
  

 
 

 

Faculty of Education and Business Studies 

Department of Business and Economic Studies 

 

Branding for startup companies in Sweden 
 

A study on startups brand building 
 

Markus Lagerstedt 

Athanasios Mademlis 

 

Second Cycle 

Autumn 2016 

 

 

 

Supervisor: Maria Fregidou - Malama 

Examiner: Akmal Hyder 

 

 



 

    II 

Abstract 

Title: Branding for startup companies in Sweden 

Level: Master Thesis in Business Administration 

Authors: Athanasios Mademlis, Markus Lagerstedt 

Supervisor: Maria Fregidou – Malama 

Examiner: Akmal Hyder 

Date: 2017 - 01 - 22 

 

Aim: The aim of this study is to explore the factors that influence the brand building in startup 

companies.  

 

Method: This study implements a qualitative approach and consists of twelve startup companies 

located in Sweden.  

 

Results and Conclusion:  The findings suggest that the design of a brand (name and visual 

aspects), the use of social media, event participation and establishing partnerships is important 

parts of brand building. In addition, startups frequently make use of employees’ and 

entrepreneurs’ individual personality for branding purposes. Not only do all participants view 

branding as an important part of their business but a few respondents even feel it is crucial for 

the survival of their business. 

 

Suggestions for further research: The participants of this study reside in separate industries. 

This, combined with the sample size is not evidence enough to draw conclusion upon similarities 

and differences between startups branding practices in terms of industry. Thus, this could be 

interesting undertaking in the future due to the limited research on this topic. 

 

Contribution of the study: This study adds to the existing body of knowledge by uncovering 

factors such as brand design and social media, to name a few, that is used by startups to build 

their brand. As a result of this study insights has been given on the importance of branding and 

the strategies used to increase the brand equity of startups. 
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1. Introduction 

 

This chapter introduces the reader to the main elements of this research – branding and startups. 

Furthermore, the focus of previous research is outlined and the chapter concludes by 

underlining the objective of this research and the disposition that is followed.  

 

1.1 Who is the creator, God or entrepreneurs? 

If you are a religious person you might be inclined to answer God, but in the marketplace the 

creator are entrepreneurs. The field of entrepreneurship was of little interest not too long ago, 

mainly because researchers viewed entrepreneurs as a pool of people who could not attend 

college and instead “practiced” the concept of starting a business (Kuratko, 2016). However, 

with each economic meltdown history has displayed that it is the entrepreneurial drive and 

innovation that bring the economy back to stable ground. Consequently, the field of 

entrepreneurship started to increase its legitimacy and awakened the interest of academics 

(Kuratko, 2016).  

 

The view of entrepreneurship is the process of gathering the necessary elements of production 

involving human, physical and information resources and doing so in an efficient manner. 

Entrepreneurs are the ones that link people together in various ways and combine physical 

capital and ideas to either create a new product/service or an existing one with innovative 

features (Lazear, 2005). Entrepreneurs and their continuous starting and development of small 

and medium firms are often viewed as the backbone of a nation’s economic development 

(Huggins, Morgan & Williams, 2015; Bjørnskov & Foss, 2013; Acs, 2006; Boyle 2003). 

Although, this might not seem to be the case when news outlets mainly report news in regards to 

larger firms. In fact, small and medium firms represent 90% of the current market structure in 

Europe (European Commission, 2016), and in Sweden specifically that number increases to 99% 

(Ekonomifakta, 2016). In addition, Sweden has seen a successive growth in entrepreneurship the 

last decade according to the Global Entrepreneurship Monitor (2016), which has resulted in a 

steady increase of startup firms. 
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1.2 Startups 

One distinct aspect which separates startups from other organizations is that they are based on 

innovation (Wickham, 2006), meaning that the creators (i.e. entrepreneurs) base their newly 

formed organization on an element of novelty. This can be in connection to a product, service or 

a process within the organization. Although new startup business ventures are trending, the 

likelihood that a new startup venture succeeds and performs well over time is considerable low. 

It is estimated that 80 % of new business ventures fail (Capatina & Drageschu, 2015; Boyle, 

2003). The reasons for failure various but one key element that has been underlined to have a 

significant impact on whether the new venture succeeds or fails centers around the company’s 

branding strategies (Lee & Colarelli O’Connor, 2003; Di Benedetto, 1999). 

1.3 Branding 

As early as past millennium, branding has caught the attention of academics (Keller, 1993; 

Arthur Rooney, 1995; Aaker, 1997) and until today there are continuous researches about the 

topic (e.g. Wood, 2000; Blain, Levy & Ritchie, 2005; Mitchell, Hutchinson, Quinn & Gilmore, 

2015). There are various definitions of the term “branding”. According to Blain et al. (2005, p. 

329), the one that is accepted the most states that “the primary role of a brand is to identify the 

goods or services of either one seller or a group of sellers, and to differentiate those goods or 

services from those of competitors”. Branding is a process in which the corporation creates 

unique characteristics, while the organizational signs are transferred to its audiences. This 

happens through the core values of the organizations, the employees, the sets of symbolic 

representations concerning graphic designs and via corporate communication towards the 

stakeholders of the firm (Rode & Vallaster, 2005). 

 

Nowadays, there is no longer a question of the importance of having a brand. It is widely 

recognized that every organization should brand their products. Market leaders such as Coca-

Cola, Sony or Nestle have one thing in common; strong brands (Davis, 2002). There are various 

reasons why branding is important for companies. Firstly, there is evidence that branding helps a 

firm to achieve competitive advantage while it is connected with their financial performance 
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(Morgan & Rego, 2009). In addition, strong brands price their products higher than the 

competition and successful branding is connected with repeated sales, long term consumers' 

loyalty, creates credibility and differentiates effectively from the competitors' products (Davis, 

2002). Overall, branding is a critical factor that can boost a firm’s performance (Akbari 

Moghaddam & Armat, 2015; Madden, Fehle, and Fournier 2006; Rao, Agarwal & Dahlhoff, 

2004; Barth, Clement, Foster & Kasznik, 1998). Successful branding leads to brand equity which 

is the most valuable asset a company holds (Keller, 1993). 

1.4 Importance of branding for startups 

Because startup businesses are based on innovation, they face multiple challenges (Wickham, 

2006). They have to earn the trust of the consumers, create demand for their products or services 

and build corporate identity among others. As a result, branding specifically is viewed to be 

highly applicable to startup firms as a marketing tool, whereas traditional marketing can not be 

applied for competitive advantage and profitability (Abimbola, 2001). In addition, a brand 

oriented strategy is suitable for small businesses as it helps the value creation chain (Mitchel, 

Hutchinson, Quinn & Gilmore, 2015). Moreover, startups lack resources in the form of capital, 

know-how and time. These factors make branding a crucial element, not only for the survival of 

the company but also for a competitive advantage (Brescianni & Eppler, 2010). 

1.5 Previous branding research on startups 

When reviewing the focus of previous research within branding one thing becomes apparent. In 

common to other fields of research, the marketing field has an overwhelming research adopting a 

big business perspective (e.g. De Roeck, Maon & Lejeune, 2013; Abratt & Kleyn, 2012; Brown, 

Kozinets & Sherry, 2003; Hoeffler & Keller, 2002). Less focus has been given to smaller firms 

and in particular to startups. In addition, there is an even smaller amount of research that have 

intertwined the two fields – branding and startups – which have been the catapult for undertaking 

this research. Some researchers (e.g. Wong & Merrilees, 2005) have focused on branding and 

small and medium enterprises (SMEs), which is arguably close to the domain of startups and can 

contribute with insights, but the only framework that connects the brand creation phase in a 
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startup firm is provided by Bresciani & Eppler (2010). Other authors that have researched this 

topic provide insights only on specific matters (Rode & Vellaster, 2005; Abimbola, 2001; 

Juntunen, 2012) but not a complete framework as Bresciani & Eppler (2010) provide. This 

suggest an absence of theory on how to brand a startup venture. 

 

1.6 Aim and research questions 

What becomes clear from this background is that the Swedish market is witnessing an increase 

of startup firms, but these startups are simultaneously facing a significant failure rate. The 

branding actions of a firm have been identified as one of the crucial factors on whether a new 

venture succeeds or fails. In addition, there is an absence of research on the brand creation phase 

of startups.  

 

Therefore, the aim of the research is to explore the factors influencing brand building in startups. 

In addition, two research questions are of interest.  

 

● What branding strategies are used by startups? 

● How do startups perceive the importance of branding?   

 

This research focuses on the strategies startup companies use to build their brand from the 

company’s point of view, thereby not considering consumers’ perception. Furthermore, this 

study centers on startup companies located in Sweden and have been executed with a qualitative 

approach.  

1.7 Disposition 

Before continuing, it could serve a purpose to outline the structure of what is to come (see figure 

1). After the introduction, the study continues with a literature review, where a definition of what 

a startup is, fundamental elements within branding is highlighted, and then current theories on 

how startups go about branding their business. The literature section ends with presenting a 

theoretical framework. Thereafter, a review of the method which is followed by the empirical 
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findings and the analysis of these findings. A conclusion is then presented based on former 

sections.    

 

 

Figure 1. Disposition  

Literature 
review 
         Methodology     
      Empirical findings    
                      Analysis  
                      Conclusion 
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2. Literature Review 

 

In this chapter an overview of the literature is presented regarding the characteristics of a 

startup, the branding elements, and the theories that have been gathered for branding startups. 

Moreover, a theoretical framework is drawn for the purposes of this study. 

 

2.1 What is a startup? 

Reviewing the literature, there is a general acceptance that startups and new ventures lack 

resources (Hite & Hesterly, 2001). More specifically, startups have to face limited capital 

resources (Abimbola, 2001; Horan, O'Dwyer & Tiernan, 2011; Abimbola & Vallaster, 2007), 

time resources (Yin Wong & Marrilees, 2005; Bresciani & Eppler, 2010), knowledge (Rode & 

Vallaster, 2007) and human resources (Yin Wong & Marrilees, 2005). Moreover, lack of 

decision making processes is also noticed (Spence & Hamzaoui Essoussi, 2010), as well as the 

absence of customer base and reputation in a newly formed organization (Bresciani & Eppler, 

2010). 

 

There is a difference between startups and small and medium enterprises (SMEs). Startup 

companies are based on significant innovation whereas SMEs take the established way 

(Wickham, 2006). Consequently, startup companies have greater potential to grow than SMEs 

that do not offer something new or innovative globally (see figure 2).  
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Figure 2.  Difference between startups and SMEs, source: Wickham (2006, p.42). Modified by authors. 

 

By reviewing the life cycle of a new venture, various characteristics of a startup company 

becomes apparent. From the moment of creation until massive growth, a new venture goes 

through different stages. These stages have been a topic of discussion between academics (Ruhka 

& Young, 1987; Scott & Bruce, 1987; Tatikonda, Terjesen, Patel & Parida, 2013), and a 

common pattern can be identified. The authors have different views about how many stages a 

startup goes through, yet all agree that there is a phase before the massive growth of a startup 

with certain characteristics.  

 

In the startup phase, organizations enter the market, acquire their first customers, build a 

salesforce while they are facing several challenges such as limited capital, making the transition 

from being an inventing organization to an operating organization and having a small customer 

base (Roy & Elango, 2000; Tatikonda, Terjesen, Patel & Parida, 2013). Companies that 

successfully surpass this stage will go through the growth phase in which there is an increase of 

production volume, increase of customer base, gain of a larger market share, establish and 

expand the organization (Roy & Elango, 2000; Tatikonda et al., 2013).   

