

  
    
            
        
      
      
        
          
        

        
          
            
          
        
        
          
            
              
                
              
            

            
              
                
                  Äskettäin haettu
                

              

                
                  
                      
                      
                        
                      
                  

                
              
                Ei tuloksia
              

            

          

          
            
              

                
              
            

            
              
                Tags
              

              
                
                  
                      
                  
                
              

              
                

              

              
                Ei tuloksia
              

            

          

          
            
              
                
              
            

            
              
                Asiakirja
              

              
                
                  
                      
                  
                
              

              
                

              

              
                Ei tuloksia
              

            

          

        

      

    

    
      
        
          
        
      
              

                        
  
  

                
            
            
        
        Suomi
                        
          
            
            
              
                Koti
                
                  
                
              
              
                Koulut
                
                  
                
              
              
                Aiheet
                
                  
                
              
            

          

        


        
          Kirjautunut
        
        
        
        
        
          

  





  
    
      
      	
            
              
              
            
            Poista
          
	
            
              
              
            
          
	
            
              
                
              
              
            
          
	
          

        
	Ei tuloksia


      
        
          
        
      
    

  







  
      
  
    
    	
                                    
              Koti
            
            




	
                          
                
              
                        
              Sosiaalinen media
            
            


      
                  Availing social media in brand building and enhancing brand awareness in new businesses
      

      
        
          
            
              
                
              
            
            
            
              
                Jaa "Availing social media in brand building and enhancing brand awareness in new businesses"

                
                  
                    
                  
                  
                    
                  
                  
                    
                  
                  
                    
                  
                

                
                  

                  
                    COPY
                  
                

              

            

          

          
            
              

                
              
            
          

        

      

    

    
      
        
          
            
              
            
                          
                N/A
              
                      


          
            
              
            
                          
                N/A
              
                      

        

        
                      
              
                
              
                               Protected
                          

                    
            
              
            
            
              Lukuvuosi: 
                2022
              
            

          

        

        
          
            
            
                
                    
                
                Info
                
                

            
            

            

                        
  

                
        Lataa
          
              

          
            
              
                
                Protected

              

              
                
                
                  Academic year: 2022
                

              

            

            
              
                
                  
                
                
                
                  
                    Jaa "Availing social media in brand building and enhancing brand awareness in new businesses"

                    
                      
                        
                      
                      
                        
                      
                      
                        
                      
                      
                        
                      
                    

                    
                      

                      
                        
                      
                    

                    Copied!

                  

                

              

              
                
                  
                
              

            

            
              
                
                115
              

              
                
                0
              

              
                
                0
              

            

          

        

      

      
        
                              
            
            115
          

          
            
            0
          

          
            
            0
          

        

      

    

  



  
        
                    
  
    
    
      
        Ladataan....
        (näytä koko teksti nyt)
      

      
        
      

      
      

    

  




  
      

                    Näytä lisää (   sivua )
        
  


  
      

                    Lataa nyt ( 115 sivua )
      



      
            
  
    Kokoteksti

    
      (1)       Master’s Thesis 


Juulia Rajala 2019 



(2)LAPPEENRANTA-LAHTI UNIVERSITY OF TECHNOLOGY LUT 
 School of Business and Management 


Master in International Marketing Management (MIMM) 


Juulia Rajala 



AVAILING SOCIAL MEDIA IN BRAND BUILDING AND  ENHANCING BRAND AWARENESS IN NEW BUSINESSES 

 Master’s Thesis, 2019 

      
       


       


1st examiner: Professor Sanna-Katriina Asikainen 
2nd examiner: Assistant professor Joel Mero 



(3)ABSTRACT 


This  master’s  thesis  aims  to  deepen  understanding  of  brand  building  and  to  discover 
 possibilities of utilizing social media to branding purposes. The objective is to identify how 
 brand  building  process  is  constructed  in  new  businesses  and  how  social  media  can  be 
 availed  throughout  this  process.  The  research  adopts  qualitative  research  methodology 
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 businesses,  application  possibilities  of  social  media  are  presented.  This  is  followed  by 
 descripting  of  how  social  media  can  be  availed  in  different  phases  of  new  businesses’ 


brand  building  process.  From  the  qualitative  research  strategies  a  multi-case  study  is 
 selected  and  two  case  companies  are  sampled  purposefully.  In-depth  semi-structured 
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 availed throughout the brand building process after the brand has been created internally. 


Social media gains highly important role in enhancing brand awareness and making the 
 brand  visible.  Availing  social  media  by  sharing  appealing,  high  quality  branded  content, 
 encouraging  consumers  to  share  user-generated  content  and  showcasing  the  brand 
 visually to build brand image are found be beneficial means for new businesses.  
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(4)TIIVISTELMÄ 


Tällä Pro Gradu –tutkielmalla pyritään laajentamaan ymmärrystä brändin rakentamisesta 
 ja  sosiaalisen  median  tuomista  mahdollisuuksista  brändäämiseen.  Tavoitteena  on 
 selvittää  kuinka  brändejä  rakennetaan  uusissa  yrityksissä  ja  kuinka  sosiaalista  mediaa 
 voidaan  hyödyntää  brändin  rakennusprosessin  aikana.  Tutkimus  on  kvalitatiivinen  ja 
 omaksuu  abduktiivinen  lähestymistavan,  jotta  tietämystä  tutkittavista  aiheista  voidaan 
 lisätä.  Tutkimuksen  teoreettinen  viitekehys  rakentuu  aikaisemman  brändikirjallisuuden 
 pohjalta  keskittyen  startup-yritysten  ja  pienten  ja  keskisuurten  yritysten  erityispiirteisiin. 


Teoreettisen brändin rakennusprosessimallin luomisen jälkeen, huomio siirtyy sosiaalisen 
 median eri käyttötapoihin. Sosiaalisen median hyödyntämistä uuden yrityksen eri brändin 
 rakennusprosessin  vaiheissa  avataan.  Monitapaustutkimus  valitaan  laadullisista 
 tutkimusmenetelmistä  ja  kaksi  tapausyritystä  valikoidaan  tarkoituksenmukaisesti.  Näiden 
 uusien  yritysten  yrittäjiä  haastatellaan  perusteellisesti  puoli-strukturoidun  haastattelun 
 avulla ja sosiaalisen median käyttöä tarkkaillaan. Tulokset vihjaavat, että uusien yritysten 
 brändin rakentaminen on jatkuva oppimisprosessi, joka vaatii investointeja ja resursseja. 


