlkj nmlkj nmlkj 

exzellentes PreisLeistungs 

Verhältnis darstellt. 

Unsere Beziehung mit dem nmlkj nmlkj nmlkj nmlkj nmlkj 

Hersteller. 

Das man der Marke nmlkj nmlkj nmlkj nmlkj nmlkj 

vertrauen kann. 

Der einzigartigkeit der nmlkj nmlkj nmlkj nmlkj nmlkj 

Markenidentität . 

Der Präferenz unserer nmlkj nmlkj nmlkj nmlkj nmlkj 

eigenen Kunden und deren 

Nachfrage. 
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2 3 4 

 

 
1 7 .   B i t t e   l e s e n   S i e   s o r g f ä l t i g :  

 
 

B i t  t  e  b e a n t  w o r t  e n  S i  e  a l  l  e  F r  a g e n ,  d i  e  i  n  d i  e s  e m  A b s c h n i  t  t  f o l  g e n  w e r d e n ,  b a s i  e r e n d  a u f a 

u f   d e r  /  d e n   S c h w e d i s c h e n   M a r  k e /  n   i  n   I  h r  e m   G e s c h ä f  t   (  b i  t  t  e   i  m   F e l d   u n t  e n   e i  n t  r  a g e n )  .  
 
 

F a  l  l  s   S  i  e   d  e  r  z  e  i  t   k  e  i  n  e   S  c  h w e  d i  s  c  h e   O u  t  d o  o  r - M a r k e   i n   I h r e m   S o r t i m e n t   f ü h r e n ,   b i t t e n   w i r  

S  i  e   d  a  r  u  m   s  i  c  h   e  i  n  f  a  c  h   e  i  n  e   v  o r  z  u s  t  e  l  l  e  n   u  n  d   i  n   d  a  s   F  e  l  d   u n  t  e  n   e  i  n  z  u t  r  a  g e  n .  
 
 

*1 8 .  B i  t  t  e  b e w e r t  e  a u f  e i  n e r  S k a l  a  v o n  1 - 5  ,  w o  b  e  i   1  =   S  t  i  m m e   ü  b  e  r  h  a  u  p  t   n  i  c  h  t   z  u  u  n  d   5  = 

S  t  i  m m e   v  o  l  l   u  n  d   g  a  n  z   z  u  .  
 
 

E s   i  s  t   w  i  c  h  t  i  g   f  ü  r   u  n  s  ,   d  a  s  s   d  i  e   S  c  h  w e  d  i  s  c  h  e   O u  t  d  o  o  r - M a r  k e :  
1 Stimme überhaupt 5 Stimme voll und 

nicht zu  ganz zu 

 
 
 

 
Produkte mit überlegenen mlj mlj mlj mlj mlj 

Leistungen oder 

Ergebnissen bietet. 
 

 
 
 
 

Einen guten Ruf für die mlj mlj mlj mlj mlj 

Herstellung hochwertiger 

Produkte hat. 
 

 
 
 

Hervorragende mlj mlj mlj mlj mlj 

Kundenerfahrungen bietet. 

 
 
 
 
 
 

 
Uns erlaubt unsere eigenen mlj mlj mlj mlj mlj 

Haltungen, Interessen oder 

Meinungen auszudrücken. 
 

 
 
 

Uns ein Gefühl von sozialer mlj mlj mlj mlj mlj 

Anerkennung gibt. 

 

 

 

Ein "guter Deal" für uns ist. nmlkj nmlkj nmlkj nmlkj nmlkj 

Uns ein Gefühl von nmlkj nmlkj nmlkj nmlkj nmlkj 

Sicherheit gibt. 

Einen großen Teil des nmlkj nmlkj nmlkj nmlkj nmlkj 

Reizes der Firmenprodukte 

in der Stimmung, dem 

Gefühl oder der Ästhetik 

besteht. 

Für technologische nmlkj nmlkj nmlkj nmlkj nmlkj 

Innovationen bekannt ist. 

Einen guten Ruf für die nmlkj nmlkj nmlkj nmlkj nmlkj 

Herstellung nützlicher 

Produkte hat. 

Produkte mit den richtigen nmlkj nmlkj nmlkj nmlkj nmlkj 

Eigenschaften oder 

Attributen bietet. 
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*1 9 .  B i  t  t  e  b e a n t  w o r t  e n  S i  e  a l  l  e  F r a g e n ,  d i  e  i  n  d i  e s  e m  A b s c h n i  t  t  f  o l  g e n  w e r d e n ,  b a s i  e r  e n d a  

u  f  a u f  d e r  /  d  e n  S c  h w e d i  s  c h  e n  M a r  k e  /  n  i  n  I  h r  e  m  G e s  c  h ä f  t  O D E R  m i  t  d e r  M a r  k e  d  i  e  S i  e  i  n d  i  e   
B  o  x   e  i  n  g  e  t  r  a  g  e  n   h  a  b  e  n  .  

 
 

B i t  t  e   b e w e r  t  e   a u f   e i  n e  r   S k a l  a   v o n   1 - 5  ,   w o  b  e  i   1  =   Ü b  e  r  h  a  u  p  t   n  i  c  h  t   u  n  d   5  =   I  n   h  o  h  e  m   M a  ß  e  .  
1 Überhaupt nicht 2 3 4 5 In hohem Maße 

 

 
 
 
 

Wir haben ein detailliertes mlj mlj mlj mlj mlj 

Verständnis darüber, wie 

Schwedische Outdoor 

Marken funktionieren 

(Merkmale). 

 

 
 
 
 
 

Unsere Mitarbeiter können mlj mlj mlj mlj mlj 

Informationen über 

Schwedische Marken an 

unsere Kunden deutlich 

weitergeben. 

 

*2 0 .  B i  t  t  e  b e a n t  w o r t  e n  S i  e  a l  l  e  F r a g e n ,  d i  e  i  n  d i  e s  e m  A b s c h n i  t  t  f  o l  g e n  w e r d e n ,  b a s i  e r  e n d a  

u  f  a u f  d e r  /  d  e n  S c  h w e d i  s  c h  e n  M a r  k e  /  n  i  n  I  h r  e  m  G e s  c  h ä f  t  O D E R  m i  t  d e r  M a r  k e  d  i  e  S i  e  i  n d  i  e   
B  o  x   e  i  n  g  e  t  r  a  g  e  n   h  a  b  e  n  .  

 
 

B i t  t  e   b e w e r  t  e n   S i  e   a u f   e i  n e r   S k a l  a   v o n   1 - 5  ,   w  o  b  e  i   1  =Ü  b e  r  h  a  u  p  t    n  i  c  h  t   u  n  d   5  = I  n    h  o  h  e  m  

M a  ß e  . 
 
 

I  n   w  e  l  c  h  e  m   M a  ß  e   d  e  n  k  e  n   S  i  e  ,   d  a  s  s   S  c  h  w  e  d  i  s  c  h  e   O  u  t  d  o  o  r  - M a  r  k e  n :  
1 Überhaupt nicht 2 3 4 5 In hohem Maße 

 

 
Langlebig sind. mlj mlj mlj mlj mlj 

 
Spezielle Eigenschaften nmlkj nmlkj nmlkj nmlkj nmlkj 

und Funktionen haben. 

Zuverlässig sind. nmlkj nmlkj nmlkj nmlkj nmlkj 

Hersteller nmlkj nmlkj nmlkj nmlkj nmlkj 

unterrichten/informieren 

uns über ihre Marken und 

ProduktMerkmale. 

Ich weiß eine Menge über nmlkj nmlkj nmlkj nmlkj nmlkj 

Schwedische Outdoor 

Marken. 
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2 3 4 5 Sehr wichtig 

*2 1 .  B i  t  t  e  b e a n t  w o r t  e n  S i  e  a l  l  e  F r a g e n ,  d i  e  i  n  d i  e s  e m  A b s c h n i  t  t  f  o l  g e n  w e r d e n ,  b a s i  e r  e n d a  

u  f  a u f  d e r  /  d  e n  S c  h w e d i  s  c h  e n  M a r  k e  /  n  i  n  I  h r  e  m  G e s  c  h ä f  t  O D E R  m i  t  d e r  M a r  k e  d  i  e  S i  e  i  n d  i  e   
B  o  x   e  i  n  g  e  t  r  a  g  e  n   h  a  b  e  n  .  

 
 

B i t  t  e  b e w e r t  e n  S i  e  a u f  e i  n e r  S k a l  a  v o n  1 - 5  i  n  w i  e w e i  t  d i  e  f  o  l  g  e  n d e  n  A u s  s  a g e n  f  ü r  S i  e z  

u  t  r  e  f  f  e  n  d   s  i  n  d  ,   w  o  b  e  i   1  =   Ü b  e  r  h  a  u  p  t   n  i  c  h  t   z  u   u  n  d   5  =   I  n   h  o  h  e  m   M a  ß  e  .  
 
 

W  i  e   b  e  w  e  r  t  e  n   S  i  e   d  i  e   f  o  l  g  e  n  d  e  n   A  u  s  s  a  g  e  n   ü  b  e  r   S  c  h  w  e  d  i  s  c  h  e   O  u  t  d  o  o  r  - M a  r  k  e  n  ?   
1 Überhaupt nicht 2 3 4 5 In hohem Maße 

 

 
 
 
 
 

Würden Schwedische mlj mlj mlj mlj mlj 

OutdoorMarken deine 

Bedürfnisse an das Produkt 

voll befriedigen? 

 
 
 
 
 
 
 

Schwedische Outdoor mlj mlj mlj mlj mlj 

Marken sind von hohem 

Standard. 

 
2 2 .  B i  t  t  e  b e a  n t  w o r  t  e n  S i  e  a l  l  e  F r  a g e  n ,  d i  e  i  n  d i  e s  e m  A b s  c h n i  t  t  f  o l  g e n  w e r  d e n ,  b a s  i  e  r  e n  d a 

u  f  a  u  f  d  e  r  /  d  e  n  S  c  h  w e  d  i  s  c  h  e  n  M a  r  k  e  /  n  i  n  I  h  r  e  m  G e  s  c  h  ä  f  t  O D E R  m i  t  d  e  r  M a r  k  e  d  i  e  S  i  e  i  n d  i  

e   B  o  x   e  i  n  g  e  t  r  a  g  e  n   h  a  b  e  n  .  
 
 

B i t  t  e  b e w e r t  e  a u f  e i  n e r  S k a l  a  v o n  1 - 5  w i  e  d  u  d  i  e   f  o  l  g  e  n  d  e  n   A u  s  s  a  g  e  n  b  e  w  e  r  t  e  s  t  ,  w o  b  e  i   1  = 

Ü b e r  h a u p t   n i  c h t   w i  c h t i  g   u n d   5 =   S e h r   w i  c h t  i  g .  
 
 

W i e   w i c h t i g   i s t   e s   f ü r   S i e ,   d a s s   d e r   H e r s t e l l e r   ( F i r m a )   d i e s e r   O u t d o o r - M a r  k e :  
1 Überhaupt nicht 

wichtig 

 
 

Innovativ ist. mlj mlj mlj mlj mlj 
 

 
 

Ihre Bedürfnisse versteht. mlj mlj mlj mlj mlj 
 

 
 
 

Ihre Interessen im Sinn hat. mlj mlj mlj mlj mlj 
 
 

 

Sich um Ihre Meinung nmlkj nmlkj nmlkj nmlkj nmlkj 

kümmert. 

Vertrauenswürdig ist. nmlkj nmlkj nmlkj nmlkj nmlkj 

Kenntnisreich ist. nmlkj nmlkj nmlkj nmlkj nmlkj 

Im Vergleich zu nmlkj nmlkj nmlkj nmlkj nmlkj 

alternativen Marken sind 

Schwedische Outdoor 

Marken von sehr hoher 

Qualität. 

Meine allgemeine nmlkj nmlkj nmlkj nmlkj nmlkj 

Meinung über Schwedische 

OutdoorMarken ist sehr 

positiv. 
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2 3 4 

*2 3 .  B i  t  t  e  b e a n t  w o r t  e n  S i  e  a l  l  e  F r a g e n ,  d i  e  i  n  d i  e s  e m  A b s c h n i  t  t  f  o l  g e n  w e r d e n ,  b a s i  e r  e n d a  

u  f  a u f  d e r  /  d  e n  S c  h w e d i  s  c h  e n  M a r  k e  /  n  i  n  I  h r  e  m  G e s  c  h ä f  t  O D E R  m i  t  d e r  M a r  k e  d  i  e  S i  e  i  n d  i  e   
B  o  x   e  i  n  g  e  t  r  a  g  e  n   h  a  b  e  n  .  

 
 

B i t  t  e  b e w e r t  e n  S i  e  a u f  e i  n e r  S k a l  a  v o n  1 - 5  ,  w  o  b  e  i   1  =   S  t  i  m  m e   ü  b  e  r  h  a  u  p  t   n  i  c  h  t   z  u  u  n  d   5  = 

S  t  i  m m e   v  o  l  l   u  n  d   g  a  n  z   z  u  .  
 