 

What becomes evident when reviewing mentioned theories in connection to what characterize a 

startup, two main elements become apparent. (1) Startups do not have an overflow of resources 

in any capacity regardless of the phase a startup finds itself. Quite the contrary, they have limited 

resources but are simultaneously evolving despite a high liability of newness.  
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(2) Furthermore, it is worth noting that startups and SMEs, though they have some characteristics 

in common, they have one distinct aspect which separates the two: SMEs are inclined to execute 

business activities which are aligned with a more traditional approach, whereas startups avoid a 

slower and evolutionary path to market and instead symbolizes significant innovation in one 

form or another. 

2.2 Brand equity 

An increasingly perception among consumers is that products/services and brands are 

successively becoming more homogenous – that is, a decline in differentiation from one firm to 

another (Strategic Direction, 2015). As businesses have gone from being largely localized to 

expanding across borders, firms experience an increase of actors and fiercer competition than 

ever before (Brynjolfsson & Hitt, 2000). Consequently, in times like these the importance of 

brand equity cannot be emphasized enough (Strategic Direction, 2015).  

 

Having a strong brand equity have shown to be an advantageous characteristic to firm 

performance because it indicates a strong brand that will be able to make its presence felt in the 

market which result in an increase of market shares (Nørskov, Chrysochou & Milenkova, 2015; 

Slotegraaf, Moorman & Inman, 2003; Slotegraaf & Pauwels, 2008; Strategic Direction, 2015).  

Though, the effect of brand equity is distinct and clear the definition of the brand equity concept 

is not (Wood, 2008; Atilgan, Aksoy & Akinci, 2005; Yoo, Donthu & Lee, 2000; Keller, 2008). 

However, Keller (1998) provides a helping hand in trying to convey the meaning of the brand 

equity concept by various analogies; the first analogy is with home equity and the second with 

love. 

  

“Home equity is the difference between the value of the home and the value of the remaining 

mortgage. Similarly, brand equity is the difference between the value of the brand to the 

consumer and the value of the product without that branding” 
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“We all know there is such a thing, many of us have experienced it, but it is a slippery thing to 

define exactly, and it is even more difficult to agree on a definitive, quantitative expression of it. 

As a result, in any given instance there is no way to be sure whether it is being created or 

destroyed. Nonetheless, we know it is very valuable and worth a lot of effort to obtain, to 

nourish, and to sustain.”    

   Keller (1998, p. 44). 

 

Despite the uncertainty revolving the brand equity concept, the basic notion is that brand equity 

represents the “added value” which has been transferred to the brand as a result of past marketing 

activities (Keller, 2008). To build up brand equity there are four elements a firm should be aware 

of; brand image, brand awareness, brand identity and brand positioning (Vomberg, Homburg & 

Bornemann, 2015; Dew & Kwon, 2010; Keller, 2008; Burmann, Hegner & Riley, 2009; Manhas, 

2010). 

2.2.1 Brand image 

 

One of the fundamental aspects in building brand equity is brand image, which is portrayed in 

the brand management literature as a vital part and a continuous process regardless of the firm’s 

position in the life-cycle of a firm (Fatema, Azad & Masum, 2015; Severi & Ling, 2013; Keller, 

2008; Faircloth, Capella & Alford, 2001; Park, Jaworski & Maclnnis, 1986). Brand image can be 

defined as the perception consumers have of a brand. Thus, the brand associations a consumer 

has towards a brand play a central role in regards to the brand image. Brand associations come in 

many forms but can be classified into three larger categories (Keller, 2008): 

  

Attributes, which refers to descriptive features that characterize a product/service. This includes 

the physical features and product/service performance. Furthermore, it can involve factors like 

price, where and what type of people use the product/service, and what feelings and experiences 

the brand exudes. Brands can also take on what is called brand personality which refers to a 

brand taking on personality traits similar to people. For instance, a brand can be characterized as 

being “modern” or “old fashioned” (Keller, 2008). 
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Benefits, is the second category of brand associations and refers to the meaning and value a 

consumer links to the product/service attributes. These benefits can have a functional, symbolic 

or experiential characteristic (Keller, 2008). 

 

Attitudes, are the more abstract form of brand associations and are defined as consumer’s overall 

assessment of a brand. Despite that attitudes are the more abstract form of brand associations one 

should not exclude the significance of it. Brand attitudes are important because they are often the 

basis for the behavior and actions taken by consumers in relation to a brand, for instance, brand 

choice (Keller, 2008).                    

2.2.2 Brand awareness 

When discussing of the strength of brands presence in consumers’ minds, the brand awareness is 

in center. Brand awareness can be demonstrated through brand recognition and brand recall. 

Brand recognition relates to the consumer’s ability to verify prior exposure to the brand when 

the brand is given as a cue (Dew & Kwon, 2010; Keller, 2008). This means, will the consumer 

be able to recognize the brand which they have already been exposed to previously. For instance, 

if you find yourself in a store searching for headphones, would you be able to recognize the 

brand of headphones that you were exposed to earlier when, for example, watching television.  

Brand recall refers to consumers’ ability to retrieve the brand from memory when being 

presented with a product/service category (Dew & Kwon, 2010; Keller, 2008). For instance, 

what brand comes to mind when thinking of an airline? Shoes? Or a restaurant? 

  

To create and establish brand equity – and its elements within it – the view is that the more a 

consumer get exposed to and “experiences” the brand by seeing it and hearing about it the more 

likely is it that the brand will be remembered and registered in the memory of consumers (Keller, 

2008).  
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2.2.3 Brand identity 

A company's set of values, behavior, communication style, competences and vision formulates 

the concept of brand identity (Burmann et al., 2009). This unique concept represents the core 

identity to customers (Ghodeswar, 2008) and imply promises for the firm (Srivastava, 2011). 

According to Da Silveira, Lages, & Simões (2013), brand identity is the unique and essential 

idea of the brand. 

 

Brand identity can prove to be a vital tool for organizations. If marketers manage to identify a 

brand effectively, brand identity differentiates the internal target group (Burmann, Hegner & 

Riley, 2009) and differentiates the brand from others (Da Silveira, Lages, & Simões, 2013). 

Moreover, by creating a cohesive and distinctive brand identity a company adds value to their 

products and services while creating preference among competitors. In situations where an 

organization performs inside a high competitive environment, like startups do, a strong identity 

can help a brand to stand out from competition (Ghodeswar, 2008). Hence, by differentiation and 

building a unique identity, a company can achieve competitive advantage. In general, it is 

considered as the most valuable intangible asset a company has (Craig, Dibrell & Davis, 2008). 

2.2.4 Brand positioning 

Brand positioning has become as a basic aspects of modern management (Manhas, 2010). The 

main aim of positioning is to place a product or service in the mind of the consumer (Sagar, 

Khandelwal, Mittal & Singh, 2011). In other words, it is the effort that a company does to create 

a unique and different place in the mind of the potential end user (Malik & Sudhakar, 2014). 

Positioning starts with the products and additionally can be a service, an institution or an 

individual ( Kalafatis, Tsogas & Blankson, 2000; Malik & Sudhakar, 2014). 

  

A common positioning strategy during modern times can be located back to environmental 

issues. Due to environmental pollution many organizations have changed their behavior to 

comply with environmental issues. Thereby, positioning themselves as an environment friendly 

brand (Matthes, Wonnaberger & Schmuck, 2014). A successful positioning of a brand has shown 



 

 

 

12 

 

to be beneficial from a financial perspective (Manhas, 2010). Hence, a positioning strategy is an 

important part of a brand’s equity (Kalafatis, Tsogas & Blankson, 2000).     

2.3 Branding theories for startups  

Previous research centered on the branding conundrum for startups is scarce. However, Bresciani 

& Eppler (2010) have gathered a basis of data on how startups go about branding, which have 

resulted in the foundation of this research. Whereas some researchers (Juntunen, 2012; Rode & 

Vallaster, 2005; Abimbola, 2001; Krake, 2005) have contributed on specific matters, 

nonetheless, relevant for this study and have therefore been incorporated. 

2.3.1 Brand orientation 

Brand orientation explicit underlines the view of importance and the role branding has in a 

startup company. Brand orientation can be divided in four clusters (Bresciani & Eppler, 2010), 

and can be viewed in figure 3. Firstly, there are the companies that are damned to brand. These 

companies are the ones that have no other option than to have strong branding activities, with 

both traditional and innovative activities. For these companies, branding is perceived more of a 

restriction than an opportunity. Tech-marketers form the second cluster. These companies apply 

similar type of branding activities as the first cluster, having a clear view about their branding 

strategy. Activities that are considered innovative such as online presence and event participation 

and creation are used whereas traditional activities either are not used or they only complement 

the overall branding strategy. The third cluster is called far sighted. Companies that are included 

in this cluster are performing in industries where branding is not necessary but they value the 

benefits of it and have a strong presence. The last cluster, the traditionalists, view branding as a 

tool that cannot offer much benefit for the company. Their branding activities are product-

centered and implement a more traditional approach.  
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Figure 3.  Startup’s brand orientation, source: Bresciani & Eppler (2010 p.363) 

2.3.2 Branding activities 

A significant part of building a brand is in choosing the right set of activities to focus on and 

having continuity in these efforts to ultimately build the brand equity. When viewing the brand 

building activities undertaken by startups it becomes apparent that a variety of activities can be 

present. On an individual level, activities such as sponsoring, advertising and event activities 

were executed. However, research shows that mass media advertising was not something 

startups’ in Bresciani & Eppler’s (2010) research make substantive use of. The main reason for 

this was because it was too expensive and lack of impact on consumers. Instead, focus was on 

more unconventional branding activities such as events.  

 

Another key branding activity was located to the firm’s online-branding presence. Some firms 

put great efforts into creating, developing and having continual updates on their website. 

Whereas, some viewed their website as an online business card and did not update it at all 

(Bresciani & Eppler, 2010). Furthermore, all firms from the study of Bresciani & Eppler (2010) 

were aware of and believed that search engine optimization (SEO) was a core tool for online 

branding. However, only a few firms actively used Google Adwords, search marketing or 

affiliate programs. 
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Two other brand building activities that can be identified from previous research is the role of the 

employees and entrepreneurs (Juntunen, 2012; Rode & Vallaster, 2005; Abimbola, 2001). The 

employees are seen as an important element in brand building activities. Not only staff's 

everyday actions and behaviour towards customers but also how employees act towards each 

other needs to be professional and ultimately impacts how the brand is perceived (Juntunen, 

2012; Rode & Vallaster, 2005). Furthermore, due to the embryonic state startups often find 

themselves in, it has been concluded it is especially important for startups to ensure that 

employees that are hired match the company's vision and values, thus more suitable to represent 

the company from a branding standpoint (Rode & Vallaster, 2005).  

 

In regards to the importance and the role of the entrepreneur in terms of branding, it has been 

concluded that the entrepreneur acts as linchpin, constituting the first vital element for the 

creation of brand identity by expressing his/hers feelings, thoughts and ideas (Rode & Vallaster, 

2005). As a result, this means that individuals (employees and entrepreneurs) within a firm are a 

vital part of a firm’s brand. Individuals can use their own creative flair by utilizing their 

individual personality for branding purposes (Abimbola, 2001). Take Virgin Island for instance, 

where the founder Richard Branson is the epitome of an entrepreneur’s creative flair and its 

impact on the brand. However, the use of the entrepreneur as a tool to acquire recognition for a 

brand have also shown to be rare and hardly ever used (Krake, 2005). 