Yrittäjän  rooli  on  myös  elintärkeä.  Muokattu  malli  uusien  yritysten  brändin 
 rakennusprosessista  esitetään  empiiristen  tulosten  tukemiseksi.  Sosiaalista  mediaa 
 voidaan  hyödyntää  läpi  brändin  rakennusprosessin  sen  jälkeen,  kun  brändi  on  luotu 
 yrityksen  sisäisesti.  Sosiaalisen  media  rooli  on  erityisen  tärkeä  bränditunnettuutta 
 parantaessa  ja  näkyvyyttä  luodessa  brändille.  Sosiaalisen  media  hyödyntäminen 
 jakamalla  vetoavaa,  laadukasta  brändisisältöä,  kannustamalla  kuluttajia  jakamaan 
 luomaansa  brändisisältöä  ja  esittelemällä  brändiä  visuaalisesti  brändi-imagon  luomiseksi 
 ovat hyödyllisiä keinoja uusien yritysten brändin rakentamisprosessissa.   
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1. INTRODUCTION 


Social media has given an opportunity for new businesses to build brand awareness and 
 gain  growth  without  spending  a  fortune  on  promoting  their  brand  (Basri  &  Siam  2017). 


Many new and successful brands, like beauty brand Glossier and online mattress startup 
 Casper,  have  taken  social  media  to  the  core  of  their  branding  strategy  from  inception 
 (Hodgson 2019). The aim of this master’s thesis is to identify brand building strategies that 
 have enabled new businesses to build their brand and to enhance brand awareness, and 
 to  discover  how  social  media  can  be  availed  during  the  brand  building  process  in  new 
 businesses.  



1.1 Background 


Social media has changed the way how brands are managed (Davis, Piven & Breazeale 
 2014;  Kohli,  Suri  &  Kapoor  2015).  When  traditionally  investing  heavily  on  building 
 dominant brands meant customer loyalty and sales, social media has drastically changed 
 the branding game (Kohli et al. 2015). We have come far from building a megabrand that 
 rules the market to more human and collective way of branding (Gensler, Völckner, Liu-
 Thompkins  &  Wiertz  2013).  Companies  do  not  have  the  power  to  feed  customers  with 
 wanted brand messages and stories as branding has moved on to social media (Gensler 
 et  al.  2013).  Even  the  smallest  mistakes  will  not  be  left  unnoticed  and  companies  and 
 brands have become more and more transparent (Kohli et al. 2015). These changes have 
 let to that the control of brands is slipping through brand managers’ fingers (Gensler et al. 


2013; Taiminen & Karjaluoto 2015).  


“Today, everything is about Social Media”, stated Kaplan and Haenlein (2010, 67) already 
in 2010 in their paper - a statement that has not changed in nearly a decade. Facebook, 
Snapchat,  Twitter,  Instagram  and  YouTube,  to  mention  few,  are  used  everywhere, 
anytime. We are connected all the time, all around the world. In their latest Global Digital 
Report,  We  are  Social  and  Hootsuite  announced  that  there  are  almost  3.5  billion  active 
social  media  users  around  the  world  (Kemp  2019).  The  biggest  social  media  platform 
Facebook  has  alone  1.52  billion  daily  users  and  2.32  billion  monthly  active  users 
(Facebook 2019a). Instagram has over 500 million users that use Instagram Stories daily 
and over a billion monthly actives (Instagram 2019a). YouTube is being visited by over 1.9 



(10)billion logged-in  users  each  month  and  people  watch  over  a  billion  hours  of  video  every 
 day  (YouTube  2019).  Twitter  has  126  million  daily  active  users  and  321  million  monthly 
 users, and Snapchat has 186 million daily active users (Snapchat 2019; Twitter 2019). In 
 addition,  over  a  billion  people  use  communication  application,  WhatsApp,  worldwide 
 (WhatsApp 2019). 


Even  though  social  media  was  created  for  people,  it  attracts  companies  and  brands 
 (Fournier  &  Avery  2011).  It  seems  evident  that  companies  want  to  be  where  their 
 customers are. Nisar and Whitehead (2016, 743) even state that “consumers now value 
 social  media  as  a  communication  medium  far  more  than  traditional  communication 
 methods”.  Building  brand  awareness,  interacting  with  the  customers  and  using  different 
 social media platforms to advertise company’s products becomes even more appealing if 
 traditional marketing media do not attract people anymore (Keller 2009). Companies are 
 looking for digital marketing specialists and universities are offering more and more digital 
 marketing courses to keep up with the changes happening in the business environment. 


The  change  has  been  easy  to  see  everywhere,  and  social  media’s  popularity  does  not 
 seem to be decreasing anytime soon – the number of social media users still increased by 
 9 % between January 2018 and January 2019 (Kemp 2019).  


However, even though social media has challenged brand managers, it has also offered 
 new  ways  to  connect  with  the  customers  (Simon  &  Tossan  2018).  Two-way 
 communication enables companies to collect valuable consumer insights rapidly from both 
 existing and potential consumers, and consumers to share their experience and influence 
 on  other  users’  brand  impression  (Davis  et  al.  2014;  Hudson,  Huang,  Roth  &  Madden 
 2016).  It  also  provides  more  intimate  way  of  communication  with  the  customers  and 
 decreases  misunderstandings  (Gao  &  Feng  2016).  Brands  are  also  able  to  present 
 updated  information  for  consumers  and  gain  exposure  through  their  social  media  page 
 (Gao & Feng 2016).   


Managing social media as a branding and marketing tool is needed to achieve companies’ 


strategic goals (Wang & Kim 2017). However, companies still seem to have a struggle to 
find branding model that works in social media (Holt 2016). As brands bring high value to 
the  firms  and  social  media  is  changing  how  brands  are  build  and  managed,  it  is  highly 
important  to  research  branding  in  the  social  media  age  (Gensler  et  al.  2013).  Seeking 
information and understanding the effects of this change can bring notable value to both 
companies and branding academics (Gensler et al. 2013).  
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1.2 Research questions 


Since social media marketing has changed the rules of branding and brand managers are 
 still  struggling  to  find  the  ways  that work  in  social  media  (Holt  2016),  further  research  is 
 needed. One way to find better ways to utilize social media is by paying attention to the 
 companies  that  have  been  using  social  media  marketing  in  brand  building  since  their 
 founding.  As  new  businesses  do  not  yet  have  internal  structures  and  processes  in  the 
 early  phases,  they  provide  a  unique  context  to  research  branding  (Rode  &  Vallaster 
 2005). Furthermore, small and medium-sized enterprises (SMEs) are highly important part 
 of Europe’s economy, representing 99 percent of all businesses (European Commission 
 2019).  Since  the  goal  of  this  research  is  to  find  how  new  businesses  are  using  social 
 media  effectively  to  grow  their  brand  and  gain  brand  awareness  the  main  research 
 question is: 


How to avail social media in brand building and increasing brand awareness as a 
 new business in the B2C sector? 


