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Abstract 
 
In this current day and age, developing brands is increasingly important. Universities 
have started to realise the potential benefits that exists from having a strong brand and 
have therefore started to invest resources in branding. Even though research within this 
field is present, not much have been conducted on the Swedish market. Comparing to 
research that is out there, the Swedish Higher Education industry differs, as most 
Universities and Business Schools in Sweden are public authorities.  
 
This research aims to contribute with additional insights for Swedish Business Schools 
by studying brand equity and understanding how the brand is perceived both from the 
perspective of the University and that of the students. In order to reach the purpose 
stated, we developed our own figure based on previous acknowledged theories. The 
components that we chose to include were brand awareness, brand image, points of 
parity (POP), points of difference (POD), reputation and self-image. 
 
We interviewed 12 students currently enrolled at Umeå School of Business and 
Economics as well as one representative of the Business School. After thoroughly 
analysing the results we could conclude that brand awareness currently creates less 
value to the brand, in comparison to brand image. Looking at the differences in the 
perception of the Business School brand some components differed more than others. 
The Business School and the students perceived the overall position of the Business 
School as well as the general reputation the same. The brand image, as well as POP and 
POD, was perceived differently between the two. This research also found some 
managerial implications. Since brand image currently creates more value than brand 
awareness, Business Schools have a possibility to differentiate by focusing more on 
brand awareness. We also found that benefits of the Business School, specifically 
experiential benefits should be marketed towards prospective students.  
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1. Introduction 
This chapter will present the motivations for choosing the research topic. In addition, 
the problem background within this research topic will be presented, and will illustrate 
further the research gap that exists. The thesis’s research question and purpose will then 
be stated. 

 
1.1 CHOICE OF SUBJECT 

Both authors of this research currently studies at the International Business Programme 
at Umeå School of Business and Economics (USBE). Marketing have been the main 
interest of studies for both authors, which was possible to study further during an 
exchange semester in England. The interest of the chosen subject, that of University 
branding, emerged both from the possibility to study brand management during their 
exchange semester as well as from the experience of applying to University studies. 
Both enjoyed the brand management course and began to wonder how branding has 
affected major choices in their lives, such as choice of Business School.  

This research explores what builds the brand of USBE. As undergraduate students at 
USBE the authors have both been faced to take a decision of which education to enrol in 
and at which University. There are a lot of choices and an incredible range of fields that 
one can study in. This research has been developed as a mean to in larger aspects 
understand how Customer Based Brand Equity (CBBE) creates value to a Business 
School’s brand and to see if there are any differences in what the Business School wants 
to portray and how the students perceive the Business School.  

 
1.2 BACKGROUND 

In an increasingly hectic time, where choices of products and services are immense, 
developing brands are more important than ever before (Keller, 2013, p. 30). Product 
features have been, and still are, a way for companies to differentiate themselves from 
their competitors, yet today it might not be enough (Kotler & Gertner, 2002, p. 249). 
Product features, as tangible assets, such as packaging and size, are difficult to protect 
and easily copied by competitors, thus a greater emphasis has been put on intangible 
assets, such as brands and customer relationships, in means of creating a competitive 
advantage (Keller, 2013, p.35). Brands are no longer solely used to stand out, but are 
also seen as essential to succeed (Ahmad & Thyagaraj, 2014, p. 19) as consumers create 
social and emotional attachment to branded products (Kotler & Gertner, 2002, p. 250). 
That is, consumers see brands as a part of themselves and their personality. The 
increased importance of branded products illustrates the need for an effectively 
executed brand management strategy in order for firms to create and achieve the highest 
level of value that they can derive from their brands (Low & Fullerton, 1994). 
 
Brands are not only meaningful for firms but also provide important functions to 
consumers. They allow consumers to identify with companies and make everyday 
purchases simpler. That is because of past experiences with a product or service 
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consumers find out which brands satisfy their needs, and which brands that does not. 
Hence they can simplify purchases by knowing already which brand to choose in a 
certain product category when walking into a store (Keller, 2013, p.34). In other words, 
brands help the consumer to differentiate between choices within a product category, as 
well as to identify a promise of value (Rahinel & Redden, 2013, p.1290). In today's 
society brands also often reflect different personalities and are associated with certain 
types of consumers. One can use certain brands to appear to have a desired lifestyle, 
which can for example be wanting to be perceived as an ethical and environmentally 
concerned consumer by purchasing ecological or fair trade brands (Papaoikonomou, 
2013, p.181; Solomon, 1983, p.319; Kotler & Gertner, 2002, p.250).  

The perception of a brand can have both positive as well as negative results on choice of 
purchase, by either adding or subtracting from the perceived value of the product or 
service (Kotler & Gertner, 2002, p.250; Keller, 2013, p.30). It is important for 
companies to monitor their brands to find if the brand is creating value or not, and if it is 
perceived in a favourable way by consumers, this in order to ensure success (Keller, 
2013, p.49).  This additional value added to a company’s offering through the existence 
of a brand, created from the actions of consumers, is called brand equity (Farquhar, 
1989, p.24; Villas-Boas 2004). Usually companies want to find out whether customers 
perceive the brand in the same way as the company has intended (Kapferer, 2004, p.99). 
In other words, they want to see whether the brand reflects what the company has meant 
to communicate through their marketing or if it is perceived in a different way. 

Lately, Universities are realising the value of branding and are increasingly putting 
resources on defining brand identities and implementing as well as integrating new 
branding strategies (Aspara & Tienari, 2014, p. 525). Benett and Ali-Choudhury (2009, 
p.85-86), who studied the prospective students perception of UK Universities, discuss 
that Universities can be considered identical to companies when it comes to the field of 
marketing; using marketing strategies in an increasingly similar manner to attract 
potential students. Bunzel (2007, p.152) also touches on the subject explaining that 
Universities in the US are no longer compartmentalised into institutions of higher 
learning, but are also considered to be pure businesses. While some Universities are 
actively working on the branding of their University, others are not considering the 
choice of branding (Bunzel, 2007, p. 153). It does not matter what reasons one might 
have for not actively branding the University, Bunzel (2007, p.153) argues that 
prospective students are very aware of the brand of Universities, and focus on the “best” 
Universities according to these brands. Customer-based brand equity (CBBE) is 
commonly applied in order to get answers to the perception of the brand and most of the 
famous scholars in the field refer to it (Aaker, 1991; Kapferer, 2004; Keller, 1993). 
From this view, the consumer is in focus and the different measures that are applied 
intend to understand the consumer’s perception of the brand that they hold in their 
minds and how it adds to the value of the brand (Keller, 2008, p. 98). By monitoring 
and measure brand equity, Universities have a larger possibility of gaining in the quality 
of the student body, and raise the general academic standing of the University (Bunzel 
2007, p.153). Yet, there are only a few countries, as mentioned, that have been aimed at 
this area of research, such as those mentioned being the UK (Benett & Ali-Choudhury, 
2009), the US (Bunzel, 2007) and Finland (Aspara & Tienari, 2014). Universities may 
have different rules and regulations that they have to obey to depending on where in the 
world they are located, and therefore possibilities how to brand a University may differ. 
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Most Swedish Universities, for example, are public authorities and there are certain 
ordinances and regulations that they are obliged to follow (Swedish Higher Education 
Authority, 2014). With this in mind, ways to brand public owned Universities in 
Sweden may appear differently in comparison to those in countries where Universities 
are to a higher extent privately owned. The school year of 2013/2014, over 400,000 
people were studying at a University in Sweden (SCB, 2014a). In 2014, about 425,000 
people applied for studies at universities in Sweden, and about 57% of the applicants 
were admitted (SCB, 2014b).  In the last 10 years the increase of students applying has 
reached over 130,000 people (SCB, 2014b), which shows an increased interest for 
University studies in Sweden. Yet there is a lack of research within brand equity for 
Swedish Universities that can be found even though branding is deemed important. This 
research aims to fill this knowledge gap. 

1.3 RESEARCH PURPOSE 
This research aims to fill this knowledge gap explained above and to contribute with 
some additional insights for Swedish Business Schools by studying brand equity and 
understanding how the brand is perceived both from the perspective of the Swedish 
Business School and that of the students.  
 

1.4 RESEARCH QUESTION 
After reviewing the literature and considering both the existing knowledge gaps and the 
authors’ personal interest, the research question has been formulated as followed 
 
How does Customer-Based Brand Equity (CBBE) create value for a Swedish Business 
School’s brand? 
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2. THEORETICAL FRAME OF REFERENCE 
In this chapter the theoretical information within the field of brand management will be 
presented. Firstly, the concept of a brand will be identified, brand equity will be defined, 
and the levels of brand equity will be explored. Secondly, the chosen viewpoint as well 
as measurement of brand equity will be explained and justified. Finally, other brand 
theories will be defined and discussed and a summarised figure will be presented.

 
2.1 WHAT IS A BRAND? 

There is no clear definition of what a brand is, but there are several ideas that are similar 
and build on each other. According to the American Marketing Association (AMA) a 
brand is a "name, term, design, symbol, or any other feature that identifies one seller's 
good or service as distinct from those of other sellers” (AMA, 2015) and there is a 
majority of researchers that adhere to this definition, such as Kotler (1991, p.442), 
Keller (2013, p.30) and Aaker (1991, p.25). Aaker (1991, p.25) also stresses the fact 
that a brand is not simply a logo or a name, but that the relationship to the consumer 
creates and adds to the understanding of what a brand is. We agree with the definition 
mentioned above, and with Aaker’s addition, and will therefore define brands in a 
similar manner. Within this research this definition of a brand is most suitable, as it is a 
definition covering many different aspects of a brand, not solely focusing on name, or 
symbol etc.  
 

2.2 LEVELS OF BRAND EQUITY 
A term that is frequently used to represent the value that a brand gives to a firm is brand 
equity. Brand equity simply refers to the extra value added to a firm’s offering through 
the existence of a brand (Farquhar, 1989, p.24). Keller (1993, p.1) describes brand 
equity in general, emphasising that it is the effects resulting from specific marketing 
events which can be uniquely attributed to the brand in question. The brand itself is, as 
described above, built up of many different parts, while brand equity on the other hand 
has one single source. It is created from the actions of consumers, through their 
purchases and what they say of the brand (Villas-Boas, 2004).  
 
There can be many motivations for firms to establish and study their brand equity. The 
different motivations for studying brand equity can be categorised in two ways (Keller, 
1993, p.1). The first motivation to studying brand equity is that of a financially based 
motivation. This motivation could be for example establishing the firm's true value 
when mergers or acquisitions occur, as well as for general accounting purposes (Keller, 
1993, p.1). The second motivation for firms to study brand equity lands in a more 
consumer based direction. As firms want to decrease costs and gain as much sales as 
possible, understanding the consumer behaviour of the market, and specifically what 
consumers think of the firm in question, is vital (Keller, 1993, p.1-2). Keller and 
Lehmann (2006, p.745-746) discuss that there are three different viewpoints of brand 
equity, those being company based, financial based, and customer based. These are 
reflected in three levels: Product-market level, Financial-market level, and Customer 
level. 
 
Measuring brand equity from the perspective of the product-market level is to focus on 
the market performance of the brand (Keller & Lehmann, 2006, p. 746). There are 
several ways as how to measure this. One way, the most common one, is to look at the 
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price premium or market-share premium for the brand in question for a whole market or 
in relation to its competitors (Mizik, 2014, p.694). An additional measure to use in 
relation to the price premium and market-share premium, is that of price elasticity. That 
is, to see how sensitive the price of the brand is in relation to its competitors and 
whether sales differs significantly with price changes (Mizik, 2014, p.694). Yet these 
three dimensions, according to Rong and Sarigollu (2014, p.786) does not provide a 
complete and true reflection of brand equity from the product-market viewpoint. Rong 
and Sarigollu (2014, p.786) explains this by relating to the fact that having the 
advantage of charging a high premium price may mean having a small market share, 
and a high market share may be the result of a large price cut. They stress that another 
measure to use in order to create a better and overall picture of the product-market 
equity is the revenue premium measure, which calculates the difference in revenue from 
the private label and the branded product. This way both price and market (sales) 
information is provided (Rong & Sarigollu, 2014, p.786). Hence, this viewpoint looks at 
the market-share, sales and price of the brand. 
 
When you are investigating brand equity using the financial-market level, the brand is 
viewed as a capital asset. Mizik (2014, p.694) explains that by looking at the brand as 
an asset, the value is defined by all cash flows, both current and future, which are 
attributable to the brand. Another instrument that you use is the incremental discounted 
future cash flows of a branded product compared to the same product, but unbranded 
(Simon & Sullivan, 1990, p.29). Another measure that has been discussed is where one 
looks at all the components of the market value, deduct all components explained by for 
example profits and financial assets, and establish that all unexplained values are 
connected to the brand equity  (Keller & Lehmann, 2006, p.746). Looking at brand 
equity from the financial market level one solely examine profits and sales, it is not as 
in the product-market level where competitors are considered. The financial-market 
level only relies on capital and finds the value of a brand within those figures. This level 
is very attractive when in need of justifying marketing budgets for owners and investors, 
where you are able to show the rate of return on those marketing activities. 
 
The value of a brand can also be measured from the viewpoint of the customer-level - 
also called customer-based brand equity (Keller, 2008, p. 51) or customer-mind set 
(Rong & Sarigollu, 2014, p. 785). We will in this study hereafter refer to it as customer-
based brand equity. It occurs when the consumer holds favourable and strong 
associations to the brand and is defined by Keller (1993, p.8) as “the differential effect 
of brand knowledge on consumer response to the marketing of the brand”. Brand 
knowledge is perceived as the source of equity in the consumers minds and can be seen 
as consisting of two components, namely brand image and brand awareness (Keller, 
1993, p. 2; Rong & Sarigollu, 2014, p. 786). Aaker (1991, p.38) have added to this view 
by presenting a number of components. These are brand loyalty, name awareness, 
perceived quality, brand associations and other proprietary brand assets (Aaker, 1991, 
p.38). There are also other scholars who have for example examined brand 
trustworthiness and brand attachment in the search for brand equity from the perspective 
of the consumer (Lasser et al., 1995, p.14). However, the overall and general idea of 
taking this viewpoint is to understand what perception the consumer has of the brand in 
their minds and how companies should build brand knowledge structures to create brand 
equity (Keller, 2008, p. 98).  
 



	   6	  

To conclude, we have found that only one of these three viewpoints, that is product-
market, financial-market, and customer, fits with this research. As product-market level 
focuses on the price, the market share and sales of a brand, it is unlikely that our 
research would benefit from taking this viewpoint as Swedish Universities neither 
decide prices nor engage in sales. In other words, they do not charge tuition fees. 
Additionally, our purpose is not to compare with competitors, which one usually does 
when applying the product-market measures, and further justifies our point of not being 
applicable to this particular research. The second level, financial-market level, we 
believe does not either fit with the purpose of this study by the same reasons as just 
stated. As part of our purpose is to compare the students (consumers) perception of the 
brand with the Business School’s perception, the third level, customer level, is the 
viewpoint we have chosen to apply. This is not only due to the fact that none of the 
other two are appropriate for this research, but also because it is clearly defined and 
used when aiming to understand the consumer, which therefore clearly fits with this 
research’s purpose. 
 

2.3 CBBE - Customer-Based Brand Equity 
There are, as mentioned, several components that one can research when looking at 
brand equity from the perspective of the consumer. In this research we have chosen to 
look into the components brand awareness and brand image, which Keller (1993) 
presents as the ones that builds customer-based brand equity, or as he calls it, brand 
knowledge (see Figure 1). Our reason for this is that some components presented by 
other authors, such as brand loyalty (Aaker, 1991) and brand attachment (Lasser et al., 
1995), fits better when researching repurchasing of products or services, which is not 
what this research is trying to investigate. That is, we are not conducting this study to 
see whether students would consider reapplying and studying at a Business School a 
second time. An additional reason is that some of the other components presented by 
Aaker (1991, p.48), such as name awareness and brand associations, are connected and 
discussed within Keller’s (1993, p. 2) components (brand awareness and brand image). 
In other words, by using Keller’s view we believe we will be able to include a wider 
scope, indirectly, of components from the customer-based brand equity perspective. 
Below we will therefore further examine brand awareness and brand image. 

 
Figure 1 Keller Dimensions of Brand Knowledge (Keller, 1993) 
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2.3.1 Brand Awareness 
The first component of brand knowledge (CBBE) is brand awareness. Brand awareness 
shows the end results of how well brand identities function, for example how large the 
likelihood that a specific brand name will come to mind (Keller, 1993, p.3). Brand 
awareness will also play a big role when brand associations are low, as some purchases 
are done quickly, and the consumer only buys what is well known and familiar (Keller, 
1993, p.3; Roselius, 1971, p.56).  
 
Brand awareness consists of two different performances, that of brand recognition and 
brand recall (Keller, 1993, p.3). Brand recognition is the ability of the consumer to 
remember and recognise the brand if talked about (Keller, 1993, p.3). In other words, 
brand recognition does not entail remembering the brand of the top of one's head, but 
recognising the branded product if you see it. An example of this is seeing the logo of a 
Business School and recognising it, and being able to name the Business School. Brand 
recall is the ability of the consumer to not only remember and recognise the brand, but 
to associate it with a specific product category (Keller, 1993, p.3). An example of this 
would be talking about Business Schools with a friend and naming a specific Business 
School, directly relating it to the topic discussed. 
 
To conclude, brand awareness signifies consumers’ ability to remember and recall the 
brand in different situations. Brand awareness consists of two different performances, 
brand recall and brand recognition. Brand recall being the stronger of the two, where the 
consumer both remembers, place, and in many ways link the brand with a given product 
or service. For example, by immediately thinking of a specific Business School when 
the subject of Business Schools comes up in conversation. Brand recognition is the 
ability by the consumer to recognise the brand if seeing it, for example by seeing the 
logo of a Business School, or recognising the brand when talked about and named in a 
conversation.  
 

2.3.2 Brand Image 
The second of the two components of brand knowledge is brand image. Brand image is 
the perception about a brand that consumers have in regards to the brand associations 
memorable for the consumer, in other words brand image is created by all brand 
associations that a consumer have about a particular brand (Keller, 1993, p.3). Keller 
(1993, p.3) also argues that it is the favourability, strength, as well as uniqueness of 
brand associations that distinguish brand knowledge and play a big role when it comes 
to differentiating between products. There has been different classifications and sub 
categories of brand associations presented by different authors and researchers. Keller 
(1993, p.4) categorise brand associations into three major categories; attributes, benefits, 
and attitudes (Cf. McCarthy & Oakenfull, 2014). 
 
Attributes can be both product-related and not relating to the physical product itself 
(Keller, 1993, p.4). Product-related attributes are defined by Keller (1993, p.4) as 
ingredients that are necessary for the product to perform as the consumer needs it to. In 
other words they either relate to the physical product or the requirements the service 
needs. For example, a product-related attribute of a phone might be that you can use the 
phone to text and take pictures. Non-product-related attributes on the other hand are 
external value that the consumer relates to either the purchase or the usage of the 
product/service (Keller, 1993, p.4). There are four main types of attributes not relating 
to the product itself, i.e. non-product-related attributes. Those attributes are price 
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information, product appearance, the type of person that uses the product, as well as 
where and to what purpose the product is used (Keller, 1993, p.4). The user attributes 
can be formed both directly and indirectly. It can be formed directly through the 
consumer’s own experiences with the users of a brand and it is formed indirectly 
through for example advertisements depicting the target market (Keller, 1993, p.4). It 
can be based on demographics, such as for example sex or income, psychographic 
factors, such as attitudes toward careers, as well as other factors (Keller, 1993, p.4). The 
usage (situation) attributes can be based on the time of day, week, or year that the 
product is used, as well as the location where it is used, and the type of activity (Keller, 
1993, p.4).  
 
Benefits are what the consumer believes the product or service can do for them. They 
can further be divided into three different categories depending on the underlying 
motivations: Functional benefits, experiential benefits, and symbolic benefits (Park et 
al., 1986, p.136; Keller, 1993, p.4). The functional benefit relates to the most central 
advantages of the product, and is most connected to the product-related attributes of all 
benefits (Keller, 1993, p.4). Experiential benefits are also connected to the product-
related attributes and relates to how it feels like to use the product, and finally the 
symbolic benefit relates to the most external advantages of the product, and corresponds 
to non-product related attributes related to underlying needs (Keller, 1993, p.4). Finally, 
brand attitudes form the basis for consumer behaviour and more specifically brand 
choices, and represent the overall thoughts of a brand (Keller, 1993, p.4-5). 
      