2.3.3 Brand design 

 

The design of a brand has shown to be an important element when building a brand. The brand 

strategy should be portrayed in appropriate brand designs. This can include a firm’s logo, name, 

domain name, colors and other visual elements. During this phase it serves a purpose to make 

sure that these elements (e.g. name, logo, domain name) are available and can be legally 

protected (Bresciani & Eppler, 2010). Another study concentrating on the creation process of 

brands in startup companies is done by Juntunen (2012). Similar to Bresciani & Eppler’s (2010) 

study, the design is concluded to be a fundamental piece in creating the brand and is addressed 

extensively in the study of Juntunen (2012). What can be drawn from this is that the creation of 

designing a brand can be divided in a before and after process. In detail, the 
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entrepreneurs/founders of the company decide the name of the soon-to-be existing company with 

the help of friends, relatives and possible employees before the company is formed. After the 

creation of the company, the name is developed, the logo is designed and the communication 

strategy is determined, all in reflection to the company and its function (Juntunen, 2012). 

 

A summary of authors and the theories they cover can be viewed in table 1. The table is divided 

in respective themes; brand orientation, branding activities and brand design.  

 

Themes Authors 

Brand orientation  

Bresciani & Eppler (2010) 

Branding activities Bresciani & Eppler (2010) 

Krake (2005) 

Abimbola (2001) 

Rode & Vallaster (2005) 

Juntunen (2012) 

 

Brand design 

Juntunen (2012) 

Bresciani & Eppler (2010) 

 

Table 1. Theoretical themes and authors. 
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2.4 Theoretical framework  

The review of the literature exhibits that the elements that together constitutes the brand equity is 

a result of a number of actions that lay the foundation of how a brand will be perceived and its 

impact. With this background, the theoretical framework is mainly based on the work of 

Bresciani & Eppler (2010). However, some aspects that are not underlined in the work of 

Bresciani & Eppler (2010) have been incorporated due to its relevance. The use of employees 

and the entrepreneur in connection to branding is highlighted by Juntunen (2012), Rode & 

Vallaster (2005) and Abimbola (2001). These elements have shown to be a vital part of building 

a brand for startups and have therefore been assembled into the framework.   

 

In figure 4 it can be noted that brand creation constitutes of three elements, brand design, brand 

orientation and branding activities. These three elements are implemented to affect the image, 

identity, positioning and awareness of a brand, and results in the brand’s equity. The emphasis in 

this study is on the left side of figure 4, which display the processes that can be implemented to 

reach and establish that which is presented on the right side of figure 4 – brand equity. The 

developed framework can be viewed below. 
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Key:   Brand design.   Brand orientation.    Branding activities 

 

Figure 4. Factors influencing brand building, based on Bresciani & Eppler (2010, p.359-363). 

Model modified by authors. 
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3. Methodology 

 

In this chapter the primary and secondary data is presented, the sample of the study is discussed 

and operationalization of the questionnaire is presented. The chapter concludes with discussing 

the approach of analysing the obtained data and the validity and reliability of the study. 

 

3.1 Qualitative research 

The ambition of this research is to explore the factors that influence the brand building process in 

startups. Achieving this, will provide a foundation and possibility to analyze startup firms’ 

branding strategies, which is the objective of this research. Due to the reason that the intention of 

this research is not to quantify collected data, but rather obtaining a greater understanding by 

capturing data in the form of words, the view is that a qualitative method is more suitable (Yin, 

2009).      

3.2 Primary and secondary data 

Primary data collected in this study have been gathered through the use of an online 

questionnaire (Google Forms). The questionnaire contains ten questions and together forms the 

foundation for creating the right set of circumstances to answer the research objective and 

furthermore the study’s research questions. The questionnaire has been designed with a fairly 

easy going start – questions which the respondents do not have to ponder on for long – which 

makes the respondent persevere and minimizes the risk of not completing the questionnaire 

(Gratton & Jones, 2010; Denscombe, 2009).  

 

When forming a questionnaire the researcher(s) have the choice of using open or closed 

questions (or a mixture). The decision basis of this choice should be in reflection to the objective 

of the study (Gratton & Jones, 2010; Denscombe, 2009). In connection to the objective of this 

research it is not likely to have a clear idea of all the possible responses from the respondents. 
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Therefore, open questions have been implemented, which is viewed to be more suitable in such 

circumstances (Gratton & Jones, 2010; Denscombe, 2009). 

  

The questionnaire was filled out by twelve startup companies. Initial contact was either first by 

e-mail through contact-information stated on their website or LinkedIn was used to contact a 

specific individual within the company that was viewed knowledgeable in connection to the 

topic of research. In the cases where the respondents were contacted through their website it was 

underlined that the person who fills in the questionnaire needs to be knowledgeable of the 

company’s marketing and branding efforts. This was done to ensure the validity and reliability of 

the research. As a result, the respondents comprised of CEOs, founders and marketing managers.  

 

All respondents’ received an information letter about the study and its objective. Furthermore, 

the confidentiality terms of the research were outlined and the option to participate without 

disclosing the name of the startup was also offered. Four startups chose not to disclose the name 

of the company. Once each respondent agreed to participate in the research they were sent a link 

to the questionnaire.    

  

Considering the objective of this research, the number of participants, and that they were residing 

in various locations around the country. The applied method was viewed as the most effective 

way without compromising the quality of data.   

 

The secondary data that is gathered in relation to this research contains of existing academic 

literature in relation to the research’s domain – branding and startups – but have also included 

secondary data from other parties (e.g. European Commission, 2016). In addition to this, 

methodology literature has been used to guide the research through its methodology decisions.  

3.3 Sample    

This study has applied a nonprobability sample with the use of a subjective sampling method. 

The key criteria for choosing research participants’ in this study has been made by differentiating 

traditional organizations and innovative startup companies. Startups are based in significant 
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innovation, which is not the case for traditional organizations. Though the number of years the 

company has been active has not been a key criteria, the majority of startups’ in this study was 

founded from the year of 2014.  The initial thought was to only concentrate on startups based in 

Stockholm. However, due to a limited response rate the ratio of searching for qualified 

participants expanded throughout the country. Participants were located from online magazines 

and startup hubs (co-working space for startup companies). Four companies chose not to display 

the name of the company and have therefore been labeled as company A, B, C and D.  In table 2 

the companies that participated in this study can be viewed.  

 

 

Company Respondent’s Position Year of Creation 

Kiliaro Head of Marketing and 

Communications 

2014 

Cenvigo Marketing Manager 2014 

Apptimate Co-Founder, CEO and Head 

of Marketing 

2011 

Daily Bits Of CEO 2014 

Mind Music Labs Co-Founder and CEO 2014 

Hansoft Executive Management 

Assistant 

2005 

Tipser Head of Sales 2011 

Handiscover Founder and CEO 2015 

Company A Co-Founder 2015 

Company B Head of Marketing and Sales 2007 

Company C Co-Founder and COO 2014 

Company D Co-Founder 2014 

 

Table 2. Participant information.  
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3.4 Operationalization 

In order to provide an overview of which questions are used in connection to each theory section 

an operationalization was formed. 

  

Section 1 – background (questions 1-3) 

  

The background questions have mainly two purposes: (1) beside the fact that the background 

questions can be used as a measure for inducing respondents to continue filling out the 

questionnaire, (2) these questions can be useful when analyzing obtained data. For instance, 

question three will more than likely be an indication of the company’s engagement put in 

branding. This in turn can be connected to question four and five. 

  

Section 2 – brand orientation (questions 4-5) 

  

To obtain a better understanding of the importance and view of branding in the company 

question four and five are asked. These questions can be connected to RQ 2. Furthermore, these 

questions are connected to brand orientation in the theoretical framework. Asking the 

respondents for their view/attitude of branding will exhibit the perceived importance of branding 

as a tool for the company. This in turn, will display the level of efforts put into branding.  

  

 

Section 3 – branding activities (questions 6-8) 

  

Question six identifies the companies branding strategies, whereas question seven is asked to get 

a better understanding of what activities are implemented to ultimately effect the brand equity of 

the company. Question eight sheds light on the company’s view of the role and impact of the 

individuals within the company on the brand. Question 6-8 is connected to RQ 1. The common 

element these questions (6-8) display is the activities companies uses to build its brand equity. 

Consequently, these questions are connected to brand building activities in the theoretical 

framework.     
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Section 4 – brand design (questions 9-10) 

  

Noticeable question nine and ten is connected to brand design in the theoretical framework and 

is underlining if the company has any reasoning behind the design of the logo, name etc. 

Question nine is connected to both RQs, whereas question ten is connected to RQ 1. A 

summarize of the operationalization can be viewed in table 3. 

 

 

  

Question 

  

Theory 

 

Research 

question (RQ) 

1.          

2.        1. Briefly describe your 

role/responsibility in the company 

3.          

 

Background question 

  

  

2. a) How would you describe 

what the company does? 

  

 

b) Do you think there is an 

innovative aspect in your 

company? (e.g. products / 

services, manufacturing process, 

communication etc.). If so, please 

describe this aspect. 

 

 

 

 

 

Background question 

 

  

  

3. What are the core values and 

vision of the company? 

  

 

Background question 

  

  

4. What is the view/attitude of 

branding and its role in the 

company? 

  

  

  

Brand orientation 

  

  

  

RQ 2 
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5. Have the level of importance 

changed or evolved in regards to 

branding since the birth of the 

company? If so, in what way and 

what caused this change? 

  

  

  

Brand orientation 

  

  

RQ 2 

6. What branding strategies does 

the company use to build its 

brand? 

  

Branding activities 

  

RQ 1 

  

7. What actions do the company 

take to build; 

  

Brand identity: 

Brand awareness: 

Brand image: 

Brand positioning: 

  

  

  

  

Branding activities 

  

  

  

RQ 1 

 

8. a) Do the company consider 

branding as a factor in the 

recruiting process? If so, in what 

way? If not, why is that? 

  

  

b) Do the company utilize 

employees’ individual personality 

for branding purposes? If so, 

please describe in what way. If 

not, why is that? 

  

  

  

  

  

Brand activities 

  

  

  

  

RQ 1 

  

9. What was the idea behind the 

decision of the design of the logo 

and name of the company? 

  

  

  

Brand design 

  

  

RQ 1 & 2 
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10. Have the decision for the 

design (visual aspects) of the logo 

and name helped the company to 

build its brand? If so, please 

describe in what way. 

  

  

  

  

Brand design 

  

  

  

RQ 1 

 

Table 3. Operationalization. 

 

3.5 Analyzing method 

When the questionnaire was collected from the respondents a data reduction phase was 

implemented to reduce and organize the obtained data. The reduced data was then coded which 

refers to a process where the data is presented under conceptual categories. This can be done 

through two ways: either through conceptual categories that have been created beforehand or has 

emerged and developed through the coding process (Gratton & Jones, 2010; Denscombe, 2009).  

In this research, conceptual categories had been predetermined through the use of the theoretical 

framework, which have resulted in the categories displayed in the analysis section; brand 

orientation, branding activities and brand design. In addition, a modified grounded theory 

approach has been implemented with the use of an abductive method where the work procedure 

has interchanged back and forth between theory and empirical data, as a result of emerging data 

(Corbin & Strauss, 2008).     

3.6 Validity and reliability   

When reflecting on the choices that have been made in this research there are some elements 

which have ultimately impacted the validity and reliability of this research and should therefore 

be discussed. One of the crucial aspects of ensuring validity and reliability is to make sure that 

the resources from where the data is obtained – that is, the respondents – is a suitable match for 

the objective of the research (Denscombe, 2009). Because this research centers on startups 

branding practices, respondents needs to be knowledgeable about the company’s branding 
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practices. Consequently, this was underlined when the first contact was established with the 

firms to ensure the validity and reliability of the obtained data. This resulted in respondents 

comprised of Co-founders, CEOs, and Head of Marketing, to name a few. These positions within 

a company requires knowledge about how a company manage their brand. Consequently, these 

participants are viewed as a credible source of information and thereby appropriate respondents 

for this research.    