 

F a  l  l  s   d i  e   M a  r  k e   e  i  n  e   P  e r  s  ö  n  l  i  c h k  e i  t   h ä  t  t  e :   i  n   w e  l  c  h e  m   M a  ß e   w ü r  d  e  n   S  i  e   d i  e   f  o  l  g e  n  d e  n  

E  i  g  e  n  s  c  h  a  f  t  e  n   d  e  r   S  c  h  w  e  d  i  s  h  e  n   O  u  t  d  o  o  r  - M a  r  k e  (  n  )   b  e  w e  r  t  e  n ?  
1 Stimme überhaupt 5 Stimme voll und 

nicht zu  ganz zu 

 
 
 

Bodenständig (unkompliziert)                    mlj                              mlj                              mlj                               mlj                              mlj 

 

Konservativ                                                  mlj                              mlj                              mlj                               mlj                              mlj 

Sicher                                                          mlj                              mlj                              mlj                               mlj                              mlj 

Vertrauenswürdig                                        mlj                              mlj                              mlj                               mlj                              mlj 

Umweltfreundlich (nachhaltig)                  mlj                              mlj                              mlj                               mlj                              mlj 

Besonderes/unverwechselbares                 mlj                              mlj                              mlj                               mlj                              mlj 

Skandinavisches Design 
 

 
 

Zeitloses Design                                          mlj                              mlj                              mlj                               mlj                              mlj 

Einzigartig                                                   mlj                              mlj                              mlj                               mlj                              mlj 

Loyal                                                            mlj                              mlj                              mlj                               mlj                              mlj 

 

Ruhig & entspannt nmlkj nmlkj nmlkj nmlkj nmlkj 

Funktionell & praktisch nmlkj nmlkj nmlkj nmlkj nmlkj 

Klar & minimalistisch nmlkj nmlkj nmlkj nmlkj nmlkj 

Glaubwürdig (authentisch) nmlkj nmlkj nmlkj nmlkj nmlkj 

Ehrlich (aufrichtig, echt) nmlkj nmlkj nmlkj nmlkj nmlkj 

Intelligent & technisch nmlkj nmlkj nmlkj nmlkj nmlkj 

Zuverlässig nmlkj nmlkj nmlkj nmlkj nmlkj 

Spannend (trendy/modisch, nmlkj nmlkj nmlkj nmlkj nmlkj 

gewagt) 

Offen (original, kreativ, nmlkj nmlkj nmlkj nmlkj nmlkj 

innovativ) 



151 

*2 4 .  B i  t  t  e  b e a n t  w o r t  e n  S i  e  a l  l  e  F r a g e n ,  d i  e  i  n  d i  e s  e m  A b s c h n i  t  t  f  o l  g e n  w e r d e n ,  b a s i  e r  e n d a  

u  f  a u f  d e r  /  d  e n  S c  h w e d i  s  c h  e n  M a r  k e  /  n  i  n  I  h r  e  m  G e s  c  h ä f  t  O D E R  m i  t  d e r  M a r  k e  d  i  e  S i  e  i  n d  i  e   
B  o  x   e  i  n  g  e  t  r  a  g  e  n   h  a  b  e  n  .  

 
 

B i t  t  e  b e w e r t  e  a u f  e i  n e r  S k a l  a  v o n  1 - 5  ,  w  o  b  e  i  1  =   S  t  i  m  m e   ü  b  e  r  h  a  u  p  t   n  i  c  h  t   z  u  u  n  d   5  =   S  t  i  m  m e 

v  o  l  l   u  n  d   g  a  n  z   z  u  .  
 
 

I  n   w  e  l  c  h  e  m   M  a  ß  e   w  ü  r  d  e  n   S  i  e   d  e  n   f  o  l  g  e  n  d  e  n   A  u  s  s  a  g  e  n   ü  b  e  r   S  c  h  w  e  d  i  s  c  h  e   O  u  t  d  o  o  r - 

M  a  r  k  e  n   z  u  s  t  i  m  m  e  n  ?   
1 Stimme überhaupt 5 Stimme voll und 

nicht zu  ganz zu 

 
 
 

Es gibt einen Grund, diese mlj mlj mlj mlj mlj 

Marke über andere zu 

kaufen. 

 
 

 
Ich halte mich für treu mlj mlj mlj mlj mlj 

dieser Marke gegenüber. 
 

 
 
 

Ich mag es wirklich über mlj mlj mlj mlj mlj 

diese Marke mit anderen zu 

sprechen. 

 
 

 
Vielen Dank für Ihre Teilnahme und Ihre aufgebrachte Zeit! 

 

Diese Marke ist etwas nmlkj nmlkj nmlkj nmlkj nmlkj 

Besonderes für uns. 

Ich würde extra für diese nmlkj nmlkj nmlkj nmlkj nmlkj 

Marke zahlen. 

Die Marke ist guter Wert für nmlkj nmlkj nmlkj nmlkj nmlkj 

das Geld. 
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Hello,  

 

 
This survey is developed for our Master’s Thesis at Umeå University in Sweden. The study is about “Swedish Outdoor Brands” and the effect of 

different organizations’ intended brand identity on retailers and consumers, in order to better understand your perception about them. 

 
PLEASE, YOU CANNOT FILL OUT THIS SURVEY IF YOU ARE SWEDISH (since we focus on people`s perception outside Sweden)! 

 

 
OUTDOOR COMPANIES PRODUCE e.g. OUTDOOR CLOTHING (WINTER JACKETS, SKIING JACKETS, SHOES), BACKPACKS, TENTS, 

OUTDOOR GEARS ETC. 

 
Completing this survey would take approximately 15 minutes and we would highly appreciate your participation in this interesting research. We are 

collecting responses until the 19th of April, 2013. The information given will be handled in a confidential and anonymous manner. 

 
If you have any questions please contact us on any of these emails: Ruth O.Mrabure (rumr0002@student.umu.se) OR Maria Göppel 

(maga0090@student.umu.se). 
 

 
Thank you very much in advance for your willingness to participate in this survey! 

 

 

*1. What is your country of residence (where you currently live): 

Country: 

 

*2. Are you European? 

 
mlj 

 
Yes 

 

mlj   No 
 

 

3. What is your highest degree of qualification? 

 

mlj High School 
 

mlj College 
 

mlj University 
 

mlj Others 
 

 

4. Gender: 

 

mlj Male 
 

mlj Female 

English End-user Questionnaire  
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*5. Age: 

 
mlj 

 
20 or younger 

 

mlj 2129 
 

mlj 3039 
 

mlj 4049 
 

mlj 5059 
 

mlj 60 or older 
 
 
 
 
 
 

6. Which brands first comes into your mind when you think about Swedish Outdoor 

Brands? 

 

 
 

7. Do you currently have (or have ever bought) a Swedish Outdoor Brand? 

 

mlj Yes 
 

mlj   No 
 

 

8. If yes, which brand(s)? 
 

 
 

9. If No, do you plan to buy an outdoor brand in the future ? 

 

mlj Yes 
 

mlj   No 
 

mlj Maybe 
 

 

10. Are you doing outdoor sports? 

 

mlj Yes 
 

mlj   No 
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*11. Please indicate on a scale of 15, where 1= Strongly Disagree and 5= Strongly Agree. 

To which extent would you strongly agree or disagree with the following statements on 

shopping behavior. 

 1 Strongly Disagree 2 3 4 5 Strongly Agree 

I (would) usually try to buy nmlkj nmlkj nmlkj nmlkj nmlkj 

the best quality regardless      
of the retail store.      

I (would) make special mlj mlj mlj mlj mlj 

efforts to choose the very      
best quality when buying      
outdoor clothing items.      

My standards and nmlkj nmlkj nmlkj nmlkj nmlkj 

expectations for outdoor      
products I buy are very      
high.      

The higher the price of the mlj mlj mlj mlj mlj 

product, the better the      
quality.      

When purchasing outdoor nmlkj nmlkj nmlkj nmlkj nmlkj 

clothing items, I (would)      
prefer the bestselling      
brands.      

The most advertised mlj mlj mlj mlj mlj 

outdoor brands are usually      
very good brands.      

When buying outdoor nmlkj nmlkj nmlkj nmlkj nmlkj 

brands, functional and      
attractive styling is (would      
be) important to me.      

To get variety, I (would) mlj mlj mlj mlj mlj 

purchase different outdoor      
brands from different stores.      

It is fun to buy something nmlkj nmlkj nmlkj nmlkj nmlkj 

new and exciting when I      
(would) buy outdoor items.      

If a store did not carry my mlj mlj mlj mlj mlj 

desired brand I would go to      
another store.      

I Would like to shop in pure nmlkj nmlkj nmlkj nmlkj nmlkj 

brand stores, where just one      
brand is available (e.g.      
Apple Store)?      

 

*12. What is more important for you when deciding where to shop? 

(Please select one option that is most appropriate for you) 

 
mlj 

 
The image and atmosphere of the store where I shop. 

 

mlj That I get the brand/product I want to have. 
 

mlj It depends on my loyalty towards the brand. 
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13. Please indicate on a scale of 15, where 1= Not at all and 5= Very much so. 

How do you evaluate the following statements about sustainability for Outdoor Brands? 

 
 
 

 
Do you/would you feel 

good when buying an 

environmentally friendly 

outdoor brand? 

Would you prefer buying a 

sustainable but more 

expensive brand over 

cheaper alternatives? 

Would you see it as an 

investment to buy clothes 

that will be recycled after 

handing them back to the 

producer (for a small refund 

for you)? 

1 Not at all 2 3 4 5 Very much so 
 

nmlkj                               nmlkj                                nmlkj                               nmlkj                               nmlkmlj    

j                           mlj                                mlj                               mlj                               mlnmlkj         

j                      nmlkj                                nmlkj                               nmlkj                               nmlk            

 
14. Which country would you spontaneously connect to the brand name “Berghaus”? 

(Please pick the most appropriate option in your opinion) 

 

mlj   UK 
 

mlj Sweden 
 

mlj Germany 
 

mlj Austria 
 

mlj I do not know 
 

 

15. Which country would you spontaneously connect to the brand name “Peak 

Performance”? 

(Please pick the most appropriate option in your opinion) 

 

mlj United States 
 

mlj Germany 
 

mlj England 
 

mlj Sweden 
 

mlj I do not know 



156 

Below are some logos of Outdoor Brands 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

16. Do you recognize any of these brand logos? 

Please indicate by choosing the appropriate number(s) representing each brand from the 

picture. 

(You can pick more than 1 option) 
 

 

fec 
 

1 

 

fec 
 

2 

 

fec 
 

3 

 

fec 
 

4 

 

fec 
 

5 

 

fec 
 
6 

 

fec 
 

7 

 

fec 
 

8 
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17. Which brand(s) do you find most attractive? 

Please indicate by choosing the appropriate number(s) representing each brand from the 

picture. 

(You can pick more than 1 option) 
 

 

fec 
 

1 

 

fec 
 

2 

 

fec 
 

3 

 

fec 
 

4 

 

fec 
 

5 

 

fec 
 
6 

 

fec 
 

7 

 

fec 
 

8 

 

18. Which logos do you connect to Sweden? 

Please indicate by choosing the appropriate number(s) representing each brand from the 

picture. 

(You can pick more than 1 option) 
 

 

fec 
 

1 

 

fec 
 

2 

 

fec 
 

3 

 

fec 
 

4 

 

fec 
 
5 

 

fec 
 

6 

 

fec 
 

7 

 

fec 
 

8 

 

19. In general what is your opinion about Swedish Outdoor Brands? 

 

mlj Positive 
 

mlj Negative 
 

 

20. Do you think that a logo in combination with a brand name makes it easier for you to 

remember or recognize the brand? 

 

mlj Yes 
 

mlj   No 
 

mlj Sometimes 
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21. What do you associate with Sweden as a country? 

(please mark 3 most appropriate options) 

 

fec Openness 
 

fec Excitement 
 

fec Quality 
 

fec Creativity & Innovation 
 

fec Conservative people 
 

fec Honesty & reliability 
 

fec Nature & Landscape 
 

fec Relaxed 
 

fec Clear design 
 

fec Tough/cold weather 
 

fec Environmentally friendly 
 

 

22. Please indicate on a scale of 15, where 1= Strongly Disagree and 5= Strongly Agree 

 
 

To which degree do you think Swedish Outdoor Brands are: 

 1 Strongly Disagree 2 3 4 5 Strongly Agree 

Longlasting nmlkj nmlkj nmlkj nmlkj nmlkj 

Of Good value mlj mlj mlj mlj mlj 

Prestigious products nmlkj nmlkj nmlkj nmlkj nmlkj 

 
 
 
 
 

23. Please read carefully: 

 
 

If you are a current user of Swedish Outdoor Brand(s), please answer the questions based 

on the particular brand(s) you currently have. 

 
 

Otherwise just imagine having a Swedish Outdoor Brand while answering the following 

questions. 

If you think about a specific Swedish Outdoor Brand, please indicate in the box below 
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 1 Not at all 2 3 4 5 Very much so 

Are reliable. nmlkj nmlkj nmlkj nmlkj nmlkj 

Are durable. mlj mlj mlj mlj mlj 

Have special features and 

functions. 

nmlkj nmlkj nmlkj nmlkj nmlkj 

 

24. If you are a current user of Swedish Outdoor Brand(s), please answer the questions 

based on the particular brand(s) you currently have. Otherwise continue with the product 

you have in mind/noted in the box above. 

 
 

Please indicate on a scale of 15, where 1= Strongly Disagree and 5= Strongly Agree 

It is important for me that Swedish Outdoor Brand: 

 1 Strongly Disagree 2 3 4 5 Strongly Agree 

Is offering products with the nmlkj nmlkj nmlkj nmlkj nmlkj 

right features or attributes.      

Is offering products with mlj mlj mlj mlj mlj 

superior performances or      
outcomes.      

Has a reputation for making nmlkj nmlkj nmlkj nmlkj nmlkj 

useful products.      

Has a reputation for making mlj mlj mlj mlj mlj 

quality products.      

Is known for technological nmlkj nmlkj nmlkj nmlkj nmlkj 

innovation.      

Is offering outstanding mlj mlj mlj mlj mlj 

customer experiences.      

A big part of the appeal of nmlkj nmlkj nmlkj nmlkj nmlkj 

the organization`s product      
(s) is the ambiance, feel or      
aesthetics experienced.      

Is allowing me to express mlj mlj mlj mlj mlj 

my own attitudes, interests,      
or opinions.      

Gives me a feeling of nmlkj nmlkj nmlkj nmlkj nmlkj 

security.      

Gives me a feeling of social mlj mlj mlj mlj mlj 

approval .      

Is a “good deal” for me. nmlkj nmlkj nmlkj nmlkj nmlkj 

 

25. If you are a current user of Swedish Outdoor Brand(s), please answer the questions 

based on the particular brand(s) you currently have. Otherwise continue with the product 

you have in mind/noted in the box above. 

 
 

Please indicate on a scale of 15, where 1= Not at all and 5= Very much so. 

To which degree do you think that Swedish Outdoor Brand(s): 
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 1 Not at all 2 3 4 5 Very much so 

Your overall opinion about nmlkj nmlkj nmlkj nmlkj nmlkj 

Swedish Outdoor Brands is      
very positive.      

Would or does this Swedish mlj mlj mlj mlj mlj 

Outdoor Brand fully satisfy      
your product needs?      

In comparison to alternative nmlkj nmlkj nmlkj nmlkj nmlkj 

brands, Swedish Outdoor      
Brands are very high      
quality.      