To conclude, brand image is how the consumers perceive a specific brand. This can be 
altered and affected by such things as the physical product as the people who use the 
product, where and how the product is used, and the benefits that are connected. In other 
words, the view students have of a Business School can be affected by the physical 
appearance of the Business School, i.e. the location and the environment where the 
student will be studying. The students can also be affected by both graduated and 
current students of the Business School. 
 

2.4 BRAND IDENTITY PRISM 
A famous scholar in the brand management field, namely Jean-Noël Kapferer, presents 
a different view of brand image. He states that many companies spend a lot of money to 
measure brand image, when it in fact only includes the recipient’s side and that the 
sender’s side need to be considered too in order to know if the desired perception of the 
brand have been established (Kapferer, 2004, p. 98). In other words, companies need to 
know what to send and how to send it in order to be able to evaluate if the consumer 
perceive the brand the way it was intended (Kapferer, 2004, p.98). Kapferer therefore 
suggests that discussing the identity of the brand would give a broader picture by 
including several components rather than just brand image. The main point he argues is 
that the identity of the brand reflects the long-term attractiveness of a brand, and he 
presents this by a model called the brand identity prism (see Figure 2) (Kapferer, 2004, 
p.106). To explain, it is a tool to see both the internal and external side of the brand and 
can give indications whether a brand is perceived the same way of both the sender 
(company) and the recipient (consumer). 
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Figure 2 Kapferer’s Brand Identity Prism (Kapferer, 2004) 

Kapferer’s brand identity prism presents six facets: physique, personality, culture, 
relationship, reflection and self image (Kapferer, 2004, p.107). The first facet, physique, 
identifies the product or service features. That being what it does and how it generally 
looks like and can for example be the orange shaped bottled for the Orangina brand 
(Kapferer, 2004, p.107; Ponnam, 2007, p.65). In other words, it is the face of the brand. 
The second facet, personality, presents the brand’s traits as if it was a person (Kapferer, 
2004, p.108). The process of communication creates and gives each brand a specific 
character that becomes consistent among all its communications and this is what the 
personality facet is meant to reflect (Ponnam, 2007, p.65). The third facet is culture. It 
plays an essential role in differentiating the brand and are the basic principles governing 
the brand in its outward signs (Kapferer, 2004, p.108). Some factors that can formulate 
brand culture are for example corporate social responsibility and significant names or 
logos that are deep rooted for the specific brand (Ponnam, 2007, p. 66). This facet of 
culture can also be connected to the heritage or country of origin of the brand (Kapferer, 
2004, p.109). The fourth facet represents the relationship the brand tries to create with 
its customers (Kapferer, 2004, p.110). The fifth facet is reflection. It represents what 
kind of persons or customers that would buy a particular brand and is the outward 
mirror of that brand (Kapferer, 2004, p.110). It can easily be confused and mixed up 
with the target market, being the brands potential purchasers or customers, when it in 
fact is the perceived market that the customers want to be identified with (Ponnam, 
2007, p.69; Kapferer, 2004, p.110). For example, Elle is a magazine for 18-year old 
girls but mostly read between the ages 21-24 (Ponnam, 2007, p. 69). The sixth and last 
facet is self-image, which complements the previous facet, reflection, as it can be 
described as an inner mirror and reflects the inner relationship the consumer has with 
the brand (Ponnam, 2007, p.69). 
 
The conclude, the reason why we have chosen to present this model is mainly because 
it adds to the sender’s (company’s) side and not only the receiver’s (consumers) side. 
To explain, part of our purpose is to understand how the brand is perceived both from 
the perspective of the Business School (Company) and that of the students (consumers). 
We believe this can add further theoretical base and understanding so that the 
perceptions of the Business School’s brand will be demonstrated to its fullest.  
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2.5 BRAND POSITIONING 
While the CBBE describes different measures and ways for companies to build brand 
knowledge structures in order to create brand equity, positioning the brand can be a tool 
for companies to determine desired brand knowledge structures (Keller, 2008, p. 98). 
That is, deciding how they would like the consumers to perceive the brand. A brand’s 
positioning is at the heart of its management and starts with defining who the brand is 
meant for (Kapferer, 2014, p.102; Keller, 2008, p.98). That is to decide the target 
market. In this section, we will present two new concepts (points of parity and points of 
difference) that can help to understand the positioning of the brand and aid this research 
in answering the research question and meet its purpose.  
 

2.5.1 Points of Parity and Points of Difference 
Once a company have decided and defined the target market they need to establish the 
points of parity (POP) and points of difference (POD) associations (Keller, 2008, 
p.107). This is important in order to find the proper positioning, which is to find where 
the brand is competing on the market and what strengths the brand may hold (Keller, 
2008, p.107). 
 
POPs are those associations consumers believe are shared with other brands (Keller, 
2008, p.109). One may think of these associations as giving the brand a vital starting 
point in order to compete in a specific category, seeing that they can match the 
competitor brands and in that way to be considered a possible brand to choose 
(McCarthy & Oakenfull, 2014, p. 164). For example, a Business School may have to be 
able to provide students with a recognised degree and similar courses and content in 
relation to other Business Schools in order to be considered a possible choice. That is, to 
be perceived as offering what most other Business Schools also can. 
 
PODs, on the other hand, are attributes and benefits that consumers positively connect 
with a certain brand and believe they could not find to the same extent somewhere else 
(Keller, 2008, p.107). In other words, PODs are those associations the consumers hold 
of a brand that differs it from other competitive brands and they believe can give them 
an exclusive benefit (McCarthy & Oakenfull, 2014, p.164). For example, a Business 
School may be perceived as educating the most attractive graduates on the market or 
that they can offer a specialisation which differs from other Business Schools. 
 
To conclude, even though deciding a brand’s target market may be a vital step to create 
knowledge of a brand it may not however give an indication of what benefits the brand 
holds (such as being cheaper than other brands in the same product category). This 
aspect we believe is important for this research to look into as it may add to the 
understanding of which perception the University wants the students to have of the 
brand, but also what perception the students possibly may have of it. In other words, by 
investigating where the University brand may land on the market in terms of its 
strengths (and weaknesses), it may give an indication of which perception is wanted 
from the University and at the same time give an idea of what might be perceived by the 
students. It is with this reasoning that POPs and PODs are presented in this research. 
 



	   11	  

2.6 UNIVERSITY BRANDING 
Strong University brands have existed for a long time, for example Harvard, Oxford, 
and Cambridge have for centuries branded themselves with the use of crests, seals and 
mottos (Aspara & Tienari, 2014, p.523). Today greater competition exists to attract the 
best students, and therefore many Universities have developed more strategic ways of 
branding (Aspara & Tienari, 2014, p.523; Bunzel, 2007). Balmer and Liao (2007, p. 
357) discusses that deciding on a University and a University degree was not a typical 
consumption that ends at graduation, but should be considered that of a life-long 
membership. They link this with the alumni boards all over the world, and the affiliation 
that students have to their universities long after their graduation (Balmer & Liao, 2007, 
p.357). Benett & Ali-Choudhury (2009, p.85-86) describe a University’s brand as  
 
“a manifestation of the institution’s features that distinguish it from others, reflect its 
capacity to satisfy students’ needs, engender trust in its ability to deliver a certain type 
and level of higher education, and help potential recruits to make wise enrolment 
decisions”. 
 
If the University or Business School wish to build a strong and lasting brand, it is 
important to have a steady improvement of the overall quality (Shahida & Nargundkar, 
2009, p.59). One of the biggest influencers of the perceived quality of education is the 
reputation of a University (Priporas & Kamenidou, 2011, p.266). A good reputation will 
most likely also lead to higher admission requests, and ultimately more students will 
attend the University (Priporas & Kamenidou, 2011, p.266). It has been found that a 
positive conative response to a strong University brand will be beneficial for 
prospective students as the intention to apply, or to seriously consider applying, will be 
greater, and the prospective student will have a higher possibility to speak favourably 
about the University (Benett & Ali-Choudhury, 2009, p.90). 
  
The research previously conducted has been based in countries such as the UK (see 
Balmer & Liao, 2007; Benett & Ali-Choudhury, 2009; Priporas & Kamenidou, 2011) 
the US, (see Bunzel, 2007), India (see Shahaida & Nargundkar, 2009) and Finland 
(Aspara & Tienari, 2014).  Balmer and Liao (2007, p.363) investigated how students 
identified with university brands, concluding that the students could be divided into 
three categories; brand member, brand supporter, and brand owner. Another research 
was completed in the UK investigating the importance branding had to Greek students 
when applying for Business Schools within the UK (Priporas & Kamenidou, 2011). 
They concluded that the most important aspects for the Greek students were the name of 
the Business School, the international recognition of the Business School, Rankings, 
Accreditations, and career prospects (Priporas & Kamenidou, 2011, p.271). Shahaida 
and Nargundkar (2009) developed a conceptual model for building a Business School’s 
brand in India. This model included ten attributes, such as benefits, pricing strategy 
versus perceived value, positioning of the brand, and brand consistency (Shahaida & 
Nargundkar, 2009, p.67). Aspara and Tienari (2014) studied what struggles exist when 
Universities in Finland adopt new branding strategies, concluding that co-creational 
branding is difficult for stakeholders to control. 
 
 In the research conducted by Benett and Ali-Choudhury (2009, p.97) it has been found 
that there are several aspects of a university that are important for students, and that 
shall be of high priority when branding universities. Those aspects are the environment 
at University, the prospects of graduating university, the location of the University, the 
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convenience, as well as the composition of the student body. Some of the most 
important aspects for students were the environment at University and the prospects of 
graduating University, where job opportunities also were included (Benett & Ali-
Choudhury, 2009, p.94). Here Benett and Ali-Choudhury (2009, p.94) emphasised that 
the environment at University was largely influenced by arrangements made for student 
support as well as the social environment. Benett and Ali-Choudhury (2009, p.95) also 
mentioned that the convenience was important for students, which was both the aspect 
of academic entry requirements as well as completion rates. The final aspect, that of the 
composition of the student body were explained by Benett and Ali-Choudhury (2009, 
p.95) to illustrate the proportion of the Universities admissions that were students from 
“non-traditional” backgrounds.  
 
To conclude, research has found that the branding of universities does play a part for 
prospective students as well as students undertaking a degree (Priporas & Kamenidou, 
2011; Balmer & Liao, 2007; Benett & Ali-Choudhury, 2009). When further researching 
what influences the students’ perception of the brand, previous research has concluded 
that the reputation of the university is a great influencer. Most of the research presented 
explores which components influence the perception of a brand, specifically what builds 
the brand, which correlates with the aim of this research. We believe that the 
components presented will serve as a guide when conducting this research. They will 
therefore be considered throughout this research, even though many did not study how 
the brand is perceived both from the perspective of the Business School and that of the 
students. 

2.7 SUMMARISED FIGURE 
From all of the presented theories and concepts mentioned we have developed our own 
figure from what we believe will aid us to meet this research’s purpose and at the same 
time guide our research (See Figure 3). We have actively decided to fuse together some 
parts of Kapferer's model, the chosen CBBE components (brand awareness and brand 
image), a brand’s positioning (POPs and PODs) as well as with some previous research 
of University branding (reputation). This is to enable us to include the Business 
School’s (sender) side of the perception of the brand, and not just the students 
(recipient) side, to sufficiently compare with the students perception of the brand. We 
also believe that the concept of brand image and brand awareness can be found within 
that of positioning, reputation and self-image, as the two concepts are very broad. In 
other words, we believe it can aid this research in answering the research question as 
well. Our intention is to use this figure through the remaining of our research in order to 
be as consistent as possible as well as making our line of findings easier to follow. 
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Figure 3 Summarised figure for perception of a Business School Brand 

 
Brand Awareness and Brand Image 

The first top of our figure includes both brand awareness and brand image, which 
represents the customer-based brand equity from Keller’s viewpoint. This we have 
included in our figure in order to be able to both find what physical and personal 
associations the Business School and the students hold, which is also in line with what 
Kapferer presents in his identity prism. We have however chosen to call these brand 
awareness and brand image as they are directly connected to the concept of customer-
based brand equity, which is the base for our research question. 
 

Brand Positioning - POPs and PODs 
The middle of our figure represents the importance of positioning a brand and we have 
chosen to focus on POPs and PODs, which we earlier mentioned as being important to 
find the proper positioning of the brand. Establishing the POPs and PODs from both a 
Business School’s point of view and from the point of view of students will aid us 
specifically when establishing the difference between the Business School´s perceived 
brand image and the actual brand image (the perception of the students).  

 
Reputation & Self-Image 

The last two components we have chosen to include is a mixture of what we have found 
from both previous research of University branding and Kapferer’s Brand Identity 
Prism. That is to see the reputation that the Business School has from the perception of 
the Business School itself and its students. We have chosen to call this component 
reputation instead of reflection, as it is the component used and presented in previous 
research of University branding. Kapferer’s reflection facet can be identified within 
brand image. As mentioned, research has found that reputation is a very important 
aspect when it comes to branding of Universities (Priporas & Kamenidou, 2011). Benett 
and Ali-Choudhury (2009) also argue that the information known through a university's 
reputation, which can be controlled through their marketing strategies, are highly 
important for students. Some of this information is for example the graduation 
prospects, the support received whilst at university, and what future work opportunities 
exist (Benett & Ali-Choudhury, 2009, p.97). These can all be related to the reputation of 
a university. Some other important components in University branding that have been 
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discussed in previous research, such as environment and location, are excluded 
intentionally. This is because they fall within the scope of several other components 
already included, for example brand image as well as POPs and PODs. Finally, we are 
looking at self-image, which is one of Kapferer’s facets (Kapferer, 2004, p.110). Doing 
so by trying to understand how students feel as being part of the University brand. 
 
To conclude, all parts of the figure is considered to be equally important. The reason 
that a brand’s positioning (POPs and PODs) is located in the middle of the figure is 
simply because it represents the starting point for developing brand knowledge (CBBE). 
By incorporating different theories from various scholars we are able to, in a coherent 
way, establish possible differences in how the brand is perceived, both from the 
perspective of the Business School and that of the students, which will aid in pursuing 
the research purpose.  
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3. METHODOLOGY 
In the methodology chapter different steps and approaches of how to conduct the 
research are presented. Different methodological choices will be explained, such as the 
philosophical standpoints of the research, as well as the reasons for choosing a 
qualitative research method. Furthermore, data collection techniques for both primary 
data and secondary sources will be presented as well as how this data has been analysed. 
Finally, certain ethical considerations and limitations of the chosen methods will be 
identified. 

 
3.1 PRE UNDERSTANDINGS 

When conducting a research, the personal values of researchers can influence the 
research in many ways. Not only can it affect the choice of research subject, but also 
influence for example the methodological choices and the interpretation of data 
(Bryman & Bell, 2011, p.30). It is important to consider these personal values in order 
to avoid possible biases by their intrusion in the research (Bryman & Bell, 2011, p.30).  
 
While both authors have been studying at the International Business Programme at 
USBE, a wide range of business and administration courses have been completed. In 
year one a 7.5 ECTS course in International Marketing was undertaken, which lead to 
an increased interest within the marketing field. During an exchange semester in 
England, at Bradford School of Management, this was further developed when studying 
an entire semester of marketing courses. A course in Brand Management was covered, 
which have influenced the choice of subject to research in. Both of the authors have also 
been active within the Business School in different ways. Isabella has been active within 
the student association, specifically within that of event planning, while Matilda has 
been active as a student ambassador at different events, such as “Student för en dag”. 
Therefore, both have in a way been representatives for USBE and this can have affected 
their view of the brand.  
    

3.2 ONTOLOGY 
Ontology is how we choose to describe and interpret the physical world around us 
(Jonassen, 1991 p.8). Questions are concerned with the nature of reality, such as that of 
social entities, and how researchers believe the world operates (Bryman & Bell, 2011, 
p.20; Saunders et al., 2012, p.130). There are generally two main competing aspects and 
beliefs of the nature of reality - the ontological standpoints of objectivism and 
constructionism (Saunders et al., 2012, p.130).   
 
Objectivism is commonly associated and has its roots in realism and essentialism. 
Realism, for example, believes that the real world is external to humans and builds on 
the belief and the existence of reliable knowledge of the world, where all humans gain 
the same understanding (Jonassen, 1991, p. 8). The common belief and idea of 
objectivism is though that social phenomena and their meanings are seen as external 
facts that are independent from social actors, where the nature of reality is out of their 
reach or influence (Bryman & Bell, 2011, p. 20; Saunders et al., 2012, p. 130). 
Objectivism when discussing organisations would for example be seen as an external 
reality to individuals, where certain social order is present through rules and regulations 
that individuals need to conform by (Bryman & Bell, 2012, p.21). 
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Constructivists, on the contrary, believe that the reality is constructed through social 
actors own interpretations and experiences (Jonassen, 1991, p. 10). In other words, there 
is no external reality separated from humans as they are perceived to be the ones 
constructing it (Bryman & Bell, 2011, p. 22). Some of the extreme constructivists 
believe that there is ‘no real world’ as no single world exists and social phenomena 
cannot be described objectively (Jonassen, 1991, p.10). Less radical forms of 
constructionism holds that the mind is central and important for interpreting the world 
and that these interpretations creates a personal and independent knowledge base 
(Jonassen, 1991, p. 10). Within constructionism, the goal is to understand the process of 
constructing meaning and how interactions between social actors create the view of the 
world (Saunders et al, 2012, p.132). 
 
We believe that people can be influenced in many different ways and that an objectivist 
view would restrict us in our understanding and finding. We aim to interpret the world 
around us and because of this we have decided to adopt the ontological standpoint of 
constructionism. We want to identify how the students value the different components 
of CBBE, and further see how those components create value for a Business School’s 
brand. Through constructionism an in-depth analysis will be possible, and is therefore 
relevant within this research.  

. 
3.3 EPISTEMOLOGY 

Epistemology concerns the study of nature of knowledge and thought (Jonassen, 1991, 
p.8). How do we view the world? What emphasis does the observer put on aspects of 
life? The epistemological question addresses the relationship between the observer and 
the knowledge of the world, deciding what can be observed (Sachdeva, 2009, p.7). 
Epistemology also concerns what is regarded as acceptable knowledge within a specific 
discipline (Bryman & Bell, 2011, p.15; Saunders et al., 2012, p.134). There are three 
different philosophies of knowledge, the positivist philosophy, the realism philosophy 
and the interpretivist philosophy (Saunders et al., 2012, p.134). 
 
The positivist philosophy, or positivism, is preferably used by the natural science 
researcher (Saunders et al., 2012, p.134). The researcher then prefers to collect data 
about an observable reality, seeing the correlation, as well as regularities within the data 
(Saunders et al., 2012, p.134). A distinction between theory and research is drawn, and 
the research is generally conducted to test theories as well as provide material for 
further developments of known theories (Bryman & Bell, 2011, p.15). The general idea 
of a positivist philosophy is that you create a hypothesis which is then tested, and an 
aim is to explain the facts gathered or to refute them, which will lead to continuous 
research (Saunders et al., 2012, p.134).  The realism philosophy, as the positivist 
philosophy, relates to the scientific question (Saunders et al., 2012, p.134). Realism 
shares two concepts with that of positivism, they both agree that there is an external 
reality that researchers view which is different from our descriptions of it, and they also 
have the same view of both the collection of data as well as the explanation of the said 
data (Bryman & Bell, 2011, p.17; Saunders et al., 2012 p.134). Realism concentrates on 
the philosophy that the reality is independent of the human mind, and that reality is what 
we sense (Saunders et al., 2012, p.134).  
 