 

One of the shortcomings with the use of an online questionnaire through Google Forms is that 

one has no control over who is actually filling out the questionnaire. In addition, one does not 

have the same opportunity to ask follow-up questions or clarify any misunderstandings as one 

have when interviewing face-to-face (Gratton & Jones, 2010; Denscombe, 2009). However, the 

design of the questionnaire was considered sufficient to obtain relevant data in reflection to the 

research objective. Another shortcoming in terms of reliability is that this research relied upon 

one respondent’s opinion per company. A startup, as the name suggest, is in a early stage of 

development and thereby only has a few employees. Hence, there are usually only one person 

responsible for each business section (marketing, finance etc.). Thus, it serves no purpose to 

include other employees from the company, in terms of relevance for the objective of this 

research.   
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4. Empirical Findings 

 

In this section the empirical findings gathered from the questionnaire is presented. The results 

gathered from each respondent are separately displayed. The answers from each company are 

categorized in four sections as presented in operationalization section. Companies that gave 

their permission to display the name of the startup in this study are presented first whereas the 

four startups that chose not to display their name are presented in the end.  

 

4.1 Kiliaro  

Section 1 – background 

The questionnaire was answered by the head of marketing and communications of Kiliaro, a 

company that develops a cloud service that allows people to store their photos and videos. 

Independence, simplicity authenticity, transparency and playfulness are the core values of 

Kiliaro while their vision is “to be the best home of your life memories”. When it comes to 

innovation, they always try to question “the old way” and try new things in all areas. More 

specifically the developers are working in open source with new programing languages and 

techniques.  

  

Section 2 - Brand orientation 

Kiliaro believes that branding is at the core of every product or service in the marketplace and it 

needs to go hand in hand with product development. As the company pushes the service towards 

the end user, branding strategies have started to be executed. Resulting to the employment of a 

second individual for the marketing department to work consciously with branding.  

 

Section 3 - Branding activities  

Kiliaro uses growth hacking techniques and they apply the following model: customer insights 

and employee involvement - content and dialogue - loyalty and feedback. This has resulted to 

their brand identity that has formulated as snappy, witty, informal, intelligent and smooth. In 

order to increase the branding awareness they produce and publish content, form strategic 

alliances and use advertisment. Killiaro builds its brand image through a carefully selection of 
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images and colours, logotype, the feel and look of their design based on their branding manual. 

As for their positioning, they have drawn a position map and have worked on a strengths, 

weaknesses, opportunities and threats (SWOT) analysis which they follow.   

 

When they recruit new coworkers they search for individuals that agree with their core values 

and like the brand. However, they have barely started to utilize the founder’s and staff’s 

personality, but it is something they plan to do more in the future with interviews and social 

media takeover by their employees. 

 

Section 4 - Brand design 

The idea behind the design of the logo and name of Kiliaro was to exude a solid and reliable 

feeling while communicate that they are a cloud based company. Finally, in their opinion, 

building their company helped the decisions for the design aspects and not the other way around.  

 

4.2 Cenvigo 

Section 1 – background 

The questionnaire was answered by the marketing manager of the company who is responsible 

for marketing strategies, sales, customer relations and growth initiatives. Cenvigo designs digital 

health tools in order to give patience and elderly people a higher quality of life. The innovative 

aspect of the company is its process which is based on the connection of different aspects of 

knowledge around a specific need or question. When it comes to product development, the 

process is innovative as well, as it is critical to engage different actors in different stages of the 

development process. The vision of this company is to provide access to care for everyone and 

provide a chance to a healthy life. Their core value is to create technology that provides 

meaningful use. 
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Section 2 - Brand orientation 

Even though the resources of this startup are limited and the focus is more on sales, Cenvigo is 

interested in branding. They think that branding is important, especially in the healthcare sector 

where other companies do not have branding neither as a priority nor on the agenda. The attitude 

towards branding has changed from the moment of birth. The change was caused changing a 

product offering. The target audience changed from international to more Swedish, affecting 

brand identity as well.  

 

Section 3 - Branding activities 

Cenvigo’s branding strategies include the use of a graphic image while trying to create a brand 

different from other companies in the sector. To do so, they promote the change to new breed of 

innovative smaller companies that provide fast and flexible solutions, while the sector undergoes 

a digitalization. With their branding strategy, they reflect that change, from “old and dusty” to 

“new and fresh”. The creation of a clear vision that can be communicated effectively both 

internally and externally is the basis for the creation of their brand image. To increase their brand 

awareness they cooperate with known actors outlining that this strategy is a good idea for 

startups with small budget. The goal for their brand identity is to stand out as a young, innovative 

brand among the dinosaurs. The tech/analytic solutions are provided to non-tech audience. 

Therefore, it is crucial for the company to communicate credibility and ability to adapt to the 

situation and in the same time be at the forefront of development. For the brand positioning, they 

communicate their large network in tech, medical and academia and want customers to think of 

them if they need the latest technology in the field.  

 

The company did not have a recruitment process at the time of the interview, but when the time 

comes they will discuss about brand identity and make sure that potential employees will be fully 

aware of the company’s vision and how to communicate externally. Being young in an “old” 

sector creates a automatic branding effect, positive and negative. The negative aspect is that they 

can be perceived as inexperienced. In these occasions, they utilize their experienced network.  
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Section 4 - Brand design   

The name of the company is based on two words included in their vision. Cen is from centurum, 

100 years, and vigo is from vigor, health and life quality. The two words together form a vision 

of one hundred years of good health. The icon of the logo represents the flower of life, a number 

of circles united in the shape of a flower. This flower symbolizes the different areas the company 

is an actor in; eldercare, healthcare, technology, pharma and self-care. The design aspect of the 

logo has helped the brand building process. It is the core of the company, while it displays the 

entire vision in one work and one icon. It has helped focusing on the identity of the company and 

strengthen the efforts in their development.  

 

4.3 Apptimate 

Section 1- background 

The co-founder and CEO of Apptimate was the person who answered the questionnaire. The 

company has designed a platform as a service for secure communication, targeting developers of 

apps and Internet of Things (IoT). When it comes to innovative aspects of the company, it is the 

packaging and business model that is innovative by turning the hard, defined by scarce resources, 

costly and time consuming secure application build up to an easy, cheap and quick process.  

 

The core values of the company are innovation, free thinking and hard work. The vision of 

Apptimate is about making the world a more secure and safer place, by simplifying processes for 

developers.  

 

Section 2 - Brand orientation   

Branding has a strong place within the company, being the respondent’s professional 

background. Branding is about impressions and feelings but also explaining complex tech in a 

simple way. About the importance of branding and if it has changed with time, the respondent 

adds.  
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“No, since our offering is taking state of the art tech and package that in a simple 

offering. Branding / marketing / digital sales has always been on the top tasks of the 

agenda.” 

 

Section 3 - Branding activities 

The branding strategy of Apptimate is following an iterative approach. It is a continuous process 

in order to understand what their technology means to their customers and investors,  in business 

management and tech level. The co-founder explains that the company takes that understanding 

and formulates messages, meet customers on trade shows and test the pitches. Then they 

rephrase and polish the pitches. In general, they create one liner’s that explain what the company 

does which is supported by graphical profile and imagery. The brand identity comes from the 

people that work inside the company. They have identified that a brand identity has to be true 

and trustworthy and on the same time carry their message. What they do is to pack these 

elements to a two sentence line explaining that “you only have two sentences to build interest 

and sell.” Social media, community development, participation in discussions and curated news 

are the used tools to build brand awareness. For brand image, Apptimate uses graphical design to 

develop a style for how they present their thoughts and offerings. In order to position their brand, 

the co-founder explains that a competitor analysis was conducted and a research for the customer 

vulnerabilities was made.  

 

According to our respondent, the company do not consider branding as a factor in the 

recruitment process. They are so early in the process that they have to focus on sheer competence 

and ability to produce. However, the company utilizes the personality of the employees for 

branding purposes. They consider this as a process of building trust while they try to convey the 

person behind a solution or thought. Furthermore, individuals participate in hackathones and 

shows where people meet other people with the same burning desire for solving security tech 

challenges.  
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Section 4 - Brand design 

The idea behind the decision of the company’s logo was to create a light and accessible logo 

showing that hard technology can be simplified. For the name of the company they aimed for 

professionalism, innovation and playfulness. A name easy to associate with what the company 

does and who they are targeting. These design aspects did not help the company to build its 

brand in the eyes of the founder. Under the umbrella of new owners, the company will re-launch 

their brand. Our respondent explained that this is a necessary step and part of the iterative 

process. Following the findings of market research, the company will re-launch with more 

serious design aspects and will reduce the playfulness aspect from the brand.   

 

4.4 Daily Bits Of 

Section 1 - background 

Our respondent from Daily Bits Of is the CEO of the company. The startup specializes in bite 

sized learning. The products represent the innovation aspect which is the designing of artificial 

intelligence bots specifically for learning. The vision is to help people learn different things on a 

daily basis.  

 

Section 2 - Brand orientation 

The CEO describes branding as an important factor for the company’s growth, yet he admits that 

it is something that they have not spent a lot of time on due to other priorities. The respondent 

feels that branding becomes more important as the company tries to become a “go to” destination 

for their target audience.  

 

Section 3 - Branding activities 

The branding strategy of Daily Bits Of is based on communication. Our respondent explains: 

 

“Our Chairman of the Board runs a marketing firm and he has done a lot of workshops 

to find our voice. After that,  we take all of the information and transform it to our 

communication.” 
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The company does not take any action for their branding positioning or to build its brand image. 

But the communication retrieved from various workshops is used to build brand identity and 

brand awareness. They build their brand image through blogging where they convey their 

communication messages. To increase their brand awareness they rely on marketing activities 

such as participating in events and blogging. The respondent adds that they have also just started 

their social media presence for increasing brand awareness.   

 

In the recruitment process the company does not consider branding as a factor for potential 

employees. What is important for them is to utilize their personality for branding purposes, as 

they try to make the service and bots reflect their personalities. 

 

Section 4 - Brand design 

There is not a specific idea behind the design of the name and logo of the company. They used a 

trusted designer, explained what the company does and gave him the freedom to design what he 

felt that would be best. Furthermore, they cannot be sure if these aspects has helped the brand 

building process in any way. 

 

4.5 Mind Music Labs 

Section 1 - background 

The interview was the co-founder and CEO of Mind Music Labs. The company builds a 

connecting ecosystem for instruments. The product they design is the innovative aspect of the 

company, bringing the guitar and the musical instruments in general to the Internet of Things 

(IoT) area. The company’s vision is to combine the tradition with technology in instruments and 

bring them to the connected age. The company’s view is that the instruments of the world are 

still in its 60’s and they will revolutionize the industry like apple did with the phone industry.  
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Section 2 - Brand orientation 

Mind Music Labs has a positive attitude towards branding. They consider it more important than 

the product itself. The respondent explained that even if a company creates a wonderful product, 

without the right branding strategy it may fail. This attitude existed from the birth of the 

company. Consequently there is not  any difference of the importance of branding since it was 

viewed as important from the beginning. 

 

Section 3 - Branding activities 

The respondent explains that branding is about the big picture. The company focus on research to 

discover and understand the big picture. More specifically, they want to find their target group, 

who is the user and research the area. They utilize beta users feedback and continue research 

again. Additionally, one of their stakeholders has built a branding platform to start branding the 

company. The use of a video on a social media platform (Youtube) helped increase brand 

awareness, reaching two million views. Exposing the product prototype with the videos they 

build their image as a company that brings technology to musical instruments. The company 

does not want to position themselves yet, until the research is done. The respondent explains: 

 

“We do not want to position ourselves in rock n’ roll, jazz, soul or any other position. We 

do not wish to do that now before the research process is finished. We do not want to 

exclude potential users or focus on one group. We show that we have not designed a toy 

for example or an educational product, we identify ourselves in production of 

instruments, building something that musicians can express themselves with. We will 

keep things as they are now until we define who we want to be” 

 

In the startup phase, it is hard to focus on branding in recruiting process, according to the 

respondent. What the company does is to leave things as flat as possible, focus on people that get 

things done. After all, “the point is to make it work”. Similarly, utilizing personality of the 

owners / stakeholders is not a priority at the moment.  