Swedish Outdoor Brands mlj mlj mlj mlj mlj 

are made of high standards.      

 

 1 Not important at all 2 3 4 5 Very Important 

Is knowledgeable. nmlkj nmlkj nmlkj nmlkj nmlkj 

Is innovative. mlj mlj mlj mlj mlj 

Is trustworthy. nmlkj nmlkj nmlkj nmlkj nmlkj 

Understands your needs. mlj mlj mlj mlj mlj 

Cares about your opinion. nmlkj nmlkj nmlkj nmlkj nmlkj 

Has your interests in mind. mlj mlj mlj mlj mlj 

 

26. If you are a current user of Swedish Outdoor Brand(s), please answer the questions 

based on the particular brand(s) you currently have. Otherwise continue with the product 

you have in mind/noted in the box above. 

 
 

Please indicate on a scale of 15, where 1= Not at all and 5= Very much so. 

How do you evaluate the following statements about Swedish Brands? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

27. If you are a current user of Swedish Outdoor Brand(s), please answer the questions 

based on the particular brand(s) you currently have. Otherwise continue with the product 

you have in mind/noted in the box above. 

 
 

Please indicate on a scale of 15, where 1= Not at all and 5= Very much so. 

How important is it for you that the makers (company) of this Outdoor Brand: 
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28. If you are a current user of Swedish Outdoor Brand(s), please answer 

the questions based on the particular brand(s) you currently have. 

Otherwise continue with the product you have in mind/noted in the box 

above. 

Please indicate on a scale of 15, where 1= Strongly Disagree and 5= 

Strongly Agree. In case the brand would have a personality: to 

which degree would you connect the 

following characteristics to Swedish Outdoor Brands? 

 
 

 
 1 Strongly Disagree 2 3 4 5 Strongly Agree 

Open 

(original,creative,innovative) 

nmlkj nmlkj nmlkj nmlkj nmlkj 

Downtoearth mlj mlj mlj mlj mlj 

Exciting (trendy, daring ) nmlkj nmlkj nmlkj nmlkj nmlkj 

Conservative mlj mlj mlj mlj mlj 

Reliable nmlkj nmlkj nmlkj nmlkj nmlkj 

Secure mlj mlj mlj mlj mlj 

Intelligent & Technical nmlkj nmlkj nmlkj nmlkj nmlkj 

Trustworthy mlj mlj mlj mlj mlj 

Honest (sincere, real) nmlkj nmlkj nmlkj nmlkj nmlkj 

Environmentally friendly 

(Sustainable) 

mlj mlj mlj mlj mlj 

Credible (authentic) nmlkj nmlkj nmlkj nmlkj nmlkj 

Distinctive Scandinavian 

Design 

mlj mlj mlj mlj mlj 

Clear & minimalistic nmlkj nmlkj nmlkj nmlkj nmlkj 

Timeless design mlj mlj mlj mlj mlj 

Functional & Practical nmlkj nmlkj nmlkj nmlkj nmlkj 

Unique mlj mlj mlj mlj mlj 

Calm & Relaxed nmlkj nmlkj nmlkj nmlkj nmlkj 

Loyal mlj mlj mlj mlj mlj 
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Guten Tag, 

 

 
die folgende Umfrage dient userer Masterarbeit an der Umeå University in Schweden. Die Studie befasst sich mit "Swedish Outdoor 

Brands" (Schwedischen Outdoor Marken) und die Wirkung der beabsichtigten Markenidentität verschiedener Firmen auf den Konsumenten. 

PLEASE, YOU CANNOT FILL OUT THIS SURVEY IF YOU ARE SWEDISH (since we focus on people`s perception outside Sweden)! 

OUTDOOR MARKEN STELLEN Z.B. FOLGENDE PRODUKTE HER: OUTDOORBEKLEIDUNG (WINTERJACKEN, SKIJACKEN, SCHUHE), 

RUCKSÄCKE, OUTDOORAUSRÜSTUNG USW. 

 
Das Ausfüllen dieser Umfrage dauert nicht länger als ca. 15 Minuten und wir wären sehr dankbar über eure Teilnahme an dieser interessanten 

Forschungsarbeit. 
 

 
Die Antworten werden bis zum 19. April gesammelt. 

Alle Informationen in dieser Umfrage werden anonym und vertraulich behandelt. 
 

 
Falls Fragen auftreten sollten, könnt ihr euch gerne unter folgenden EMails an uns wenden: 

Ruth O.Mrabure (rumr0002@student.umu.se) ODER Maria Göppel (maga0090@student.umu.se). 
 

 
Vielen Dank im Voraus an der Beteiligung an dieser Umfrage! 

 

 

*1. In welchem Land wohnst du? 

Land: 

 

*2. Bist du Europäer? 

 

mlj   Ja 

 
mlj   Nein 

 
3. Was ist deine höchste schulische Qualifikation? 

 
mlj   Schulabschluss 

 
mlj   Abitur 

 
mlj   

Hochschule mlj   

Universität mlj   

Andere 

4. Geschlecht 

 
mlj   Männlich 

 
mlj   Weiblich 

 

 

 
Thank you very much for your participation and for taking out time to answer this survey! 

 

German End-user Questionnaire 
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*5. Alter 

 

mlj   20 oder jünger 

 
mlj   

2129 mlj   

3039 mlj   

4049 mlj   

5059 

mlj   60 oder älter 

  

 

6. Welche Marke kommt dir als ertses in den Sinn wenn du an Swedische OutdoorMarken 

denkst? 

 

 
7. Besitzt du zur Zeit (oder hast du jemals zuvor) eine Schwedische Outdoor Marke 

(gekauft)? 

 
mlj   Ja 

 
mlj   Nein 

 
8. Falls JA, welche Marke? 

 

 
 

9. Falls NEIN, würdest du beabsichtigen eine Outdoor Marke in der Zukunft zu kaufen? 

 
mlj   Ja 

 
mlj   Nein 

 
mlj   Vielleicht 

 
10. Machst du Outdoor Sport? 

 
mlj   Ja 

 
mlj   Nein 
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2 3 4 

*11. Bitte bewerte auf einer Skala von 15, wobei 1= Stimme überhaupt nicht zu und 5= 

Stimme voll und ganz zu. 

 
 

In welchem Maße würdest du die folgenden Aussagen über dein Einkaufsverhalten 

bewerten? 

1 Stimme überhaupt 5 Stimme voll und 

nicht zu  ganz zu 

 
 
 
 

 
Ich (würde) besondere mlj mlj mlj mlj mlj 

Anstrengungen 

unternehmen, um die beste 

Qualität beim Kauf von 

OutdoorBekleidung zu 

bekommen. 

 

 
 
 
 
 

Je höher der Preis des mlj mlj mlj mlj mlj 

Produktes, desto besser ist 

die Qualität. 

 

 
 
 
 
 

Die meistbeworbenen mlj mlj mlj mlj mlj 

OutdoorMarken sind in der 

Regel sehr gute Marken. 

 
 
 
 
 
 

Um Vielfalt zu erhalten, mlj mlj mlj mlj mlj 

würde ich verschiedene 

OutdoorMarken in 

verschiedenen Geschäften 

kaufen. 

 

 
 
 
 
 

Falls ein Geschäft meine mlj mlj mlj mlj mlj 

gewünschte Marke nicht 

hätte, würde ich zu einem 

anderen Laden gehen. 

 Magst du es in einem nmlkj nmlkj nmlkj nmlkj nmlkj 

reinen Markengeschäft 

einzukaufen, in dem es nur 

eine Marke gibt ( wie z.B. 

im Apple Store)? 

 

Es macht Spass etwas nmlkj nmlkj nmlkj nmlkj nmlkj 

neues und aufregendes zu 

kaufen beim Kauf von 

OutdoorArtikeln. 

Beim Kauf von Outdoor nmlkj nmlkj nmlkj nmlkj nmlkj 

Marken, ist (wäre) ein 

funktioneller und attraktiver 

Style (Stil) wichtig für mich. 

Beim Kauf von Outdoor nmlkj nmlkj nmlkj nmlkj nmlkj 

Bekleidungs Artikeln, würde 

ich/ ziehe ich die 

meistverkauften Marken vor. 

Meine Standards und nmlkj nmlkj nmlkj nmlkj nmlkj 

Erwartungen für Outdoor 

Produkte die kaufe ich sind 

sehr hoch 

Ich (würde) versuche(n) nmlkj nmlkj nmlkj nmlkj nmlkj 

immer die beste Qualität zu 

kaufen, unabhängig in 

welchem Geschäft. 
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*12. Was ist wichtiger für dich bei der Entscheidung wo du einkaufst? 

(Bitte wähle eine Option, die für dich am geeignetsten erscheint.) 

 
mlj   Das Image und die Atmosphäre des Geschäftes, wo ich einkaufen. 

 
mlj   Das ich die Marke oder das Produkt bekomme, das ich haben möchte. 

 
mlj   Es hängt von meiner Loyalität gegenüber der Marke ab. 

 

 

 

13. Bitte bewerte auf einer Skala von 15, wobei 1= Überhaupt nicht und 5= In hohem Maße. 

Wie bewertest du die folgenden Aussagen über Nachhaltigkeit (Umweltbewusstsein) von 

Outdoor Marken? 

1 Überhaupt nicht 2 3 4 5 In hohem Maße 

 
 
 
 
 
 
 
 

Würdest du den Kauf einer mlj mlj mlj mlj mlj 

nachhaltigen und teureren 

Marke den einer 

günstigeren Alternative 

vorziehen? 

 
 
 
 
 
 
 
 
 
 
 

14. Welches Land würdest du spontan mit dem Markennamen "Berghaus" verbinden? 

(Bitte wähle die deiner Meinung nach die am besten geeignete Option) 

 
mlj   England (UK) 

 
mlj   

Schweden mlj   

Deutschland mlj   

Österreich 

mlj   Ich weiß nicht 

 

Würdest du es als eine nmlkj nmlkj nmlkj nmlkj nmlkj 

Investition ansehen 

Kleidung zu kaufen die 

recycled wird nach dem 

Zurückhändigen an den 

Hersteller (gegen einen 

kleine Rückerstattung für 

dich)? 

Fühlst du dich gut oder nmlkj nmlkj nmlkj nmlkj nmlkj 

würdest du dich gut fühlen, 

wenn du ein 

umweltfreundliche Outdoor 

Marke kaufst/ kaufen 

würdest? 
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15. Welches Land würdest du spontan mit der Markennamen "Peak Performance" 

verbinden? 

(Bitte wähle die deiner Meinung nach die am besten geeignete Option) 

 
mlj   USA (Vereinigte Staten von Amerika) 

 
mlj   

Deutschland mlj   

England (UK) mlj   

Schweden 

mlj   Ich weiß nicht 

  

 

Untenstehend finden Sie einige Logos von OutdoorMarken. 
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16. Welche dieser Markenlogos erkennst du? 

 
 

Bitte gib an welche(s) du erkennst durch die entsprechenden Nummern im oberen Bild zu 

jeder Marke. 

(Mehrere Optionen wählbar) 

 
fec   

1 fec   

2 fec   

3 fec   

4 fec   

5 fec   

6 fec   

7 fec   

8 

17. Welche dieser Marken findest du am attraktivsten? 

Bitte wähle durch die entsprechended Nummern im oberen Bild zu jedem Logo. 

(Mehrere Optionen wählbar) 

 
fec   

1 fec   

2 fec   

3 fec   

4 fec   

5 fec   

6 fec   

7 fec   

8 
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18. Welche Logos verbindest du mit Schweden? 

Bitte wähle durch die entsprechended Nummern im oberen Bild zu jedem Logo. 

(Mehrere Optionen wählbar) 

 
fec   

1 fec   

2 fec   

3 fec   

4 fec   

5 fec   

6 fec   

7 fec   

8 

19. Wie ist deine generelle Meinung über Schwedische OutdoorMarken? 

 
mlj   Positiv 

 
mlj   Negativ 

 
20. Glaubst du, dass ein Logo in Kombination mit einer Marke es einfacher für dich macht 

dich an die Marke zu erinnern oder sie zu erkennen? 

 
mlj   Ja 

 
mlj   Nein 

 
mlj   Vielleicht 
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2 3 4 

21. Was assoziierst du mit dem Land Schweden? 

(Bitte makiere die 3 für dich entsprechensten Optionen) 

 
fec   Offenheit 

 
fec   Spannung (positiv) 

 
fec   Qualität 

 
fec   Kreativität & Innovation 

 
fec   Konservative Menschen 

 
fec   Ehrlichkeit und Zuverlässigkeit 

 
fec   Natur & Landschaft 

 
fec   Entspanntheit 

 
fec   Klares Design 

 
fec   Hartes/kaltes Wetter 

 
fec   Umweltfreundlichkeit 

 
22. Bitte bewerte auf einer Skala von 15, wobei 1= Stimme überhaupt nicht zu und 5= 

Stimme voll und ganz zu. 

 

I  n   w  e  l  c  h  e  m M  a  ß  e   d  e  n  k  s  t   d  u   S  c  h  w  e  d  i  s  c  h  e  n   O  u  t  d  o  o  r   M a  r  k  e  n   s  i  n  d  :   
1 Stimme überhaupt 5 Stimme voll und 

nicht zu  ganz zu 

 
 

Von gutem Wert mlj mlj mlj mlj mlj 
 

 

 
2 3 .   B i t t e   s o r g f ä l t i g   l e s e n :  

 
 

W e  n  n   d  u  e  i  n   a  k  t  u  e  l  l  e  r  B e  n  u  t  z  e  r  e  i  n  e  r  S  c  h  w  e  d  i  s  c  h  e  n  O u  t  d  o  o  r - M a r k e  b i s t ,  b i t t e  b e a n t w o r t e d 

i  e   F r  a g e n   b a s i  e r  e n d   a u f   d i e   b e t  r  e f  f  e n d e   M a r  k e (  n )   d i  e   d u   d e r  z e i  t   b e s i  t  z t  .  
 