In social sciences however, including research areas such as business and management, 
it can be argued that the world is far too complex, and that positivism defines it too 
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simply (Saunders et al., 2012, p.137). For those researchers who agree with the 
previously stated statement, the interpretivist philosophy, or simply interpretivism, is 
preferred. Compared to the positivist philosophy, which is preferred by the natural 
science researcher (Saunders et al., 2012, p.134), interpretivism is preferred by the 
social science researcher (Bryman & Bell, 2011, p.16). Interpretivism emphasies the 
importance to understand differences between humans in their everyday social roles 
(Saunders et al., 2014, p.137). The crucial part of the interpretivist philosophy is that the 
researcher has to not only record information given, but understand the research 
subjects point of view of the world (Saunders et al., 2012, p.137). Interpretivism was 
adopted as an alternative to positivism, and requires the social scientist to understand 
and see the underlying reason behind social actions (Bryman & Bell, 2011, p.17). Based 
on this definition of the interpretivist philosophy it is clear that it can be adopted into 
this research of branding of business schools. Saunders et al (2012, p.137) specifies that 
the interpretivist philosophy of knowledge is highly recommended for research in 
subject areas such as business, particularly in fields such as marketing. Saunders et al 
(2012, p.137) base their argument on the complexity of business situations, as well as 
the uniqueness, where particular circumstances occur as individuals come together, 
making positivism, where regularities are of high importance, an inferior point of 
view.    
 
As our research is done within the field of marketing, more specifically brand 
management, arguably the interpretivist philosophy is the most suitable. An 
interpretivist philosophy will help us as our research purpose aims to understand human 
behaviour and not simply explain it. Bryman and Bell (2011, p.16) further develops this 
stating that an interpretivist philosophy will be beneficial when you aim to understand 
humans, as they are fundamentally different from that of the natural sciences. Saunders 
et al. (2012, p.137) continues this argument, clarifying that law-like generalisations, that 
are made when viewing it from a positivist point of view, will lead to a loss of rich 
insights into a complex world. Within our purpose we state that we wish to understand 
the students, as well as the Business School. A particular important aspect of 
interpretivism is to take an empathetic stance, and specifically understand the world 
from the individual’s point of view (Saunders et al., 2012, p.137). Therefore, within this 
research the interpretivist philosophy of epistemology will be used.  
       

3.4 DEDUCTIVE AND INDUCTIVE - A Mixed Approach 
Deductive reasoning goes from the general to the more specific, which is sometimes 
called a “top-down” approach (Sachdeva, 2009, p.24). Deductive theory is the most 
common when viewing the relationship between theory and research (Bryman & Bell, 
2011, p.11), and is the dominant research approach in the natural sciences (Saunders et 
al., 2012, p.145). Deductive analysing is when one sets out to find if information that 
has been collected is consistent with previously conducted research and established 
theories (Thomas, 2006, p.238; Sachdeva, 2009, p.24). Deductive reasoning is the 
dominant research approach in the natural sciences and consists of important 
characteristics (Saunders et al., 2012, p.145). Saunders et al. (2012, p.145) discusses 
characteristics important for deductive reasoning, emphasising that a deductive research 
approach aims to explain causal relationships between concepts and variables. They also 
discuss that these concepts needs to be measurable, often quantitatively, and that it is 
important that the study is generalisable  (Saunders et al., 2012, p.145). Concluding that 
it is of high importance that the sample is chosen carefully, in a sufficiently large size; 
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able to represent the target population enough for generalisations to be made  (Saunders 
et al., 2012, p.145).  
 
With an inductive approach, on the other hand, theory is the outcome of research 
(Bryman & Bell, 2011, p.13). The main idea of this approach is to allow research 
findings to come forth from specific themes or categories, without the restraints from a 
dominant methodological structure (Thomas, 2006, p.238). That is, the observations 
made and the identified patterns found is what drives the conclusion of the research and 
eventually leads to the creation of theories (Sachdeva, 2009, p.14; Thomas, 2006, 
p.238). The inductive approach have been developed from the scepticism of the 
deductive approach seeing that it leaves no room for the understanding of how people 
interpret their social world (Saunders et al., 2012, p.146). The data can be collected in a 
relatively free manner, going from the more specific to broader generalisations, a so-
called “bottom up” approach (Sachdeva, 2009, p.24).  
 
Relating back to our research question, we aim to see how CBBE creates value for a 
Swedish Business School’s brand. Part of the purpose is also to understand how the 
brand is perceived both from the perspective of the Business School and that of the 
students. As we earlier presented several models and concepts with the aim to guide us 
in identifying answers to the research question, one may argue that this research have a 
deductive stance. That is, seeking to test theory and not develop it. However the aim of 
this research is to develop an understanding of if CBBE could be applied when branding 
Business Schools. Even though we have found previous research in the field of higher 
education, and that they have identified similar components that build the brand, our 
interviews have been designed with no pre-existing expectations; this indicates a more 
inductive stance. When conducting research it is not uncommon to undertake both a 
deductive and an inductive approach - a so-called mixed approach (Thomas, 2006, 
p.238). As we have presented that both approaches appear to fit, but not on an 
individual basis, with our research in relation to both the research question and the 
purpose, we have chosen to use a mixed approach of the inductive and deductive 
approach.    
 

3.5 QUALITATIVE RESEARCH METHOD 
There are two main research methods that can be employed in a research; quantitative or 
qualitative. A quantitative approach typically handles with numeric data (Saunders et 
al., 2012, p.161). That is, it tend to focus on numbers and to be more emphasised on 
quantification of data, where questionnaires is a common collection technique (Bryman 
& Bell, 2011, p.26; Saunders et al., 2012, p.161). Additionally, it is commonly related 
to the philosophical standpoints of objectivism and positivism (Bryman & Bell, 2012, 
p.27). Qualitative research, on the other hand, is usually considered to focus more on the 
words and actions of the participants, or in other words, on non-numerical data (Bryman 
& Bell, 2011, p. 26; Saunders et al., 2012, p.161). The qualitative approach, according 
to Sachdeva (2009, p.165), is designed to tell the researcher how (process) and why 
(meaning) things happen as they do. It therefore emphasises on the meaning and not the 
frequency of the object of study (Hogan et al., 2009, p.10; Sachdeva, 2009, p.165). 
There are a variety of techniques used to interpret and find meaning to these 
phenomenons through describing, decoding and translating, where a common data 
collection technique is that of interviews (Sachdeva, 2009, p.165). 
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A qualitative approach is usually related to the philosophical standpoints of 
interpretivism (epistemology) and constructionism (ontology) (Saunders et al., 2012, p. 
163). With this and our research in mind, a qualitative research would seem the most 
appropriate as our purpose is to understand how the brand is perceived both from the 
perspective of the Business School and that of the students. If a quantitative research 
would be executed, we could answer what creates value but not how and why. In order 
to achieve this the underlying understanding of the students and the Business School is 
needed. That is, we aim to understand the process (how) and meaning (why), thus 
indicating the appropriateness of a qualitative approach.   
 

3.6 SAMPLING METHOD 
In most research it is very difficult to interview and analyse the results the entire 
research population. Because of this a sample is used to efficiently aid the researcher in 
establishing results, which are possible to generalise on the entire research population 
(Sachdeva, 2009, p.144). Sampling is when one chooses units within a desired 
population, where population refers to the group, which you wish to generalise 
(Sashdeva, 2009, p.141). The sample in itself is then the group chosen to represent the 
population wanted (Sashdeva, 2009, p.141). In order to describe our research to our best 
ability, and to make the research easily replicated we will go into detail describing our 
sampling process and criteria.  
 
The concept of purposeful sampling is greatly used within the field of qualitative 
research for the identification and selection of cases (Palinkas et al., 2013, p.1). When it 
comes to purposive sampling you use your judgement to select cases that will help you 
reach your purpose and research question best (Saunders et al., 2012, p.287). It is 
important to distinguish that purposive sampling cannot statistically represent an entire 
target population (Saunders et al., 2012, p.287). There are different forms of purposive 
sampling, those being; extreme case sampling, heterogeneous sampling, critical case 
sampling, typical case sampling, theoretical sampling, and homogeneous sampling.  
 
Extreme Case sampling is when one collects data about unusual or extreme events 
(Saunders et al., 2012, p.287). This kind of sampling occurs as researchers aim to 
establish a more in-depth understanding of phenomenons and when they wish to lend 
credibility to their previous and existing research (Cohen & Crabtree, 2006). 
Heterogeneous sampling on the other hand involves choosing participants that are very 
diverse so that the study can have as much variation as possible, which enables you to 
document the uniqueness within each case (Saunders et al., 2012, p.287-288). Critical 
case sampling is when you chose critical cases, arguing that they are important or since 
they can make a dramatic point (Saunders et al., 2012, p.288). Typical case sampling is 
used most often as a part of a research project to inform readers who are not as familiar 
with the subject of a case classified as “typical” (Saunders et al., 2012, p.289). 
Theoretical sampling on the other hand is seen as a special case of purposive sampling, 
as it is associated with Grounded Theory and analytic induction,where there will be 
some thought on how to sample, however participants are chosen as the process evolves 
(Saunders et al., 2012, p.289). Finally, homogeneous sampling, the direct contrast to 
heterogeneous sampling, focuses on a specific subgroup where all members of the 
sample are similar (Saunders et al., 2012, p.288). An example of a homogeneous 
sampling would be to pick people of one occupation. The characteristics of the selected 



	   20	  

sample are very similar, which leads to a more in-depth study, leading to minor 
differences becoming more visible (Saunders et al., 2012, p.288).  
 
As part of the aim of this research is to understand if CBBE could be applied when 
branding Business Schools, we want to be able to connect and find patterns within our 
results. Because of the above mentioned argument as well as the emphasis of an in-
depth research the sampling method most appropriate within this research is that of 
homogeneous sampling. As explained above, one way of using homogeneous sampling 
is to sample people of one occupation. Therefore homogeneous sampling is ideal when 
choosing the sample representing USBE. Thomas (2011, p.288) argues that students are 
ideal homogeneous samples as they are a relatively homogeneous, stating that students 
can in many ways be similar to that of clones. As stated within our research question as 
well as purpose our target population has been that of students from the start of this 
research, however this statement made by Thomas (2011, p.288) further proves that the 
homogeneous sampling method is best applicable within this research.    
 

3.6.1 Selection Criteria 
We divided our selection criteria into two subcategories, that of the Business School and 
that of the students.  
 

The USBE representative 
Our first criterion of interview with a representative of the USBE was that the person 
had to be connected with, and work for, USBE. As they are representing the Business 
School, they have to be able to reliably speak for it. The second criterion was that the 
representative had to be active in decisions regarding the marketing and brand 
management of USBE.  
 

The students 
Our first criterion was that all within this sample has to be students at USBE. Many 
students choose to enrol in courses instead of programmes, at Business Schools in 
Sweden. As a programme student undertakes a larger commitment to a Business School 
than a course student does, our second criterion was that they had to be enrolled with a 
programme at USBE. As there are many international as well as national students 
studying at USBE we decided to only focus on Swedish nationals, and international 
students are not of interest. This as their choices of studies in Sweden is limited 
compared to that of national students, as not all studies in Sweden are provided in 
English. Our third criterion was, therefore, that the students had to be Swedish 
nationals. Our fourth criterion was that students from each year within the 
‘Civilekonom’ programmes had to be represented, as our focus was not to research one 
year in particular, and as we then wanted equal representation from all years. The 
‘Civilekonom’ programmes here refer to the four year programmes offered at 12 
institutions in Sweden (Umeå School of Business and Economics, 2015) 
 

3.6.2 Access to respondents and possible errors 
Both authors of this research have had previous contact with the USBE representative 
and when this research was started an email was sent out asking if the representative 
wanted to take part in the research. As the contacted representative was the only one 
who met both criteria, and could represent USBE for the purpose of this research we are 
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very thankful that the representative was willing to participate, and confident that this 
person alone will be able to represent USBE within this research.  
 
Our student sample was collected during three days around noon. We were in the Social 
Science building at Umeå University Campus, as many students of USBE have their 
lectures as well as eat lunch there. We also realised that many students were located in 
the University Library as well as the study rooms located in Universum, therefore we 
also contacted students at those locations. The reason being that it allowed us to directly 
answer any question the students had before deciding whether to participate or not. We 
understand that this might lead to possible skewed results, some students might not be 
represented within the corridors at the Business School, and therefore the entire 
population were not sampled from. When meeting a potential participant we first 
checked that they matched all of our criteria and briefly explained what the research is 
about. The interview was not conducted on the spot, but a time and a date for the 
interview was decided.  
 

3.7 SEMI-STRUCTURED INTERVIEWS 
When conducting a qualitative research there are different techniques for collecting 
data. As mentioned in Chapter 3.5, interviews are common data collection technique 
within qualitative research. We have in this research decided to use this technique as 
well. Even though interviews tend to be very time-consuming, especially for the 
transcribing and analysis phase, it brings a certain flexibility to the collection of data as 
well as allowing the researcher to better understand the respondents and their underlying 
thoughts of their answers (Bryman & Bell, 2012, p.465). This is what this research aims 
for, thus adding to the suitability for conducting interviews. There are, however, 
different designs that one can choose from such as unstructured-, semi-structured- and 
structured interviews (Gillham, 2005, p.60). They all have their own advantages and 
drawbacks, but we have in this research decided on a semi-structured interview design, 
as we believe it will best aid in answering the research question and meet this research’s 
purpose. Below we will present and explain our line of reasoning for this choice.  
 
When a structured interview design is dominant a questionnaire tends to work as a tool 
by having a standardised or identical set of questions with pre-coded answers (Saunders 
et al., 2012, p.374). Even though there is an interaction between the researcher and the 
respondent, the questions need to be presented exactly as they are written and the 
researcher have no space or flexibility to for example explain or interpret questions for 
the respondent in any way (Saunders et al., 2012, p.374). It is, in other words, used 
mainly for collecting quantifiable data. An unstructured interview, on the other hand, is 
very informal and has no predetermined questions (Saunders et al., 2012, p.375). The 
interviewer rather have a general area of interest that they prefer to explore by letting 
the interviewee guide the outcome and can for example be used when wanting to find a 
more specific area to further research into (Gillham, 2005, p.45). In between these 
interview designs the semi-structured interview emerges. It tend to have both elements 
of flexibility, leaving room for understanding motivations behind the answers of the 
interviewee, as well as structure, enabling the interview to be constructed by asking 
question specifically important to the research (Gillham, 2006, p.70). 
 
As we in this research aim to understand the perception of the interviewees, a strictly 
structured design would not be able to provide us with the needed flexibility to answers 
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this research purpose. That is, because it tends to have an identical set of questions with 
pre-coded answers it leaves no room for gaining a deeper understanding of what might 
be behind the answers of the interviewees (Saunders et al., 2012, p.374). On the other 
hand, adopting the unstructured design may support the research satisfactorily with the 
needed flexibility. However, it may still not enable us to fulfil our purpose adequately 
seeing that we also want to cover a specific theory. Therefore, a certain structure might 
be needed to be adapted for our interviews, which the unstructured design does not 
provide. We believe the semi-structures design fits well with this research’s research 
question and purpose as it inherits both flexibility and structure. That is, flexibility is 
necessary as we aim to understand both the students and USBE’s perception of the 
brand, and the structure is essential to find specific information regarding the theory of 
CBBE (brand knowledge). 
 

3.8 THE INTERVIEW GUIDE 
When conducting semi-structured interviews, it is common for the researcher to have a 
set of topics to be covered, which is often referred to as the interview guide (Bryman & 
Bell, 2011, p.467). In this research we have developed the interviews based on our own 
developed figure (see Figure 3) and the components that builds it. Those are brand 
image and brand awareness (CBBE), brand positioning (POPs and PODs) as well as 
reputation (previous research in University branding) and self-image (a facet in the 
brand identity prism). Two interview guides have been constructed - one for the USBE 
representative and one for the students (see interview guides in Appendix 1 and 2).   
 

3.8.1 Interview with USBE representative 
The aim with interviewing a Business School representative is to establish how the 
Business School perceives their brand, as it adds to answering our purpose. First and 
foremost we will ask general questions. These are constructed because of two aspects, 
both to get the interviewee more comfortable, and for us to gain more background 
information. After the general questions we will ask questions surrounding the subject 
of brand awareness and brand image. As brand awareness and brand image are the two 
components of brand knowledge, (CBBE) these questions are of high importance, as it 
relates to our research question. Additionally when asking the USBE representative we 
choose to establish both the assets used in marketing, the thoughts behind them, and 
what they believe is most memorable about USBE. Secondly, we will ask questions 
concerning the theories of positioning, POD and POP. These five questions are straight 
forward, asking what USBE believes to have in common with other schools, how they 
differentiate, as well as who they believe are their biggest competitors when it comes to 
potential students. The third and final part of the questions concerns the reputation 
section of our own figure. As the self-image question solely concern students the 
question to the business school representative will all involve the reputation of USBE. 
 

3.8.2 Interviews with the Students 
The students are the main source in this research to understand how CBBE creates value 
for a Swedish Business School’s brand. Just as in the case when interviewing the USBE 
representative, the interview guide for the students is developed from our figure 
presented in Chapter 2.7. 
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The general questions are included and developed firstly in order to pursue our criteria 
for our interviewees. Secondly, they are also constructed to enable us to retrieve a 
general idea of what view the students may have of USBE. Noteworthy is that the 
general questions also have the aim to let the interviewee get comfortable and to be 
introduced into the subject before going more in-depth. 
 
After these general questions we have questions influenced and developed from the 
previously mentioned own figure. We will firstly ask questions concerning brand 
knowledge, or in other words the concept of CBBE. Here the focus is include brand 
awareness and brand image, and is of high importance seeing that our first part of the 
research question is concerned here. The purpose of the questions is to find what brand 
knowledge (brand awareness and brand image) that can be found in the customers 
minds and to later on understand how these may affect the value of USBE as a brand. 
Within the section of CBBE Activity 1 will also be completed (see Appendix 3) where 
we will present the student with a sheet of paper with six logos of Business Schools in 
Sweden, USBE being one of them. As we have removed the name of the Business 
School the student only has the logo as a reference. This will aid us in noticing how well 
the interviewees brand awareness (brand recognition) is both directly towards USBE as 
well as for Business Schools in Sweden in general.  
 
The next section of the interview guide will help us to gain answers as to how the 
students perceive USBE to later on be able to compare and see if there are any 
differences in their perception and that of USBE. That is to focus on POPs, PODs and 
positioning, specifically to see what they believe are the strengths of USBE and how the 
Students perceive USBE in comparison to other Business Schools. Some of the 
questions asked can also be related to brand image. Activity 2 (see Appendix 4) 
concerns positioning, and involves giving the interviewee pieces of paper with all 
Business Schools and Universities in Sweden, that offer business studies at an 
undergraduate level, written on them. We will then ask the interviewee to group the 
Universities/Business Schools with other similar Universities/Business Schools, 
dependent on the student’s true view of the schools. By asking them to later explain 
their reasoning we will know what Universities and Business Schools the student 
believe are similar to USBE and why, also recording their arguments for other 
Universities and Business Schools.  
 
Additionally, the last part of the interview guide concerns the reputation and self-image 
by investigating both what the students believe others think of USBE and to see how 
they perceive themselves as part of the USBE brand. Here again brand image, 
specifically that of benefits, can be related. We believe that these questions, can bring 
another dimension as to understand the perception the students have of USBE, but also 
as to whether these perceptions are positive or negative - relating back to how the brand 
knowledge, CBBE, is perceived.  
       

3.9 TRANSCRIBING AND ANALYSING THE INTERVIEWS 
When conducting a qualitative research meanings are derived from words and not 
numbers. Since words can have multiple and complex meanings it is important to be 
consistent when transcribing and analysing data to pursue quality (Saunders et al., 2012, 
p.546). Additionally, qualitative studies often tend to provide a large amount of data and 
can thus be quite time-consuming (Gillham, 2005, p.123). With this in mind, a plan as 
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to how to transcribe and analyse the interviews is vital in order to make sure that quality 
is achieved and to be as time-effective as possible.  
 
All interviews were held in Swedish as it was the participant's first language. The reason 
behind this choice was mainly because we wanted them to answer in a natural and 
representative manner and not hinder them in expressing themselves fully. All of the 
interviews were audio recorded, with the consent of the interviewees. Both authors of 
this research were present at all the interviews, with the same author asking the 
questions stated in the interview guides (see Appendix 1 and 2), while the other was 
making sure that the questions were answered fully, this by taking notes of observations 
and asking contributing questions when needed. As can be visible in Table 1 below, the 
duration of the interviews differs considerably between a few interviews, which we 
believe is due to the semi-structured design of the interviews. That is, even though 
asking specific questions the interviewees were allowed to elaborate their answers 
without interruption.  
 