Supporting  research  questions  will  profound  the  learning  that  can  be  reached  with  this 
 thesis. To be able to find strategies that work when building a brand on social media, it is 
 important to research how the brand building process is usually constructed and how new 
 businesses are utilizing it. Therefore the first supporting research question is:   


1.  How brand building process is constructed, and how new businesses are 
 utilizing it?    


When  creating  a  brand,  one  of  the  most  important  goals  is  to  build  strong  brand 
 awareness since it sets the brand’s foundation to build other brand elements on (Barreda, 
 Bilgihan,  Nusair  &  Okumus  2015).  Therefore  it  is  necessary  to  look  deeper  into  brand 
 building process and find out about the role of brand awareness. The second supporting 
 research question is:  


2.  What is the role of brand awareness in the brand building process and how it 
 supports this process?   


As we have researched the brand building process and the role of brand awareness, we 
 will  be  taking  the  next  step  forward  and  looking  into  methods  of  increasing  brand 
 awareness. The third supporting research question therefore is:  


3.  What methods can be utilized to increase brand awareness? 



(12)With the help of these research questions, profound research is conducted to gain more 
 knowledge of brand building, social media marketing and the opportunities that it presents 
 to new businesses to build their brands through social media.  



1.3 Preliminary literature review 


Researchers have seen the change in the branding paradigm during the past decade, and 
 different  new  aspects  that  social  media  has  brought  to  branding  have  been  gaining 
 attention from academics. Focusing on previous research gives a clearer view on how the 
 subjects of brand building and social media marketing have been approached to able to 
 find the possible research gaps.  


In  their  research  Fournier  and  Avery  (2011)  were  questioning  whether  social  media  is 
 suitable for brands as it is created for people and brought up that branding’s main focus is 
 shifting  away  from  value-creating  brand  building  to  risk  management.  Kohli  et  al.  (2015) 
 took  a  closer  look  to  building  blocks  of  branding  and  social  media,  and  discussed  the 
 impacts of social media to brand management. They found that the future of branding lays 
 in creating niche brands to smaller groups to more saturated market with fewer dominant 
 brands and satisfying customers’ needs as the use of social media enables them to only 
 accept  what  they  expected  (Kohli  et  al.  2015).  Alalwan,  Rana,  Dwivedi  and  Algharabat 
 (2017)  reviewed  the  existing  literature  on  social  media  usage  for  branding  issues  and 
 stated  that  almost  all  of  the  articles  come  to  a  conclusion  that  social  media  marketing 
 activities have a pivotal role on branding identification and identity. 


Major  changes  that  social  media  has  made  in  branding  have  inspired  researchers  to 
 wonder  the  future  of  branding.  In  their  commentary,  Melewar  and  Nguyen  (2014)  give 
 their thoughts on needed research topics that will have an effect in the area of branding. 


They believe that social media will be the home for the brand innovation and bring up the 
 importance of researching knowledge acquisition from social media, social media strategic 
 capability and brand likeability (Melewar & Nguyen 2014). Wiedmann (2015) reviews the 
 ongoing discussion on branding and presents challenges for the future of both brands and 
 brand  management.  He  highlights  the  importance  of  both  academic  theory  on  branding 
 and branding in practice, and the need for their co-operation (Wiedmann 2015). 


Startup  companies,  small  businesses  and  their  usage  of  social  media  have  been  in  the 
focus  of  a  few  researchers.  Virtanen,  Björk  and  Sjötröm  (2017)  conducted  a  research 



(13)where  they  studied  startup  companies’  marketing  on  Instagram  by  posting  content  and 
 following and engaging with potential customers to grow awareness. Following people on 
 Instagram was founded to be an effective first-order marketing practice to obtain followers.  


They also recommended that marketing managers choose carefully which are the metrics 
 to monitor in social media marketing. (Virtanen et al. 2017) Basri and Siam (2017) focused 
 on unleashing the true potential of social media by proving the opportunities it presents in 
 startups. In conclusion they found that social media is able to provide startups and SMEs 
 a long-term growth and provided tips for startups how to use social media (Basri & Siam 
 2017). 


McCann  and  Barlow  (2015)  research  reasons  behind  the  usage  of  social  media  among 
 SMEs and give recommendations on measuring return on investment. They conclude that 
 successful  usage  of  social  media  demands  well-planned  social  media  investments  from 
 organizations. Listening what is said about the brand, formulating measurable goals and 
 corresponding metrics before selecting social media platforms is recommended. (McCann 


&  Barlow  2015)  Taiminen  and  Karjaluoto  (2015)  focus  on  the  usage  of  digital  marketing 
 channels  in  SMEs  and  study  factors  that  affect  the  adoption.  They  find  out  that  the  full 
 potential  of  digital  marketing  tools  is  not  utilized  and  SMEs  are  not  benefiting  from  the 
 opportunities these tools provide or are even aware of them (Taiminen & Karjaluoto 2015).   


Brand  building  in  startup  companies  and  SMEs  have  been  in  focus  in  a  few  studies. 


Abimbola (2001) investigates branding as a source of demand stimulation and competitive 
 advantage and presents guidelines for successful brand building in SMEs. Krake (2005) 
 presents models for the role of brand management and for brand development in SMEs 
 and offers guidelines for creating a strong SME brand. In his brand development model, 
 Krake puts an emphasis on the importance of the internal role of brand management. In 
 addition, Krake (2005) highlights that the personnel needs to be as passionate about the 
 brand  as  the  entrepreneur  and  recognizes  the  importance  of  the  entrepreneur  in  brand 
 management and brand development (Krake 2005).  


Centeno,  Hart  and  Dinnie  (2013)  investigate  brand  building  in  SMEs  and  develop  a 
conceptual model of brand building. They find that brand building is a sequential process 
that includes two stages and five phases which requires different learning outcomes and 
skills  from  SME  brand  managers  (Centeno  et  al.  2013).  Bresciani  and  Eppler  (2010) 
review startup companies’ current brand building practices, brand development strategies 
and  problems  regarding  branding.  They  imply  that  branding  strategies  of  startup 
companies  should  not  be  compared  to  the  ones  of  multinational  firms  and  suggest  a 



(14)framework  and  key  guidelines  for  new  venture  branding  (Bresciani  &  Eppler  2010). 