 

 

 



 

 

 

34 

 

Section 4 - Brand design 

The name of the company is Modern Ancient Instruments Networked AB. The plan was to use 

the first letter of these words but that did not make sense so they decided to mix the letters from 

these words. This is how Mind Music Labs was created. The idea behind the logo was to 

symbolise the old and traditional connected with the technology. This is why the company uses 

the F hole symbol of violins in the middle to symbolise the traditional music instrument 

surrounded by two wifi logos from the left and right. The orange colour is connected to wood 

and vintage images.  

 

The creation of these two design aspects has helped the company to build its brand. The 

respondent explains that they could have done it a thousand different ways but the important 

thing in the startup phase is to put everything together. With a satisfying outcome, the CEO 

believes that the company is on the right way to be connected to these aspects, the same way 

Facebook is connected with the color blue or Spotify with green.  

  

4.6 Hansoft   

Section 1 - background  

Next in line is a company called Hansoft. Hansoft is a software development company that 

creates project management and team collaboration tools. The respondent from this company 

was the executive managing assistant to the CEO. The company view themselves as innovative 

because they continually develop and change organically - like a living organism, rather than a 

static machine. Especially, with their newest feature called Favro where they bring this organic 

way of working to different departments within companies, according to the respondent.  

  

The respondent continues to underline that the foundational value centers around simplicity. 

They want their service to be “easy to use and in the way you want it.” Hansoft’s vision is to be 

the tool for those organizations that empower their individuals to be more autonomously in their 

work. 
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“Today's enlightened leaders are moving away from traditional corporate 

structures and instead empower their teams to respond more autonomously to 

challenges. And we want to be the go-to company when that happens, because 

Favro is THE tool designed to enable this kind of organic organization.” 

  

Section 2 - Brand orientation  

When it comes to branding, the respondent is clear that branding is very important for the 

company because without a strong brand the product can fail. The company tries to build a brand 

that is culturally acceptable and people can remember.In addition, the respondent accentuates 

that the significance of branding for the company has evolved.  Mainly due to the power of social 

media. The belief is that due to an increase of photos posted for social media and recruitment for 

example, has changed and evolved how they view branding.  

  

Section 3 - Branding activities 

When it comes to Hansoft’s strategies for developing their brand they have outsourced most of 

the work, simultaneously being involved in the process. The company has used consultants to 

help develop and build the brand and Eqvarium to help find their Brand identity. For brand 

awareness, they hired a Growth Director with a main responsibility to make the brand known via 

social media, conferences, and magazines relevant to their target audience. Through these 

channels the company wants to convey their image; easy to use while dealing with complex 

problems.   

  

Hansoft also emphasize that the company is aware and continually works with the branding 

aspect when recruiting. For instance, they are clear on that they do not want a homogenous 

culture within the company, which reflects their recruiting of employees. 

The respondent also highlights that they utilize employees for branding purposes. For instance, 

the company is active with posting pictures of employees and the CEO on social media and on 

the website. Which is important so future employees can see who they will work with prior to 

interviewing, according to the respondent. Furthermore, the respondent underline how they view 

the role of employees in terms of branding.  
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“Studies show that 92% of people trust peer recommendations vs. traditional 

advertising. So it is important for us to make our employees understand that they 

are the brand ambassadors for the company” 

  

Section 4 - Brand design 

When discussing the thoughts behind the design of the logo and if it has had an impact on the 

branding process, the respondent explained that the name and meaning needed to be organic. 

Meaning that it worked in many languages around the world and did not represent something 

bad. Also something that people could remember and that the company would be able to get a 

(.com) website address, a task that is very difficult these days. But the belief is that a strong 

brand has been created with vibrant colors and easy to remember. Their newest brand "Favro" 

reminds people that this is something that is a favorite! So, association plays a big part in 

remembering a product, according to the respondent. 

  

4.7 Tipser 

Section 1 -  background 

Tipser is an e-commerce service for media owners. More specifically, it’s a platform which 

enables shoppers to find fashion attires and home accessories. Furthermore, allows bloggers and 

editors to publish products on their blogs through Tipser’s webshop. The respondent from Tipser 

was the Head of Sales at the company and had this to say about the innovativeness of the 

company. 

  

“Our platform offers a plug-in marketplace, complete with products, UX [user 

experience], checkout and payment solutions. We propose our service as a new 

revenue stream for publishers and media owners. Which is a specific group, but 

that, with our technology in the platform, is what makes us stand out.” 

  

Because Tipser is in the e-commerce arena they feel that trust and being innovative is the most 

important elements, which have led them to embrace these two key components as core values in 
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the company. The vision is to be able to provide this service for a long time ahead, and to do that 

the company needs to stay innovative so they can be in the forefront. As a result, their vision is 

to be timeless, according to the respondent.  

  

Section 2 - Brand orientation 

The respondent emphasize that branding is a big part in achieving this vision. The viewpoint of 

the company is that branding is central especially given what they want to achieve, but also 

because the product is embedded in the content and environment of media owners, adapting to 

the existing infrastructures of the media owners is key to achieve a consumer friendly and 

trustworthy experience. The corporate branding is mainly targeting business partners and 

potential business partners. 

  

At the moment Tipser emphasize the methods and tonality of the company’s branding has 

changed. They have gone from being B2C centered to being more focused on B2B. The reason 

for this according to the respondent is a result of where the company is at this stage. Because 

they find themselves in a position where they see that business partners and managing such 

relationships is what will develop their business to the next level, they put the most energy on 

targeting B2B with their branding. 

  

Section 3 - Branding activities 

When it comes to Tipser’s implemented activities to develop their brand the respondent 

highlighted a number of things. The company put a lot of energy on the user experience which 

they feel develops a trustworthy platform and affects the brand identity of the company. 

Furthermore, they are on a continuous basis present on various media outlets like magazines, 

twitter  and Instagram to increase brand awareness. In regards to the positioning of the brand 

they have made a conscious decision to work and establish partnerships that are aligned with the 

company to be able to position the brand in the right way. The building process of the company’s 

image has mainly been through two main components according to the respondent. Storytelling 

and networking. 
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Tipser also sees branding as important element when recruiting.  Because the company 

emphasize on having excellent customer service, co-workers are attracted to the company, which 

is a result of the behavior within the company, according to the respondent. Furthermore, the 

company utilize the company’s employees personality for branding purposes, however not in 

regards to B2C relationships, but only through B2B relationships and partnerships. 

  

Section 4 - Brand design 

When it comes to the idea and thought behind the visual aspect of the logo, the respondent said 

that the name of the company has evolved from the slogan "share your tip, get your share". 

Current logo resembles a plus and a "t", where the plus is used in image tags to drive "add-to-

cart" and the "t" is for Tipser. 

  

The respondent also underlines that they are unsure if the logo and design have helped the brand 

building process, but is more confident that it has been the other way around - logo and design 

have been more a result of the company’s brand building and corporate values.   

 

4.8 Handiscover 

Section 1 - background 

The respondent from Handiscover is the CEO and founder of the company. Handiscover is a 

marketplace for accommodation rental dedicated to people with physical disabilities. The 

innovative aspect is the classification system that enables the users to easily find 

accommodations adapted to their special needs. Their vision is to enable disabled people to 

discover the world.  

 

Section 2 - Brand orientation 

The respondent explains that branding is key to build trust, which is very important for their 

target group. The importance of branding has not changed in terms of priority but more in terms 

of being a bigger part of their agenda comparing to the time of launch.  
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Section 3 - Branding activities 

Handiscover uses a combination of online and offline activities for their branding strategy. 

Public relations and presence in events constitute their offline activities while social media 

marketing and search engine optimization (SEO) constitute their online activities. In order to 

build brand identity the company makes sure that they delivers the promises they make, be 

reliable, worthy, helpful and secure and then communicate it. In order to increase brand 

awareness the company use public relationship, partners, social media and SEO. The company 

use the same tone, look and feel on the website, advertisements, banners and generally in every 

communication channel to build brand image. In order to increase the company’s brand 

positioning, the CEO states that it is important to stick to their core, show dedication to their 

target audience 

 

In the recruiting process, branding is a factor the company considers. The CEO underline that 

they recruit candidates from their target group, because that reflects the brand. Only the 

personality of the entrepreneur is utilized by the company for now, mostly by communicating the 

story behind the start of the company but the respondent states that the company plans to 

highlight and use more of the employees personality so they will actively work as brand 

ambassadors. 

 

Section 4 - Brand design 

The idea behind the creation of the logo was to present the vision of the company, symbolizing 

freedom and being able to discover the world, hence an air balloon feel. The idea behind the 

design of the name was to incorporate both the vision and the target group of the company in a 

subtle way. And that the name was available as a .com address. As for the impact the designing 

aspects had in the brand building process, the CEO admits that it is too soon to tell, although the 

feedback the company receives from its customers suggest that they are well aligned with what 

the company does. 
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4.9 Company A  

Section 1 - background 

Company A is a smart-care health system that learns about a person through movement detection 

and behavior analysis. The respondent, the co-founder of the company, continues to describe the 

company as a self-learning, non-intrusive personal safety system for elderlies. Relatives to the 

elderly person can therefore be notified immediately through an app as soon as a problem is 

detected with that person’s health. 

  

When speaking on the innovative aspects of the company the respondent highlights that it brings 

a new kind of peace of mind to relatives. The artificial intelligence used and way of indoor 

positioning creates great opportunities for revolutionizing home care. 

  

The vision and core value of the company is to become a world leader in the personal home care 

area, and be reliable and safe. Simultaneously, building a company that brings value and helps 

other people. 

  

Section 2 - Brand orientation 

When the respondent discusses the view and the role of branding in the company it is discovered 

that it has a central role. The respondent explains that branding  is one of the fundamental aspects 

in the company, especially, since they are aiming for the consumer market. The respondent 

underlines that the company realized the importance of branding from the start mainly because 

two of the founders have a background in branding. 

  

Section 3 - Branding activities 

The respondent was then asked to delve deeper into the strategies and actions the company takes 

to build the brand. 
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“Well it’s simple, our branding strategy to build the brand is to work with the best 

people within this domain [branding]. So, we have a partner in San Francisco 

working with the industrial design and brand ID [identity]. So far we have tried 

to attend several events like exhibitions and competitions, send press-releases and 

participate in interviews (magazines and television) to increase brand awareness, 

but we are in early stage when it comes to awareness.”  

 

The image they are trying to create is to be viewed as secure and reliable. To achieve this 

image they cooperate with established companies. 

  

In regards to if the company considers branding as a factor when hiring, the respondent 

expressed that hiring the right people is always important for them as a company. At this 

moment the company is a fairly small organization although they make sure that the people who 

work and will start working for them in the future are aligned with what the company stands for. 

The same goes for partnerships as well.  

  

Although the company is making sure that the “right” people get recruited, the respondent 

emphasize that the company does not use the employees or the co-founders individual 

personality for branding purposes at this moment. 

  

Section 4 - Brand design 

The respondent was then asked to elaborate on the idea behind the decision for the design of the 

logo and if it has helped the company to build its brand. The respondent states that the 

company’s name is a combination of  the Artificial Intelligence and "flow"(modified). The logo 

has a wave through the word to symbolize the flow; The company was aiming for a modern logo 

with a playful touch. However, they still can not be sure if it has had an impact on branding 

activities, either positive or negative. 