Table 1 Overview of Interviews 

INTERVIEWEE DURATION PROGRAMME YEAR GENDER HOMETOWN 
USBE Representative 53:32 - - - - 
Student 1 23:25 International Business 1 Male Stockholm 
Student 2 22:50 Service Management 1 Female Skövde 
Student 3 21:06 Retail & Supply Chain Management 1 Female Luleå 
Student 4 24:54 Service Management 2 Male Stockholm 
Student 5 19:52 International Business 2 Female Skellefteå 
Student 6 32:01 International Business 2 Female Kiruna 
Student 7 26:35 Service Management 3 Female Gothenburg 
Student 8 35:14 Business Administration & Economics 3 Male Stockholm 
Student 9 45:30 International Business 3 Male Umeå 
Student 10 20:05 International Business 4 Female Örnsköldsvik 
Student 11 16:13 Service Management 4 Male Umeå 
Student 12 28:29 Service Management 4 Female Sundsvall 

 
The first step after to have conducted the interviews was to transcribe them. In other 
words, to produce a valid written record of the interviews (Gillham, 2005, p.121). This 
was made by listening closely to the recorded interviews and was then transcribed by 
making sure to provide the exact language and words so that no information was taken 
out of context. Important to note here is that since all interviews were conducted in 
Swedish we needed to, before analysing them, translate them into English. A possible 
error by doing this is not finding an equally describing word in the translation language 
or for it to not represent exactly what the interviewee expressed (Bryman & Bell, 2012, 
p.488). To minimise this error, we offered all the interviewees to read through and 
approve the transcribed material before analysing, and to alter any inaccuracies 
regarding their statements. After transcribing and translating the interviews, we started 
to process the data by checking through the transcripts. This was done in order to get a 
better view of general ideas and topics. The reasons behind this was to see whether there 
was a pattern or lack of content, as well as whether we would need to conduct an 
additional amount of interviews or not. Note, that both authors of this research have 
been equally active in transcribing the interviews. 
 
The next step entailed analysing the data with the aim to identify certain themes and 
codes from the interviews, in other words, by coding it (Thomas, 2006, p.241). The idea 
is by reading through the transcripts thoroughly certain themes may appear from text 
segments, which then are labelled in order to create categories (Thomas, 2006, p. 241). 
There might, however, be a vast amount of categories that emerge, so by reading 
through the transcripts and reviewing the segments and categories several times they 
may be reduced by identifying possible overlaps and redundancy among them (Thomas, 
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2006, p.242). Finally, we evaluated which categories and themes that were the most 
emerging in the data in order to capture the essence of it.   
 

3.10 ETHICAL CONSIDERATIONS 
Ethical considerations are important in order to make sure that no harm is made in 
relation to the participants (Bryman & Bell, 2011, p.128; Saunders et al., 2010, p.230). 
There are several aspects to consider in order to make sure to respect and protect the 
interviewees integrity, such as to obtain consent and be aware of privacy concerns 
(Saunders et al., 2012, p.13). Bryman & Bell (2011, p.128) presents four ethical 
principles, namely; harm to participants, lack of informed consent, invasion of privacy 
and deception, which we will explore further below. 
 
Harm to participants by conducting a research can be regarded as the “physical harm; 
harm to participants’ development or self-esteem; stress; harm to career prospects or 
future employment” (Bryman & Bell, 2011, p.128). This is an obvious unacceptability 
among researchers, and can relate to the confidentiality of records and anonymity. Lack 
of informed consent, as another possible ethical issue, concerns the idea that all possible 
participants should be provided enough information regarding the research in order to 
make an informed decision of whether to participate or not (Bryman & Bell, 2011, 
p.132). The third ethical issue, invasion of privacy, entails the personal information that 
the participant may reveal and might not have intended to (Bryman & Bell, 2011, 
p.136). The last ethical consideration, deception, can be connected to all the mentioned 
issues. Deception occurs when the researcher presents their research as something that it 
is not. This can harm participants for example if they agree to participate in a research, 
which is conducted in a deceiving way, and would result in the participant regretting 
that they took part in the research (Bryman & Bell, 2011, p.136). 
 
This research has actively thought of these issues and has not intended to harm any of 
the participants. Participating has been voluntary and the research has been presented 
fully to the USBE representative with a complete record of the interview questions, in 
order for the answers to be as thorough as possible. The students have also been 
informed about the research subject, however as we wanted the students to give an 
unbiased response they did not know of the questions prior to the interview. 
Additionally, when conducting interviews it is important not to lead the participants in 
answering in a specific way. Therefore, we have in this research been very thorough 
when developing the questions to make sure that this will not happen. In order to further 
secure that the participants have not been harmed and to respect the personal 
information that they provided, we offered them to read through the translated transcript 
so that they had the possibility to delete any inaccurate statements and thus not feeling 
as if they have been deceived. All interviewees were made anonymous. As another 
precaution we made sure that the interviewees did not get informed of other participants 
taking part in the research. All participants was also informed that the research is a 
bachelor thesis that may be read by other people, such as the grading committee, the 
supervisor and other students, which we believe is an important aspect in the decision to 
participate or not.  
 

3.11 SOURCE CRITICISM 
In order to pursue credibility in a research it is important to know what sources that 
creates the foundation for it and to gain an understanding as to why and how they 
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contribute to the research. Secondary sources are data that have been conducted for 
other purposes than the research in question and can be that of journals, books and 
newspapers (Krishnaswami, 2010, p.86; Saunders et al., 2012, p.82). Primary sources, 
on the contrary, are the original sources being the directly, and not previously, collected 
data in relation to the specific research (Krishnaswami, 2010, p.86). 
 
This research is mainly based on secondary sources where the nature of the sources 
varies depending on the different sections of the thesis, where the theory chapter refers 
to many academic articles and the methodological chapter primarily to books. A basic 
understanding for the research subject from the point of view of the researchers have 
been achieved through taking a course in Brand Management, as mentioned in the pre-
understandings. However, to gain a better understanding and knowledge of additional 
concepts, theories as well as various scholars different view of the subject, the database 
EBSCO (Business Source Premier) was primarily used. This includes many high quality 
publications within various business subjects.  
 
Several keywords such as brand management, brand equity, brand image, brand 
differentiation and University branding were used in the search, and all searches only 
involved peer-reviewed articles. In Appendix 5 a table illustrating the search words 
used, the database used, the hits gotten, the authors found, and further search words 
found is presented. This is presented so that this research can be replicate in a similar 
manner. For an academic article to be peer reviewed indicates a certain additional 
credibility as it has been critically examined by referees being particularly 
knowledgeable in the subject area of the article in question (Bryman & Bell, 2011, 
p.32). Also, some of the relevant articles that were found referred in some cases to other 
authors and scholars. As we wanted to minimise the risk of misinterpretation we found 
these referenced authors and scholars either through Business Source Premier or Google 
Scholar, and aimed to use the original source. This resulted in the finding of many 
additional relevant articles for the research. Some books have also been found relevant 
for this research. By, for example, including those from the most recognised authors 
within the research subject of brand management, such as Keller, Kapferer and Aaker, it 
brings certain validity and credibility to this research as many theories and present 
research builds on these authors ideas. These books were either found through the Umeå 
University Library’s website, physically at the Umeå University library or at the 
University of Bradford Library’s website.  
   

3.12 LIMITATIONS 
As Sachdeva (2009, p.146) discusses a non-random approach of sampling will most 
probably lead to a biases within the data. We understand that the results might be 
different if we would have used a larger sample with students from all departments 
within USBE, as well as looking at several different Business Schools. If we would 
have included different departments within the University we would have interviewed a 
representative of the marketing department from each department of the University, as 
well as the main marketing staff of the University. However as our time was limited we 
chose to focus on the USBE, and thus not the Umeå University as a whole. As the 
research question and purpose was designed not to compare between Business Schools 
we decided to focus more on interviewing within USBE instead of also interviewing 
students at Business School representatives of other business schools.  
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4. EMPIRICAL DATA/RESULTS 
	  

In this chapter the empirical findings will be presented. It will be a logical and 
structured presentation with the USBE representative first, followed by a division 
among first, second, third and fourth year students. Only relevant information obtained 
from the interviews with a connection to the research question and purpose will be 
presented. Finally, a summary will be presented through the developed figure by adding 
the identified themes provided from the information given in the interviews. 

 

4.1 THE USBE REPRESENTATIVE 
The interview was conducted in the afternoon at the USBE representative’s office 
located in the Umeå School of Business and Economics corridors. The interview took 
53 minutes without any disturbances. The interviewee started by explaining USBE’s 
marketing and the channels through which communicate. Internet was emphasised as an 
important channel, but also the fast emergence of social media was stressed. While there 
was no memory of when the Web was introduced for USBE, the interviewee stated that 
social media was probably introduced about five to six years ago. The USBE 
representative developed the answer by naming Facebook, Instagram and Twitter as the 
social media channels they currently use. Even though they are actively developing and 
aiming to improve their communication through different marketing channels, by for 
example hiring a communication agency, the interviewee stated the difficulty of being a 
public authority as there are certain restraints as to what one can say and do. Yet, the 
USBE representative believed that they are managing the mentioned marketing channels 
successfully. Further, USBE is also presenting themselves at University fairs through 
employees and students currently working or studying at the Business School. Also, the 
USBE representative emphasised the possibility that they give prospective students to 
visit the Business School. They do so by covering their traveling expenses and offering 
them to be introduced to USBE by a current student at USBE.  
 
“Being able to visit and to see the Campus, meet people such as teachers and students 
currently studying here might give you a different image of what you might have had 
before coming here. We believe in personal contact and that this experience is 
important as it is difficult to describe in a brochure.”  
 
The representative explained that currently they are working hard to communicate the 
environmental accreditation that USBE has been given, and tries to do so in everything 
they do, specifically through the education and their business partners. Quality is 
another association USBE would like to be identified with and they are currently 
working hard to receive an AACSB accreditation. The interviewee stressed the fact that 
this is a long process and that accreditations takes years to receive.  
 
Brand Awareness and Brand Image 
When asked question relating to brand awareness, the USBE representative explained 
that they had a specific logo. This logo is not used anymore, as they now have to use 
Umeå University’s logo, having ‘Umeå School of Business and Economics’ printed 
beneath or beside it. The interviewee argued that the brand ‘USBE’ does not roll off the 
tongue and that it is a difficult name to market in Swedish. Yet, USBE, in general, 
would like for it to be better recognised externally, rather than just internally by 
employees and students. By having the current logo presented in their marketing they 
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hope to be better recognised as a Business School through the name USBE. When 
moving on, questions were asked aimed at USBE’s brand image, leading the 
interviewee to describe USBE. 
 
“We feel that we want to be perceived as a person who is forward and front edge, 
especially when it comes to quality and the environment.” 
 
The USBE representative continued to present the most memorable attributes of USBE 
as, not only quality and the environmental consciousness, but also emphasised their 
internationalisation as well as the big campus. Additionally, the fact that there is a low 
hierarchy at the Business School, as students can come and go as they please by 
teachers offices, was stated as another possible positive association to USBE. 
 
Brand Positioning - POP’s and POD’s 
The USBE representative found it difficult to identify both what similarities and 
differences USBE appear to hold in comparison to other Business Schools and 
Universities that offers higher education in business studies. The interviewee stated that 
the current top five to six Business Schools and Universities in Sweden all seem to aim 
to receive the same accreditations, to be environmentally conscious, and to either offer a 
bachelor with possibilities of continuing with a master or offer a so called 
‘Civilekonomexamen’. Additionally, the interviewee believes that there are no 
immediate differences that USBE holds in comparison to other Business Schools and 
Universities. Even though not all Business Schools and Universities offers a 
‘Civilekonom’ programme and not the specialisations, such as studying in a specific 
language, they all seem to be very similar, according to the interviewee. The 
interviewee added that a disadvantage of USBE is the believed negative aspect of their 
location.  
 
“The one disadvantage is that we are located so far north. This is why we want to invite 
students; so that they have the chance to experience Umeå.” 
 
The USBE representative also believes that USBE aims to attract the same students as 
all other Business School or University. The representative further revealed that Lund 
University, The School of Business, Economics and Law at the University of 
Gothenburg, Linköping University and Stockholm School of Economics are their 
biggest competition when it comes to attracting students. The interviewee added that 
USBE wants to be among one of the best Business Schools in Sweden. Stockholm 
School of Economics is believed to have better opportunities to market themselves, 
according to the interviewee, as they are not a public authority. They can for example 
have competitions where the winner is awarded a place at the Business School and so 
on, which USBE as a public authority does not have the possibility to do.   
 
Reputation and Self Image  
The interviewee stated that the reputation of USBE is difficult to have an opinion about, 
but that they hope to have a good reputation. The USBE representative continued by 
explaining that an emphasis should also be on what students have accomplished during 
their time at the Business School. Also stating that the student’s personality plays an 
equally important role in order to pursue a career as a diploma from a Business School 
does.  
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“It depends on what personality you have, if and how you have gotten involved outside 
of school too. That has as much significance as what Business School a student has 
attended.” 
 
The interviewee was not sure, but said that it might not matter so much if the degree is 
from USBE or from for example Linköping University. However, the USBE 
representative also said that a degree from Stockholm School of Economics appears to 
be more ‘prestigious’, but that it is only based on things one hear from others and might 
not be true.  
 

4.2 1ST YEAR STUDENTS 

4.2.1 Interview I 
We met the first interviewee, of the first year students, at Universum in a quiet study 
room around noon. The interview went along without any interruptions and lasted for 23 
minutes. The interviewee is a student from Stockholm, who currently studies at the 
International Business Programme at USBE. He said that Umeå was his first choice for 
business studies and explained that this decision was mainly due to Umeå as a city as 
well as the good quality USBE appeared to have. Further, the interviewee mentioned 
that he first started to gain information about the University by talking to friends and 
family, and found that Umeå seemed to be a decent city for students in particular, which 
made him consider USBE a possible alternative for studies. He found it difficult to say 
how USBE communicate with their students as he easily linked HHUS, the student 
association, to it. He therefore answered both Facebook and E-mail as visible marketing 
channels, however he relates them to HHUS and not to USBE itself.  
 

Brand Awareness and Brand Image 
The interviewee mentioned Stockholm School of Economics, Uppsala University, Lund 
University and The School of Business, Economics and Law at the University of 
Gothenburg as the Universities he associated specifically with business studies. He also 
mentioned Linköping University and said that these are the ones he considers to be ‘the 
big five’. When asked about USBE’s assets visible in their marketing, the interviewee 
simply said ‘the logo’. When asked to identify the logos from six Business Schools and 
Universities in Sweden that offers business studies he recognised and could name 
Stockholm School of Economics, USBE and Örebro University School of Business.The 
other three, The School of Business, Economics and Law at the University of 
Gothenburg, Jönköping International Business School and Karlstad Business School, 
the interviewee could not identify.  
 
The student told us that the specific courses offered in a programme was not important 
to him when applying, but that it rather was the International Business Programme itself 
that influenced his choice. The interviewee described USBE as anonymous, shy and 
perhaps someone who does not have that much charisma. He believed that this is due to 
his lack of knowledge of USBE. He generally associates USBE with business and that 
USBE is a bigger ‘thing’ than HHUS, but still associate the student life and the 
activities it entails to USBE, seeing HHUS as a part of USBE. 
 

Brand Positioning - POPs and PODs 
When the interviewee was asked to place the different Business Schools and 
Universities that offers business studies in Sweden into groups, the interviewee ended 
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up with dividing them into five groups. He said that Stockholm School of Economics is 
the best Business School in Sweden and falls in its own group. He explained that he 
might have this perception due to the school’s attractive contacts with the industry and 
the overall difficulty of being offered a place at the school. The interviewee then 
continued with the second group. The School of Business, Economics and Law at the 
University of Gothenburg, Linköping University, Lund University, Uppsala University 
and USBE, which he believes are somewhat similar.  
 
“I believe that USBE is a good Business School and if I would have studied at Lund or 
Uppsala instead, it would not have made that much of a difference.” 
 
In the third group, he placed Jönköping International Business School and Stockholm 
University. The interviewee considers Stockholm University to have a better reputation 
than what it actually deserves. Especially since they had to drop their ‘Civilekonom’ 
programme, but also as they admit many students, meaning a lower average grade. 
Therefore, he placed them in the third group and not the second. The last two groups he 
presented as including the Universities with less ‘status’ as they most likely have the 
lowest average grade for admission.  
 
The interviewee regarded USBE to be very similar in comparison to many other 
Business Schools and Universities. They are, for example, not alone in offering a so 
called ‘Civilekonomexamen’ and neither in the possibility to study in another language 
than Swedish. He believed, on the other hand, that USBE is very good in connection to 
internationalisation.  
 
“I think that the internationalisation is much better here than in for example Uppsala 
and Lund.” 
 
He explained that there is a so called ‘Buddy Programme’ at USBE that has the aim to 
integrate International and Swedish students with each other and that USBE have many 
excellent partner universities, which offers great possibilities for studies abroad.  

 
Reputation and Self Image 

The interview then continued with USBEs reputation, which the interviewee stated as 
rather good and stable. He has not heard anything directly negative, more than perhaps 
that some people might not see Umeå as ‘the place to be’. The interviewee further said 
and believes that USBE deserves a better reputation and explained that the location 
might be a possible reason why the reputation is not as good. In addition, he mentioned 
that other Business Schools and Universities, such as Stockholm School of Economics 
and Uppsala University, are more talked about and seen as schools where one ‘should’ 
study business, which leaves no room for USBE. The interviewee continued by saying 
that he believes a degree from USBE will hopefully help him in acquiring employment, 
but do not see how studying at a different Business School or University would benefit 
him in any different way. He stated that studying at USBE personally gives him the 
possibility to take responsibility and to be able to multi-task in a better manner.   
A typical student at USBE was described as a very friendly and sociable person by the 
interviewee and he feels that he want to be identified with USBE. 
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4.2.2 Interview II 
The second interview of the first year students was held around lunch time in one of the 
quiet study rooms in Universum and took 23 minutes. The interviewee is originally 
from Skövde and currently studying the Service Management programme at USBE. She 
explained that USBE was her first choice of studies as they were the only ones offering 
the Service Management programme. She found out about the programme on the 
website Studera.nu where she was able to compare the different business studies in 
Sweden. When asked about what marketing channels she is aware that USBE uses she 
first explained the presence that they have on campus, specifically in forms of posters. 
The website of Umeå University, where you can connect to USBE is also of great 
importance. She also emphasised the importance of HHUS, the student association at 
USBE. The student association, HHUS, and their work is something that she connected 
strongly with the Business School. When asked which marketing channel she considers 
to be the strongest she argued that Instagram would be the strongest, as the posters can 
easily be missed amongst all other information visible around campus. When looking at 
Instagram, on the other hand, she tends to sit at home scrolling on her phone, which 
makes her notice information more. She also added that information on Facebook is also 
easier to see than that of posters.  

 
Brand Awareness and Brand Image 

The student was asked to name the places of higher education that she first thinks of 
when hearing “business studies”. She mentioned four Universities and Business Schools 
offering business studies, namely Stockholm School of Economics, Lund University, 
Uppsala University and USBE. When asked about the assets of USBE used within their 
marketing the interviewee said that the first thing she thinks about is the colour purple 
and that the posters that they have has purple details on it, however she concluded that 
she does not have a clear picture on USBE’s assets in a marketing context. The 
interviewee further stated that the courses offered are of extremely high importance to 
her, and that she liked the fact that students had many options, both with the different 
programmes, such as Service Management and International Business, as well as within 
the programmes too.   
 
“The courses offered were something that I looked at alot before applying and it was 
why I chose to study here. I would not have had a thought of studying in Umeå or at 
USBE otherwise.”  
 
The student was then given a paper of six logos of different Business Schools and was 
asked to name the Business Schools the logos belonged to. Out of the six logos she 
could name three of them, those being Jönköping International Business School, 
Karlstad Business School, and USBE. The interviewee described USBE as very social, 
someone who is good at networking, outgoing, well-travelled, and smart. Before she 
started actively looking at Universities and Business Schools she knew nothing about 
USBE. Now as she studies at USBE she said that the first thing that she thinks about is 
the International aspect of USBE, as it is something that is very important to her. There 
are many opportunities to study abroad, and there are many international students, 
creating a more multicultural campus, which too affected her choice to study at USBE. 
 