Ojasalo,  Nätti  and  Olkkonen  (2008)  agree  that  there  are  special  characteristics  when  it 
 comes  to  brand  building  in  software  SMEs  and  identify  five  unique  qualities  relating  to 
 goals  and  seen  benefits,  resources,  external  and  internal  cooperation,  means  and 
 communication,  and  product  brand  building  process  and  its  connection  to  product 
 development.  


Corporate  brand  building  in  startup  companies  and  small  businesses  has  been 
 researched by several academics. Rode and Vallaster (2005) evaluate startups’ corporate 
 brand  development  in  the  early  phases  of  the  company.  They  recognize  that  corporate 
 identity  and  corporate  culture  should  be  aligned,  corporate  identity  should  be 
 communicated to stakeholders and their employees, and employees with aligned values 
 with  the  corporate  culture  should  be  recruited  to  improve  corporate  behavior  (Rode  & 


Vallaster  2005).  Witt  and  Rode  (2005)  focus  on  factors  that  build  startups’  internal 
 corporate  identity  and  external  corporate  image  by  forming  a  multi-stage  formative 
 measurement model. They suggest that internal branding activities are just as important 
 as  communication  directed  to  external  audiences  and  introduce  a  structural  model  for 
 brand building (Witt & Rode 2005).  


Juntunen,  Saraniemi,  Halttu  and  Tähtinen  (2010)  focus  on  small  businesses’  corporate 
 brand building at different stages of business growth and create an empirically grounded 
 framework around the topic. They define six functions of corporate brand building and in 
 each  function  present  the  activities  performed  and  the  actors  involved.  One  of  their 
 conclusions is that the corporate brand building starts before the firm is established and 
 therefore  following  their  framework  provides  managers  a  guiding  principle  to  corporate 
 brand building. (Juntunen et al. 2010) 


Even  though  research  has  been  conducted  on  startups  and  SMEs,  their  branding  and 
their use of social media, more profound research on how social media can be availed to 
brand  building  in  new  businesses  is  needed.  Only  a  few  researches  have  been 
associating these two topics together as the focus has been either in brand building or in 
the use of social media. In addition, it is important to understand how new businesses are 
actually using social media in branding through empirical research to be able to connect 
the  academic  research  to  the  business  world  and  give  recommendations  on  how  social 
media can be harnessed to branding effectively.  
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1.4 Theoretical framework 


The theoretical framework, that this research is based on, is presented in the Figure 1. It 
 illustrates  the  brand  building  process  in  the  new  business  environment  when  both  the 
 company and the product are new and either the product brand or the corporate brand is 
 undeveloped.  Creating  a  brand  internally  consists  of  committing  to  the  brand  building 
 process,  defining  branding  strategy  and  creating  brand  identity,  that  is  the  heart  of  the 
 brand (Aaker 2010). When the brand has been created, it needs to be introduced to the 
 market and to gain awareness among consumers (Bacik, Fedorko, Nastisin & Gavurova 
 2018). Therefore enhancing brand awareness has been presented as the next step after 
 creating  the  brand  internally.  After  the  brand  has  been  increasing  its  brand  awareness, 
 brand  image  starts  to  build  in  the  minds  of  consumers  (Keller  2009;  Aaker  2010).  It  is 
 necessary that the brand owner makes sure that the perceived brand image is similar to 
 the  brand  identity  (Mindrut,  Manolica  &  Roman  2015).  If  these  are  not  aligned, 
 adjustments need to be made (Mindrut et al. 2015). Finally, if the brand is received well in 
 the  market  and  the  consumers  are  beginning  to  from  relationships  and  become  loyal, 
 strong  brand  equity  will  start  to  develop  (Aaker  2010).  Based  on  this  theoretical 
 framework,  the  role  of  social  media  and  social  media  marketing  in  the  brand  building 
 process will be analyzed. 


Figure 1. Theoretical framework of the thesis. 
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1.5 Definitions and delimitations 


The  most  important  concepts  of  this  research  have  been  defined  below.  These 
 descriptions  aid  the  reader  to  adopt  the  needed  definitions  to  interpret  and  analyze  this 
 thesis.  Many  concepts  can  be  defined  in  multiple  ways  and  therefore  it  is  important  to 
 clarify the definitions that will be used throughout the thesis. 


Brand: “A brand is a name, term, design, symbol or any other feature that identifies one 
 seller’s  good  or  service  as  distinct  from  those  of  other  sellers”  (American  Marketing 
 Association  2019).  The  purpose  of  a  brand  is  to  differentiate  a  product  or  service  from 
 other  products  and  services  that  are  created  to  satisfy  the  same  need  (Kotler  &  Keller 
 2012). 


Brand  awareness: Brand  awareness  represents  the  consumers’  ability  to  recognize  or 
 recall a brand (Keller 2001; Keller 2009). It is defined as “the strength of the brand node or 
 trace in memory as reflected by consumers’ ability to recall or recognize the brand under 
 different situations” (Keller 2009, 143). 


Brand  equity: “Brand  equity  relates  to  the  fact  that  different  outcomes  result  in  the 
 marketing  of  a  product  or  service  because  of  its  brand,  as  compared  to  if  that  same 
 product or service was not identified by that brand” (Keller 2009, 140). It is formed by four 
 dominant  assets:  brand  awareness,  brand  loyalty,  perceived  quality  and  brand 
 associations (Aaker 2010). 


Brand identity: Brand identity is defined as a group of brand associations describing what 
 the  brand  stands  for  (Aaker  2010).  Brand  identity  presents  the  brand  from  the  brand 
 owner’s viewpoint (Joachimsthaler & Aaker 1997). 


Brand image: Brand image is defined as “consumer perceptions of and preferences for a 
 brand,  as  reflected  by  the  various  types  of  brand  associations  held  in  consumers’ 


memory”  (Keller  2009,  143).  It  is  presenting  perceptions  that  customers  and  other 
 stakeholders have about the brand (Aaker 2010). 


Branding strategy: Decisions about brand elements to be utilized when building a brand. 