 



 

 

 

42 

 

4.10 Company B 

Section 1 - background  

The person who answered our questionnaire is the Head of Marketing and Sales. Company B 

offers a solution for remote guidance. More specifically, it is a solution based on augmented 

reality making it possible to guide people all over the world to solve tasks without any travel 

needed. It is the closest solution to teleportation it can get. The entire focus is on industrial users, 

typically with field service organizations or aftermarket organizations. The respondent describes 

the innovation of the company: 

 

“We are offering a solution/product that is a paradigm shift for companies, and the way 

we offer service support. Also a possibility to optimize organization’s in a much more 

efficient way. We are also considered innovative since we have brought augmented 

reality and smart glasses to something really useful for the industry.” 

 

The vision of the company is to be the market leader in remote guidance, revolutionizing 

knowledge sharing by using augmented reality. Hightech and  high quality represent the 

company’s core values.  

 

Section 2 - Brand orientation 

The importance of branding is well known inside the company although they struggle to keep it 

on the top of the agenda. The respondent explains that it is hard to keep everything aligned in a 

small organization with limited resources but the importance of branding is growing rapidly. 

 

The level of importance of branding has changed inside the company and it becomes more 

important and it will continue to increase as they grow. They acknowledge that, both for their 

customers and employees it is of great importance. 

 

Section 3 - Branding activities 

For their branding strategies, Company B has developed a communication platform where the 

board members and management has been involved. This process is used in any branding and 
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marketing activity they use such as website updates and press releases. This platform is used for 

building brand identity as well. For increasing brand awareness they use social media advertising 

and website updates. The brand identity is built internally and company’s culture and individual 

personality are the important factors in the process. Brand positioning is crucial for the company 

against their competitors and they use their overall strategy in their effort to effectively position 

themselves.  

 

The company aims to be an attractive destination in order to find candidates with same core 

values that share their vision. However, they do not utilize employee’s or entrepreneur’s 

personality for branding purposes.  

 

Section 4 - Brand design 

The idea behind the logo of the company was to communicate that they provide mixed reality 

solutions, something the respondent admits that is very common for augmented reality 

companies. The idea behind the logo was to give the feeling of real-time communication.  

 

According to the respondent, these design aspects have not helped the brand building process but 

explains that it is important to be consistent in how the logo is presented. However, the company 

avoid getting tangled up in explaining the meaning of the logo. Instead, they say it stands for 

real-time communication.  

4.11 Company C 

Section 1 - background  

The respondent from this company is the Co-founder and COO of company C. The 

respondent describes the company as an online solution for donations and companies’ 

social responsibility. Company C helps companies that are socially responsible to connect 

them with grassroots organizations that work with social improvements on a national and 

international basis. Furthermore, company C offers transparency which enables 

companies to continually see what their engagement has resulted in, which in turn helps 

companies’ social responsibility image, according to the respondent. 
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When discussing the innovative elements of company C the respondent highlights the 

platform and its intention as it is the only online solution for connecting companies, 

NGOs (non-governmental organizations) and donors online.  

  

The respondent emphasize that they want to make a difference in the world, which have 

led them to instill ‘creating good’ as a core value in the company. The vision of the 

company is that creating good should be easy and simultaneously inspire others to do 

good as well. 

 

Section 2 - Brand orientation   

For company C the brand has always been an important part of the company and 

specifically it has been central that the brand communicates certain aspects. The 

respondent explains that it is very important for the company to have a brand that 

communicates trust and groundbreaking towards companies and consumers. 

  

This has always been the case according to the respondent. However, the respondent does 

feel that the importance of branding has increased with time. This has been a result of 

having customers of higher range, such as larger companies with more influence, with 

this comes higher standards and also more important branding. 

 

Section 3 - Branding activities   

Some of the key components for company C’s branding strategies, according to the 

respondent, are the look and the feel of the website. This involves having the design of 

the website and the wording that is used up to par. Another element that they put energy 

towards to build their brand is to communicate their values. 
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In regards to company C’s actions used to build the brand the respondent had this to say. 

  

“For our brand identity we work a lot with the design of the website and logo, content 

written on the website and sales pitches. It’s important that this is unified, so we can 

establish a strong identity. The sales pitches are also something we see as an effective 

tool for our brand awareness so we make sure that we are out in about and connecting 

with various organizations. Also we attend different conferences and are active on social 

media.”   

  

When it comes to company C’s brand image they put emphasis on the internal values of 

the company. They focus a lot on the company’s internal values, how they work, what 

they do and try to convey that.The respondent also highlight that they try to position the 

brand as a unique and groundbreaking company through their involvement in conferences 

and sales pitches. 

  

When the respondent was asked to share the company’s view of the brand in the 

recruiting process Company C stated the following.  

 

“It is important to communicate who we are and what we do to anyone, 

especially to people who might come aboard on the team, not only to 

attract future colleagues, but the right ones.” 

  

When discussing if the company uses individuals within the company for branding 

purposes, the respondent emphasized that the founders are the faces of the company so 

far at this early stage. They are what others see and hear, both in sales and pitching. The 

respondent highlighted that they have no choice at this point but to let people see who 

they are. 

 

Section 4 - Brand design  

The impact of the design and logo of the company’s branding efforts is unclear at this 

moment due to lack of data, according to the respondent. However, the thought and idea 
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behind the design of the logo has always been clear; the thought behind the logo is: 

trustworthy color blue, groundbreaking color pink. The name stands for: you should be 

true and add value to someone else. 

4.12 Company D     

Section 1 - background 

Company D is a startup company within the financial sector. Their business revolves 

around offering an alternative to mutual funds, by making it possible for private savers to 

invest in stocks in an easy, efficient and research based way. The respondent from the 

company was one of the co-founders that focus on the strategy for marketing and 

customer relationship. 

  

The company’s business model was the focal point when the respondent was asked if the 

company brought something innovative to the marketplace. The respondent highlights 

that their business model with low fixed costs is unique within this area. Also, their 

mathematical approach is new to their customer segment.   

  

The respondent states that the company is built on three key values, simultaneously 

having a clear vision of how they want the company to develop. The core values that they 

have is to be, transparent, honest and slim. The company wants customers to know what 

they do, when, and how they do things. The slim part referred to that they want easy to 

use tools for their customers. The vision is to be one of the biggest actors within the field 

of private investments.   

 

Section 2 - Brand orientation  

The company view branding as central part of the business and it has always been that 

way according to the respondent. It is very important for them and it is continuously 

applied in how they manage the company, and this has been the case from the start. 
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Section 3 - Branding activities  

When being asked what the company’s strategy is for building the brand the respondent 

had the following to say. 

  

“Our brand, as an honest, transparent and efficient actor, is continuously implied in how 

we work and communicate. We use it daily, whenever we pitch our business idea, and 

also in our long term strategy when choosing business partners, etc. We have worked a 

lot with PR/media (magazines) and social media to create brand awareness, image and 

positioning the brand.” 

  

The respondent continues to underline the actions for building a brand identity which are 

communication in PR/media and social media and building a team with the same vision 

and morality and ethics. They further use online education to ‘democratize stock 

investments’, which also results in building the brand in various aspects. 

  

Company D also considers branding in the recruitment process and take use of the 

individuals within the company for branding purposes. They are always looking for team 

members who look at the business in the same way as the company does and who has the 

same morality and ethics. In addition, the company uses co-founders as an important part 

of the marketing approach, which creates personality and credibility, according to the 

respondent.. 

 

Section 4 - Brand design  

When discuss the idea behind the design of the logo the respondent states that it is 

“simple and new, but also mathematical and logic”. Moreover, the respondent is unsure 

whether the design has had an impact on the building of the brand while stating that it has 

not been as important as other parts. 
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4.13 Table of keywords  

Part 1: questions 1-6 

Company Question 1 Question 2 Question 3 Question 4 Question 5 Question 6 

Kiliaro Head of 

marketing and 

communications 

Cloud service, 

innovative 

process 

Independence, 

simplicity 

authenticity, 

transparency, 

playfulness, to 

be the best home 

of life memories 

Important Change of 

importance, 

increase 

Growth hacking 

Cenvigo Marketing 

manager 
Digital health 

tools, innovative 

process and 

products 

Provide access 

to care for 

everyone, a 

chance to a 

healthy life, 

create 

technology that 

provide 

meaningful use 

Important Change of 

importance, 

increase 

Communication 

through graphic 

images. 

Apptimate Co-founder and 

CEO 
Secure 

communication 

platform, 

innovative 

process 

Innovation, free 

thinking, hard 

work, making 

the world a more 

secure and safer 

place by 

simplifying 

processes for 

developers 

Important Importance 

has not 

changed. 

Viewed it 

important 

from the 

start. 

Communication, 

pitch tests, trade 

show participation 

Daily Bits Of CEO Bit sized 

learning, 

innovative 

products 

Help people 

learn different 

things on a daily 

basis 

Important Change of 

importance, 

increase 

Communication 

Mind Music 

Labs 
Co-founder and 

CEO 
Builds a 

connecting 

ecosystem for 

instruments, 

innovative 

product 

Combine the 

tradition with 

technology in 

instruments and 

bring them to 

the connected 

age 

Highly 

important 
Importance 

has not 

changed. 

Viewed it 

important 

from the 

start. 

Research, 

branding platform 

Hansoft Executive 

managing 

assistant to the 

CEO 

Project 

management and 

communication 

tool creation, 

innovative 

Be the tool for 

those 

organizations 

that empower its 

individuals to be 

Highly 

important 
Change of 

importance, 

increase 

Outsource 
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product more 

autonomously in 

their work. 

Tipser Head of Sales Platform which 

enables shoppers 

to find fashion 

attires and home 

accessories, 

innovative 

product 

trust and 

innovation, be 

timeless 

Highly 

important 
Change of 

importance, 

increase 

User experience 

research 

Handiscover CEO and founder Marketplace for 

accommodation 

rental dedicated 

to people with 

physical 

disabilities, 

innovative 

product 

To enable 

disabled people 

to discover the 

world 

Important Importance 

has not 

changed. 

Viewed it 

important 

from the 

start. 

Public relations, 

event 

participation, 

social media 

marketing, search 

engine 

optimization 

Company A Co-founder Smart-care health 

system that learns 

about a person 

through 

movement 

detection and 

behavior 

analysis, 

innovative 

product 

Become a world 

leader in the 

personal home 

care area, be 

reliable and safe 

Highly 

important 
Importance 

has not 

changed. 

Viewed it 

important 

from the 

start. 

Outsource 

Company B Head of 

marketing and 

sales 

Solution for 

remote guidance, 

innovative 

products 

Be the market 

leader in remote 

guidance, 

revolutionizing 

knowledge 

sharing by using 

augmented 

reality, hightech 

and high quality 

Important Change of 

importance, 

increase 

Communication 

platform 

Company C Co-founder and 

COO 
Online solution 

for donations and 

companies’ 

social 

responsibility, 

innovative 

product 

Creating good, 

creating good 

should be easy 

and 

simultaneously 

inspire others to 

do good 

Important Importance 

has not 

changed. 

Viewed it 

important 

from the 

start. 

Value 

communication, 

website design 

Company D Co-founder offering an 

alternative to 

transparent, 

honest and slim, 

Important Importance 

has not 

Communication, 

partnerships 
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mutual funds, by 

making it 

possible for 

private savers to 

invest in stocks 

in an easy, 

efficient and 

research based 

way, innovative 

process 

be one of the 

biggest actors 

within the field 

of private 

investments 

changed. 

Viewed it 

important 

from the 

start. 