Brand Positioning - POPs and PODs 
When asked to group Universities and Business Schools into different groups she 
placed USBE with Stockholm School of Economics, The School of Business, 
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Economics and Law at the University of Gothenburg, Uppsala University, Lund 
University, Linköping University, and Karlstad Business School and explained that 
these are the Universities that she associates positively and that not only are large 
schools, but also offers a solid education.  
 
“If you say that you go to one of these schools it is considered cool, admirable, and 
people know that it is a consistently good university.”  
 
She further argued that USBE has a similar student life to that of Uppsala University 
and Linköping University, where there is a large community of students. In comparison 
to cities that are larger, as for example Gothenburg where there is less of a joint student 
life. She further developed her answer by arguing that USBE stands out in relation to 
Stockholm School of Economics, which she visited before she applied to a Business 
School. She said that the major difference is in the camaraderie and that at USBE there 
is a more “family feeling”. She once again emphasised the International aspect at 
USBE. Compared to many other Universities, USBE has a greater international aspect, 
with more international students as well as opportunities to study abroad, which makes 
them stand out.  
 

Reputation and Self Image 
The interviewee stated that she believes USBE to have a very good reputation, and that 
she does not often hear any negative comments about USBE. However, she also said 
that she does not hear too much about USBE in general, claiming that HHUS, the 
student association, is more talked about. As she applied for summer jobs in her 
hometown of Skövde the employer did know of USBE and was very happy to hear that 
she was studying there, which makes the interviewee confident in believing that a 
degree from USBE will benefit her in her future career. She believes that a degree at 
USBE not only gives her knowledge taught in class but also equips her when dealing 
with people from different cultures, both in her professional career as well as private 
life. When discussing the student body she explained that a typical USBE student is 
someone who puts a lot of effort in school, but who also enjoys socialising, and 
someone who is involved within associations outside of the classroom, something that 
she relates to very much. She also said that she is proud to identify herself with USBE 
by stating that they represent something she believes in.  
 

4.2.3 Interview III 
We met the last interviewee, of the first year students, in a small study room at 
Universum in the afternoon. The interview lasted for 19 minutes without any 
disturbances. The student is originally from Luleå and currently studies at the Retail and 
Supply Chain Management programme at USBE. USBE was her first choice for 
business studies as she believed it to be a good and interesting school. She found the 
information needed in order to choose USBE by searching through the website 
antagning.se, as well as on USBEs own website. She named a few of their social media 
channels and she considers Facebook to be their strongest as she believes they reach out 
to most people through this channel. 
 

Brand Awareness and Brand Image 
The interviewee identified USBEs more physical asset as a statue located at Campus. 
While asked to identify the different logos of the six Business Schools in Sweden she 
made one guess, but was wrong. In other words, she could not identify any of the logos 
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shown. The interviewee mentioned Chalmers University and KTH Royal Institute of 
Technology when asked what she thinks of when the interviewer says business studies. 
The student did not know much about USBE before applying, but added that the courses 
were important for her in the choice of place to study. 
 
“I searched for specific courses at the programme at USBE as I wanted to compare it to 
another programme at another University, which looked similar to that at USBE. But I 
felt that the one at USBE suited me the best.” 
 
The interviewee described USBE as very modern and young, but laid-back, and she 
directly associates USBE with being international and to business in general. She 
believes that these associations did affect her in her choice of choosing to study at 
USBE as she got the impression that her programme would have an international touch 
to it, which she deemed as attractive. 
 

Brand Positioning - POPs and PODs 
The interviewee placed Stockholm School of Economics, The School of Business, 
Economics and Law at the University of Gothenburg and Lund University in one group, 
as she perceives them as the top Business Schools and Universities in Sweden. She 
added to her reasoning that they can only compete with each other. The second group 
involving USBE, Uppsala University and Stockholm University the interviewee 
believes compete with each other, but that they, however, cannot be regarded as being 
on the same level as the first group this because she does not consider them as ‘top’ 
schools. The rest of the Business Schools and Universities the interviewee either 
regarded as not very great schools or she did not have an opinion of them. She believes 
USBE to be very similar to other Business Schools and Universities, but that the 
location might be a reason for why some students choose not to study at USBE.  
 
“I believe USBE to have quite a lot of similarities to the top Universities, such as 
Stockholm and Gothenburg. The courses they provide and the Business School itself is 
probably as good, I just believe that it has to do with that no one really wants to move 
here to study, which makes it not to be perceived as good as the top universities.” 
 
The student added that USBE also offer the certain student lifestyle just as for example 
Lund University and Uppsala University. The interviewee believes that even though 
located in the north, the location might work as an advantage for USBE and helps them 
to stand out. She also said that a student studying at USBE gets a different student life 
experience than if they would have been studying at a University down south.  
 

Reputation and Self Image 
The interviewee believes that the reputation of USBE is alright and that she has heard 
that it is supposed to be a good school. The student added that her studying here at 
USBE will benefit her in the future as she have heard employers tell her that they 
perceive USBE students as attractive future employees. 
 
“There are many employers that I have talked to who believes studying at USBE is 
attractive due to for example all the group assignments we have, which develops our 
teamwork skills.” 
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She added that her programme especially stands out, as it cannot be found anywhere 
else, and therefore makes it unique. The interviewee hopes that this will help herself to 
become a more attractive candidate for employment later. She describes a typical USBE 
student as young, coming directly from high school, very goal-orientated and eager to 
learn. The interviewee could also relate to the typical USBE student she described, and 
ended the interview by stating that she wants to be identified with USBE and to tell 
others that she studies here. 
 

4.3 2ND YEAR STUDENTS 

4.3.1 Interview I 
The first interview, of the second year students, was held in the morning with a student 
from Stockholm, who currently studies the Service Management Programme at USBE. 
It was conducted in a study room at Universum and took 25 minutes. USBE was the 
interviewee’s first choice for business studies and he explains that it was due to the 
specific programme that he could not find at any other University in Sweden.  
 
“It was only USBE who offered the Service Management programme and I have 
relatives in town, so the whole living situation was solved pretty quickly.” 
 
Through the Swedish website, antagning.se, the student found all information about 
USBE and the specific programme needed in order to take the decision to apply. He 
mentioned Twitter, Instagram and Facebook as some of USBEs marketing channels that 
he knows of, and also the Internet in general, where he sees Twitter as their strongest 
channel through which they communicate.  
 

Brand Awareness and Brand Image 
The student said that he associates Uppsala University, Linköping University and Umeå 
University particularly with business studies. He said that the courses involved in the 
programme he is currently undertaking was important in the choice of University, but 
emphasised that it was the specialisation that was the most important. He mentioned that 
all this information he was able to find through the USBE website. When asked 
questions about USBE’s assets which they use within their marketing, the interviewee 
said ‘the logo’ and added he believes it to be rather unprofessional and ‘childish’. 
However the interviewee adds that the logo can still be recognised because of its 
simplicity, and that it therefore does what it is ‘supposed to do’ - to be recognised. The 
interviewee was then asked to identify the six Swedish Business School logos where he 
gave us the right names of The School of Business, Economics and Law at the 
University of Gothenburg, USBE, Stockholm School of Economics and Örebro 
University School of Business. The student described USBE as conservative, calm and 
rather ‘old’, where he further added that he finds it difficult to find a good description, 
but that it is all he could think of at the moment. Even though he did not know much 
about USBE before thinking of studying business, he today associates USBE with the 
campus area, some particular persons of the faculty and the student association, HHUS.  
 
“I did not know a lot about USBE before applying so my knowledge of the Business 
School did not affect my choice. It was particularly the programme that influenced it 
instead.” 
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He added that the fact that Umeå is a student city with a student culture might have 
influenced his choice of USBE as well, even though the programme itself was the main 
reason.  
 

Brand positioning - POPs and PODs 
The student was then asked to group all Business Schools and Universities in Sweden 
that offers business studies in relation to those which they believe compete particularly 
with each other and are alike. The first group he made, where Uppsala University and 
Lund University were grouped together, the student associates with old schools with a 
lot of history behind them and that they also are considered as very good Universities 
that many praises. The other group, with Stockholm University and Stockholm School 
of Economics, the interviewee described as very modern and as ‘pure’ business studies 
and that more focus is rather on education than history. The third group the student 
explained as ‘very broad’ Universities as they do not only offer business studies and 
included Jönköping International Business School, The School of Business, Economics 
and Law at the University of Gothenburg, Linköping University, USBE and Örebro 
University School of Business here. The other Universities offering Business Studies 
were grouped in two groups as he explained that they either do not relate to business 
studies, such as Swedish University of Agricultural Science and Luleå University of 
Technology, or that they represent Universities, which he did not find interesting. When 
asked what similarities he believed USBE have to some of the Universities the 
interviewee guessed that the education in general is probably not that different, with an 
emphasis on the Universities among the group he placed USBE in.  
 
“It feels as if everyone is striving for the same thing and I believe that the structure and 
how the Universities wants to be perceived is often similar. Everyone strive to have a 
generally good education, of course, which is kind of the ‘fundamental goal’.” 
 
The students added that many Universities seem to aim to become more 
environmentally conscious, which he knows that USBE are, but argued that it is more of 
a sub target of a bigger goal and therefore he found it difficult to see how USBE would 
differ from any other Business School or University. 

 
Reputation and Self Image 

The interviewee was then asked to describe USBE’s reputation. He started to think back 
to the time when he started at USBE, but could only think of his own opinion about 
USBE having very long processes and that you have to wait a long time until something 
happens. This is something he relates greatly to what he has done at the student 
association. He further added that he has not gotten any reactions from other people 
who do not study at USBE, except for maybe being asked how the weather is in the 
north and about the education in general. So, he found it difficult to state what 
reputation USBE has even if USBE has a reputation. Yet, he believed that a degree 
from, and the education at, USBE would help him in his professional career. He also 
stated that he believes he has gained other traits from studying at USBE. 
 
“Except for the education and the degree itself I believe that my time here has given me 
the possibility to try new things. Everything from living alone to being involved in 
different projects, working to improve things that I feel have not worked before, it really 
does not make you lazy, but rather the opposite.” 
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The interviewee then described a typical USBE student as a relatively anonymous 
person that might not do more than attend lectures, maybe exercise and perhaps getting 
involved in different projects. Further, he said that there are no ‘extreme’ or ordinary 
personalities that he has come across. The student does not think that he fits into the 
description he just made and stated that he is the complete opposite. He has noticed that 
he usually argues differently than many of his friends here in Umeå and often have 
‘different taste’. The interviewee ended the interview by stating that he is very pleased 
with his time here in Umeå and that he is proud to study at USBE and therefore he also 
wants to be identified with it.  
 

4.3.2 Interview II 
The interview took place in the afternoon at one of Universum’s study rooms and lasted 
for roughly 20 minutes. The interviewee is originally from Skellefteå, currently 
studying the International Business Programme. She explains that USBE was her first 
choice of Business School as the school is located close to her hometown. She also had 
many friends that studied at Umeå University, and as she knew that they liked Umeå as 
a city, as well as the University, the decision was easier to make. It was because of these 
friends that she found out more about the University in general, and she then found 
more information about USBE on studera.nu. The marketing channels she knew that 
USBE was using were Facebook and Instagram, when asked which one was the 
strongest channel of the two she concludes after some hesitation that it is Instagram. 
 

Brand Awareness and Brand Image 
When asked what universities and Business Schools she first relates to the word 
“Business Studies”, the interviewee said Stockholm School of Economics and Lund 
University. When asked about the assets USBE use when marketing she strongly relates 
to the colour blue, but does not relate to any known logo or picture used by USBE. She 
also emphasised that the courses offered had a great impact on her choice of programme 
at USBE.  In her first year of highschool, USBE came to visit and talked about the 
different programmes offered at Campus, something that she remembered applying to 
Business Schools.  When given six logos from different Business Schools she was able 
to point out USBE’s logo but was not sure of any of the other logos. She described 
USBE as a welcoming, hospitable and educated person, but also associates USBE with 
a lot of hard work, knowledge, and that you are taken cared of as a student.  
 
“Like I said, what I associate USBE with is that they take care of their students, the 
school is building a community, it is not as individual with a “us against them” 
atmosphere but more so that we are together, that we study in groups, discuss and help 
each other” 
 

Brand Positioning - POPs and PODs 
When asked to group all Universities and Business Schools offering business studies the 
interviewee grouped USBE together with Örebro University School of Business, 
Södertörn University, and Jönköping International Business School. She explained that 
she looked at it as a ranking, with USBE placing in group number three after schools 
such as Uppsala University, Stockholm School of Economics, The School of Business, 
Economics and Law at the University of Gothenburg, and Lund University (Group 1) as 
well as Stockholm University and Linköping University (Group 2). Her reasoning 
behind the rankings were mostly based on the necessary grades to be admitted as well as 
what she had heard from others about the different schools. When asked if she believes 
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that the level of quality of a school is related to the grades needed to be admitted she 
answered that she believes it has to do more with status. 
 
“I think that it has to do with status, there is an extremely high status to study at Lund 
University or Stockholm School of Economics, but I don’t think that there is such a big 
difference in the education given.” 
 
When asked what similarities USBE has with other Business Schools and Universities 
the interviewee answered that they all offer business studies, possibilities for exchange 
studies, as well as a variety of courses that the students can choose from. She clarified 
that USBE stands out when it comes to the camaraderie that exists at USBE, as well as 
the international aspects, specifically the international business specialisation offered.  
 

Reputation and Self Image 
The interviewee explained that she believes that USBE has a very good reputation, 
something that has been confirmed by past employers, which is why she believes that a 
degree from USBE will be beneficial to her in her future career. She builds on this 
further explaining that she has gained a lot of knowledge. Through USBE she has been 
offered many rewarding guest lectures as well as activities to further broaden her 
knowledge. 
 
“Those are activities that are very good in addition to the education, but mostly I feel 
that I have been given a solid education, which is the base on which one stands on 
later.” 
 
When describing a typical USBE student the interviewee stated that it is someone who 
cares about others, who strives for something, that is driven and who yearns for 
knowledge, and said that she can relate to that description personally, concluding that 
she is proud to be a student at USBE.  
 

4.3.3 Interview III 
Our last interview of the second year students took place in the morning at a study room 
in Universum and lasted for 32 minutes. The interviewee, originally from Kiruna, is 
studying the International Business Programme at USBE. She explains that she has 
applied for University studies three times, the first and second time she did not apply to 
USBE, but she emphasises that those times she did not want to study and changed her 
mind after applying. The third time, when she applied for Business Studies, her first 
choice was USBE, much due to the fact that it was close to home and that her boyfriend 
had already lived in Umeå and knew people here. Therefore it was a great place for 
them to move together but also due to the fact that she liked the specialisation available 
at USBE, that of International Business. She states that there was a similar programme 
available at Chalmers in Gothenburg but that as the admission rankings are so high she 
would not be able to get in, and therefore Umeå had the best education available to her.  
 
She found USBE through the website studera.nu and started comparing the different 
programmes available there. When asked about the different marketing channels that 
she knows USBE uses she says that she does not feel a great presence in the city centre, 
as she have never seen any posters or so of USBE there, but that she does not know 
what they do in other cities. She does know about the concept of “Student for a day”, 
where students are able to come to USBE and go to lectures, and get information first 
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hand. She explains that is a marketing channel for high schools, as they can attract high 
school students that perhaps have not thought of studying here. Other than that she 
would say the Internet in general, Facebook, and where she sees them constantly: their 
website. She finds it hard to say which channel she perceives to be the strongest, 
arguing that the concept of bringing students in for a day is very good for high schools, 
but when wanting to attract students from other cities she mentions also how important 
social media is. After some discussion with herself she concludes that student related 
fairs must be the strongest, as they reach out to many at once.  
 

Brand Awareness and Brand Image 
The Universities and Business Schools that first comes to mind when the interviewee 
hears the term ‘Business Studies’ are Stockholm School of Economics, Malmö, The 
School of Business, Economics and Law at the University of Gothenburg, Linköping 
University, USBE and also Luleå University of Technology. When asked about the 
assets USBE uses within a marketing context, she thinks immediately of the colour 
green with USBE written in white. When asked to identify the different logos the 
interviewee was able to identify USBE’s logo, but was not able to identify any other. 
When asked about the importance of the courses offered the interviewee states that she 
believes that it is important, however that this was not considered important to her when 
she first applied for studies. 
 
“I don’t think that it is that crucial when you have not studied at an University before. 
Then you are more concerned with the whole picture, but then later when you are 
studying then you are actively looking at courses. When I applied I did not look at the 
courses at all but more on the entire programme and studies, now when you are going 
for exchange and when you have to choose more independently this is more important.” 
 
When asked to describe USBE as a person the interviewee to a northern stereotype.  
 
“I would describe USBE as a person that is very northern, with northern attributes; 
calm, harmonic, but still individualistic. I am thinking of a researcher, academic, 
Swedish, with a lot of personal space, but still a calm and nice person.”  
 
Before she started to actively apply for universities she had no idea about USBE, but 
knew about Umeå University because of the hospital. 
 

Brand Positioning - POPs and PODs 
When given Activity 2, the interviewee placed USBE with Uppsala University arguing 
that they both have big university hospitals and that many doctors study there. The top 
schools are those that are the ones that the people with the best grades get into, the 
schools that are considered the best, which were School of Business, Economics and 
Law at the University of Gothenburg, Linköping University, Lund University, 
Stockholm University, and Stockholm School of Economics. She also grouped all 
“högskolor” together, claiming they are not as good, for example Jönköping 
International Business School. Another group was created with Universities where the 
community is smaller, and they are closer to each other, claiming that the camaraderie is 
high there, for example Örebro University was placed in this group. She also created 
two groups where the Universities that she thought were less serious were, for example 
Södertörn University, and where the Universities that was good in other fields such as 
technology were placed, for example Luleå University of Technology. When asked 
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what USBE has in common with other Universities and Business Schools she first 
thinks of the location and that they in that aspect have much in common with Luleå 
University of Technology. When it comes to the size and the student social life the 
interviewee believes that USBE has a lot in common with Linnaeus University, a 
University she looked at before applying. The aspect that differs USBE from others is 
that it is the Business School located furthest north, something she feels is very positive.  
 

Reputation and Self Image 
The interviewee would describe USBE to have a good reputation, mostly relying on the 
lectures given by people in the Industry that has said that USBE graduates are the best 
accountants.  
 
“If you have applied for a job and it is you and two others from say Gothenburg 
University and Stockholm School of Economics, and you are all equal in all other 
aspects, then perhaps they hire the other two before you as Umeå is not as established 
and have not been doing this for as long so they are not as quality-ensured. It might not 
depend on what Umeå has done but more so that it is a younger school.” 
 
She does believe that a degree at USBE will benefit her in her future career. However as 
she wants to work within management, she believes that the work opportunities given 
will depend a lot on both personality and experience as well as her degree from USBE. 
One thing that she likes is that USBE as well as the student association HHUS, arranges 
extra lectures and events where you come in contact with people from the industry and 
given the opportunity to network and gain more knowledge of the chosen field. 
 
When asked to describe the typical USBE student she says that a typical USBE student 
lives at Tvistevägen, comes from Stockholm or around Stockholm, perhaps had the 
attitude when they got here that they only are here because they did not get in anywhere 
else, but that it soon changes and that they embrace the north. Ambitious and likes to get 
engaged in the Student Association, with average grades, perhaps engaged in something 
else like an extra job. When asked how she identifies herself she explains that it is pretty 
similar, that she likes to identify herself with USBE, but that she might be a little bit 
more focused on her grades than the average student, and she focuses on both work and 
engagements at school to build a good resumé.  
 