 

A  n  s  o  n  s  t  e  n  s  t  e  l  l  d  i  r  e  i  n  f  a  c  h  e  i  n  e  S  c  h  w  e  d  i  s  c  h  e  O  u  t  d  o  o  r - M a r k e  v o r  ( a u c h  f i c t i v  m ö g l i c h 

w e  n  n  d  u  k  e  i  n  e  k  e  n  n  s  t  )  ,  d  i  e  d  u  i  m  H i  n  t  e  r  k  o  p  f  b  e  h  ä  l  t  s  t  w ä  h  r  e  n  d  d  u  d  i  e  n  a  c  h  f  o  l  g  e  n  d  e  n F  

r  a  g e  n   b  e  a  n t  w o  r  t  e  s  t  .  
 
 

F  a  l  l  s   d  u   a  n   e  i  n  e   b  e  s  t  i  m  m t  e   S  c  h  w e  d  i  s  c  h  e   O  u  t  d  o  o  r - M a r  k e  d e  n  k  s  t  ,  d  a n n  g  i  b  d i  e s  e  b  i  t  t  e  i  m 

u n t  e  r  e  n   F e  l  d   a  n .  
  

Angesehene/prestigevolle nmlkj nmlkj nmlkj nmlkj nmlkj 

Produkte 

Langlebig nmlkj nmlkj nmlkj nmlkj nmlkj 
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2 3 4 

2 4  .  F  a l  l  s  d  u  e  i  n  a  k t  u e l  l  e  r  B e n  u  t  z e  r  e  i  n  e r  S c  h  w e  d i  s  c h  e n  O u  t  d  o  o  r - M a r  k e  b i  s  t  ,  b e a n t  w o r t  e d  

i  e  F r  a g e n  b i  t  t  e  b a  s  i  e r  e n d  a u f  d  e  r  b e t  r  e  f  f  e  n d e n  M a r  k e  (  n )  .  A n  s  o  n s  t  e n  b i  t  t  e  b a  s  i  e r  e n d  a u  f d e 

r   M a r k e   i m   H i n t e r k o p f / i n   d e r   o b r i g e n   B o x .  
 
 

B i t  t  e  b e w e r t  e  a u f  e i  n e r  S k a l  a  v o n  1 - 5  ,  w  o  b  e  i  1  =   S  t  i  m  m e   ü  b  e  r  h  a  u  p  t   n  i  c  h  t   z  u  u  n  d   5  =   S  t  i  m  m e 

v  o  l  l   u  n  d   g  a  n  z   z  u  .  
 
 

E s   i  s  t   w  i  c  h  t  i  g   f  ü  r   m  i  c  h   d  a  s   d  i  e   S  c  h  w e  d  i  s  c  h  e   O  u  t  d  o  o  r - M a r  k e :  
1 Stimme überhaupt 5 Stimme voll und 

nicht zu  ganz zu 

 
 
 
 

Produkte mit überlegenen                    mlj                               mlj                                mlj                               mlj                               mlj 

Leistungen oder 

Ergebnissen bietet. 
 
 
 
 
 

Einen guten Ruf für die                         mlj                               mlj                                mlj                               mlj                               mlj 

Herstellung hochwertiger 

Produkte hat. 
 

 
 
 

Hervorragende                                        mlj                               mlj                                mlj                               mlj                               mlj 

Kundenerfahrungen bietet. 

 
 
 
 
 
 
 

Mir erlaubt meine eigene                     mlj                               mlj                                mlj                               mlj                               mlj 

Haltung, Interessen oder 

Meinungen auszudrücken. 
 

 
 
 

Mir ein Gefühl von sozialer                   mlj                               mlj                                mlj                               mlj                               mlj 

Anerkennung gibt. 

 
Ein "guter Deal" für mich nmlkj nmlkj nmlkj nmlkj nmlkj 

ist. 

Mir ein Gefühl von nmlkj nmlkj nmlkj nmlkj nmlkj 

Sicherheit gibt. 

Einen großen Teil des nmlkj nmlkj nmlkj nmlkj nmlkj 

Reizes der Firmenprodukte 

in der Stimmung, dem 

Gefühl oder der Ästhetik 

besteht. 

Für technologische nmlkj nmlkj nmlkj nmlkj nmlkj 

Innovationen bekannt ist. 

Einen guten Ruf für die nmlkj nmlkj nmlkj nmlkj nmlkj 

Herstellung nützlicher 

Produkte hat. 

Produkte mit den richtigen nmlkj nmlkj nmlkj nmlkj nmlkj 

Eigenschaften oder 

Attributen bietet. 
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2 5  .  F  a l  l  s  d  u  e  i  n  a  k t  u e l  l  e  r  B e n  u  t  z e  r  e  i  n  e r  S c  h  w e  d i  s  c h  e n  O u  t  d  o  o  r - M a r  k e  b i  s  t  ,  b e a n t  w o r t  e d  

i  e  F r  a g e n  b i  t  t  e  b a  s  i  e r  e n d  a u f  d  e  r  b e t  r  e  f  f  e  n d e n  M a r  k e  (  n )  .  A n  s  o  n s  t  e n  b i  t  t  e  b a  s  i  e r  e n d  a u  f d e 

r   M a r k e   i m   H i n t e r k o p f /   i n   d e r   o b r i g e n   B o x .  

B i  t  t  e  b e w e r t  e  a u f  e i  n e r  S k a l  a  v o n  1 - 5  ,  w o  b  e  i  1  =Ü  b  e  r  h  a  u  p  t   n  i  c  h  t  u  n  d  5  = I  n   h  o  h  e  m  M a ß  e  . 

I  n   w  e  l  c  h  e  m   M  a  ß  e   d  e  n  k  s  t   d  u  ,   d  a  s  s   S  c  h  w  e  d  i  s  c  h  e   O  u  t  d  o  o  r  - M a  r  k e  n  :  
1 Überhaupt nicht 2 3 4 5 In hohem Maße 

 

 
Langlebig sind.                                      mlj                               mlj                                mlj                               mlj                               mlj 

 
 
 
 

2 6  .  F  a l  l  s  d  u  e  i  n  a  k t  u e l  l  e  r  B e n  u  t  z e  r  e  i  n  e r  S c  h  w e  d i  s  c h  e n  O u  t  d  o  o  r - M a r  k e  b i  s  t  ,  b e a n t  w o r t  e d  

i  e  F r  a g e n  b i  t  t  e  b a  s  i  e r  e n d  a u f  d  e  r  b e t  r  e  f  f  e  n d e n  M a r  k e  (  n )  .  A n  s  o  n s  t  e n  b i  t  t  e  b a  s  i  e r  e n d  a u  f d e 

r   M a r k e   i m   H i n t e r k o p f / i n   d e r   o b r i g e n   B o x .  
 
 

B i t  t  e  b e w e r t  e  a u f  e i  n e r  S k a l  a  v o n  1 - 5  i  n w i e w e i  t  d i  e  f  o l  g e n d e n  A u s  s a g e n  f  ü r  d i  c h  z u t  r  e f  f  e n d s  

i  n  d  ,   w  o  b  e  i   1  =   Ü b  e  r  h  a  u  p  t   n  i  c  h  t   z  u   u  n  d   5  =   I  n   h  o  h  e  m   M a  ß  e  .  
 
 

W  i  e   b  e  w  e  r  t  e  s  t   d  u   d  i  e   f  o  l  g  e  n  d  e  n   A  u  s  s  a  g  e  n   ü  b  e  r   S  c  h  w  e  d  i  s  c  h  e   O  u  t  d  o  o  r  - M a  r  k  e  n  ?   
1 Überhaupt nicht 2 3 4 5 In hohem Maße 

 
 
 
 
 
 

Würden Schwedische                            mlj                               mlj                                mlj                               mlj                               mlj 

OutdoorMarken deine 

Bedürfnisse an das Produkt 

voll befriedigen? 

 
 
 
 
 
 
 

Schwedische Outdoor                          mlj                               mlj                                mlj                               mlj                               mlj 

Marken sind von hohem 

Standard. 

 

Im Vergleich zu nmlkj nmlkj nmlkj nmlkj nmlkj 

alternativen Marken sind 

Schwedische Outdoor 

Marken von sehr hoher 

Qualität. 

Meine allgemeine nmlkj nmlkj nmlkj nmlkj nmlkj 

Meinung über Schwedische 

OutdoorMarken ist sehr 

positiv. 

Spezielle Eigenschaften nmlkj nmlkj nmlkj nmlkj nmlkj 

und Funktionen haben. 

Zuverlässig sind. nmlkj nmlkj nmlkj nmlkj nmlkj 
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2 3 4 5 Sehr wichtig 

2 7  .  F  a l  l  s  d  u  e  i  n  a  k t  u e l  l  e  r  B e n  u  t  z e  r  e  i  n  e r  S c  h  w e  d i  s  c h  e n  O u  t  d  o  o  r - M a r  k e  b i  s  t  ,  b e a n t  w o r t  e d  

i  e  F r  a g e n  b i  t  t  e  b a  s  i  e r  e n d  a u f  d  e  r  b e t  r  e  f  f  e  n d e n  M a r  k e  (  n )  .  A n  s  o  n s  t  e n  b i  t  t  e  b a  s  i  e r  e n d  a u  f d e 

r   M a r k e   i m   H i n t e r k o p f / i n   d e r   o b r i g e n   B o x .  
 
 

B i t  t  e  b e w e r t  e  a u f  e i  n e r  S k a l  a  v o n  1 - 5  w i  e  d  u  d  i  e   f  o  l  g  e  n  d  e  n   A u  s  s  a  g  e  n  b  e  w  e  r  t  e  s  t  ,  w o  b  e  i   1  = 

Ü b e r  h a u p t   n i  c h t   w i  c h t i  g   u n d   5 =   S e h r   w i  c h t  i  g .  
 
 

W i e   w i c h t i g   i s t   e s   f ü r   d i c h ,   d a s s   d e r   H e r s t e l l e r   ( F i r m a )   d i e s e r   O u t d o o r - M a r  k e :  
1 Überhaupt nicht 

wichtig 

 
 

Innovativ ist.                                           mlj                               mlj                                mlj                               mlj                               mlj 
 

 
 

Deine Bedürfnisse versteht.                   mlj                               mlj                                mlj                               mlj                               mlj 
 

 
 
 

Deine Interessen im Sinn                      mlj                               mlj                                mlj                               mlj                               mlj 

hat. 

 
 

 

Sich um deine Meinung nmlkj nmlkj nmlkj nmlkj nmlkj 

kümmert. 

Vertrauenswürdig ist. nmlkj nmlkj nmlkj nmlkj nmlkj 

Kenntnisreich ist. nmlkj nmlkj nmlkj nmlkj nmlkj 

 



173 

2 3 4 

2 8  .  F  a l  l  s  d  u  e  i  n  a  k t  u e l  l  e  r  B  e n  u  t  z e  r  e  i  n  e r  S c  h  w e  d i  s  c h  e n  O u  t  d  o  o  r - M a r  k e  b i  s  t  ,  b e a n t  w o r t  e d  

i  e  F r  a g e n  b i  t  t  e  b a  s  i  e r  e n d  a u f  d  e  r  b e t  r  e  f  f  e  n d e n  M a r  k e  (  n )  .  A n  s  o  n s  t  e n  b i  t  t  e  b a  s  i  e r  e n d  a u  f d e 

r   M a r k e   i m   H i n t e r k o p f / i n   d e r   o b r i g e n   B o x .  
 
 

B i t  t  e  b e w e r t  e  a u f  e i  n e r  S k a l  a  v o n  1 - 5  ,  w  o  b  e  i  1  =   S  t  i  m  m e   ü  b  e  r  h  a  u  p  t   n  i  c  h  t   z  u  u  n  d   5  =   S  t  i  m  m e 

v  o  l  l   u  n  d   g  a  n  z   z  u  .  
 
 

F a  l  l  s   d i  e   M a  r  k e   e  i  n  e   P  e r  s  ö  n  l  i  c h k  e i  t   h ä  t  t  e :   i  n   w e  l  c  h e  m   M a  ß e   w ü r  d e  s  t   d u   d  i  e   f  o l  g  e n d  e n  

E  i  g  e  n  s  c  h  a  f  t  e  n   d  e  r   S  c  h  w  e  d  i  s  h  e  n   O  u  t  d  o  o  r  - M a  r  k e  (  n  )   b  e  w e  r  t  e  n ?  
1 Stimme überhaupt 5 Stimme voll und 

nicht zu  ganz zu 

 
 
 

Bodenständig (unkompliziert)                    mlj                              mlj                              mlj                               mlj                              mlj 

 

Konservativ                                                  mlj                              mlj                              mlj                               mlj                              mlj 

Sicher                                                          mlj                              mlj                              mlj                               mlj                              mlj 

Vertrauenswürdig                                        mlj                              mlj                              mlj                               mlj                              mlj 

Umweltfreundlich (nachhaltig)                  mlj                              mlj                              mlj                               mlj                              mlj 

Besonderes/unverwechselbares                 mlj                              mlj                              mlj                               mlj                              mlj 

Skandinavisches Design 

Zeitloses Design                                          mlj                              mlj                              mlj                               mlj                              mlj 

Einzigartig                                                   mlj                              mlj                              mlj                               mlj                              mlj 

Loyal                                                            mlj                              mlj                              mlj                               mlj                              mlj 
 
 

 
Vielen Dank für eure Teilnahme und aufgebrachte Zeit! 

 

Ruhig & entspannt nmlkj nmlkj nmlkj nmlkj nmlkj 

Funktionell & praktisch nmlkj nmlkj nmlkj nmlkj nmlkj 

Klar & minimalistisch nmlkj nmlkj nmlkj nmlkj nmlkj 

Glaubwürdig (authentisch) nmlkj nmlkj nmlkj nmlkj nmlkj 

Ehrlich (aufrichtig, echt) nmlkj nmlkj nmlkj nmlkj nmlkj 

Intelligent & technisch nmlkj nmlkj nmlkj nmlkj nmlkj 

Zuverlässig nmlkj nmlkj nmlkj nmlkj nmlkj 

Spannend (trendy/modisch, nmlkj nmlkj nmlkj nmlkj nmlkj 

gewagt) 

Offen (original, kreativ, nmlkj nmlkj nmlkj nmlkj nmlkj 

innovativ) 
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Appendix 13: Questionnaire Scales 
 

Question: Measures: Scale/Origin: 

Q. 1-3 Demographics Own choice. 

Q. 4 Brand Awareness: Top of mind awareness/ 

brand recall. 