The brand elements can be completely new, borrowed from existing ones, or a mix of both 
new  and  existing  brand  elements.  A  firm  can  decide  to  build  an  individual  brand,  family 
brand, corporate brand, corporate umbrella brand or a sub-brand. (Kotler & Keller 2012) 



(17)Social media: Kaplan and Haenlein (2010, 61) have defined social media as “a group of 
 Internet-based applications that build on the ideological and technological foundations of 
 Web 2.0, and that allow the creation and exchange of User Generated Content”. 


Social  media  marketing: Yadav  and  Rahman  (2017,  1296)  have  defined  “Social  Media 
 Marketing  (SMM)  as  a  process  by  which  companies  create,  communicate,  and  deliver 
 online  marketing  offerings  via  social  media  platforms  to  build  and  maintain  stakeholder 
 relationships  that  enhance  stakeholders’  value  by  facilitating  interaction,  information 
 sharing,  offering  personalized  purchase  recommendations,  and  word  of  mouth  creation 
 among stakeholders about existing and trending products and services”. 


Several  delimitations  of  this  research  have  to  be  addressed.  Theoretically,  the  focus  of 
 this thesis is in the brand building process of new brands in startups and SMEs in order to 
 form the theoretical background for new business’ brand building. Therefore, even though 
 some of the aspects of branding and brand building have been assessed in more general 
 manner, the focus is on the startups and SMEs and their special features in the beginning 
 of  their  brand  building  process.  In  this  manner,  more  accurate  theory  for  brand  building 
 process in new businesses can be formed. The aim is not to build a brand building model 
 that  could  be  utilized  among  all  companies  of  all  sizes  but  rather  provide  a  theoretical 
 framework  of  brand  building  process  of  new  businesses.  Creation  of  the  brand  and 
 improving  brand  awareness  to  be  able  to  build  first  brand  images  in  the  minds  of 
 consumers has been highlighted. Thus, many aspects of further issues of brand building, 
 like  creating  stronger  brand  equity,  handling  brand  management  and  building  brand 
 reputation have been left aside. 


An  important  delimitation  is  that  the  focus  of  this  thesis  is  on  the  use  of  social  media  in 
brand building as a standalone marketing tool without connecting it as a part of integrated 
marketing  communications.  Social  media  and  social  media  marketing  have  been 
assessed and the possibilities that these tools have provided to brand building have been 
highlighted.  Therefore,  other  marketing  communication  channels  have  been  left  aside  in 
the  theoretical  part  of  the  thesis.  Brand  building  and  use  of  social  media  have  been 
researched from the viewpoint of a company and therefore the more profound standpoint 
of  the  consumers  about  has  been  left  aside.  This  means  that  the  brands’  use  of  social 
media and the feelings that it represents among consumers have not been assessed. In 
addition the analysis of the perceived brand image is based on the informants view and 
might not be exactly the same as described by the consumers.   
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1.6 Research methodology 


Since  more  profound  and  explanatory  understanding  of  brand  building  process  and  the 
 use of social media among new businesses are aimed to be gained, qualitative research 
 was  chosen  as  a  research  methodology  for  this  thesis.  With  qualitative  research  it  is 
 possible to develop understanding and expand knowledge (Andriopoulos & Slater 2013). 


It is relevant for addressing “how” questions instead of numeric “how many” questions, for 
 seeing  the  world  from  the  viewpoint  of  those  studied  and  for  analyzing  processes  (Pratt 
 2009).  Qualitative  research  has  been  found  appropriate  for  small  firm  research  since  it 
 allows  researcher  to  closer  to  participants  and  to  see  the  world  from  their  point  of  view 
 (Shaw  1990).  As  small  companies  are  novel  and  emergent  in  nature  and  have  unique 
 characteristics when it comes to human participants, qualitative research is the preferred 
 options among small firm researchers (Shaw 1990). 


For research process, abductive approach was selected. This approach accepts existing 
 theory  but  is  at  the  same  time  less  theory-driven  than  deductive  research  process. 


Therefore,  data-driven  theory  generation  is  possible  and  case  analysis  might  be  better 
 endorsed  theoretically.  (Järvensivu  &  Törnroos  2010)  Adbuctive  approach  enables 
 researcher  to  change  the  focus  from  theory  to  empirical  observations  and  back 
 continuously, which broadens the understanding of both aspects (Dubois & Gadde 2002). 


When  the  objective  is  to  discover  new  findings,  variables  or  relationships,  abductive 
 research process is beneficial (Dubois & Gadde 2002). As the abductive approach allows 
 to  gain  theoretical  insights  in  addition  to  possible  unexpected  empirical  findings,  original 
 frameworks can be modified favorably accordingly (Dubois & Gadde 2002). 


As the goal of this thesis is to gain a broad view on the aspects of brand building and use 
 of  social  media  in  the  process  among  new  businesses,  a  multi-case  study  research 
 strategy  was  selected.  Case  study  method  utilizes  real  world  data  to  reveal  rich 
 information  about  relationships  and  connections  of  different  factors  (Gummesson  2005). 


Two case companies were selected purposefully to get a better understanding of how the 
brand  building  process  and  social  media  appear  from  the  perspective  of  the 
entrepreneurs. Research interview was selected as a data collection method to collect rich 
data  and  learn  about  the  viewpoint  of  others  (Qu  &  Dumay  2011).  In-depth  semi-
structured interviews were arranged to collect empirical data in an interactive discussion 
that allowed interviewees to answer to the questions in their own words and interviewer to 



(19)ask follow-up questions. Data analysis included both within-case analysis and cross-case 
 comparison to be able to draw more accurate conclusions.  



1.7 Structure of the study 


First part of this research focused on introducing the previous research on brand building 
and social media marketing aiming to build the need for this additional research. This part 
also introduced the theoretical framework, definitions and delimitations and the research 
methodology  utilized.  Secondly,  moving  on  to  the  theoretical  part  of  the  study,  profound 
literature review is being conducted to set a theoretical base for this research that can be 
found in the chapter two. By examining the previous research on brand building and social 
media marketing, it is possible to extent the knowledge of these subjects and to attach the 
study  to  the  previous  research  without  duplicating  research  that  has  been  already 
conducted.  After  forming  the  theoretical  base  for  the  study,  more  detailed  description  of 
the  methodology,  case  description,  data  collection  and  data  analysis  methods  are 
presented in the chapter three. In addition, introduction of the selected case companies is 
offered. Chapter four  introduces the empirical findings of the thesis. Detailed analysis of 
data  collected  from  the  case  companies  will  be  presented.  Empirical  analysis  broadens 
the  current  academic  research  of  the  subject  and  introduces  valuable  insights  from  the 
business world. Finally, conclusions and discussion will sum up the most valuable results 
of the study and theoretical and managerial implications will be presented in the chapter 
five.  Furthermore,  limitations  of  this  study  and  suggestions  for  future  research  will  be 
introduced.  
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2. LITERATURE REVIEW


In  this  part  of  the  master’s  thesis  we  will  look  profoundly  into  the  previous  literature  on 
 branding,  brand  building  and  social  media  marketing  while  keeping  the  focus  on  the 
 special features and requirements of startup companies, SMEs and thus new companies. 