         

            

Part 2: questions 7-10 

 

Company Question 7 Question 8 Question 9 Question 10 

Kiliaro Content creation, strategic alliances, 

advertisment, position map,SWOT analysis 
Branding is a 

factor, use of 

personalities 

Plan for 

designing 

visual aspects 

Design aspects have 

not helped the brand 

building 

Cenvigo Creation of a clear vision, internal and 

external communication, networking 
Branding will be 

a factor, use of 

personalities 

Plan for 

designing 

visual aspects 

Design aspects have 

helped the brand 

building 

Apptimate social media, community development, 

participation in discussions, curated news, 

competitor analysis, graphical design 

Branding is not a 

factor, use of 

personalities 

Plan for 

designing 

visual aspects 

Design aspects have 

not helped the brand 

building 

Daily Bits Of Blogging, event participation, social media Branding is not a 

factor, use of 

personalities 

Unplanned 

designing of 

visual aspects 

Unsure 

Mind Music 

Labs 
Social media Branding is not a 

factor, do not 

use personalities 

Plan for 

designing 

visual aspects 

Design aspects have 

helped the brand 

building 

Hansoft Social media, magazines, conference 

participation 
Branding is a 

factor, use of 

personalities 

Plan for 

designing 

visual aspects 

Design aspects have 

helped the brand 

building 

Tipser Magazines, twitter, Instagram, partnerships Branding is a 

factor, use of 

personalities 

Plan for 

designing 

visual aspects 

Unsure 

Handiscover Communication, partnerships, social media, 

SEO, website, advertisements, banners 
Branding is a 

factor, use of 

personalities 

Plan for 

designing 

visual aspects 

Design aspects have 

helped the brand 

building 

Company A Partnership, event participation, press 

releases, interviews on television and 

Branding is not a 

factor, do not 

Plan for 

designing 

Unsure 
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magazines use personalities visual aspects 

Company B Social media, website updates, internal and 

extarnal communication 
Branding is a 

factor, do not 

use personalities 

Plan for 

designing 

visual aspects 

Design aspects have 

not helped the brand 

building 

Company C Sales pitches, internal values, conference 

participation 
Branding is a 

factor, use of 

personalities 

Plan for 

designing 

visual aspects 

Unsure 

Company D Public relations, magazines, social media Branding is a 

factor, use of 

personalities 

Plan for 

designing 

visual aspects 

Unsure 

 

Table 4. Table of keywords. 

 

 

From table 4, common patterns can be observed from the answers of the respondents. These 

common patterns have been gathered and presented in table 5 in the context of the three themes: 

brand design, brand orientation and branding activities. 

 

Brand design Brand orientation Branding activities 

There was a certain plan 

for the design of visual 

aspects but it is not 

clear if design aspects 

have helped the 

building of the brand  

The importance of branding 

is perceived by all 

companies, and the 

importance of branding has 

increased over time. 

 

Communication is the basis of startups 

branding strategy and key branding 

activities are social media, event 

participation and partnerships. 

Branding is a factor in the recruiting 

process and startups use individuals’ 

personality for branding purposes.   

 

Table 5. Table of commonalities. 

 

  



 

 

 

52 

 

5. Analysis 

  

In this section key elements gathered from the empirical findings are discussed and analyzed in 

relation to the theoretical framework used in this research. This passage is therefore outlined in 

three sections; Brand design, brand orientation and branding activities. 

   

5.1 Brand orientation  

When reviewing the role and importance branding had for the startups participating in this 

research it becomes apparent that most startups can be traced to two of the four clusters 

underlined by Bresciani & Eppler’s (2010) research. 

  

Multiple startups had the viewpoint that they were in a segment of the market where branding 

was crucial or that that the product would more than likely fail without having a strong branding 

approach. For instance, Tipser felt that because they are in the B2B segment of the market and 

targeting media owners it is essential for them to implement branding as a central part of the 

business. Another startup that felt branding is a crucial element because the segment of the 

market they were targeting was Handiscover. Handiscover is a marketplace for accommodation 

rental targeting people with physical disabilities. Hence, they felt that the key is to build trust, 

and the tool implemented to achieve that is branding. Company A describes branding as a 

fundamental aspect that has a central role in the company. Mind Music Labs and Hansoft was 

also two other startups that felt it is a necessity for them to have a strong branding strategy. The 

viewpoint for these two startups was that it does not matter how good or wonderful the product 

is. If the company does not have a strong branding strategy they set themselves up for failure.  

 

The above mentioned startups have one thing in common and that is the perspective that 

branding is a must for the company to achieve their goal.  In addition, all of these companies use 

both online and offline branding activities in order to make their branding strategy more 

effective. These characteristics are also aligned with what Bresciani and Eppler (2010) label as 
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damned to brand, which are startup companies that have no other option than to have a strong 

branding approach.  

 

The other group, which consisted of a majority of startups, felt that branding was not a life or 

death matter for the business as the damned to brand startups. However, they viewed branding as 

an important part of their business. Startups like Apptimate, Company B, C, D and Kiliaro can be 

linked to this standpoint. Though various degrees of importance were noticeable between some 

of the companies in this group, the shared aspect was that branding was viewed to bring value for 

their business.  Furthermore, these companies use exclusively innovative branding activities such 

as online activities or they use innovative activities combined with limited traditional activities to 

support their strategy. An example of this is company D, which uses traditional activities such as 

communication through magazines to complement their online presence on social media. Due to 

its characteristics this group can be linked to Bresciani and Eppler’s (2010) cluster labeled as 

tech marketers.       

   

One outlier was Cenvigo. A company that emphasized that because of the industry (healthcare) 

they are active in, branding is not seen as important and not prioritized. However, Cenvigo did 

not share this viewpoint that the healthcare industry seem to have in regards to branding. Instead, 

Cenvigo view branding as an essential part of their business, mainly for the reason that the 

companies in the healthcare sector do not utilize branding. These findings can be linked to the 

cluster far sighted, which is startups that performs in industries where branding is not necessary 

but choose to have a strong branding approach despite it and values the benefit of it (Bresciani & 

Eppler, 2010).     

  

Noticeably no startup was aligned with Bresciani & Eppler’s (2010) cluster the traditionalists, 

which referred to a group of startups that viewed branding as a tool that could not offer much 

benefit for the company. Though some startups in this research were in a very early stage of 

branding, all participants emphasized that branding plays an important part in their business. One 

explanation to this outcome could be the result of fiercer competition and development of startup 

businesses in the Swedish market, and combined with research underlining that branding can be 

used to differentiate and gain a competitive edge (e.g. Nørskov, Chrysochou & Milenkova, 2015; 
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Bresciani & Eppler, 2010; Abimbola, 2001). This outcome, that startups view branding as an 

important part of their business, is seemingly a logical one. 

 

5.2 Branding activities 

When reviewing the result of the companies branding activities one can easily note that these 

startups share similar approaches to an extent but simultaneously differ from one another in 

certain aspects. Furthermore, there are both offline and online branding activities that are 

implemented to create brand equity for startups. 

  

The use of social media, participating in events related to their business, and establishing certain 

partnerships was key elements of startups branding activities. Social media presence was 

seemingly something that was a significant part of the branding strategy for most startups. More 

specifically, social media was used as a tool for creating brand awareness. For instance, Mind 

Music Labs released a video through a social media platform (YouTube) and got instant 

recognition with over two million views. Though, this extreme outcome was not occurring for 

every respondent, the majority of startups in this study still put continuous efforts into branding 

their business through social media platforms like YouTube, Instagram and Twitter. 

 

Furthermore, trying to increase brand awareness through television was a scarce method and is 

also congruent with the study of Bresciani & Eppler (2010). Why startups find themselves 

putting more efforts into social media platforms like Instagram for instance, instead of television 

could arguably be a result of two main elements; scale of impact and cost-effectiveness. The 

television has served the market forces for a while but have never achieved what social media 

platforms is currently accomplishing, which is to touch and connect individuals – consumers - all 

around the world. And more importantly, at the customer’s terms. As a result of this function the 

attention of customers are more viable through social media platforms. The other aspect which is 

in favor of the use of social media is the cost. For any organization to advertise their brand and 

the value they bring as a business on television requires resources in the form of money. Which 
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is most of the time one of the resources that startups’ lack. Therefore, Instagram, twitter, 

YouTube etc. is a suitable approach especially for startups’ because it is a cost-effective tool. 

  

Other branding activities that were commonly used was participating in events and establishing 

partnerships. Event participation, as social media, was used as a tool for creating brand 

awareness. Participating in events created opportunities for startups to share their business 

function and its values, with other words, opportunity to increase brand awareness.  Establishing 

partnerships, was also seen as a tool for creating brand awareness but it also served as a helping 

hand to enrich and improve the image and the positioning of the brand. Also, seemingly a cost-

effective way to position the brand. 

  

After conducting this study there are some noteworthy matters in regards to startups branding 

activities. Some startups participating in this study have chosen not to deal with the matter of 

branding their business. Instead, these startups have outsourced this to other firms to handle their 

branding. Though none of the concerning respondents elaborated on why, one could argue that 

outsourcing could be a sign of not having the competence (i.e. lack of resources) within the 

organization. However, it could lead to more time managing other aspects of the business but 

simultaneously lead to risking a discrepancy between the actual brand and how the brand is 

perceived, because the outside firm may not fully capture the essence of the outsourcing startup’s 

brand.   

 

Another significant finding in this study is the use of online tools like Google Adwords and SEO. 

This was not something that was a frequently used tool. In fact, it was only one startup that 

explicitly underlined the use of SEO as tool for their branding activities. In contrast, these tools 

were used more by startups participating in the study of Bresciani & Eppler’s (2010) study. 

However, it could be a matter of where startups’ find themselves in their development. For 

example, startups’ that are in an earlier stage might be more inclined to use branding methods 

that are more economically friendly and where a return on investment can be more immediate. 

Such as participating in events, using social media etc. 
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In regards to if the respondents have the brand in mind when recruiting was seemingly the case 

for most respondents. It was important for most startups to ensure that individuals who start 

working in the company at this early stage are aligned with the company’s core values and the 

vision, which is in unison with the theory from Rode & Vallaster (2005) stating that employees 

that are hired from startups are more suitable to represent the organisation because they share the 

company’s vision. For instance, this was the case for Kiliaro. Another example is Hansoft that 

expressed that they do not want a homogenous culture within the company and therefore this 

reflects how the company recruits its employees. A different reason to why the company had the 

brand in mind when recruiting came from by company C, which underlined that “it is important 

to communicate who we are and what we do to anyone, especially to people who might come 

aboard on the team, not only to attract future colleagues, but the right ones.” 

  

There were a few startups that did not have the brand in mind when recruiting but that was either 

as a result of not having recruiting process by the time of the interview or that the focus was 

solely on the person’s sheer competence and the ability to produce. The latter was the case for 

Apptimate and Mind Music Labs. It is noteworthy that these companies do not view it as having 

the brand in mind, when in fact it could arguably be the case, precisely because there is a 

singular focus on competence and ability to produce as it affects how customers will perceive the 

individuals within the company and ultimately the brand. 

  

In terms of using employees and/or the entrepreneur’s individual personality for branding 

purpose the result showed a staggering number that implemented this branding activity. This was 

frequently executed to show elements that the company viewed would be valuable in the eyes of 

the consumer. For instance, Apptimate had employees participate in hackathons and other shows 

to meet people that shared a burning desire for solving security tech challenges. Another 

company highlighted that they actively post pictures of employees and the CEO for various 

social media platforms to spread awareness of the company and its employees.  

  

Consequently, it appears that most startups do not only acknowledge the impact individuals 

within an organization can have on a brand but also puts it into practice. This suggests that most 

startups view their coworkers as a vital part of the company’s brand (Juntunen, 2012; Rode & 



 

 

 

57 

 

Vallaster, 2005; Abimbola, 2001). Whereas, utilizing entrepreneur’s individual personality is not 

a rare phenomenon, which is contrary to Krake’s (2005) research.    