(Aaker, 2010, p. 11) 

Q. 5 Brand Awareness. (Aaker, 2010, p. 335) 

Q. 6 Brand logo: COO connection Sweden. 

Knowledge/Awareness. 

Own choice. 

Q. 7 Brand awareness: logo & brand name 

combination. 

Own choice. 

Q. 8 Product assortment: Swedish outdoor brands? Own choice. 

Q. 9 If yes: How many Swedish outdoor brands? Own choice. 

Q. 10 If yes: how demanded by customers? Own choice 

Q. 11 If (8) no: future carrying intention? Own choice. 

Q. 12 Sustainability outdoor brands. Interview based. 

Q. 13 COO Associations. Own choice (connects to brands 

personality). 

Q. 14 (1-3) COO general product attitudes. 

 

Pisharodi and Parameswaran (1992, 

cited in Bearden & Netemeyer, 

1999, p. 64) 

Q. 14 (4-6) Difference. (Keller, Lehmann & Farley, 2008, 

p. 51) 

Q. 14 (7) Differentiation. 

 

(Aaker, 2010, p. 335) 

Q. 15  Brand competition for shelf space. Own choice. 

Q. 16  Intention to include brand in assortment. (Aaker, 2010, p. 335) 

Q. 16 (1-3) Customer preferences. 

Retail competition. 

The unique brand identity. 

Own choice. 

Q. 16 (4) Esteem. Scale: Esteem (BAV) 

(Keller, Lehmann & Farley, 2008, 

p. 51) 

Q. 16 (5-6) Trust. Scale: Trust (Research 

International) 

(Keller, Lehmann & Farley, 2008, 

p. 52) 

Q. 16 (7) Relationship to manufacturer. Own choice. 

Q. 16 (8) Service. Scale: Service: Ambler (2003, cited 

in Keller, Lehmann & Farley, 2008, 

p. 52) 

Q. 16 (9) Perceived value. (Aaker, 2010, p. 335) 

Q. 16 (10-12) Performance.  Scale: Performance. (Millward 

Brown, Research International) 

(Keller, Lehmann & Farley, 2008, 

p. 52) 

Q. 16  (13-14) Perceived quality (leadership/popularity) (Aaker, 2010, p. 334) 

Q. 16 (15-17) Our own perception about brand. 

Strengths for our store image. 

Fit to our identity. 

Own choice. 

Q. 17  Scenario description to guide the respondent. 

TOM brand asked for again.  

Own choice. 

Q. 18 Customer values. (Smith & Colgate, 2007, p. 22) 

Q. 18 (1-5) -Functional/ Instrumental value 

Q. 18 (6-7) -Experimental/hedonic value 
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Q. 18 (8-10) -Symbolic/ expressive value 

Q. 18 (11) - Cost/sacrifice value  

Q. 19 (1-2) Knowledge. Scale: Knowledge (BAV) 

(Keller, Lehmann & Farley, 2008, 

p. 51) 

Q. 19 (3-4) Knowledge. Own choice. 

Q. 20 Performance. (Keller, 2008, p. 75) 

Q. 21 Quality.   

Q. 21 (1-2) Overall opinion. Satisfaction customer. (Keller, 2008, p. 75) 

Q. 21 (3) High quality. (Aaker, 2010, p. 334) 

Q. 21 (4) High standards. Ambler  

(2003, cited in cited in Keller, 

Lehmann & Farley, 2008, p. 52) 

Q. 22  Credibility. (Keller, 2008, p. 75) 

Q. 23 

 

Brand Personality. 

(Connects to COO association). 

 

(see end-user survey: Q. 28) 

(Aaker, 1997, p.  354) 

(Caprara, 2001, p. 389) 

- 23 (1): creative & Innovative 

 openness 

- 23 (5): Reliable  

conscientiousness 

- 23 (11): “Authentic”  

agreeableness 

- 23 (17): Calm & relaxed  

emotional stability 

Traits that companies had in common (interview based):  

 23 (1): 

Open 

 23 (5): Reliable  23 (11): authentic 

 23 (2): 

Down-to 

earth 

 23 (8): Trustworthy 

 

 

 23 (15): Functional 

Some character traits listed are especially related to different companies (interview based): 

Haglöfs: 23 (4): Conservative 

23 (12): Distinct Scandinavian Design 

23 (13): Clear & minimalistic 

Elevenate:  23 (11): Credible 

 23 (5): Reliable 

Klättermusen: 23 (7): Unique  

23 (10): Environmentally friendly (sustainable) 

23 (6): Secure 

23 (7): (Intelligent) & Technical 

23 (8): Trustworthy 

Q. 24 Trigger towards: value, loyalty, attachment, 

engagement  brand equity. 

 

Q. 24 (1-2) Perceived value. (Aaker, 2010, p. 335) 

Q. 24 (3) Loyalty. Scale: Loyalty (Keller) 

(Keller, Lehmann & Farley, 2008, 

p. 52) 

Q. 24 (3) Loyalty. (Keller, 2008, p. 76) 

Q. 24 (5) Attachment. (Keller, 2008, p. 76) 

Q. 24 (6) Engagement. (Keller, 2008, p. 76) 
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End-user Questionnaire  

Question: Measures: Scale/Origin: 

Q. 1-5 Demographics Own choice. 

Q. 6 Brand Awareness: Top of mind awareness/ 

brand recall. 

(Aaker, 2010, p. 11) 

Q. 7-8 If current user? 

Which brand(s)? 

Own choice. 

Q. 9 Intention. Keller (2008, cited in Keller, 

Lehmann & Farley, 2008, p. 53) 

Q. 10 User situation (if they do outdoor sports). Own choice. 

Q. 11 (1-9) Shopping behavior 

(1-3): Perfectionist/High Quality conscious. 

(4-6): Brand Consciousness/Price Equals 

Quality. 

(7-9): Novelty & Fashion Conscious 

Scale: 

Sproles & Sproles (1990, cited in 

Bearden & Netemeyer, 1999, p. 59) 

Q. 11 (10) Loyalty. Keller (2008, cited in Keller, 

Lehmann & Farley, 2008, p. 52) 

Q. 11 (11) Brand shop shopping. Own choice 

Q. 12  Store vs. brand image preference. Own choice. 

Q. 13 Sustainability outdoor brands. Interview based. 

Q. 14 COO test: name association. (Berghaus: British 

outdoor company name).Knowledge. 

Own choice. 

Q. 15 COO test: name association. (Peak 

Performance: Swedish outdoor company name). 

Knowledge/Awareness. 

Own choice. 

Q. 16 Brand Awareness: recognition. (Aaker, 2010, p. 335) 

Q. 17  Symbolic appeal/ attractiveness brand logo. Own choice. 

Q. 18 Brand logo  COO connection. 

Knowledge/Awareness. 

Own choice. 

Q. 19 Overall Attitude (Research International)  (Keller, Lehmann & Farley, 2008, 

p. 53) 

Q. 20 Brand awareness: logo & brand name 

combination. 

Own choice. 

Q. 21  COO Associations. Own choice (connects to brands 

personality). 

Q. 22 COO general product attitudes. Pisharodi and Parameswaran (1992, 

cited in Bearden & Netemeyer, 

1999, p. 64) 

Q. 23 Scenario description to guide the respondent. 

TOM brand asked for again.  

Own choice. 

Q. 24 Customer values:  

 

(Smith & Colgate, 2007, p. 22) 
Q. 24 (1-5) -Functional/ Instrumental value 

Q. 24 (6-7) -Experimental/hedonic value 

Q. 24 (8-10) -Symbolic/ expressive value 

Q. 24 (11) - Cost/sacrifice value  

Q. 25 Performance. (Keller, 2008, p. 75) 

Q. 26 Quality.   

Q. 26 (1-2) Overall opinion. Satisfaction customer. (Keller, 2008, p. 75) 

Q. 26 (3) High quality. (Aaker, 2010, p. 334) 

Q. 26 (4) High standards. Ambler  

(2003, cited in cited in Keller, 

Lehmann & Farley, 2008, p. 52) 

Q. 27 Credibility. (Keller, 2008, p. 75) 
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Q. 28  Brand Personality  

(connects to COO association). 

(Aaker, 1997, p.  354) 

(Caprara, 2001, p. 389) 

- 28 (1): creative & Innovative 

 openness 

- 28 (5): Reliable  

conscientiousness 

- 28 (11): “Authentic”  

agreeableness 

- 28 (17): Calm & relaxed  

emotional stability 

 

Traits that companies had in common (interview based):  

 28 (1): 

Open 

 28 (5): Reliable  28 (11): authentic 

 28 (2): 

Down-to 

earth 

 28 (8): Trustworthy  28 (15): Functional 

Some character traits listed are especially related to different companies (interview based): 

Haglöfs: 28 (4): Conservative 

28 (12): Distinct Scandinavian Design 

28 (13): Clear & minimalistic 

Elevenate:  28 (11): Credible 

 28 (5): Reliable 

Klättermusen: 28 (7): Unique  

28 (10): Environmentally friendly (sustainable) 

28 (6): Secure 

28 (7): (Intelligent) & Technical 

28 (8): Trustworthy 
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Appendix 14: Comparable Question Overview 
 

Questions: 

Retailer Survey 

Questions:  

End-user Survey 

Theories 

Q. 5: (customer`s age) Q. 3: (own age) Age.  

Q. 4 Q. 6 Brand Awareness: Top of mind awareness/ brand recall. 

Q. 5  Q. 16 Awareness. Brand recognition. 

Q. 6 Q. 18 Brand logo: COO connection Sweden. 

Knowledge/Awareness. 

Q. 7 Q. 20 Brand awareness: logo & brand name combination. 

Q. 12 Q. 13 Sustainability outdoor brands. 

Q. 13 Q. 21 COO Associations. 

Q. 14 (1-3)  Q. 22 (1-3) COO general product attitudes. 

Q. 17 Q. 23 

 
Scenario  

(to guide respondent). 

TOM confirmation. 

Q. 18 Q. 24 Customer Values 

(Functional/Instrumental; Experimental/Hedonic; 

Symbolic/Expressive; Cost/sacrifice) 

Q. 20 Q. 25 Performance. 

Q. 21 
! 21 (2): their customers 

satisfaction 

Q. 26 

! 26 (2): own 

satisfaction 

Quality. 

Q. 22 Q.  27 Credibility. (interview based core association). 

Q. 23 Q. 28 Brand Personality. 
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Appendix 15: Overview of SME Brand Management Guidelines per Company 
Guidelines for SMEs Brand 

Management 

Haglöfs Elevenate Klättermusen 

Five Guidelines by Keller (2008) 

1.       Building one or two strong brands. - Yes: Focus on one brand: 

“Haglöfs” 

- Yes: Focus on one brand: 

“Elevenate” 

- Yes: Focus on one brand: 

“Klättermusen” 

2.       Focus on 1-2 key associations in 

marketing program 

- Mainly:  functionality & reliability - Mainly: Credibility, functionality, 

design 

- Communication: credibility & 

experiences (reliability: people 

behind Elevenate) 

- Quality: Gore-Tex fabrics 

- Yes: Reliability (safety) & 

Sustainability, high quality materials 

       

3.       Well-integrated set of brand elements that 

enhance brand awareness and brand image 

- Yes: Brand elements chosen 

according to market to position 

brand 

- Yes: see above - Yes: see above 

- Close, down to earth marketing to 

customers. 

4.       Creative brand building push campaigns 

& consumer involving pull campaigns (for 

attention and demand) 

- Yes: special campaigns 

- Push: Retail branding 

- Pull: Advertisements & activity/ 

experience marketing 

- Limited marketing budget 

- Push: Choose appropriate retailers 

- Limited marketing budget 

- Creative & alternative marketing 

channels 

- Push: retailer education, travelling & 

fairs 

- Lead by own ideas, not by customer 

demand. 

5.       Leverage of secondary associations - Yes: COO, Scandinavian design - Yes: Skiing related (e.g. product 

names) 

- Yes: Scandinavian brand; meaning of 

product & organization`s names, 

sustainability (projects). 

Three Additional Guidelines by Krake (2005) 

1.       Logical and consistent in your 

communications 

- Yes: brand identity based on core 

brand values in all markets 

- Yes: brand identity based on core 

brand values in all markets. 

- Yes: brand identity based on core brand 

values in all markets. Same brand 

strategy. 

2.       Clear link between the entrepreneurs and 

the brands character 

- Cannot be ensured: no clear 

connection 

But: Influence of CEO on 

marketing (see brand identity) 

- Very important! (see brand 

identity) 

- Important (see brand identity) 

3.       Cultivation of passion for the brand within 

the company 

 - Yes, very important! - Important! 
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Appendix 16: Qualitative Analysis Summary Table 
 

SME Brand Identity: Haglöfs Elevenate Klättermusen 

Brand Identity (SMEs) 

(visionary individual; 

entrepreneur`s 

personality & values) 

- Cannot be ensured: no clear 

connection 

- But: Influence of CEO on marketing 

 

- Very important! 
- “entrepreneurial spirit of the company”* 

- “life of devotion”  to skiing* 

- Important 
- “entrepreneurial company”* 

 

- Brand personality 

 

- Down to earth 

- Reliable & trustworthy,  

- Conservative 

- Down to earth - Down to earth & practical  

- Extremely technical 

- Standing out 

Associations    

Functional Associations - Functionality 

- Design: minimalistic & clean 

- “clear focus on the range of use”* 

- Functionality, design, quality - Functionality, Technical design  

- Complexity, Quality, Sustainable Material 

- Many features/product attributes 

Symbolic Associations - “H” for Haglöfs 

- important “how [the products] make 

you feel”* 

 
Organizational Association: 

 Brand and organization inevitably 

related 

Benefits: usage of history & enhancement 

of brand awareness through brand name 

(equals company name) 

- Elevenate” for company & label 

- Additional product names 

- Slogan: “State of Elevenate”* 

 
Organizational Association: 

- Brand and organization inevitably 

related 

- Use of founders/entrepreneurs 

history/background 

- Benefits: increased credibility, efficient 

marketing tool 

 

- “Klättermusen” for company & brand 

name/label 

- Company name & product names heritage 

(Company: Norwegian fairy tale; products: 

Nordic mythology). 