The  aim  is  to  build  a  strong  theoretical  base  for  this  research  that  enables  empirical 
 analysis  and  connects  this  research  to  previous  academic  literature.  In  order  to  gain 
 extensive  knowledge  of  how  brand  building  and  social  media  marketing  among  new 
 businesses, research of both startup companies and SMEs will be utilized.  



2.1 The role of branding 


Today,  a  product  or  a  service  or  even  a  business  is  nothing  without  a  brand  (Latiff  & 


Safiee  2015;  Mindrut  et  al.  2015).  Building  a  strong  brand  is  necessary  if  a  company 
 wants to be competitive and to distinguish itself from competitors (Joachimsthaler & Aaker 
 1997; Krake 2005). Brands are seen as one of the most valuable assets of the company, 
 which means that branding should be a priority of the management (Keller 2001; Ailawadi 


& Keller 2004; Gensler et al. 2013). Firms of all sizes are able to build their market-based 
 assets through branding which can lead to improved brand value, brand equity and, in the 
 end,  profitability  (Abimbola  2001).  Branding  represents  an  important  part  of  company’s 
 marketing  strategy  and  enables  both  internal  and  external  communication  about 
 company’s  values,  mission  and  vision  (Barreda,  Bilgihan,  Nusair  &  Okumus  2016). 


Therefore,  successful  branding  requires  linking  the  firm’s  internal  and  external 
 environment favorably and effectively (Abimbola 2001). 


A brand can be described by following American Marketing Association’s (2019) definition 
that  “a  brand  is  a  name,  term,  design,  symbol  or  any  other  feature  that  identifies  one 
seller’s good or service as distinct from those of other sellers”. The purpose of a brand is 
to differentiate a product or a service from other products and services that are created to 
satisfy the same need (Kotler & Keller 2012). A brand can therefore highlight functional, 
rational  or  tangible  product  performance  related  differences,  and  symbolic,  emotional  or 
intangible  aspects  that  represent  what  the  brand  stands  for  (Kotler  &  Keller  2012).  It  is 
compounded of various elements, such as logo and name, but at the same time is a part 
of larger networks (Rokka & Canniford 2016). Brand name presents a highly visible, long 



(21)lasting element to the consumer and therefore needs to mirror the experience of the brand 
 (Latiff & Safiee 2015). This single word or phrase is required to be transferable worldwide 
 and selected carefully (Latiff & Safiee 2015). A brand can be also seen as the essence of 
 the  product  that  indicates  its  meaning  and  direction  and  defines  its  identity  in  time  and 
 space (Mindrut et al. 2015). It is important to remember that eventually a brand lives in the 
 minds of consumers (Kotler & Keller 2012). 


A strong brand brings notable advantages to both company and customers, for example 
 by  providing  an  opportunity  to  sell  with  premium  prices  for  the  company  and  by  giving 
 confidence  in  their  choices  to  the  customers  (Ojasalo  et  al.  2008).  Increased  marketing 
 effectiveness is one of the most important benefits of a strong brand (Ojasalo et al. 2008; 


Keller  2009).  It  also  gives  the  firm  a  competitive  intangible  asset,  as  a  brand  might  be 
 impossible  to  copy  by  competitors  (Abimbola  2001).  Other  important  advantages  that  a 
 strong brand with great equity can present to the firm are for example increased customer 
 loyalty,  protection  to  be  influenced  by  competitive  marketing  actions  or  possible  crises, 
 decreased  negative  impact  of  price  adjustments’  on  customer  responses  and  greater 
 opportunities  to  license  or  create  brand  extensions  (Keller  2001).  In  addition,  building  a 
 brand facilitates upcoming new product launches and improves the possibility to succeed 
 when the brand already has a presence in the market (Abimbola 2001).   


The  brand  landscape  has  evolved  due  to  many  changes,  which  has  led  to  that  brand 
 managers  are  not  controlling  their  brands  alone.  Traditionally,  information-processing 
 theories  of  consumer  behavior  were  the  base  for  brand  management  and  brands  were 
 believed to be assets that firms can control and build in consumers’ minds with marketing 
 activities. (Gensler et al. 2013) Recently brand management has become a complex, co-
 creational process that involves not only the brand managers but also other stakeholders 
 (Ramaswamy  &  Ozcan  2016).  This  means  that  brand  management  is  managing  the 
 quality  of  joint  creation  processes  and  creating  favorable  ecosystem  for  co-creation 
 (Ramaswamy & Ozcan 2016). In addition, it includes analyzing how a brand is understood 
 in the market and planning where it should be (Moro & Rita 2018).  


Before  the  change  in  the  paradigm,  companies  relayed  on  traditional  branding  that 
required heavy investments to build megabrands. However as new brands are easier to 
introduce  with  fraction  of  the  big  brands’  marketing  budget,  market  is  getting  saturated, 
brands  stay  dominant  for  a  shorter  time  and  creating  megabrands  is  becoming 
increasingly  difficult.  There  is  an  increasing  need  for  branding  to  be  transparent  and,  to 
lesser extent, depended on physical attributes. (Kohli et al. 2015) Managing a brand also 



(22)includes  risk  management  that  has  become  more  important  as  brands  need  to  be  more 
 transparent  in  the  world  of  hyper-criticism  and  social  empowerment  (Fournier  &  Avery 
 2011).  



2.2 Introduction to brand building  


Building a brand is challenging (Aaker 2010). It is not an overnight task but rather a long-
 term  process  that  brings  significant  value  to  the  firm  (Bacik  et  al.  2018).  Brand  building 
 requires notable amount of effort and financial investments since brand assets need to be 
 adapted  and  maintained  over  time  (Aaker  2004).  When  a  company  agrees  to  start  the 
 branding building process, it can decide whether to brand the product or the service as its 
 own  brand,  as  a  sub-brand,  or  as  a  part  of  a  family  brand  (Kotler  &  Keller  2012).  If  the 
 products or services are distinctively different, creating own brand names is considered as 
 a better strategy (Kotler & Keller 2012). By choosing this strategy, company’s reputation is 
 in  lesser  extent  affected  by  the  negative  reactions  if  the  product  or  service  is  not 
 considered as good quality (Aaker 2004; Kotler & Keller 2012). Alternatively, the company 
 can brand itself to present the corporate organization and its offerings (Aaker 2004). Even 
 though  building  a  corporate  brand  presents  its  own  risks,  it  provides  a  way  to  not  only 
 increase awareness of the organization but also of the products it represents (Aaker 2004; 


Witt & Rode 2005).  