4.4 3RD YEAR STUDENTS 

4.4.1 Interview I 
The interview was conducted in a study room within the University library in the 
afternoon and took 26 minutes. The interviewee, originally from Gothenburg, studies 
the Service Management programme. She stated that USBE was her first choice of 
business studies as they were the only ones providing the Service Managment 
programme in Sweden. She first heard about Umeå University through friends that 
enjoyed studying here, although not specifically at USBE, and then found out about 
USBE through the Umeå University website. When asked about the different marketing 
channels that she knows USBE uses, the interviewee stated Facebook, Instagram, as 
well as their website. She claimed Facebook to be USBE’s strongest marketing channel 
as it is easy to find and get updated on the events through Facebook.  
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Brand Awareness and Brand Image 
Stockholm School of Economics, The School of Business, Economics and Law at the 
University of Gothenburg, Lund University, and USBE were the four Business Schools 
and Universities the interviewee first thought of when hearing the phrase “business 
studies”. When asked about the assets USBE uses for marketing purposes, what came to 
mind for the interviewee was the logo, however when asked to describe the logo she 
was unsure of the design as well as if USBE had a logo of their own or if they shared a 
logo with Umeå University. When discussing the courses available to study she stated 
that they were a big factor for her when applying for studies. However she did not go 
into detail on every course but focused more on the general emphasis on the 
programme; that of Service Management. When given the paper displaying six logos of 
different Business Schools the interviewee was able to confidently identify USBE’s 
logo, and guess one other logo, that of Jönköping International Business School. When 
asked to describe USBE as a person she uses words such as ambitious, comprehensive, 
competent and in general a good person. She further explains the term ambitious 
relating to the environmental certificates that USBE has worked hard to achieve. She 
also associates USBE particularly with everybody that works there and to the people 
you turn to for assistance. Before the application process to different Business Schools 
started however, the interviewee knew nothing about USBE. 
 
“I had not thought about Umeå and that there was a University. I thought it was 
Gothenburg, Stockholm, or Uppsala that were the options I had.” 
 

Brand Positioning - POPs and PODs 
When asked to group the different Universities and Business Schools offering business 
studies in Sweden the interviewee grouped USBE together with Linköping University 
and Luleå University of Technology. When discussing it she explained that there were 
some other schools that she considered “the elite”; Uppsala University, Stockholm 
University, Lund University, The School of Business, Economics and Law at the 
University of Gothenburg and Stockholm School of Economics, and that USBE was 
placed after them. Some of the similarities USBE share with other schools is the general 
courses offered as well as the ability for exchange studies, however as USBE offers a 
four year ‘Civilekonom’ programme they stand out compared to some other schools, as 
many others only offer a three year bachelor and a two year masters. Another thing that 
stands out when studying at USBE, specifically compared to Universities and Business 
Schools in bigger cities, is the fact that everything is central, as a campus.   

 
Reputation and Self Image 

When asked about USBE’s reputation the interviewee states that she thinks USBE has a 
good reputation, although when discussing with friends in Gothenburg she refers to the 
Business School as Umeå University, as many people do not know of USBE in her 
opinion. However when travelling further north she believes that the opinion changes as 
many more know of USBE. Although she believes not many know of USBE in 
Gothenburg she is adamant that a degree from USBE will benefit her career. A great 
knowledge, possibilities of exchange studies, growth and development are some of the 
benefits she feels she has gained from studying at USBE. When asked to describe a 
typical USBE student she explains that that person is pretty ambitious, goal-oriented, 
and a person who likes to socialise, something that she relates strongly to. She 
concludes by stating that she is happy to study at USBE and proud to belong to the 
Business School.  
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4.4.2 Interview II 
We met the interviewee in a study room at Universum just before noon. The interview 
lasted for 35 minutes without any disturbances. He is a student from Stockholm who 
studies the ‘Civilekonom’ programme, with no particular specialisation. USBE was his 
first choice of business studies, but explained that he also had Uppsala University and 
Lund University as alternatives before finally deciding. It was important that it was a 
student city, which he believed Umeå was. Additionally, he said that he knew a few 
people in Umeå before applying and thought a ‘Civilekonom’ diploma was more 
attractive than just a bachelor, which only USBE offered among the Universities 
mentioned and therefore it happened to be his first choice. The interviewee says that he 
found the information he needed about USBE through searching the Internet and 
specifically through Google. When asked which marketing channels he knows that 
USBE have, he mentions Instagram, Facebook, fairs and through the Internet. He 
believes that USBEs website is the strongest marketing channel they have, but also adds 
that Instagram and Facebook are definitely not strong.  
 

Brand Awareness and Brand Image 
The interviewee said that he refer to USBE, Stockholm University, Stockholm School 
of Economics, Uppsala University, Lund University, The School of Business, 
Economics and Law at the University of Gothenburg and Växjö when asked which 
Business Schools and Universities he associates with business studies. He mentioned 
that he did not know that much about USBE before applying and only when starting to 
look more into it he found that it was a Business School. ‘The logo’ seems to be what he 
identifies with USBEs assets used for marketing purposes, which he was also able to 
identify when shown the logos of the six Business Schools in Sweden. He was also able 
to identify The School of Business, Economics and Law at the University of 
Gothenburg, Stockholm School of Economics and Örebro University School of 
Business. When asked questions more aimed at brand image, he stated that the 
particular courses included in the programme did not affect his choice. It felt as if all 
Business Schools offered the same courses, and that it was rather that USBE seemed to 
be a good school with good teachers that affected his choice. The interviewee describes 
USBE as follows: 
 
“Pretty dull. Very bureaucratic. Maybe not too innovative or proactive, which one 
might have to be when there is great competition between the different Universities that 
offers business studies. They are not very forward and not too well travelled.” 
 
The interviewee added that he did not know much of USBE before applying to a 
University, but said that he today associates USBE with everyone he has met during his 
time here as well as with the knowledge he has gained from studying here.  
 

Brand Positioning - POPs and PODs 
The interviewee believes that Stockholm School of Economics and Uppsala University 
as the best Universities. He argued that they are perceived as prestigious school with a 
good reputation in general. He also mentioned that companies favour a few Universities 
when recruiting. 
 
“Recruiters and representatives from different companies have told me that they tend to 
recruit mainly from six to eight Universities actively.” 
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He mentioned seven Universities that he believes fit into the statement, being 
Stockholm School of Economics, Uppsala University, USBE, The School of Business, 
Economics and Law at the University of Gothenburg, Linköping University, Lund 
University and Stockholm University. Yet he added that he does not believe that the 
University itself may matter education wise, as he believes that studying at for example 
Jönköping International Business School may hold the same quality. The only 
disadvantage of the other Business Schools and Universities, not included in the above 
mentioned group, is that they need to work harder in order to get noticed as they can not 
rely on the University name to the same extent according to the interviewee. The 
student said that USBE is very similar in that they offer the same business education as 
any other Business School or University, but mentions some of the differences they 
hold. The interviewee said that it is a great disadvantage that USBE is located so far 
north, as not as many companies might want to travel here. He also added that USBE is 
perceived to be excellent within the field of accounting in particular, but is not sure 
whether it is just a long-lived reputation or not. 
 

Reputation and Self Image 
When asked how he would describe USBEs reputation he has gotten the impression that 
USBE seem to have a rather dull reputation. This he base on the reactions he has 
received during company events and case competitions with other students from other 
Business Schools and Universities in Sweden. He believes that this is due to the general 
lack of knowledge of Umeå and USBE. The interviewee continued by saying that he 
believes that his time at USBE will provide him with a greater circle of contacts. 
 
“If I compare myself with students studying at for example Stockholm School of 
Economics and Stockholm University, I know that they have not been able to gain the 
big circle of contacts as I have been able to. I also know that if I have this wide range of 
contacts that I can present in a few years, I believe this will give me a greater 
advantage than to if I would have studied at a University with a better reputation than 
USBE.” 
 
He continued by describing a USBE student as a driven and nice person, but that he 
would like to see more ambition and involvement from them. He further explains that 
not only he finds this important; but also that he has heard many companies say that 
ambition and involvement helps students become more attractive for future 
employment. He identifies himself as a rather curious person and someone who wants to 
get involved and concludes by saying that he wants to be identified with USBE. 
 

4.4.3 Interview III 
The last interview of the 3rd year students was in the afternoon in one of the Universum 
study rooms. The interview was conducted with a Umeå native and took 46 minutes. 
The interviewee is studying the International Business Programme, which was his first 
choice of study, explaining that much was due to the fact that it was in his hometown, 
but also that the specialisation of international business appealed to him. 
 
“The programme in itself appealed to me. Different cultures and different languages. It 
was also fitting as it was similar to what I studied in High School, as I studied business 
and enterprise at the Social science programme.” 
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As the interviewee was from Umeå he knew of the Umeå University beforehand and 
found out more about USBE through Umeå University’s website. He found an interest 
in Retail and Supply Chain Management as well as Service Management but the 
International Business Programme felt most suitable to him. During his High School 
years he was also at Umeå University, and USBE, on a field trip day where the students 
were able to visit the campus. When asked about the different marketing channels that 
USBE uses he mentions the meet and greets where one can meet guidance counsellors, 
but says that as he is already a student he does not see it that often. 
 
“Even if I would have seen it anywhere I would not have thought about it anymore than 
‘Okay, I am there already’.” 
 
Because of this he also has a problem naming a marketing channel that is USBE’s 
strongest. 
 

Brand Awareness and Brand Image 
When asked what Universities and Business Schools he first thinks of when hearing the 
term ‘Business Studies’ he first thought of USBE, as he studies here, and then also 
named Stockholm School of Economics, Gothenburg as well as Lund University. When 
it came to the assets USBE uses for marketing purposes, the first thing the interviewee 
thought of is the Campus, in particular the sign on the Social Science Building where it 
says “Business School”, he also thought of the tower where many ‘Civilekonom’ 
students are. Another thing that came to mind is the student association HHUS bag 
which each year has a different coloured stripe on it. The year that he started it was 
pink. Because of this he relates the colour pink strongly to USBE. When given activity 
1 the interviewee recognised the logo of USBE but is not able to name any of the other 
logos. When discussing the importance of the courses being offered at a Business 
School he stated that in the beginning, when applying, the specific courses were not as 
important to him, more so was the general specialisation of the programme. 
 
“I have enough trust that they compose a degree that equips you with the knowledge 
needed to be able to find and start a job, where the job then will mould you, so where 
there is a knowledge gap, they will be able to help.” 
 
Although, the interviewee added that throughout the years the courses offered has 
become more and more important as the students are able to choose more on an 
individual basis and specialise further on specific subjects within the field. When 
describing USBE as a person the interviewee said that he sees USBE as a typical 
business man in a suit, who would vote right wing, but not as much as other Business 
Schools given that it is located in Umeå, and that Umeå University sometimes is 
mentioned as the “Red Campus”, or the Socialist Campus. When asked more about the 
particular personality traits he explains that USBE would be more down to earth than 
other Business Schools; a little bit more working class.  
 
The strongest association he has to USBE is that of everyday student life, explaining 
that this is because he studies here. As he is given time to elaborate he further explained 
that because of the specialisation that he has chosen he associates USBE with an 
international focus and exchange studies. He associates USBE with exchange studies 
both as he has been abroad through exchange himself, but also as there are many 
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international students that chose to come to Umeå as they have good rankings and 
received great grades from previous exchange students who have been at Umeå.  
 

Brand Positioning - POPs and PODs 
When asked to do activity 2 he placed USBE together with Linnaeus University, 
Linköping University, Stockholm University and Örebro University School of Business. 
He argued that USBE is really close to the big schools Stockholm School of Economics, 
Uppsala University, Lund University and The School of Business, Economics and Law 
at the University of Gothenburg. He argued that people want to apply to these big 
schools, and that those are the Universities that everybody talk about. Although he does 
not put USBE with that group, he argued that USBE can be close to those, as many 
students studying here have moved far away from their hometowns. Something he 
would not do if the school was worse than a school closer to him. When asked what 
USBE has in common with other Business Schools and Universities the interviewee 
answered that the size of Umeå city is pretty similar to many other cities which have 
Universities or Business Schools, and also that many offer the same or similar courses 
and programmes. The interviewee argued that USBE stands out when it comes to the 
campus life, as many Universities and Business Schools do not have a campus where all 
are together. Another difference is the location for USBE, in the south of Sweden there 
are many more Universities and Business Schools that can attract students, especially if 
they do not want to move far away. The last difference the interviewee mentioned is that 
of the ‘Civilekonom’ programmes, this as not many Universities and Business Schools 
offer them anymore. Instead many offer a Bachelor then a two year master.  
 

Reputation and Self Image 
When asked to describe USBE’s reputation the interviewee stated that he believes it to 
be fairly good, relating back to activity 2 where he based his arguments on his perceived 
reputation of each Business School and University. 
 
“I believe, as there are quite many students that has gotten pretty great work 
opportunities after their studies, but all is based on what you want to achieve after 
graduation, that if you are after a nice title at a big company there are some great 
examples out there.” 
 
He added that he believes that a degree from USBE will benefit him in his future career, 
or at least for him to get a foot in the door and get an interview.  
 
“I refuse to believe that employers solely go on what University a person has graduated 
from, as if they would say ‘No but this University has a better status than Umeå and 
therefore you will not get the job’. I believe more that they make their final decision on 
what kind of person you are and how well you fit in.” 
 
The interviewee believes that aside from the knowledge gained from courses he has also 
gotten an extensive network of future colleagues, those being his present classmates. He 
also stated that the years spent at USBE have been very developing, and that many have 
grown up and learnt responsibility. He also believes that the experience of many 
different cultures, both from the exchange period as well as all the international students 
at USBE has aided him well and will be something that he takes with him after 
graduating USBE. When asked to describe a typical USBE student he first finds it 
difficult, as there are so many characters at USBE. 
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“As there is such a diversity above all where people are from, both within Sweden and 
Internationally, that represent the class I have been in it is very difficult to say what the 
average is.” 
 
But if describing he would say a relatively serious, nice, well dressed, well travelled 
person who is good at languages. When asked if he fits this description he says that he 
fits part of it, specially when it comes to the travelling, but not so much with the 
“typical shirt and blazer” and well dressed student, something that he however argues is 
not the social norm of the USBE Business Student. He also stated that he is a little bit 
more northern than the average student. 
 
“I think that you are shaped by the people that you socialise with, it is possible that I 
would have answered very differently to this question if you would have asked me the 
first week at USBE. But I think that you find the people that you like to hang out with 
and then you change together, by this time.. well.. it feels as if you are a part of the 
whole thing, that you belong.” 
 
To conclude the interviewee added that he likes to be related to USBE, that he is not 
ashamed of being a student here, however he also stated that it is neither something he 
shouts from the rooftops.  
 

4.5 4TH YEAR STUDENTS 

4.5.1 Interview I 
The first interview of the fourth year students, was conducted in the morning at one of 
Umeå University Library’s study rooms at the second floor. The interview lasted for 20 
minutes, and the interviewee, who is from Örnsköldsvik, studies at the International 
Business Programme. The interviewee explained that USBE was her first choice of 
Business School as they offered an international business degree as she wanted to 
further develop her english after living abroad previously. She also mentioned that the 
fact that many of her friends, as well as her boyfriend, were living in Umeå at the time 
affected her choice as well. She encountered USBE already in high school as they came 
to talk about the Business School on special information days, and when asked about 
different marketing channels that USBE uses this was also her first thought. Other 
marketing channels that she discussed were also that of advertisement in print, their 
catalogues, and their website but concludes that as she does not actively look or have 
looked for the information she does not know all of the marketing channels USBE use. 
When asked which one she believes is USBE’s strongest marketing channel she states 
that to her it is the website, as she actively uses it. 
 

Brand Awareness and Brand Image 
When asked to name Business Schools and Universities that she thought of when 
hearing the phrase “business studies” the interviewee named Linköping University, 
Uppsala University, Stockholm School of Economics, Jönköping International Business 
School and Lund University. When asked about the more physical assets of USBE; 
which she believe they use for marketing purposes, she could not name any, explaining 
that she immediately instead think of HHUS, the student association.  
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“When I think about USBE I always think about HHUS and their colours, that is what I 
associate it with. I would not say that USBE has a really strong brand. It is not like I see 
something and immediately go “Oh yes! there! That’s USBE!” It is not like that, so I 
don’t know… it is not that obvious to me.“ 
 
Asking the interviewee to describe what she associates with USBE she did not know 
what to say. Although she could not name the logo for USBE by heart she was able to 
identify the USBE logo, together with the logo of Karlstad Business School, when 
seeing it amongst five other Business School logos. When asked about the importance 
of course selection when applying to a Business School the interviewee clarified that 
although she did not look at the specific courses, she found it very important that the 
programme had the standard courses necessary for a ‘Civilekonom’ diploma. However, 
she found the general idea of the program important, that is the international aspect, but 
as stated, did not prior to applying research what specific courses she would take. When 
asked to describe USBE as a person she answered as follows: 
 
“I would say outgoing, perhaps very positive and committed and active... since it feels 
like they do a lot and want to, well, that the students here at USBE at least are very 
good, committed and active, and in that way you get that impression of the Business 
School as well.” 
 
When in high school she remembered her teacher talking about USBE. The teacher 
claimed that USBE was a good Business School, but that it did not have such high 
ratings because not many wanted to study there. However this is something the 
interviewee believes has changed. 
 
“When I went to high school I thought that I would never study at Umeå University but 
it feels as if during these past years the status has been building up too. Perhaps that 
has something to do with the increase in grade points needed, but it feels as if it has 
been a positive thing studying here. Yes. That is what I think.“ 
 

Brand Positioning - POPs and PODs 
When asked to group different Universities offering business studies together the 
interviewee established that there are three top schools in Sweden, those being 
Stockholm School of Economics, Lund University and Uppsala University as they are 
older established Universities that one knows it is good to have attended. After that she 
grouped USBE together with The School of Business, Economics and Law at the 
University of Gothenburg, Örebro University School of Business and Linköping 
University since they too are good and well-known universities. When asked in what 
aspects, if any, USBE stand out in comparison to all other Universities and Business 
Schools offering business studies she first brought up the Buddy programme, that many 
exchange students want to study there, which she thinks is pretty remarkable in 
consideration to where in Sweden USBE is located.  
 

Reputation and Self Image 
She further described USBE’s excellent reputation within the field of accounting, and 
that she believes the general reputation of USBE has increased since she started 
studying here. As she is specialising within the field of accounting she believes that a 
degree from USBE has benefited her in her future career. She has already gotten an 
employment in Stockholm after her graduation, with a company that specifically only 
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hires people who have graduated from a University. Her personal benefits from 
studying at USBE is to have developed presentation skills, and she also believes she has 
developed a great analytical skill, specifically comparing to friends who study similar 
degrees at other universities. When asked to describe the typical USBE student she first 
laughed and said that it certainly is not herself, but continued to describe one as a pretty 
social person, someone who is active and committed. She wants to identify herself with 
USBE and that she would rather be identified with USBE than Stockholm School of 
Economics, because of the view of business students there. 

4.5.2 Interview II 
The second interview of the fourth year students, was conducted in the morning at one 
of Umeå University Library’s study rooms at the second floor and lasted for 16 minutes. 
The interviewee was a student from Umeå, who studies Service Management at USBE. 
The student says that USBE was not his first choice of business studies and explains 
that it was mainly due to the fact that he had been living in Umeå for his whole life and 
did therefore prefer to study elsewhere. His favoured Universities before USBE were 
Stockholm School of Economics and Lund University. He had obtained information 
about USBE as an alternative for business studies through their brochure and his 
guidance counsellor, but mentions their website as well as their students (both current 
and graduated) as their strongest marketing channels.  
 

Brand Awareness and Brand Image 
When asked to state which Universities and Business Schools he related to business 
studies he simply said Stockholm School of Economics and Chalmers University and 
added that he does not know of many. The interviewee regards the courses provided in a 
specific programme as important, but does not develop this answer any further. When 
presented with the different logos of the six Business Schools in Sweden he is only able 
to identify USBE. The interviewee described USBE as bureaucratic, a ‘typical Swede’ 
and a public authority worker. He additionally associated USBE with the hospital 
located nearby the University, the pond as well as with ambitious students. 
 

Brand Positioning - POPs and PODs 
The interviewee explained that he views Stockholm University, Stockholm School of 
Economics, The School of Business, Economics and Law at the University of 
Gothenburg and Lund University as the ‘top notch’ with high quality. While he 
perceives USBE, Linköping University, Luleå University of Technology, Gävle 
University and the Linnaeus University as being less ‘attractive’, with an emphasis on 
that USBE does not fit with the first group, but not at the bottom either. He presented 
USBEs similarities and differences as follows: 
 
“I believe that all Universities are striving to be technology focused and to create an 
enjoyable environment for the students. USBE might differ in the sense that they have 
an environmental accreditation.” 
 