5.3 Brand design 

One of the companies that showed a significant difference from the rest of the respondents 

regarding brand design was Daily Bits Of. They did not have any special thought behind the 

logo. Though they mentioned that branding is an important part of the company’s growth, they 

highlighted that the branding aspect of the company was not in focus at the moment and the 

reason for this was that the company felt that the branding phase becomes more important when 

the company is a “go-to destination” for their targeted audience. 

 

One can view this from different perspectives. The design of the brand has shown to be a part of 

a process, a bigger picture, than a “simple” logo. Designing a brand is suggested not to take with 

ease, because the logo and the visual aspects are core elements that are embedded in a 

company’s communication strategy which consequently comes in contact and affects the 

consumer (Juntunen, 2012). This suggests that the design of the brand is a fundamental part to 

even have the opportunity to become a go-to destination. Furthermore, though Daily Bits Of 

states that branding is an important part of the company’s growth, it seems that not all aspects of 

the brand are considered. 

  

What can be established from the empirical findings is that the major part of the companies in 

this study has given more thought to the design of the logo. For example, Hansoft’s intention was 

to create a design that was memorable and that the name and meaning needed to be organic as 

well as comprehensible around the world. Whereas, Kiliaro’s idea for the logo was to exude a 

solid and reliable feeling in connection to what they do as a company.  

 

Though, a few of the companies did not feel or had no data at this point to prove that the design 

aspects of the logo and name have helped the brand building process, some companies had 

experienced its impact. For instance, Cenvigo highlighted that the design aspects of the logo and 

name are the core of the company because it displays their vision and the work they do in one 
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symbol, which in turn has helped them focus on the company’s identity. Handiscover, another 

startup company, highlighted that they had received feedback from customers which suggested 

that the design was aligned with the overall mission of the company. 

  

It becomes apparent that a significant part of the companies did not only have an idea behind the 

design but more importantly made sure it reflected the company in some manner. Either for 

internal purposes – to help individuals within the organization to stay focused on the objectives 

of the company and reminding them of the company’s values. Or for external purposes – 

communicate to customers who they are and what they are doing. Nevertheless, the design is a 

meaningful element for most startups, which is congruent with the study of Juntunen (2012).   

 

5.4 Summary of analysis  

The analysis of this research has shown similarities and differences in reflection to previous 

research. These findings are summarized in table 6. 

 

 

 

Section Theory  Author Findings Outcome 

Brand 
orientation 

Startups are categorized 
in four clusters with 
certain characteristics  

Bresciani & 
Eppler 
(2010) 

Startups are 
categorized in three 
clusters 

Findings 
comply with 
theory to an 
extent. 

Branding 

activities 

Advertising through 

television is a scarce 

method 

 

Bresciani & 

Eppler 

(2010) 

Advertising through 

television is a scarce 

method 

Findings 

comply with 

theory to an 

extent. 

Events  Events 

Sponsoring Partnerships 

SEO is a commonly used 

activity for startups 

Bresciani & 

Eppler 

SEO is a scarce method 

in startups.  

Findings 

differ from 
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Emphasis on website (2010) Emphasis on social 

media platforms 

theory 

Startups hire employees 

that share their core 

values and vision  

Rode & 

Vallaster 

(2005) 

Startups hire employees 

that share their core 

values and vision 

Findings 

comply with 

theory 

Employees are a vital 

part for startups 

Juntunen 

(2012) 

Employees are a vital 

part for startups 

Findings 

comply with 

theory 
Bresciani & 

Eppler 

(2010) 

Abimbola 

(2001) 

Use of entrepreneur’s 

personality for branding 

purposes is rare 

Krake 

(2005) 

Use of entrepreneur’s 

personality for branding 

purposes is common 

Findings 

differ from 

theory 

Brand 

design 

Brand design is a crucial 

and important element 

for startups and should 

reflect the company 

Juntunen 

(2012) 

Startups have a thought 

process behind the 

brand design that 

reflects the company  

Findings 

comply with 

theory 

  

Table 6. Findings from the analysis. 

5.5 Revised theoretical foundation 

This research is aligned and confirms findings of earlier research. However, new findings are 

present in this research. Therefore the theoretical framework should be revised (see figure 5). In 

regards to the first section – design – the findings of this research is aligned to a degree. Both 

theories and empirical findings show that the design aspects of a brand have an important role for 

startups due to its communication effect. More specifically, the empirical findings showed that 

the design of the logo and name of a startup can be divided into two groups – internal and 

external purpose. 
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Another discrepancy noticed was that previous research suggested it to be four roles branding 

had in startups. In this research only three of the roles were present. One of the evident 

differences in connection to startups branding activities was the use of social media and 

establishing certain partnerships for branding purposes. This was something that was not 

underlined in previous research, but had a significant role in this study. Moreover, sponsoring as 

a branding activity was not present. The revised theoretical framework can be viewed in figure 5. 
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Figure 5. Revised framework. Factors influencing brand building.  
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6. Conclusion 

 

In this chapter the conclusion of this research is included and the research questions are 

answered. Moreover, the theoretical and practical implications are discussed as well as 

reflections of the study and suggestions for further research.    

 

6.1 Answering the research questions 

The aim for the research was to explore the factors influencing brand building in startups. In 

addition, two research questions were of interest. First, what branding strategies are used by 

startups and secondly how do startups perceive the importance of branding. To answer these 

questions a qualitative research approach was implemented and resulted in twelve participants. 

The gathering of data from these respondents resulted in the following conclusion.  

 

Research question 1 – What branding strategies are used by startups? 

Brand design plays an important role in brand building process in startups where resources are 

scarce and the focus of the entrepreneur is to build and establish the newly formed organisation. 

This research showed that brand design is an important tool for startups communication. 

Entrepreneurs have a clear and solid idea behind the design of the logo for their companies. 

Visual aspects of a startup are a reflection of the startup itself either for internal or for external 

purposes. Internally, the visual aspects help employees to stay focused to the company’s goals 

and on the same time to keep them in line with the core values and vision. Externally, visual 

aspects help the company communicate who they are and what they do to their shareholders.  

 

Key activities that served as a big part of startups’ branding strategies was the use of social 

media, participating in events in connection to the company’s business and establishing 

partnerships. Social media was often used as a channel to show customers who the individuals 

within the company was and what they do as a business to facilitate brand awareness. Likewise, 

event participation was used as a brand awareness strategy. Companies’ viewed events as an 
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opportunity to share their business functions and its values. Establishing partnerships was not 

only viewed as an activity for creating brand awareness but also served as an important role to 

enrich and improve brand identity as well the positioning of the brand. 

  

Another part of startups branding strategy involves the use of employees and entrepreneurs’ 

individual personality for branding purposes. Most startups have the brand in mind when 

recruiting. This results in that most startups make sure that the candidates for a position within 

the company are aligned with company’s values and vision. Consequently, this enables startups 

to use its individuals (employees and entrepreneurs) within the company for branding purposes. 

Research question 2 - How do startups perceive the importance of branding? 

What can be concluded from this research is that branding is an important factor for startups. The 

more important they believe branding is, the more branding activities they use. Startup 

companies that believe that branding is equally important or even more important than the 

product itself and feel that the brand building process will determine the survival of the 

organization use both traditional and innovative activities. On the contrary, startup companies 

that acknowledge the importance of branding but do not believe it is the factor that will 

determine their survival rely on innovative branding activities rather than traditional activities. A 

result that is worth mentioning is that there are no startups that do not see value in branding and 

therefore do not use branding activities. 

 

6.2. Theoretical and practical implications  

 

Theoretical implications 

The undertaking of this study confirms earlier theories but has also contributed to new findings. 

The study differentiates from the theory in the brand orientation section, revealing that there is 

not a category of startups that do not see the value of branding and therefore do not take any 

branding actions. Furthermore, this study shows differences in relation to branding activities. 

Activities such as sponsoring was not evident in this study opposing the existing knowledge 

whereas the use of social media, event participation and forming partnerships were branding 
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activities that were neglected in the theory but had a strong presence in this study. Finally, it was 

revealed that brand design can serve two purposes, for internal and external reasons. 

 

When reviewing this research field – branding and startups – it becomes apparent that academics 

have given less focus to this area of research, despite its increasing relevance. Most of the 

research has been made on specific aspects of the brand building process, rather than trying to 

obtain a complete framework. Thus, this study has covered a gap in the literature, not only by 

providing a complete theoretical framework but by adding to the limited existing knowledge on 

the subject.  

 

Practical implications 

Startup companies are characterized by lack of time, knowledge, capital and human resources. 

Branding appears to be an important factor for the growth of a startup. Entrepreneurs should be 

aware of the importance of branding. This research has provided insights and a framework for 

entrepreneurs to build brand equity.  

 

The brand building process consists of various elements and to obtain a strong brand equity 

neither of the elements should be neglected. Hence, the proposed revised framework in this 

research holds practical meaning and can be used as a guideline for building the brand of a 

startup. It is highlighted in this study that the design of the visual aspects reflects the brand and 

discovered the role and use of social media, event participation and partnerships as branding 

activities. Furthermore, the importance of the individuals within the company as a branding 

activity was also discovered.  

6.3. Reflections on study and suggestion for further research 

 

One of the key findings in connection to startups brand building process is the noticeable use of 

social media. One contributing factor that the use of social media in this research field – startups 

and branding – has not been highlighted in previous research could be in connection to when the 

research was executed. Bresciani & Eppler´s (2010) research suggests that social media 

platforms had not reached its peak of impact because businesses tried to connect with customers 
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through their website. Six years later, 2016, this connection is created and established through 

social media platforms. In addition, visual aspects (design of the brand) and brand ambassadors, 

i.e. employees and entrepreneurs, become vital ingredients in a visual world which have been 

reinforced with social media platforms. Consequently, the timing of this research has seemingly 

been a factor in the outcome of this study.   

 

Though the use of a telephone or a face-to-face interview may have increased the depth of data 

gathered, the use of a questionnaire was viewed to be the most effective and suitable approach 

for this research due to participants circumstances in connection to time and convenience.   

 

Existing knowledge in the field of branding and startup companies is limited. Hence, the 

theoretical framework was based on fewer references than optimal. However, this underlines the 

importance of undertaking this research and provides an opportunity to produce new knowledge 

on a relevant topic.   

 

Practically every respondent in this study resides in a separate industry. This, combined with the 

sample size is not evidence enough to draw any conclusion upon similarities and differences 

between startups’ branding practices in terms of industry. Though this was not the aim, 

nonetheless, this could be an interested undertaking in the future due to the limited research on 

this topic at this moment in time. Furthermore, due to the method used in this research there is no 

foundation to generalize the findings.   
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Appendix I 

Questionnaire 

 Section 1 – Background questions 

  

1.      Briefly describe your role/responsibility in the company 

  

2.      A) Describe what the company does 

  

B) Do you think there is an innovative aspect in your company? (e.g. products / services, 

manufacturing process, communication etc.). If so, please describe this aspect. 

  

3.      What are the core values and vision of the company?   

 

 

 Section 2 - Orientation 

  

4.      What is your view/attitude of branding and its role in the company? 

 

  

5.      Have the level of importance changed or evolved in regards to branding since the birth of 

the company? If so, in what way and what caused this change? 

 

    Section 3 – brand building activities 

 

 6.  What branding strategies does the company use to build its brand?  

  

7.   What actions do you take to build the company’s… 
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Brand identity: 

  

Brand awareness: 

  

Brand image: 

  

Brand positioning: 

  

8.   A) Do you consider branding as a factor in the recruiting process? 

  

B) Do the company utilize employees’ individual personality for branding purposes?   

If so, please describe in what way 

 

Section 4 - Design 

  

9.      What was the idea behind the decision of the design of the logo and name of the company? 

  

10.  Have the decision for the design (visual aspects) of the logo and name helped the company 

to build its brand? If so, please describe in what way.  
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