- Emotional value: sustainability 

- Slogan: “Maximum Safety For You, 

Minimum Impact On Nature”* 

 
Organizational Association: 

- Brand and organization inevitably related 

- Use of founders/entrepreneurs 

history/heritage 

Benefits: increased credibility, efficient 

marketing tool 

Main associations - Functionality & Design; 

- Quality & Reliability 

- “functionality, fit & quality
*
 

- “high level of functionality, good 

- Functionality, credibility, design - Reliability, Sustainability, Safety, 

- Distinctive design: Functionality & highly 

technical 

- Emotional value: sustainability (customers 
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design and value for money”* feel good about buying eco-friendly, 

recyclable 

products) 

- “Function and material...durable”* 

Extended Identity (secondary associations)   

Country-of Origin Beneficial 

Kind of perception depends on market: 

- In general: Swedish design 

- Sweden: Patriotic/ ethnocentric 

- Central Europe: functionality & design 

(aesthetics) 

- Asia: Exotic (landscape) 

- Connected to: 

- Swedish landscape 

- Customer experiences & 

knowledge 

-     Brand`s/product`s     

             Origin 

- Grew to global brand with 

Scandinavian origin* 

- No focus; even association to 

Switzerland (label), France (e.g. French 

mountains for product names) 

- Global focus. 

- Focus on other components 

- More Scandinavian than Swedish brand. 

- Perception dependent on market (e.g. in 

Japan: fashion; Germany: something 

unique) 

- Association benefits: gain reliability in 

outdoor industry (placed in Åre: “living 

what they are doing”); benefits in business-

to-business (down-to-earth, well behaving & 

reliable business partner) 

Brand Equity: Brand 

Awareness 

- Core to build brand image 

- Depends on market: biggest in 

Sweden, followed by central Europe 

and lowest in Asia (China) 

- Cannot be assured: no clear 

connection 

- But: Influence of CEO on marketing 

 

- In development: through retailing - In development: through retailing, creative 

low-budget marketing. 

Employer Branding:  

Internal branding 

activities. 

Employee alignment. 

- Current/future employees have an 

interest in outdoor activities. 

 

- Emphasis on industry knowledge and 

experience* 

 

- Internal state meetings for more brand 

knowledge by all employees and trade 

- Future employees should be at least 

“endorsers of the brand” 

 

- Emphasis on industry knowledge and 

experience. 

 

- Collaborative efforts are used in solving 

problems and size makes it easier to 

- Future employees should share the Org. 

values-sustainable, reliable and customer 

centered. 

 

- Much emphasis is on making sure the values 

of the organization are shared by future 

employees. 
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fairs. 

 

- Employees have little or no contacts 

with customers due to large customer 

base and may not influence customer 

perception to a large degree. 

have the same focus. 

 

- Employee’s behaviour has influences on 

how brand is perceived. 

 

- Clinics, outdoor tours and education-in 

house is used to acquaint employees with 

needed information on outdoor activities and 

align employees. 

 

- Employees in customer facing roles have 

influence on how customers perceive the 

brand. 

Entrepreneurial 

Orientation (EO)- 

 

 Risk-Taking 

 

 Proactiveness 

 

 

 Innovativeness 

 

 

 

 

 Autonomy  

 

 

 

 Competitive 

Aggressiveness 

 

 

 

 

EO and Performance 

 

 

 

- Risk: Yes but, Generally No: Risks in 

Potential markets are evaluated 

against other factors in order to limit 

risks and assess potentials. 

 

- Proactive: Very proactive and present 

in emerging markets 

 

- Innovative: Creativity in products, 

distribution and brand communication. 

Very innovative in product range. 

 

- Autonomy:  Employees have freedom to 

decide how they do their tasks. 

 

- Competitive aggressiveness: Product 

range/collection is rolled out 

intermittently in order to keep position 

in the market and compete. 

 

- Increase in number of 

retailers/distribution and market 

expansion. 

 

- Knowledge about the product and 

market. 

 

- Risk: Calculated risks are taken 

because the niche market is high risk. 

 

- Proactive: As an INV they are proactive 

and very present in emerging markets. 

 

- Innovative: Creativity in product to 

ensure they are credible, functional and 

have an appealing design. Very 

innovative in its niche market. 

 

- Autonomy: each one has various tasks 

that they have to carry out in their 

various roles. 

 

- Competitive aggressiveness: Difference 

in fabric, features, market focus –skiing. 

 

 

 

 

- Fast growth in market coverage and 

distribution network in foreign markets 

under 3 years. 

 

- Knowledge about the product and 

market. 

- Risk: Risk taker: they are very 

entrepreneurial* and get involved in 

everything. 

 

- Proactive: High level proactiveness: Started 

internationally in the German market. 

 

- Innovative: Much emphasis on 

originality/creativity -daring to do things 

differently. Innovation-in materials used for 

certain product range (sustainability) and 

peculiar product names. 

 

- Autonomy: Employee have freedom to be 

autonomous but may be limited because of 

positional authority.  

 

- Competitive aggressiveness:: price range, 

features  of the  

Products. 

 

 

- Increased product success and market 

coverage especially emerging markets and 

material development/design. 

 

- Knowledge about the product and market. 
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EO and Marketing 

 

 

 

 

 

 

 

 

EO and Culture 

- Innovative communication for directing 

organizational decisions. 

 

- Business development: Ability to 

identify market opportunities. 

 

 

- Flat organizational structure: risk 

avoidance and reduction. 

 

 

- Business development: Ability to 

identify market opportunities. 

 

 

 

 

- Flat organizational structure; 

calculated risks are taken. 

 

 

 

 

 

 

- Innovative communication for directing 

organizational decisions. 

 

-  Business development: Ability to identify 

market opportunities. 

 

- Flat organizational structure and high level 

of risk taking. 

 

 

Internationalization 

 

 

 

 

 

 

- Business strategy approach: Export 

and FDI through distributors/specialist 

retail stores in foreign markets and 

own brand stores in 3 locations. 

 

- Network with retailers/actors in the 

foreign markets. 

 

- Cultural issues present but, mitigated 

by similarities in climate. 

 

- Market potentials, external actors and 

assess to target market is evaluated. 

- INV: coordinates many activities in 

different international markets through 

exports. 

 

- Use retailers and distributors in foreign 

markets. 

 

- Not influenced by cultural distances. 

 

- High foreign interest in the brand from 

potential markets.  These markets are 

evaluated based on certain factors. 

 

- Export: through distributors and retailers in 

foreign markets. 

 

- Use network/actors in foreign markets to 

access potential markets. 

 

- Cultural distance is mitigated through 

networks/actors in that market and 

educating partners in the foreign markets 

about the brand-values etc. 

 

- Certain criteria’s are evaluated when 

making market entry into a foreign market. 

Additional sources(*) *(Haglöfs, 2013) *(Elevenate, 2013) *(Klättermusen, 2013) 
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Appendix 17: Statistical Analysis Output 
 

RETAILER QUESTIONNAIRE 

RETAILER DEMOGRAPHICS  

Q. 1: Country in which retailers operate (are situated) 

Q1 CountryOperatingIn 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

UK 16 17.2 17.2 17.2 

Germany 44 47.3 47.3 64.5 

Switzerland 6 6.5 6.5 71.0 

Austria 4 4.3 4.3 75.3 

Italy 3 3.2 3.2 78.5 

Spain 2 2.2 2.2 80.6 

Netherlands 3 3.2 3.2 83.9 

Greece 2 2.2 2.2 86.0 

Belgium 1 1.1 1.1 87.1 

Estonia 1 1.1 1.1 88.2 

Scotland 2 2.2 2.2 90.3 

USA 6 6.5 6.5 96.8 

Canada 3 3.2 3.2 100.0 

Total 93 100.0 100.0  
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Q. 2: Number of Employees 

Q2Number Of Employee 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Less than 10 51 54.8 54.8 54.8 

Less than 50 31 33.3 33.3 88.2 

Less than 250 6 6.5 6.5 94.6 

More than 250 5 5.4 5.4 100.0 

Total 93 100.0 100.0  

 

 

 SODB ASSORTMENT  

 

 

Q. 8: SODBS in Assortment 

 
Q8Have SODBs In Portfolio 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Yes 86 92.5 92.5 92.5 

No 7 7.5 7.5 100.0 

Total 93 100.0 100.0  

 

 

Q. 9: If yes: How many Swedish outdoor brands? 
  

Q9Number Of SODBs in Portfolio 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Only One 13 14.0 14.9 14.9 

1-3 SODBS 20 21.5 23.0 37.9 

3-5 SODBS 16 17.2 18.4 56.3 

More than 5 SODBS 38 40.9 43.7 100.0 

Total 87 93.5 100.0  
Missing 99 6 6.5   
Total 93 100.0   

 

Q. 10: If yes: how demanded by customers? 

 
Q10Demand Of SODBs in Stores 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Poorly Demanded 2 2.2 2.3 2.3 

2 5 5.4 5.7 8.0 

3 30 32.3 34.1 42.0 

4 33 35.5 37.5 79.5 

Highly Demanded 18 19.4 20.5 100.0 

Total 88 94.6 100.0  
Missing 99 5 5.4   
Total 93 100.0   
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Q.7, 9, 10: SODBs Assortment, Purchase Intention & Doing Outdoor Sports 

 

 

 

 

  

           

 

 

 

 

 

Yes: 20.6% 

No: 2.4% 

No: 16.5% 

Yes: 79.6% 

 

Q. 9: Future Purchase Intention Q. 10: DoingOutdoor Sports 

Yes:83.1% 

No: 16.5% Maybe: 

19.8% 

Q. 7: Currently own/ever bought SODBs 
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Q. 11: If (8) no: future carrying intention?  

 

 
Q11Future Decision To Include SODBs 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Yes 7 7.5 58.3 58.3 

No 1 1.1 8.3 66.7 

Maybe 4 4.3 33.3 100.0 

Total 12 12.9 100.0  
Missing System 81 87.1   
Total 93 100.0   

 

 

 

 

 
 

DIFFERENTIATION 

 

 Q14.4 

Stand out from 

competition. 

Q14.5 

Stand for 

something 

unique. 

Q14.6  

Are in a class 

by itself. 

Q14.7 

Are basically 

the same than 

other brands. 

Valid 86 85 86 86 

Missing 7 8 7 7 

Mean 3.78 3.60 3.29 2.44 

Median 4.00 4.00 3.00 2.00 

Mode 4 4 3 2 

Std. Deviation .846 .902 .969 .928 
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INTENTION TO INCLUDE BRAND IN ASSORTMENT 

 

Q. 16 (1-9)  

 

Q. 16  

(1-9) 

Q. 16.1 Q. 16.2 Q. 16.3 Q. 16.4 Q. 16.5 Q. 16.6 Q. 16.7 Q. 16.8 Q. 16.9 

Customer 

preferences. 

Retail 

competition. 

Unique 

brand 

identity. 

Esteem. Trust. Relationship 

to 

manufacturer. 

Service. Perceived 

value. 

Valid 81 80 81 81 82 82 81 82 82 

Missing 12 13 12 12 11 11 12 11 11 

Mean 3.85 3.08 4.11 4.23 4.26 4.29 3.90 4.27 3.71 

Median 4.00 3.00 4.00 4.00 4.00 4.00 4.00 4.00 4.00 

Mode 4 3 4 4 5 5 4 5 3 

Std. 

Deviation 

.950 .978 .671 .657 .750 .728 1.020 .786 .936 

 

Q. 16 (10-17)  

 

Q. 16  

(10-17) 

Q16.10 Q16.11 Q16.12 Q16.13 Q16.14 Q16.15 Q16.16 Q16.17 

Performance. Perceived quality 

(leadership/popularity). 

Own 

Perception 

about brand. 

Strengths 

for own 

store image. 

Fit to own 

identity. 

Valid 82 81 80 82 82 82 82 81 

Missing 11 12 13 11 11 11 11 12 

Mean 4.23 3.93 4.19 3.77 4.01 3.99 4.11 4.38 

Median 4.00 4.00 4.00 4.00 4.00 4.00 4.00 4.00 

Mode 4 4 4 4 4 4 4 4 

Std. Deviation .672 .738 .748 .851 .809 .694 .737 .644 
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KNOWLEDGE  

 
Statistics 

 Q19.1KnowledgeAbo
utSODB 

Q19.2KnowledgeAbo
utSODB 

Q19.3KnowledgeAbo
utSODB 

Q19.4KnowledgeAbo
utSODB 

N 

Valid 78 78 77 75 

Missi
ng 

15 15 16 18 

Mean 3.77 3.74 3.66 3.69 
Median 4.00 4.00 4.00 4.00 
Mode 4 4 4 4 
Std. 
Deviati
on 

.952 .932 .940 1.000 

 

 
Q19.1Knowledge About SODBs 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Not at all 1 1.1 1.3 1.3 

2 8 8.6 10.3 11.5 

3 16 17.2 20.5 32.1 

4 36 38.7 46.2 78.2 

Very much so 17 18.3 21.8 100.0 

Total 78 83.9 100.0  
Missing 99 15 16.1   
Total 93 100.0   

 

 
Q19.2Knowledge About SODBs 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

Not at all 2 2.2 2.6 2.6 

2 6 6.5 7.7 10.3 

3 16 17.2 20.5 30.8 

4 40 43.0 51.3 82.1 

Very much so 14 15.1 17.9 100.0 

Total 78 83.9 100.0  
Missing 99 15 16.1   
Total 93 100.0   

 

 
Q19.3Knowledges About SODBs 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

Not at all 2 2.2 2.6 2.6 

2 6 6.5 7.8 10.4 

3 21 22.6 27.3 37.7 

4 35 37.6 45.5 83.1 

Very much so 13 14.0 16.9 100.0 

Total 77 82.8 100.0  
Missing 99 16 17.2   
Total 93 100.0   
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Q19.4Knowledge About SODBs 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

Not at all 2 2.2 2.7 2.7 

2 8 8.6 10.7 13.3 

3 16 17.2 21.3 34.7 

4 34 36.6 45.3 80.0 

Very much so 15 16.1 20.0 100.0 

Total 75 80.6 100.0  
Missing 99 18 19.4   
Total 93 100.0   

 

 

HINT QUESTIONS (BRAND EQUITY) 

 
Q.24 (1-6) Q24.1 Q24.2 Q24.3 Q24.4 Q24.5 Q24.6 

Perceived value Loyalty Attachment Engagement 

Valid 73 74 73 72 73 72 

Missing 20 19 20 21 20 21 

Mean 3.84 3.93 3.60 3.71 3.95 3.94 

Median 4.00 4.00 4.00 4.00 4.00 4.00 

Mode 4 4 4 4 4 4 

Std. 