Researchers have introduced different intakes on brand building process over the years. 


For example, de Chernatony (2002) proposes that brand building is a sequential, mostly 
 internal  process,  that  contains  eight  building  blocks  starting  from  brand  vision  to 
 organizational  culture,  brand  objectives,  audit  brandsphere,  brand  essence,  internal 
 implementation,  brand  resourcing  and  brand  evaluation.  Brand  vision,  that  includes  the 
 envisioned future, the brand purpose and brand values, starts this brand building process 
 that  will  be  assessed  and  enhanced  continuously  (de  Chernatony  2002).  The  brand 
 values and purpose have been seen as a starting point for brand building as dimensions 
 of brand identity that has been highlighted by several researchers as the first and one of 
 the  most  important  step  in  the  brand  building  process  (Joachimsthaler  &  Aaker  1997; 


Keller 2001; Keller 2009; Aaker 2010; Kotler & Keller 2012). Ghodeswar (2008) proposes 
an  alternative  view  on  the  brand  building  process  by  introducing  a  four-step  model  for 
brand  building  called  PCDL  Model  that  is  presented  in  the  Figure  2.  It  begins  with 
positioning the brand that helps to sharpen the focus of the brand identity. The next step is 



(23)communicating  the  brand  message,  which  increases  brand  awareness  and  builds  brand 
 image (Ghodeswar 2008). Thirdly, the brand performance will be delivered by tracking the 
 performance, interventions and their effect on brand equity, and finally the gained brand 
 equity will be leveraged (Ghodeswar 2008). 


Figure 2. PCDL Model (Ghodeswar 2008) 


Even though, different brand building processes have been presented that are highlighting 
 different aspects like internal processes (de Chernatory 2002), brand position (Ghodeswar 
 2008)  or  brand  equity  creation  (Keller  2001;  Keller  2009;  Kotler  &  Keller  2012), 
 researchers seem to be in unison about the importance of brand identity in brand building. 


Furthermore,  according  to  Urde,  Baumgarth  and  Merrilees  (2013),  a  company  is  able  to 
choose  its  strategic  orientation  concerning  brands  and  the  role  of  brand  identity.  Market 
orientated firm takes an outside-in approach that is primarily focused on brand image and 
customer satisfaction. The customer and its wants and needs are essential to the brand, 
which  is  particularly  suited  for  firms  requiring  a  customer  focus.  On  the  contrary,  brand 
orientated  firm  takes  an  inside-out  approach  that  sees  brand  identity,  consisting  of 
mission,  vision  and  values,  as  a  fundamental  concept.  Brand  identity  is  identified  to  be 
central to the organizational culture, behavior and strategy and the organization is playing 
an important part in the brand building process. The focus is on the customer satisfaction 
but without compromising the core brand identity. Two hybrid approaches relating to either 
market  or  brand  orientation  combine  aspects  from  both  orientations.  Market  and  brand 
orientation  prioritizes  the  market  and  customer  but  also  sees  the  importance  of  brand 
identity  that  has  an  effect  on  organization’s  culture,  behavior  and  strategy.  Brand  and 
market orientation focuses on the brand and its core values but also perceives the value 
of brand image and external factors affecting the brand. (Urde et al. 2013) 
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Brand identity presents the brand from the brand owner’s viewpoint and is often seen as 
 the starting point of brand building (Joachimsthaler & Aaker 1997). According to Mindrut et 
 al.  (2015)  brand  identity  is  simply  describing  how  a  company  is  being  identified.  Brand 
 identity is giving “direction, purpose and meaning for the brand” (Aaker 2010, 68). It can 
 be  defined  as  “a  unique  set  of  brand  associations  that  the  brand  strategist  aspires  to 
 create or maintain”, and that “these associations represent what the brand stands for and 
 imply a promise to customers from the organization members” (Aaker 2010, 68). Features 
 like vision, positioning and other meaning beliefs are forming the consistency of the brand 
 identity (Mindrut et al. 2015). Furthermore, all of the components that are faced by public 
 are significant for developing brand identity and therefore creating brand image (Mindrut 
 et al. 2015). Current brand identity can be altered to achieve the desired brand image by 
 changing  one  or  more  of  its  components  like  logo,  products  and  other  components 
 (Mindrut et al. 2015).  


Having  a  strong  brand  identity  gives  competitive  advantage  (Mindrut  et  al.  2015).  Brand 
 identity  holds  a  major  role  in  brand’s  strategic  vision  and  drives  brand  associations  that 
 are  highly  important  to  the  brand  (Aaker  2010).  Understanding  how  to  build  a  brand 
 identity, how to describe what the brand stands for, and how to communicate developed 
 identity effectively are essential in building a strong brand (Aaker 2010). It is important that 
 company’s  brand  identity  is  clear  with  depth  and  texture  in  order  that  conflicting  or 
 confusing  messages  can  be  avoided  (Joachimsthaler  &  Aaker  1997).  A  brand  identity 
 should  be  understood  throughout  the  organization  and  linked  to  the  company’s  vision, 
 organizational culture and values (Joachimsthaler & Aaker 1997). 