Reputation and Self Image 
The interviewee described the reputation of USBE as positive but not to a great extent. 
He also grades it, on a scale of one to seven, giving it a five or a six. He believes that a 
degree from USBE will help him to pursue a career, even though he wanted to answer 
‘no’ first, he changed his mind and says that he can only hope it will. The student 
associated his time at USBE so far with a time for the possibility of reflection and 
described an USBE student as average but that some are very active and involved in 
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most things at school. He added that he is jealous of these students and wishes that he 
would be more like them in a sense. The interview ends with the interviewee stating that 
he would have been more proud and satisfied if he could have been identified with a 
different Business School than USBE. 
 

4.5.3 Interview III 
We met the third student of the fourth year students, at Universum in the afternoon. The 
interview was conducted in a small study room and lasted for 28 minutes without any 
interruptions. The student is originally from Sundsvall, studying the Service 
Management programme at USBE. It was the programme itself that made her choose to 
study at USBE and was also her first choice of business studies as she was not able to 
find it elsewhere. The information she found in order to take this decision was obtained 
from the website antagning.se, which further directed her to the USBE website. This is 
also the only, and therefore the strongest, marketing channel of USBE according to her.  
 

Brand Awareness and Brand Image 
For the first activity, identifying the six logos of Business Schools in Sweden, the 
interviewee correctly pointed out USBE and Stockholm School of Economics. The 
Business Schools and Universities the interviewee associates particularly with business 
studies are Uppsala University, Stockholm School of Economics, Lund University and 
USBE. She believes that these are the ones she happen to mention by saying: 
 
“You look at the average grade that is needed in order to be admitted to different 
schools as well as at which are the most popular by viewing their admission rates. This 
may influence which schools one starts to obtain information from first and also gives 
the impression that they are good alternatives for studies.” 
 
The student continued by stating that the courses provided in the programme was 
important for her when applying for University studies. Even though she did not know 
of USBE as an alternative for University studies before actively thinking of applying, it 
was the overall programme of Service Management that made her choose to apply to 
USBE. The interviewee described USBE as an easy-going person, but ambitious, and 
she particularly associates USBE as ‘the northern choice’ for University studies. 
 

Brand Positioning - POPs and PODs 
When the interviewee is asked to divide the Business Schools and Universities in 
Sweden offering business studies into groups (activity 2), she considers Stockholm 
School of Economics, Lund University, Uppsala University and Stockholm University 
as the top Universities.  
 
“These are the Universities that have the best reputation, where the students have the 
highest grades and also seem to get the most one might possibly want from an 
education.” 
 
The interviewee believed that The School of Business, Economics and Law at the 
University of Gothenburg, USBE, Södertörn University and Mid Sweden University are 
less prestigious than the before mentioned group. Even though the interviewee perceives 
them as decent Universities to study at, she does not believe that the students there have 
the same employability as the students studying at most prestigious Universities. The 
student also added that USBE are very similar to many other Business Schools and 
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Universities in the aspects of education, but differs from others by being located in the 
north of Sweden. 
 
“I get the impression that USBE has an advantage by being located here in the north of 
Sweden and I also believe the Campus is a lot friendlier than at many other 
Universities. Even if there is competition between the students here I do not believe it is 
that vast.” 
 

Reputation and Self Image 
The interviewee described USBEs reputation as rather negative. She explained that 
when she first moved here many students she met told her that USBE was not their first 
choice for business studies. They rather indicated that they had USBE as their second or 
third choice and that they just happened to accept their offer to study here hoping that 
the student life could compensate the disappointment of not being admitted to the first 
choice. She personally believes that a degree from USBE will benefit her and not only 
by all the courses undertaken, but also by gaining a great circle of contacts from her 
time here. The interviewee described herself as a very goal-oriented person with a lot of 
ambition, which is how she also perceive a typical USBE student and wants to be 
identified with USBE. 
 

4.6 SUMMARY 
The authors of this research are aware that the large amount of data provided from the 
interviews in the results is difficult to remember in all its details. Therefore the main 
themes identified within the results have been placed into the own figure to easier 
illustrate our main findings (see Figure 4 & 5 below). Note that in Figure 5, Campus 
and Exchange Studies are placed between POPs and PODs as they can be considered as 
both.  
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Figure 4 Perception of the Business School’s brand – USBE 

	  

 
Figure 5 Perception of the Business School’s brand - Students 
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5. Analysis/Discussion 
	  

Within this chapter the results will be analysed using the theories given in Chapter 2. To 
have a consistent structure the chapter is divided in accordance to the components in the 
developed figure (see Figure 3). Within each component the students’ as well as the 
USBE representative views and opinions will be presented and analysed using 
previously stated theories. 

 
 

5.1 BRAND AWARENESS & BRAND IMAGE (CBBE) 
There is both a presence of brand awareness and brand image among the students and 
according to Keller (1993, p.2) these are the two components that build customer-based 
brand equity. Brand awareness consists of brand recognition and brand recall (Keller, 
1993, p.3), which both can be identified within this research. Brand recognition is the 
ability for the consumer to recognise the brand when seen or talked about (Keller, 1993, 
p.3). Activity 1 (see Appendix 3) within this research was conducted so that the brand 
recognition of the interviewees would be more visible. The graphic profile of USBE, 
mostly that of the colours used, was difficult for the students to establish as all 
mentioned different colours that they related to USBE. When interviewing the USBE 
representative it was made clear that a logo and graphic profile of the Business School 
is not something that they are actively developing today. Therefore the diverse answers 
given by the students are understandable. When shown Activity 1, with the logos of the 
Business Schools, all but one of the students were able to identify USBE’s logo. This 
indicates a strong USBE brand recognition. However, as they all are USBE students it is 
not surprising, as they naturally get exposed to the logo while studying at USBE. As 
mentioned previously, the USBE representative stated that they do not have their own 
logo, but use the Umeå University logo with the USBE text next or underneath it. Not 
many students mentioned or were able to describe the logo as an asset that USBE uses 
in their marketing. The logo and the graphic profile as an asset can be connected to 
Kapferer’s physique facet (2004, p.107), which describes the face of the brand. 
Therefore it can be argued that the logo in itself is not easily attached to USBE as a 
brand. On the other hand the students found it difficult to identify the other five 
Business School logos. This indicates that the awareness of logos in general within the 
industry is very low. A majority of the students stated that they did not know of USBE 
before actively applying for University studies, but knew that Umeå University existed. 
Because of these results, it can be argued that the students of USBE only recognise the 
logo because they are students here. Currently it seems as if the brand awareness 
increases when people become students of the Business School.  
 
Brand Recall is the ability the consumer has to remember and name the brand in 
different situations (Keller, 1993, p.3). About half of the students mentioned USBE 
when asked to name the Universities/Business Schools they relate to business studies, 
illustrating mediocre brand recall. Lund University and Stockholm School of 
Economics were mentioned most times even though all students study at USBE. Some 
students did not mention USBE at all. This shows that students currently studying 
Business at USBE relate business studies more to Lund University and Stockholm 
School of Economics than they do to USBE. Overall, the brand awareness is present, 
but not strong. Arguably, as many students did not know of USBE before actively 
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applying for business studies, and as many of the students did not recognised a majority 
of the logos of different Business Schools, it can be argued that brand recognition is 
more present for the Business School where you are currently studying. However, as 
brand recall was not as high as expected, since other Universities and Business Schools 
were mentioned more than USBE, we can conclude that brand awareness is not that 
strong. Comparing to the other Business Schools and Universities, both mentioned and 
showed to the students in Activity 1, we can conclude that brand awareness does not 
seem to be strong within the industry in general. As brand awareness is an important 
component when creating brand value it is surprising that it is that low. If Business 
Schools wish to stand out, a greater emphasis should be put on brand awareness, as 
many Business Schools seem to have ignored this great potential to create extra brand 
value. 
 
Brand image is the perceptions the consumer has of a brand, and is created by all brand 
associations that a consumer have of the brand (Keller, 1993, p.3). The three categories 
of brand associations according to Keller (1993, p.4), attributes, benefits, and attitudes, 
can also be identified within this research. Within this analysis we have further divided 
the following paragraphs of brand image into the three categories.  
 
Within the first category, attributes, most students first described the service itself, the 
education. Keller (1993, p.4) divides attributes into product-related and non-product 
related attributes. Product-related attributes are the basic components needed for the 
product to perform in the way that the consumer wants it to (Keller, 1993, p.4). Most of 
our interviewees argued the importance of the programme specialisation before 
applying to business studies. About half of the interviewees also argued that that the 
specific courses included in the programme is a priority. All those who stated that they 
did not look at the specific courses when applying, claimed that the programme 
specialisation was of high importance to them. Both the course and programme are 
examples of product-related attributes of a brand (see Keller, 1993, p.4). Keller (1993, 
p.4) also discusses attributes that are non-product-related, such as the type of person that 
uses the product. When asked to describe the typical USBE student 10 out of 12 
students described the student in a positive light, and all but one wanted to be associated 
with USBE. This can be related to what Benett and Ali-Choudhury (2009, p.97) have 
found, which is that the composition of the student body is one of the aspects of 
Universities that are important for students. Because of this we can conclude that the 
perception of the student body is important when forming attitudes towards the 
Business School. This finding can also be connected to Kapferer’s Brand Identity Prism 
(2004) and to the fifth facet; reflection. It represents the kind of individuals that would 
use a particular brand, or in this case; attend a specific school, and which are the 
outward mirror of the brand (Kapferer, 2004, p.110). In other words, the reflection facet 
of Kapferer’s Brand Identity Prism illustrates how the student views the typical student 
studying at USBE. Because of this we can conclude that the perception of the student 
body also establishes a strong identity for the individual student, and we can see that the 
brand attributes creates value for a Business School’s brand.  
 
The second category, that of brand benefits, can be found in different parts of the 
interviews. These benefits can be functional, experiential and symbolic (Park et al., 
1986, p.136). Most students believe that a degree from USBE will help them acquire 
employment. This can be directly related to the findings of Benett and Ali-Choudhury 
(2011) where they argued that the prospects of job opportunities were one of the most 
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important aspects for students when considering where to study. This can also be related 
to Priporas and Kamenidou’s (2011) findings where Greek students found the career 
prospects as one of the most important aspects when applying for a Business School 
within the UK. The interviewees within this research additionally mention that they will 
gain academic knowledge, different personal skills, such as analytical and teamwork 
abilities, as well as a great circle of contacts. Most of the mentioned benefits fall under 
the category of functional benefits (Keller, 1993, p.4), which are benefits closely related 
to the product or service. All of the benefits mentioned above can be closely connected 
to education, and thus they are functional benefits, and therefore we can say that 
functional benefits are important for a Business School to provide in order to create 
value. The USBE representative on the other hand specified their environmental 
accreditation, the quality they strive for, innovation, forward thinking, the international 
aspect, and the low hierarchy when asked about the Business School. These qualities 
can be related to experiential benefits. Experiential benefits involve not only the product 
but also how it feels to use the product (Keller, 1993, p.4). The students only mentioned 
one experiential benefit, that of the international aspect, which was also a factor that 
they argued were important when applying for business studies. This indicates that 
USBE is focusing on benefits not perceived by the students. These benefits either have 
the potential to be perceived by the students if emphasised further by the Business 
School, or they are benefits not deemed important by the students. We could also notice 
small differences within the answers depending on the year the student is currently 
studying. When asked what benefits they have gained from a USBE education the 
students currently enrolled in year one focused on the academic knowledge learnt and 
the degree itself. Some of the second year student evolved their answers, however not so 
many that a clear pattern could be seen. When asking students in year three and year 
four, they gave more elaborate answers. They elaborated on the academic knowledge, 
also mentioning for example presentation skills and a greater ability to work in groups. 
They also put emphasis on things outside of the classroom, such as a larger circle of 
contact as well as greater socialising skills.  
 
The final category is that of brand attitudes, being the overall thoughts of a brand 
(Keller, 1993, p.4-5). Kapferer’s personality facet was explored when asking to describe 
USBE as a person. The personality facet reflects the personality traits of the brand 
shown consistently through their communication (Ponnam, 2007, p.65). Two out of 
twelve students described USBE in a negative way, calling the institution bureaucratic 
and old-fashioned. The other students described USBE in a more positive way, using 
words such as nice, outgoing, smart, and well travelled. This indicates a favourability of 
the USBE brand as a whole. According to Keller (1993, p.3) the favourability of a brand 
is an aspect that helps create brand value. There was one person who had very negative 
feelings towards USBE, however this person was the only one who did not have USBE 
as their first choice of Business School, which might have influenced the students 
opinion about the school. The other person describing USBE less favourably did 
however have a generally positive view of USBE and wanted to be associated with the 
Business School. From this we can conclude that it is difficult to change a person’s 
already negative attitude of a Business School, even when currently enrolled at the 
Business School. We also asked the students to describe what they associated most with 
USBE. The strongest association that the students had were that of an international 
aspect, this could be found within the courses offered, the programme specialisation, the 
multi-cultural campus as well as the offer of studies abroad. Another association that 
students had with USBE was that of the student association, HHUS, were many students 
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are active members. The campus was another thing that many students considered 
closely related to USBE, here some student even mentioned the University Hospital of 
Umeå. Directly related to that of being a student at USBE some students also specified 
knowledge and hard work as associations to USBE, and others simply mentioned the 
students and staff. As most of the description of USBE as a person were positive, and as 
the general thought of USBE also were positive, brand attitudes can too be deemed 
important. Overall, the students’ brand image of USBE is favourable. 
 
As Keller (1993, p.3) states, the favourability of brand associations as well as its 
strength and uniqueness is what distinguish CBBE and is very important in order to 
differentiate. As can be seen from the information provided by the students, USBE’s 
brand image is favourable and therefore it creates value for the USBE brand. The 
concept of brand awareness is on the other hand more difficult to set. Most students 
showed brand recognition; as they were able to recognise the logo, however they also 
showed low brand recognition when it came to the industry in general; as many had 
problems identifying logos other than that of USBE’s. The students also showed a mix 
of results when it came to brand recall, as many students thought of USBE when asked 
about ‘business studies’, but thought of two other schools more often than USBE, even 
though they are all current students of USBE. Both Keller (1993, p.3) and Roselius 
(1971, p.56) argue that brand awareness plays a big role when brand associations are 
low, however in this research the opposite is instead visible. Keller (1993, p.3) and 
Roselius (1971, p.56) also argue that brand awareness plays a big role when purchases 
are done quickly. As applying to University and Business School is not a hasty decision, 
the outcome that the brand image plays a bigger role than brand awareness when it 
comes to a Business School brand is not implausible.  
 

5.2 POSITIONING - POPs & PODs 
Positioning can be a tool for companies to determine desired brand knowledge 
structures (Keller, 2008, p.98). The Universities that were grouped with USBE the most 
times by the interviewees were Linköping University (67 per cent of the students 
interviewed), The School of Business, Economics and Law at the University of 
Gothenburg (50 per cent of the students interviewed) and Uppsala University (42 per 
cent of the students interviewed). Keller (2008, p.107) argues that knowing where the 
brand is competing on the market and what strength the brand holds is important when 
positioning your brand. As seen above the position USBE holds seen by most students 
is close to that of Linköping University, The School of Business, Economics and Law at 
the University of Gothenburg and Uppsala University. The students’ perception of 
USBE’s positioning is important for USBE to know as this gives them vital insight into 
how USBE is perceived, and which universities they compete with the most. Asking 
USBE what Universities they believe they compete with the answer was Lund 
University, The School of Business, Economics and Law at the University of 
Gothenburg, Linköping University and Stockholm School of Economics. As the student 
were asked to group all Universities that were similar to each other, and to explain their 
reasoning, we could conclude that two out of the four Universities USBE said to 
compete with, the students also argued that USBE was very similar to. Those were 
Linköping University and The School of Business, Economics and Law at the 
University of Gothenburg. The other two Business Schools and Universities the USBE 
representative also mentioned were Lund University and Stockholm School of 
Economics. The students either placed these two Business Schools in a group together 
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with USBE, or in a group with perceived higher benefits (such as higher quality). USBE 
does not only compete with Universities and Business Schools that are perceived similar 
to them, but also compete with universities with higher perceived benefits. Therefore, 
we can argue that the USBE representative’s perception of USBE’s position in the 
Swedish Higher Education Industry is similar to that of the students’ perception.  
 
POPs are the associations that consumers believe are shared with other brands (Keller, 
2008, p.109). These categories are what represent the bare minimum that consumers 
believe a brand needs to be able to compete and for the student to even consider 
choosing the University in question (McCarthy & Oakenfull, 2014, p.164). We asked 
the students questions regarding both similarities and differences that they believed 
USBE has compared to other Business Schools, and Universities offering business 
studies. The POPs that could be identified could be divided into five categories. The 
strongest POP, mentioned by half of the student, was the courses provided by the 
Business School. Other important POPs were the quality of studies, the possibility of 
exchange studies, the general student life, which involved social activities and student 
associations, as well as the structure of the Campus. It can be argued that these five 
categories are the minimum requirements that the student has when considering where 
to study, thus being vital for the management of a Business School to communicate. 
Comparing the views of POP, the USBE representative found it difficult to state any 
specific points of parity, claiming that most Universities and Business Schools are very 
similar. The students named a few POPs, which can further develop what Universities 
and Business Schools need to offer in order to be a possible place of study. 
 
PODs, on the other hand, are positive attributes and benefits that consumers connect 
with certain brands, and which they believe they cannot find to the same extent 
somewhere else (Keller, 2008, p.107). PODs indicate exclusive benefits that consumers 
believe the brand to have (McCarthy & Oakenfull, 2014, p.164). The biggest POD that 
the students perceived USBE to have in comparison to other Business Schools and 
Universities was that of a great international aspect, this was visible through programme 
and course specialisations, the multi-cultural campus, and the many international 
students. Comparing to the POPs listed by the students, USBE stood out as they had a 
perceived greater internationalisation, not only when it came to exchange studies. The 
possibility of exchange studies was mentioned both as a POP and as a POD; this can be 
seen in figure 5, those who mentioned exchange studies as a POD emphasised the vast 
possibilities of exchange studies that exist at USBE. Many also mentioned the 
Camaraderie at campus, indicating that other Business Schools might be more 
competitive than USBE, as well as the general friendliness on Campus. This can be 
directly related to previous research, which has found that the social environment is an 
important aspect of a university for students (Benett & Ali-Choudhury, 2009, p.94). 
Another POD that some discussed was the reputation that USBE has in the Accounting 
Industry, where they are known for their quality of graduates. The structure of the 
Campus was also mentioned, as some students argued that many Universities and 
Business Schools do not have a centralised Campus, as USBE does. As illustrated in 
figure 5, the Campus was both seen as a POP and as a POD, and is therefore placed in 
the middle. Finally, many mentioned the location of USBE as a POD. Benett and Ali-
Choudhury (2009, p.97) concluded that one of the aspects important to students were 
the location of the University, which we then can see within this research as well. Some 
students saw the location of USBE as a disadvantage, whereas others argued that it was 
an advantage, a relation between their attitude of USBE’s location and the location of 
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the student’s hometown could be identified.  When asking the USBE representative, the 
only POD the interviewee presented was that of the location, which they work hard to 
eliminate as they see it as a disadvantage. However, eleven out of the twelve of the 
interviewees applied to USBE as their first choice of study, many of them mentioned 
the location as a disadvantage for USBE, however they still decided to study here. Many 
students mentioned that the reason for applying to USBE was because of the degrees 
and programme specialisations offered at the Business School. This indicates to us that 
the location of the Business School is not as important as the programme specialisation.  
 