Deviation 

.727 .970 .893 .941 .743 .854 

 

 
Q24.1Value Of SODBs 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

Strongly Disagree 2 2.2 2.7 2.7 

3 14 15.1 19.2 21.9 

4 49 52.7 67.1 89.0 

Strongly Agree 8 8.6 11.0 100.0 

Total 73 78.5 100.0  
Missing 99 20 21.5   
Total 93 100.0   

 

 
Q24.2Value Of SODBs 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2 4 4.3 5.4 5.4 

3 15 16.1 20.3 25.7 

4 41 44.1 55.4 81.1 

Strongly Agree 13 14.0 17.6 98.6 

9 1 1.1 1.4 100.0 

Total 74 79.6 100.0  
Missing 99 19 20.4   
Total 93 100.0   
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Q24.3Value Of SODBs 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2 9 9.7 12.3 12.3 

3 22 23.7 30.1 42.5 

4 31 33.3 42.5 84.9 

Strongly Agree 11 11.8 15.1 100.0 

Total 73 78.5 100.0  
Missing 99 20 21.5   
Total 93 100.0   

 

 
Q24.4Value Of SODBs 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

Strongly Disagree 2 2.2 2.8 2.8 

2 4 4.3 5.6 8.3 

3 21 22.6 29.2 37.5 

4 31 33.3 43.1 80.6 

Strongly Agree 14 15.1 19.4 100.0 

Total 72 77.4 100.0  
Missing 99 21 22.6   
Total 93 100.0   

 

 
Q24.5Value Of SODBs 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2 2 2.2 2.7 2.7 

3 16 17.2 21.9 24.7 

4 39 41.9 53.4 78.1 

Strongly Agree 16 17.2 21.9 100.0 

Total 73 78.5 100.0  
Missing 99 20 21.5   
Total 93 100.0   

 

 
Q24.6ValueOfSODBs 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2 4 4.3 5.6 5.6 

3 16 17.2 22.2 27.8 

4 32 34.4 44.4 72.2 

Strongly Agree 20 21.5 27.8 100.0 

Total 72 77.4 100.0  
Missing 99 21 22.6   
Total 93 100.0   
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END-USER QUESTIONNAIRE 

END-USER DEMOGRAPHICS 

Q. 1: Country of residence 
Q1Country 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Sweden 80 32.3 32.3 32.3 

Norway 26 10.5 10.5 42.7 

Denmark 14 5.6 5.6 48.4 

Germany 62 25.0 25.0 73.4 

UK 7 2.8 2.8 76.2 

Finland 10 4.0 4.0 80.2 

France 9 3.6 3.6 83.9 

Netherlands 11 4.4 4.4 88.3 

Belgium 5 2.0 2.0 90.3 

USA 6 2.4 2.4 92.7 

Others 18 7.3 7.3 100.0 

Total 248 100.0 100.0  
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Q.2: European 

 

 

 
 

 

Q.3: Qualification 

 

 
 

Q3Qualification 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

High School 15 6.0 6.1 6.1 

College 41 16.5 16.6 22.7 

University 161 64.9 65.2 87.9 

Others 30 12.1 12.1 100.0 

Total 247 99.6 100.0  
Missing 99 1 .4   
Total 248 100.0   

 

Q2European 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

Yes 228 91,9 91,9 91,9 

No 20 8,1 8,1 100,0 

Total 248 100,0 100,0  

Yes: 91.9 % 

No: 8.1 % 
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Q.4: Gender 

 

 

 

 

Q.5: Age 
Q5Age 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

20 or younger 14 5.6 5.6 5.6 

21-29 132 53.2 53.2 58.9 

30-39 58 23.4 23.4 82.3 

40-49 30 12.1 12.1 94.4 

50-59 13 5.2 5.2 99.6 

60 or Older 1 .4 .4 100.0 

Total 248 100.0 100.0  

 

 

Q4Gender 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

Male 163 65.7 65.7 65.7 

Female 85 34.3 34.3 100.0 

Total 248 100.0 100.0  

Male: 65.7 % 

No: 34.3 % 
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USER AND USAGE OF OUTDOOR PRODUCTS 

 

Q.7: Currently owning or ever bought a SODBs 

 
Q7CurrentlyhaveSODBS 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Yes 195 78.6 79.6 79.6 

No 50 20.2 20.4 100.0 

Total 245 98.8 100.0  

Missing 

99 1 .4   

System 2 .8   
Total 3 1.2   

Total 248 100.0   

 

 

Q.8: Yes (Q.7), currently owning or ever bought a SODBs 
Q8YesBrandofSODBs 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

None 55 22.2 22.2 22.2 

Tierra 1 .4 .4 22.6 

Lundhags 3 1.2 1.2 23.8 

Klättermusen 76 30.6 30.6 54.4 

Fjällräven 52 21.0 21.0 75.4 

Haglöfs 33 13.3 13.3 88.7 

Peak Performance 3 1.2 1.2 89.9 

Houdini 3 1.2 1.2 91.1 

Primus 5 2.0 2.0 93.1 

Hilleberg 5 2.0 2.0 95.2 

Other Swedish Brands not SODBS 12 4.8 4.8 100.0 

Total 248 100.0 100.0  
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Q.9: No (Q.7), Intention to purchase a SODBs in the future 
Q9FuturePurchaseSODBS 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Yes 51 20.6 48.1 48.1 

No 6 2.4 5.7 53.8 

Maybe 49 19.8 46.2 100.0 

Total 106 42.7 100.0  
Missing 99 142 57.3   
Total 248 100.0   

 

 

 

Q.10: Doing Outdoor Sports 
Q10DoingOutdoorSports 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Yes 206 83.1 83.4 83.4 

No 41 16.5 16.6 100.0 

Total 247 99.6 100.0  
Missing 99 1 .4   
Total 248 100.0   
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SHOPPING BEHAVIOUR 

 
Statistics 

 Q11.1Shoppi

ngBehavior 

Q11.2Shoppi

ngBehavior 

Q11.3Shoppi

ngBehavior 

Q11.4Shoppi

ngBehavior 

Q11.5Shoppi

ngBehavior 

Q11.6Shoppi

ngBehavior 

Q11.7Shoppi

ngBehavior 

Q11.8Shoppi

ngBehavior 

Q11.9Shoppi

ngBehavior 

Q11.10Shop

pingBehavior 

Q11.11Shop

pingBehavior 

N 
Valid 246 247 246 246 247 247 247 248 246 246 248 

Missing 2 1 2 2 1 1 1 0 2 2 0 

Mean 4.15 4.22 4.28 3.05 2.47 2.29 3.88 3.04 3.72 4.09 2.49 

Median 4.00 4.00 5.00 3.00 2.00 2.00 4.00 3.00 4.00 4.00 2.00 

Mode 5 5 5 3 2 2 4 3 4 5 2 

Std. Deviation .901 .899 .934 1.015 1.081 .985 .938 1.077 1.090 .979 1.234 

 

Store vs. brand image preference 

 
Q12.WhereToShop 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

Image and atmosphere 45 18.1 18.1 18.1 

Get product/brand I want 176 71.0 71.0 89.1 

Loyalty towards brand 27 10.9 10.9 100.0 

Total 248 100.0 100.0  
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SUSTAINABILITY OUTDOOR BRANDS  

 
Statistics 

Question 13 Q13.1Sustainability Q13.2Sustainability Q13.3Sustainability 

N 
Valid 248 248 248 

Missing 0 0 0 
Mean 4,12 3,92 3,67 
Median 4,00 4,00 4,00 
Mode 5 4 4 
Std. Deviation ,936 1,036 1,164 

 

 

COO NAME ASSOCIATION 

 

Q. 14: Association: Berghaus  

 
Q14Berghaus 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Uk 85 34.3 34.3 34.3 

Sweden 10 4.0 4.0 38.3 

Germany 86 34.7 34.7 73.0 

Austria 48 19.4 19.4 92.3 

I do not Know 19 7.7 7.7 100.0 

Total 248 100.0 100.0  

 

 

 

 

 

 

 



199 

Q 15: Association: Peak Performance  
 

Q15PeakPerformance 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

United States 70 28.2 28.2 28.2 

Germany 8 3.2 3.2 31.5 

England 31 12.5 12.5 44.0 

Sweden 120 48.4 48.4 92.3 

I do not Know 19 7.7 7.7 100.0 

Total 248 100.0 100.0  

 

 

 
 

 

 

Q 17:  Logo Attractiveness 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Swedish 

Outdoor Brand 

Logo 

Attractiveness 

Frequency 

& 

percentage 

Swedish 

Outdoor Brand 

Logo 

Attractiveness 

Frequency 

& 

percentage 

Elevenate 7/248 Haglöfs 90/248 

2.8% 36.3% 

Lundhags 82/248 Tenson 11/248 

33.1% 4.4% 

Klättermusen 145/248 Houdini 68/248 

58.5% 27.4% 

Fjällräven 130/248 Peak 

Performance 

40/248 

52.4% 16.1% 
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GENERAL OPINION ABOUT SWEDISH OUTDOOR BRANDS  

 
Q19OpinionAboutSODBs 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Positive 235 94.8 97.9 97.9 

Negative 5 2.0 2.1 100.0 

Total 240 96.8 100.0  
Missing 99 8 3.2   
Total 248 100.0   

COMPARABLE QUESTIONNAIRE PART 

END-USER & RETAILER 

AGE GROUP COMPARISON  

 
Age Range 20 or younger 21-29 30-39 40-49 50-59 60 or older 

Retailer`s customers 

Percent 3.2% 19.4% 67.7% 45.2% 9.7% 5.4% 

Frequency 3 18 63 42 9 5 

End-user  

Percent 5.6% 53.2% 23.4% 12.1% 5.2% 0.4% 

Frequency 14 132 58 30 13 1 

 

BRAND AWARENESS  

 

Retailer Q. 4: Top-of-Mind  

 
Q4Top Of Mind 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

Lundhags 2 2.2 2.2 2.2 

Klättermusen 4 4.3 4.3 6.5 

Fjällräven 31 33.3 33.3 39.8 

Haglöfs 31 33.3 33.3 73.1 

Peak Performance 7 7.5 7.5 80.6 

Houdini 2 2.2 2.2 82.8 

Primus 1 1.1 1.1 83.9 

Hilleberg 5 5.4 5.4 89.2 

Other Swedish Brands not SODBS 10 10.8 10.8 100.0 

Total 93 100.0 100.0  
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End-User Q. 6: Top-of-Mind 
Q6Top of mind 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

None 27 10.9 10.9 10.9 

Tierra 1 .4 .4 11.3 

Lundhags 2 .8 .8 12.1 

Klättermusen 63 25.4 25.4 37.5 

Fjällräven 89 35.9 35.9 73.4 

Haglöfs 27 10.9 10.9 84.3 

Peak Performance 3 1.2 1.2 85.5 

Houdini 5 2.0 2.0 87.5 

Primus 3 1.2 1.2 88.7 

Hilleberg 5 2.0 2.0 90.7 

Other Swedish Brands not SODBS 23 9.3 9.3 100.0 

Total 248 100.0 100.0  
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Chi-Square test of contingency for brand recognition 

 

 

 

Chi-square for logo connection to Sweden by retailers and end-users 

 

 

 

 Elevenate Lundhags Klättermusen Fjällräven Haglöfs Tenson Houdini Peak 

Performance 

P.Chi-Square .027 2.864 .666 4.953 8.953 3.054 1.041 5.813 

Continuity 

Correction(sig) 

1.000 .116 .489 .038 .004 .105 .369 .023 

Likelihood 

Ratio 

.027 2.895 .671 5.370 9.752 3.019 1.039 6.127 

df 1 1 1 1 1 1 1 1 

Asymp.Sig(2-

sided) 

.870 .091 .415 .026 .003 .081 .308 .016 

N of Valid 

Cases 

341 341 341 341 341 341 341 341 

 Elevenate Lundhags Klättermusen Fjällräve

n 

Haglöfs Tenson Houdini Peak 

Performance 

P.Chi-Square 1.894 .997 18.010 3.084 3.267 .070 10.555 1.581 

Continuity 

correction (sig) 

.302 .382 .000 .112 .094 .918 .002 .259 

Likelihood Ratio 2.326 .990 17.704 2.933 3.393 .071 11.544 1.609 

df 1 1 1 1 1 1 1 1 

Asymp.Sig .169 .318 .000 .079 .071 .791 .001 .209 

N of Valid Cases 341 341 341 341 341 341 341 341 
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LOGO & BRAND NAME COMBINATION  

Retailers Q. 7 

Q7LogoCombination 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

Yes 83 89.2 90.2 90.2 

Sometimes 9 9.7 9.8 100.0 

Total 92 98.9 100.0  
Missing System 1 1.1   
Total 93 100.0   

 

 

End-user Q. 20 

 
Q20Logo Combination Brand Name 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Yes 182 73.4 73.4 73.4 

No 11 4.4 4.4 77.8 

Maybe 55 22.2 22.2 100.0 

Total 248 100.0 100.0  

 

 

 

Q. 7 vs. Q. 20: Logo Combination, Kruskal Wallis Test 

Ranks 

 
Logo Combination (Brand & 

Name) 

N Mean 

Rank 

 

Yes 265 164.10 

No 11 217.50 

Sometimes 65 191.27 

Total 341  

 

 

 

 

 

 

 

 

 

Test Statistics
a,b

 

 VAR00002 

Chi-Square 10.914 

df 2 

Asymp. Sig. .004 

a. Kruskal Wallis Test 

b. Grouping Variable: 

Q20LogoCombinationBrand

Name 
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SCENARIO AND BRAND AWARENESS  

Retailer Q. 17 
Q17KnownSwedishOutdoorBrand 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

None 76 81.7 81.7 81.7 

Lundhags 1 1.1 1.1 82.8 

Klättermusen 1 1.1 1.1 83.9 

Fjällräven 6 6.5 6.5 90.3 

Haglöfs 3 3.2 3.2 93.5 

Peak Performance 2 2.2 2.2 95.7 

Houdini 1 1.1 1.1 96.8 

Primus 1 1.1 1.1 97.8 

Other Swedish Brands not SODBS 2 2.2 2.2 100.0 

Total 93 100.0 100.0  

 