5.3 REPUTATION & SELF-IMAGE 
According to Priporas and Kamenidou (2011, p.266) the reputation of a Business 
School is one of the biggest influencers of the perceived quality of education, however 
within this research there was a mixed result. Some students argued that they did not 
know much of USBE’s reputation, and linked it directly to Umeå University’s 
reputation, whilst others argued that USBE’s reputation is visible from meeting people 
within the industry as well as when applying for jobs. When it came to accounting two 
students, both majoring in accounting, pointed out that USBE has a great reputation, 
one of the students even explained that because of this she has a job in Stockholm after 
graduation. The overall opinion of USBE’s reputation was that it was good, but many 
students had trouble elaborating their statements to explain why and how. A few 
students argued that USBE has a great reputation on a more local level, but that there is 
not that much known of USBE on a national level. When asked about the reputation of 
USBE the representative had troubles specifying but said that they hope to be perceived 
in a favourable way and have a good reputation. As there was a mixed results when 
asking the students about USBE’s reputation, as well as an uncertainty when asking the 
USBE representative, it can be argued that not many know of USBE’s reputation. As 
Priporas and Kamenidou (2011, p.266) discussed the reputation of a Business School 
influences the perceived quality of the education. Not many students associated USBE 
with quality, something that the USBE representative expressed as a wanted association 
of the Business School. Also many students did not rank USBE as one of the top 
universities in Activity 2, which may be an indication that they do not perceive USBE to 
have the best quality of education.  
 
Finally, Self-image, which complements Kapferer’s reflection facet, reflects the inner 
relationship the student has with the Business School (Ponnam, 2007, p.69). When it 
came to the student’s self-image in relation to USBE most students drew parallels to 
their definitions of a typical USBE student. Most students described themselves as 
ambitious and driven and that they take their studies seriously. They combined this with 
a sociable and friendly personality, where they like to be involved with the association, 
HHUS. There were, however, two students who described themselves as completely 
opposite to how they had described the typical USBE student. One of them described 
the typical student as anonymous, also stating that they do nothing more than what is 
absolutely necessary, something he does not relate to, claiming that he was more 
curious and ambitious than the typical USBE student. The other student who could not 
relate to the typical student image, did describe the typical student in the same way as 
most of the other interviewees. However she felt that, as she is not involved within the 
student association, she could not relate to the image of the typical USBE student. When 
asked if they like to associate themselves with USBE all but one said that they do, 
indicating that USBE has a favourable brand. The one student that did not want to 
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associate with USBE was the only student who did not apply for USBE as their first 
choice. He claimed that since he was from Umeå, where USBE is located, he did not 
feel as proud to be an USBE student, as he would have felt for any of the other big 
Universities.  
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6. Conclusion 
	  

In this final chapter the findings will be presented and connected to the research 
question and purpose. Any managerial implications found will also be presented further 
and discussed. Additionally, the truth criteria within this research will be developed. 
Finally, limitations as well as suggestions for future research will be presented. 

 

6.1 GENERAL CONCLUSIONS 
The purpose of this research was to contribute with additional insights for Swedish 
Business Schools by studying brand equity and understanding how the brand is 
perceived both from the perspective of the Swedish Business School and that of the 
students. The research questions has been developed as follows:  
 
How does Customer-Based Brand Equity (CBBE) create value for a Swedish Business 
School’s brand? 
 
In order to examine how CBBE creates value, our research has analysed the two 
components Keller (1993) set forth; brand awareness and brand image. Brand awareness 
is investigated further by looking at the two concepts of brand recognition and brand 
recall, and brand image is looked at through the three concepts of attributes, benefits 
and attitudes (Keller, 1993). To be able to compare the perception of the brand, other 
theories within brand management were also thoroughly examined. Those theories were 
Kapferer’s Brand Identity prism (Kapferer, 2004), positioning (Keller, 2008), 
represented by points-of-difference and points-of-parity, and reputation (Prioporas & 
Kamenidou, 2011). By combining all of the above mentioned theories we developed 
figure to efficiently compare the perception of the brand from both the Business 
School’s view and the students’ view.  
 
When analysing the brand awareness as well as brand image a perception of CBBE 
could be formulated. The brand awareness was identified within the students both 
concerning brand recognition and brand recall. All students had favourable brand 
recognition of the USBE logo, but did not demonstrate high brand recognition of the 
other Business Schools within the industry. As all students were currently studying at 
USBE we cannot conclude that brand recognition is a strong influencer of a Business 
School’s brand, this relating to brand recall, as two other Business Schools, Stockholm 
School of Economics and Lund University were more often thought of when hearing the 
term ‘business studies’ than USBE. As those schools are more strongly related to 
business studies, in the eyes of the students, we can conclude that a logo is not of great 
importance when building a Business School brand. When it came to the importance of 
brand image we found it to be very favourable to a Business School’s brand. The 
attributes found were both product-related, such as programme specialisation, and non-
product related, such as the person that uses the product. As most of the students 
described the overall student body in a positive way we believe that the perception of 
the students can help build a Business School brand. When discussing the benefits of 
studying at USBE most students discussed functional benefits, such as employment 
possibilities and academic knowledge. Some experiential benefits were also discussed, 
such as the international aspect. The international aspect was also mentioned when 
discussing how USBE differentiated themselves from other Business Schools and 
Universities. Most students said that the international aspect of USBE was a reason why 
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they chose to study there. This is a benefit the student thought of prior to applying for 
studies, which indicates an importance to emphasise any wanted experiential benefits in 
marketing towards prospective students. 
 
When comparing the perception of the brand between the students and the USBE 
representative there was a noticeable difference, although both the students and the 
USBE representative agreed on the position of the Business School they highlighted 
different images of the brand. The POPS and PODS were also different, as the students 
found many more aspects that add to the value of the brand, this resulted in the 
conclusion that USBE might not be aware of the potential for them to create extra 
CBBE. 
 
To conclude, when looking at how CBBE creates value when building a Swedish 
Business School’s brand we can establish that brand image is what currently creates 
most of the value. As discussed in previous theory brand awareness plays a bigger role 
than brand image when purchases are quick (Keller, 1993; Roselius, 1971). We can 
conclude however that when it comes to business studies, as the decision is rarely quick, 
brand image plays a bigger role than brand awareness, as the brand value derives from 
brand image and not as much from brand awareness. Important to note is that brand 
awareness can add to the value, however from this research we can conclude that 
currently not many Business Schools use this opportunity to create extra value. From 
the information that we have gathered we can to some extent compare the view of the 
brand from both the students’ perspective as well as the USBE representative’s 
perspective. When it came to the positioning of the USBE brand the students and the 
representative linked similar Universities to USBE, claiming that they were similar and 
competitors to USBE. Both also agreed on the reputation of USBE, although the 
representative expressed a desired reputation whereas the student expressed their 
perceived reputation. Both when it comes to brand image as well as POP and POD there 
are differences when it comes to the USBE representative and the Students. What we 
can conclude from this, as the USBE representative had trouble stating PODs, is that the 
management of USBE might not be aware of the potential that exists for them to create 
extra brand value.  
 

6.2 MANAGERIAL IMPLICATIONS 
This research can be helpful for Universities and Business Schools in Sweden wanting 
to build favourable brands. The findings within this research can be particularly 
informative to USBE, as the results can be directly applicable to them. Looking at how 
CBBE creates value for the Business School’s brand, Universities and Business Schools 
now has further knowledge of how brand image and brand awareness currently creates 
value for their brand. 
 
An emphasis on brand image will benefit the Business School brand more, with a large 
emphasis on product-related attributes as well as functional benefits. This is as the 
findings showed that students did put a lot of value on the programme specialisation and 
courses when applying for business studies. These values could still be identified as 
important for the students while studying at the Business School, indicating that these 
values remains throughout the years. An importance of highlighting wanted experiential 
benefits, such as an environmentally conscious institution, and an international aspect, 
to prospective students was also found. For USBE specifically we would therefore 
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recommend to further emphasis the functional benefits the student have, such as 
employment possibilities, and the possibility to develop personal skills, such as team 
work abilities. We would also recommend USBE to market the experiential benefits that 
they want to portray to prospective students in particular. This as many students 
mentioned the same experiential benefit, the international aspect, as a prerequisite for 
application, as well as a POD that USBE had.  
 
As brand awareness was fairly low considering that all students were students of the 
same Business School this could be something that they would want to work on. As 
discussed, the logo of Stockholm School of Economics was recognised by very few 
students, even though Stockholm School of Economics was the school most related to 
the term ‘business studies’ and which all considered to be a top Business School. This 
indicates that recognition of a logo does not shape the image and value the students put 
on a brand. Even though the logo could not be recognised, brand awareness was present. 
For USBE we recommend to further associate themselves with business and business 
studies, as almost half of the students failed to mention USBE when asked what 
Universities and Business Schools they think of when hearing the term ‘business 
studies’. In other words, USBE need to work on their brand awareness to create further 
value for their brand, as brand awareness seems to be fairly low at the moment. 
Increasing the brand awareness of USBE can also aid in differentiating from other 
Business Schools, as it seems as if the brand awareness is fairly low within the industry 
in general.  
 
Finally, the location of USBE has been discussed both by the students and the USBE 
representative. Many students discussed the location of USBE in a positive way, 
whereas the USBE representative discussed the strategies they are using to minimise the 
negative feelings that prospective students have of the location. As we could see that not 
many current students looked at the location in a negative way we could only encourage 
the management of USBE to further illustrate to prospective students that the location of 
USBE is not of a concern.  
 

6.3 TRUTH CRITERIA 
As stated by Whittemore et al (2001, p.522) developing validity standards within a 
qualitative research is difficult. Rolfe (2006, p.308) also share this view as he does not 
believe that there is a universal criteria that can be applied for qualitative research. 
There have been many discussions of this because of concerns for the validity and 
reliability of qualitative research, which has resulted in either reformulations of 
quantitative criteria or suggestions for new criteria (Flick, 2007, p.65; Bryman & Bell, 
2011, p.43). As Whittemore et al (2001) base their criteria on many different scholars 
and their views of appropriate criteria for qualitative research, we have chosen to apply 
their primary criteria within this research. These are credibility, authenticity, criticality 
and integrity. 
 

Credibility 
Whittemore et al (2001, p.530) describes that credibility can be reached through 
assuring that all results correctly reflect the experiences and intentions of the 
participants. Thomas and Magilvy (2011, p.152) further explain that researchers will be 
able to establish the credibility of their work by reviewing each individual transcript, 
searching for similarities within and across the different participants. To ensure that this 
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criterion was met, and to instil confidence and trust we gave all participants the 
opportunity to read the transcribed material before publication, as well as clarify any 
misunderstandings, some authors refer to this as member checking or participant 
feedback (Thomas & Magilvy 2011, p.153; Johnson, 1997, p.285). Some of our 
interviewees used this opportunity to clarify misunderstandings, which further aided us 
in staying as true within our results as possible. Because of this we were able to verify 
both the validity of the results and the trust. 
 

Authenticity 
Authenticity is closely related to that of credibility, and involves portraying results that 
are true in their reflection of meanings and experiences perceived by the participants 
(Whittemore et al., 2001, p.530; Fade, 2003, p.144), when doing so the reader will get a 
deeper understanding of the interviewees experiences, which is easiest to do by direct 
quotes (Cope, 2014, p.89). Within this study this was ensured as both of the authors 
were present for each interview, and could also observe the body language as well as 
change in pitch when the participant spoke. Johnson (1997, p.285) presents this within 
descriptive validity, calling it investigator triangulation. By having multiple observers 
that record and observe the participants behaviour, the observers can make sure that can 
agree about what was observed (Johnson, 1997, p.285). Within each interview one of 
the authors asked all of the questions whereas the other author observed the interviewee 
and took notes, the observing author also included questions when observing different 
reactions, as well as to further ensure in depth answers. To make it as easy for the reader 
to understand the thoughts and feelings of the interviewees we also ensured that each 
interview displayed direct quotes within the results.  

 
Criticality & Integrity 

The criticality criteria refer to the process researchers go through when making 
decisions as well as examining the transcripts and interpretations (Cope, 2014, p.90). 
Whittemore et al (2001, p.531) emphasises the need to be critical throughout the process 
of one's research and to thoroughly examine alternative hypotheses, explore 
abnormalities within the results, and examine biases that might result from different 
knowledge backgrounds. Integrity refers to the critical reflection researchers have to 
have for the interpretations, and analysis that are made, to be valid (Cope, 2014, p.90). 
The integrity is further emphasized as important within reflection and analysis of 
qualitative research as the authors may interpret results subjectively (Whittemore et al., 
2001, p.531). The integrity can also be demonstrated in general terms by ensuring the 
credibility, authenticity, and criticality of the qualitative research (Fade, 2003, p.145). 
Within this research we have dedicated ourselves to thoroughly explore each result. We 
consistently discussed possible biases and reviewed our work relating back to known 
theories. As our interview guide was created by using known theories we put extra 
effort in providing an as unstructured semi-structured interview as possible, with little to 
no guidance given to the interviewees. To further ensure that the results were reflected, 
and not made biased by our interpretations of the interviews, we made sure to send out 
the results well in advance so that the participants had time to read through it and 
suggest alterations.   
       

6.4 LIMITATIONS AND FUTURE RESEARCH 
Due to the limited time given as well as the limited resources when conducting this 
research the population where one could sample was restricted. Some interesting topics 
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have emerged throughout this research and will be presented below, together with 
limitations found within this research.  
 
This research focused on USBE and the current students view of the brand, but quite 
early within our research we discovered an additional interesting viewpoint, that of 
prospective students. However, this was beyond our scope both time wise, as 
applications had already opened for Business Studies, and resource wise as it is a larger 
research in its complexity. Therefore we encourage fellow researchers to investigate the 
effect CBBE has on prospective students and their choice of study. Additionally, we 
found some interesting relationships between USBE and other Business Schools and 
Universities that the students presented. Comparing several Business Schools and the 
perception of their brands could be another interesting research topic for future studies. 
This might also lead to a stronger depiction of the whole industry in Sweden. Finally, 
we also noticed some differences between the perceptions of the brand when talking to 
students in year one and to students in year four. To see how the view of the brand 
changes throughout a student’s time at University could be another interesting research 
to conduct.  
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Appendix 

APPENDIX 1 - Interview Guide 1 USBE Representative	  
 
General Questions 

• Through which channels does USBE promote itself?  
o During which year was each marketing channels started?  

• Why were these marketing channels started and what is the purpose behind them?  
• What were the potential benefits seen, has this been realised?  
• Is there anything in particular USBE is trying to communicate through its current promotion? If 

yes, explain what and through which channels.  
 
Brand Awareness & Brand Image 

• What brand assets does USBE have?  
o How are these applied in your marketing purposes?  
o What are the thoughts behind these assets?  

• If USBE was a person, how would you describe him/her?  
• What is most memorable about USBE?  

 
PODs, POPs and positioning 

• What similarities does USBE have with other Business Schools?  
• What makes USBE stand out in comparison to other Business Schools? 
• Are there any specific Business Schools that USBE competes with for students?  
• Does USBE promote themselves in different ways compared to other Business Schools?  
• Are there any marketing strategies that has been influenced by other business schools?  

 
Reputation & Self-image 

• What does USBE want to represent and how is the reputation of the Business school? 
• What weight does a degree from USBE have as found when talking to corporations etc.?  

o Is this something that you actively try communicate to students?  
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APPENDIX 2 -Interview Guide 2: The Students 
 
General Questions 

• How old are you?  
• What programme do you study at USBE?  
• What study are you originally from?  
• What year are you currently studying?  
• Was USBE your first choice for business studies? If not, what were your other choices?    
• Why did you apply to USBE?  
• How did you find out about USBE as an option for business and economics studies?  
• What marketing channels do you know of that USBE uses?  
• What do you think is USBEs strongest marketing channel? 

 
Brand Awareness (BA) & Brand Image  

• What universities/business schools in Sweden do you think of when I say business and economic 
studies?  

• Brand asset: If you were presented with a brochure from USBE today, what would it look like?  
• Is the course selection something that affects you when looking at where to study?  
• First Activity: We will then show the logos of the 6 Business Schools of Sweden (Stockholm 

School of Economics, Umeå School of Business and Economics, Karlstad Business School, The 
School of Business, Economics and Law at the University of Gothenburg, Örebro University 
School of Business, Jönköping International Business School) but with the name of the school 
taken of, asking them what business school each logo belongs to, taking most emphasis on if 
they recognise USBE, however also recording what other business schools they recognise.  

• If USBE was a person, how would you describe him/her?  
• Did you know anything about USBE when starting to consider studying at university level?  
• What do you associate USBE with?  

• Have this affected your choice to study at USBE? 
 
PODs, POPs and positioning 

• Second Activity: We will give them pieces of paper with the names of the Universities and 
Business Schools that offer Business Studies on an undergraduate level written on them, each 
school on a separate piece of paper. We will then ask the interviewee to group the Universities 
and Business Schools into different groups, placing each school together with other schools that 
they believe are similar. There are no restriction on the number of groups that the interviewee 
can create. We will then ask to explain each group, emphasising the group USBE belongs to.   

• What similarities does USBE have with other Business Schools? With whom and why?  
• Does USBE stand out in comparison to other Business Schools/Universities offering studies 

within business and economics? If yes, with whom and how? Have this affected your choice to 
study at UBSE?  

 
Reputation & Self-image 

• How would you describe USBE’s reputation?  
• Do you believe a degree from USBE will benefit you in your professional career?  
• What do you think an education at USBE could give you?  
• How would you describe a typical USBE student? 
• How do you identify yourself with USBE?  
• Do you want to be identified with USBE?  
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APPENDIX 3 - Activity 1 

 
Answer key:  
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APPENDIX 4 - Activity 2 
 
Uppsala University  
Uppsala Universitet 

Stockholm School of Economics 
Handelshögskolan i Stockholm 

Södertörn University  
Södertörns Högskola 

Lund University  
Lunds Universitet 

The School of Business, Economics and Law at 
the University of Gothenburg Handelshögskolan 
vid Göteborgs Universitet 

Swedish University of 
Agricultural Sciences  
Sveriges Lantbruksuniversitet 

Stockholm University  
Stockholms Universitet 

University of Borås  
Högskolan i Borås 

Umeå School of Business and Economics 
Handelshögskolan vid Umeå Universitet 

Luleå University of Technology  
Luleå Tekniska Universitet 

Örebro University School of Business 
Handelshögskolan vid Örebro Universitet 

Karlstad Business School  
Handelshögskolan vid Karlstads 
Universitet 

Linköping University  
Linköpings Universitet 

Halmstad University  
Högskolan i Halmstad 

Mälardalen University  
Mälardalens Högskola 

Mid Sweden University  
Mittuniversitetet 

University West  
Högskolan i Väst 

University of Skövde  
Högskolan i Skövde 

Dalarna University  
Högskolan i Dalarna 

Gävle University  
Högskolan i Gävle 

Kristianstad University  
Högskolan i Kristianstad 

Linnaeus University  
Linnéuniversitetet 

Jönköping International Business School  
Internationella Handelshögskolan i Jönköping 
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APPENDIX 5 – Literature search 
 

Table 2 Literature search 

Words Searched Platform Used Restrictions Hits Authors Found Further words 

Brand Management Ebsco Peer reviewed, 
Academic Journals 

20,566 - Villas-Boas  - Differentiation 
(Marketing) 
- Brand Differentiation 
- Brand Equity 
- Brand Loyalty 
- Word-of-Mouth 
Advertisement 
- Brand Awareness 
- Brand Choice 
- Brand Image 
- POP & POD 

Brand Differentiation Ebsco Peer reviewed, 
Academic Journals 

1,106 - Balmer & Liao 
- Kotler & Gertner 
- McCarthy & Oakenfull 
- Ponnam 

- Brand Equity 
- Brand Image 

Brand Equity (Subject 
Terms) 

Ebsco Peer reviewed, 
Academic Journals 

1,303 - Ahmad & Thyagaraj 
- Farquhar 
- Keller 
- Keller & Lehmann 
- Rong & Sarigollu 
- Simon & Sullivan 

 

Branding Ebsco Peer reviewed, 
Academic Journals 

5,192 - Low & Fullerton 
- Park, Jaworski & 
Maclnnis 
- Rahinel & Redden 

 

Branding + University Ebsco Peer reviewed, 
Academic Journals 

3,084 - Aspara et al. 
- Benett & Ali-
Choudhury 
- Bunzel 
- Priporas & Kamenidou 
- Shahaida, Rajashekar & 
Nargundkar 

 

Branding + University 
+ Swedish 

Ebsco Peer reviewed, 
Academic Journals 

18 - Hultman, & Saheli-
Sangari 

 

Consumer Behaviour Ebsco Peer reviewed, 
Academic Journals 

28,435 - Papaoikonomou 
- Roselius 
- Solomon 

 

 
 