 

 

End-user Q. 23  
 

Q23Known SODBS 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

0 134 54.0 54.0 54.0 

Tierra 1 .4 .4 54.4 

Lundhags 3 1.2 1.2 55.6 

Klättermusen 47 19.0 19.0 74.6 

Fjällräven 37 14.9 14.9 89.5 

Haglöfs 10 4.0 4.0 93.5 

Peak Performance 8 3.2 3.2 96.8 

Houdini 3 1.2 1.2 98.0 

Other Swedish Brands not 
SODBs 

5 2.0 2.0 100.0 

Total 248 100.0 100.0  
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SUSTAINABILITY OUTDOOR BRANDS  

Retailer Q. 12:  

Statistics 

 Q12.1Sustainability Q12.2Sustainability Q12.3Sustainability 

N 
Valid 86 86 86 

Missing 7 7 7 
Mean 4.19 3.91 3.60 
Median 4.00 4.00 4.00 
Mode 5 4 4 
Std. Deviation .847 1.013 1.120 

 

End-user Q. 13:  

Statistics 

 Q13.1Sustainability Q13.2Sustainability Q13.3Sustainability 

N 
Valid 248 248 248 

Missing 0 0 0 
Mean 4.12 3.92 3.67 
Median 4.00 4.00 4.00 
Mode 5 4 4 
Std. Deviation .936 1.036 1.164 

 

Q. 12 vs Q. 13: Sustainability, Friedman Test 

Ranks 

 Mean Rank 

Q13.1Feel good buying sustainable products 2.24 

Q13.2Prefer expensive sustainable products 1.96 

Q13.3Recycling products as an investment 1.80 

 

COO GENERAL PRODUCT ATTITUDES 

Retailer Q. 14 (1-3): 

Statistics 

 Q14.1COOGeneralProductAttit
udes 

Q14.2COOGeneralProductAttit
udes 

Q14.3COOGeneralProductAttit
udes 

N 

Valid 86 86 86 

Missin
g 

7 7 7 

Mean 4,12 4,09 4,14 
Median 4,00 4,00 4,00 
Mode 4 4 4 
Std. 
Deviation 

,622 ,644 ,706 

 

 

 

  

Test Statistics
a
 

N 334 

Chi-Square 60.244 

df 2 

Asymp. Sig. .000 

a. Friedman Test 
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End-user Q. 22 (1-3): 
Statistics 

 Q22.1COOGeneralProdu
ctAttitudes 

Q22.2COOGeneralProductAttit
udes 

Q22.3COOGeneralProductAttit
udes 

N 
Valid 245 245 243 

Missing 3 3 5 
Mean 4.13 4.10 3.84 
Median 4.00 4.00 4.00 
Mode 4 4 4 
Std. Deviation .821 .785 .903 

 

Q. 14 (1-3) vs. Q. 22 (1-3): General COO Product Attitudes, Friedman Test 

Ranks 

 Mean Rank 

Q22.1Long-lasting 2.09 

Q22.2Good Value 2.06 

Q22.3Prestigious Products 1.85 

 

 

 

COO ASSOCIATIONS 

Q. 13 vs. Q. 23: COO Association, Chi-Square Test 

 

 

 

 

 

  

Test Statistics
a
 

N 329 

Chi-Square 25.358 

df 3 

Asymp. Sig. .000 

a. Friedman Test 

 COO 

1 

COO    

2 

COO 

3 

COO 

4 

COO5 COO 

6 

COO 

7 

COO 

8 

COO 

9 

COO 

10 

COO 

11 

P. Chi-Square 1.919 7.545 5.600 3.797 4.936 7.008 .927 1.015 .049 7.585 15.130 

Continuity 

Correction(Sig) 

.213 .013 .025 .069 .043 .012 .417 .391 .931 .009 .000 

Likelihood 1.987 12.517 5.618 3.931 5.762 7.544 .906 1.045 .049 7.821 16.352 

df 1 1 1 1 1 1 1 1 1 1 1 

Asymp.sig .166 .006 .018 .051 .026 .008 .336 .314 .825 .006 .000 

N of Valid cases 341 341 341 341 341 341 341 341 341 341 341 
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CUSTOMER VALUE TYPES  

Customer Value Types: Functional & Symbolic Associations 

 Functional/Instrumental: item 1-5 

 Experimental/Hedonic: item 6-7 

 Symbolic/Expressive: item 8-10 

 Cost/sacrifice: item 11 

 

Retailer Q. 18: 

Statistics 

 Q18.1 Q18.2 Q18.3 Q18.4 Q18.5 Q18.6 Q18.7 Q18.8 Q18.9 Q18.10 Q18.11 

N 
Valid 80 80 80 80 80 79 79 80 80 80 79 

Missing 13 13 13 13 13 14 14 13 13 13 14 

Mean 4.35 4.29 4.18 4.50 3.86 4.15 3.81 3.80 3.61 3.19 3.46 

Median 4.00 4.00 4.00 5.00 4.00 4.00 4.00 4.00 4.00 3.00 4.00 

Mode 4 4 4 5 4 4 4 4 4 3 4 

Std. Deviation .658 .679 .652 .551 .807 .833 .962 .892 .893 1.032 .997 

 

End-user Q.24: 

Statistics 

 Q24.1C Q24.2 Q24.3 Q24.4 Q24.5 Q24.6 Q24.7 Q24.8 Q24.9 Q24.10 Q24.11 

N 
Valid 244 243 246 246 243 242 242 242 240 240 243 

Missing 4 5 2 2 5 6 6 6 8 8 5 

Mean 4.31 4.15 4.17 4.33 3.85 3.83 3.63 3.41 3.85 2.90 3.83 

Median 4.00 4.00 4.00 5.00 4.00 4.00 4.00 3.00 4.00 3.00 4.00 

Mode 5 4 4 5 4 4 4 3 4 3 4 

Std. 

Deviation 

.817 .864 .910 .881 .982 .919 1.003 1.143 1.029 1.176 .979 

Q. 18 vs. Q. 24: Customer Value Types, Friedman Test 

 

 

 

 

 

 

 

 

  

Ranks 

 Mean Rank 

Q24.1Right features 7.58 

Q24.2Superior Performance 7.03 

Q24.3Useful product 7.11 

Q24.4Quality Products 7.86 

Q24.5Innovation 5.82 

Q24.6Customer Experience 6.07 

Q24.7Ambiance, feel 5.25 

Q24.8Express opinions 4.83 

Q24.9Feeling of security 5.67 

Q24.10Social Recognition 3.34 

Q24.11Good deal 5.44 

Test Statistics
a
 

N 314 

Chi-Square 714.847 

df 10 

Asymp. Sig. .000 

a. Friedman Test 
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PERFORMANCE 

Retailer Q. 20:  

 
Statistics 

 Q20.1 
Reliable 

Q20.2 
Durable 

Q20.3 
Special 

features/functions 

N 
Valid 78 78 77 

Missing 15 15 16 
Mean 4.21 4.28 3.94 
Median 4.00 4.00 4.00 
Mode 4 4 4 
Std. Deviation .691 .579 .767 

 

End-user Q. 25:  
 

 Q20.1 
Reliable 

Q20.2 
Durable 

Q20.3 
Special features/functions 

N 
Valid 245 244 244 

Missing 3 4 4 

Mean 4.31 4.30 3.96 

Median 4.00 4.00 4.00 

Mode 5 5 4 

Std. Deviation .784 .808 .893 

 

 

Q. 20 vs. Q. 25: Performance, Friedman Test 

Ranks 

 Mean 

Rank 

Q25.1Reliable 2.12 

Q25.2Durable 2.15 

Q25.3Features/Functions 1.73 

 

 

 

 

  

Test Statistics
a
 

N 320 

Chi-Square 87.390 

df 2 

Asymp. Sig. .000 

a. Friedman Test 



209 

QUALITY 

Retailer Q. 21: 

 
Statistics 

 Q21.1 

Positive Overall 

Opinion 

Q21.2 

Satisfy Product 

Needs 

Q21.2 

High Quality in 

comparison to 

alternatives 

Q21.4 

High Standards 

N 
Valid 78 78 77 76 

Missing 15 15 16 17 
Mean 4.44 4.18 3.73 4.20 
Median 4.00 4.00 4.00 4.00 
Mode 4 4 3

a
 4 

Std. Deviation .572 .619 .955 .611 

a. Multiple modes exist. The smallest value is shown 

 

End-user Q. 26: 

 

 

CREDIBILITY 

Retailer Q.22: 

Statistics 

 
Q22.1 

Knowledge- 
able 

Q22.2 
Innovative 

Q22.3 
Trust- 
worthy 

Q22.4 
Understand 

Needs 

Q22.5 
Cares about 

opinion 

Q22.6 
Have 

Interest in 
Mind 

N 
Valid 78 78 78 77 78 76 

Missing 15 15 15 16 15 17 

Mean 4.29 4.17 4.53 4.36 4.28 4.22 

Median 4.00 4.00 5.00 4.00 4.00 4.00 

Mode 5 4 5 5 5 5 

Std. Deviation .775 .763 .618 .687 .737 .810 

 

 

 Q21.1 
Positive Overall 

Opinion 

Q21.2 
Satisfy Product 

Needs 

Q21.2 
High Quality in 
comparison to 

alternatives 

Q21.4 
High Standards 

N 
Valid 243 242 243 243 

Missing 5 6 5 5 

Mean 4.35 4.08 3.96 4.19 

Median 4.00 4.00 4.00 4.00 

Mode 5 4 4 4 

Std. Deviation .737 .829 .892 .787 
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End-user Q.27: 

 
Q. 22 vs. Q. 27: Credibility, Friedman Test 

 

 

 

 

 

 

 

BRAND PERSONALITY (Retailer Q. 23 & End-user Q. 28) 

Brand Personality  

Retailer Q. 23 

Valid  

Number 

Missing  

Number 

Mean Median Mode Std. Deviation 

Open 73 20 3.75 4.00 4 703 

Down to earth 73 20 3.81 4.00 4 844 

Exciting 74 19 3.38 3.00 4 1.19 

Conservative 73 20 2.97 3.00 3 912 

Reliable 73 20 4.11 4.00 4 678 

Secure 73 20 3.99 4.00 4 565 

Intelligent/technical 73 20 4.07 4.00 4 673 

Trustworthy 73 20 4.16 4.00 4 601 

Honest 73 20 4.05 4.00 4 724 

Environmentally Friendly  73 20 3.84 4.00 4 782 

Credible 73 20 4.19 4.00 4 569 

Distinct Scandinavian design 73 20 3.89 4.00 4 678 

Clear/minimalistic 73 20 3.70 4.00 4 681 

Timeless Design  73 20 3.79 4.00 4 833 

Functional/Practical 73 20 4.33 4.00 4 602 

Unique  73 20 3.51 4.00 4 945 

Calm/Relaxed  73 20 3.27 3.00 4 838 

Loyal  71 22 3.58 4.00 4 873 

Credibility of Swedish Outdoor Brands 

 Q22.1 
 

Knowledge- 
able 

Q22.2 
 

Innovative 

Q22.3 
 

Trust- 
worthy 

Q22.4 
 

Understand Needs 

Q22.5 
 

Cares about opinion 

Q22.6 
 

Have Interest in Mind 

N 
Valid 

245 244 243 243 243 243 

Missing 3 4 5 5 5 5 

Mean 
3.95 4.07 4.45 4.32 3.86 4.11 

Median 
4.00 4.00 5.00 4.00 4.00 4.00 

Mode 
5 4 5 5 4 4 

Std. Deviation 
1.100 .798 .681 .763 1.003 .939 

Ranks 

 Mean 

Rank 

Q27.1Knowledge 3.31 

Q27.2Innovative 3.24 

Q27.3Trustworthy 4.14 

Q27.4Understands needs 3.86 

Q27.5Cares about Opinion 3.08 

Q27.6Have interest in Mind 3.37 

Test Statistics
a
 

N 316 

Chi-Square 140.108 

df 5 

Asymp. Sig. .000 

a. Friedman Test 
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Brand Personality 

End-user: Q. 28 

Valid 

Number 

Missing 

Number 

Mean Median Mod

e 

Std. 

Deviation 

Functional/Practical 240 8 4.44 5.00 5 .657 

Reliable 237 11 4.35 4.00 4 .763 

Trustworthy 238 10 4.24 4.00 4 .870 

Secure 238 10 4.17 4.00 4 .763 

Honest 235 13 4.06 4.00 4 .790 

Intelligent/technical 238 10 4.05 4.00 4 .870 

Credible 235 13 4.01 4.00 4 .776 

Environmentally Friendly 238 10 3.99 4.00 4 .849 

Down to earth 239 9 3.94 4.00 4 .882 

Open 237 11 3.93 4.00 4 .846 

Timeless Design 238 10 3.82 4.00 4 1.005 

Loyal 235 13 3.72 4.00 4 .994 

Distinct Scandinavian design 236 12 3.69 4.00 4 1.077 

Clear/minimalistic 235 13 3.68 4.00 4 1.007 

Unique 236 12 3.54 4.00 3 1.073 

Calm/Relaxed 237 11 3.52 3.00 3 .985 

Exciting 236 12 3.39 3.00 3 .968 

Conservative 237 11 2.80 3.00 3 1.096 

 

Q. 23 vs. Q. 28: Brand Personality, Friedman Test 

Personality Types Mean Rank Personality Types Mean Rank 
Functional/Practical 13.00 Open 9.67 
Reliable 12.07 Timeless Design 9.23 
Trustworthy 11.75 Loyal 8.28 
Secure 11.09 Distinct Scandinavian design 8.94 
Honest 10.77 Clear/minimalistic 8.51 

Intelligent/technical 10.73 Unique 7.68 
Credible 10.66 Calm/Relaxed 7.09 
Environmentally Friendly 10.01 Exciting 6.98 
Down to earth 9.81 Conservative 4.73 

 

     Test Statistics
a
 

N 297 

Chi-Square 1059.517 

df 17 

Asymp. 

Sig. 

.000 

a. Friedman Test 



 

 

 