Brand identity can be divided into four perspectives presented by Aaker (2010) to assure 
the  texture  and  depth  of  the  brand  identity.  Brand  as  a  product  includes  the  product-
related  associations,  attributes  and  quality.  A  particularly  important  element  of  this 
perspective  is  brand  trust  that  has  an  impact  on  the  arising  associations.  Brand  as 
organization  consists  of  the  organizational  attributes  that  are  created  by  the  people  and 
that are arising from the values and culture of the company. Brand as person refers to the 
human version of the brand, brand personality. Finally, brand as a symbol contains visual 
aspects  of  the  brand,  metaphors  and  heritage.  Even  though  all  of  these  identity 
perspectives are suggested to be considered, not all of them are necessary or useful for 
every brand. (Aaker 2010)   



(25)Aaker (2010) and Latiff and Satifee (2015) break down the structure of brand identity to a 
 core  and  extended  identity  of  the  brand.  In  the  first  element  of  brand  identity,  the  core, 
 brands  are  illustrated  by  brand  descripting  dimensions  and  associations.  It  is  important 
 that at least one of the elements differentiates the brand from others, makes it unique and 
 valuable, and resonates with the customers. (Aaker 2010; Latiff & Satifee 2015) The core 
 presents  the  essence  of  the  brand  that  is  remaining  consistent  when  the  brand  evolves 
 (Aaker 2010). The core identity of a successful brand is clearly understood by customers 
 (Latiff & Satifee 2015). The second part, extended identity of the brand, gives perspective 
 when  formulating  strategy  as  core  elements  are  brief  descriptions  and  therefore  cannot 
 represent  a  brand  alone  (Latiff  &  Safiee  2015).  It  includes  brand  identity  elements,  for 
 example  a  logo  and  brand  personality,  which  entail  complex  and  rich  information  about 
 the entity and give texture and completeness (Aaker 2010; Latiff & Safiee 2015; Mindrut et 
 al. 2015).  


Brand identification and brand identity have an important role while building brand loyalty 
 (Hongwei,  Li  &  Harris  2012).  Furthermore,  brand  attractiveness  has  an  impact  on  brand 
 loyalty since it enhances positive behavior towards the brand and makes consumers more 
 resilience  to  negative  information  (Elbedweihy,  Jayawardhena,  Elsharnouby  & 


Elsharnouby 2016). Having an original and strong identity is beneficial to a brand and has 
 a positive impact on brand trust (Hongwei et al. 2012). Strong identity communicates that 
 the brand is more capable, trustworthy and able to fulfill especially consumers’ symbolic 
 needs (Hongwei et al. 2012). Brand trust is thus highly important when selecting a brand 
 (Veloutsou & Moutinho 2009). Therefore, convincing consumers to trust in the brand can 
 be seen as an important marketing objective (Habibi, Laroche & Richard 2014).  


2.2.2 Brand awareness  


Creating  brand  salience  with  customers  allows  firms  to  achieve  the  right  brand  identity 
 (Keller 2001). Therefore, one of the most important goals for a marketer is to build strong 
 brand  awareness  since  it  sets  the  brand’s  foundation  to  build  other  brand  elements  on 
 (Barreda  et  al.  2015).  Brand  salience  is  presenting  aspects  of  brand  awareness  that 
 represents the consumers’ ability to recognize or recall a brand (Keller 2001; Keller 2009). 


Brand awareness can be defined as “the strength of the brand node or trace in memory as 
 reflected by consumers’ ability to recall or recognize the brand under different situations” 


(Keller  2009,  143).  Plainly,  it  “refers  to  the  strength  of  a  brand’s  presence  in  the 



(26)consumer’s  mind”  (Aaker  2010,  10).  All  in  all,  by  building  brand  awareness  firms  aim  to 
 assure that customers connect their products or services with their brand, recognize the 
 product or service group where the brand operates and realize which customer needs the 
 brand intents to fulfill (Keller 2001). 


The  first  key  dimension  of  brand  awareness,  depth,  indicates  the  ability  to  recall  and  to 
 recognize  a  brand  (Keller  2001).  The  second  dimension,  breath  of  brand  awareness 


“refers  to  the  range  of  purchase  and  consumption  situations  where  the  brand  comes  to 
 mind”  (Keller  2001,  16).  Different  levels  of  brand  awareness  can  be  classified  (Aaker 
 1996). Brand recognition shows if a consumer has heard about a specific brand, whereas 
 brand recall challenges a consumer to call up a brand when a particular product or service 
 has been mentioned (Aaker 1996; Aaker 2010). Top-of-mind refers to whether the brand 
 has  been  mentioned  first  in  the  brand  recall  task,  and  brand  dominance  occurs  if  the 
 brand has been the only one recalled (Aaker 1996; Aaker 2010). Brand knowledge exists 
 if  a  consumer  is  able  to  identify  what  the  brand  stands  for,  and  brand  opinion  has  been 
 developed if a consumer has a point of view on the brand (Aaker 1996).  


Brand recognition tells simply whether a consumer is able to remember the brand due to 
 past exposure (Aaker 2010). Enhancing brand recognition can be done with anything that 
 leads a consumer to pay attention to a brand (Keller 2009). However, brand recognition 
 cannot  be  achieved  without  a  conscious  effort  (Krake  2005).  Positive  feelings  toward  a 
 brand  can  be  arising  just  by  recognizing  it,  as  familiar  brands  are  naturally  preferred 
 (Joachimsthaler  &  Aaker  1997;  Aaker  2010).  Improving  brand  recall  requires  building 
 stronger brand links to the product group or to consumer needs since a consumer has to 
 be  able  to  think  of  the  brand  when  its  product  class  is  mentioned  (Keller  2009;  Aaker 
 2010). One way to improve both brand recall and recognition, and thus brand awareness, 
 is to utilize brand stories (Singh & Sonnenburg 2012). Storytelling can be used to bring a 
 brand to life and provide meaning for the brand’s existence, which can improve customer-
 brand connections (Singh & Sonnenburg 2012). 


Word of mouth (WOM) is positively influenced by brand awareness as greater awareness 
generates more WOM and influences consumers’ intention give the brand a try (Barreda 
et al. 2015). Word of mouth can be defined as “people-to-people oral, written or electronic 
communications which relate to the merits or experiences of purchasing or using products 
or services” (Kotler & Keller 2012, 500). Word of mouth is crucial for brand’s success and 
is  seen  as  an  important  factor  in  consumer  behavior  since  information  acquired  through 
WOM communication is seen credible (Barreda et al. 2015). Positive word of mouth also 



(27)has a strong connection with brand loyalty (Eelen, Özturan & Verlegh 2017). The form of 
 word  of  mouth  is  not  limited  to  conversations  between  consumers  as  people  are  also 
 interacting  online  (Eelen  et  al.  2017).  Electronic  word-of-mouth  (eWOM)  presents  an 
 important  part  of  user-generated  content  and  shows  how  impactful  consumers’  product 
 evaluations, like anonymous online reviews, can be (Liu, Hu & Xu 2017). eWOM gives the 
 consumer an opportunity to deliberate and compose a review or a post with consideration 
 as in-person WOM is more impulsive and happening in real time (Eelen et al. 2017).  


2.2.3 Brand image 


Brand  identity  strategy  is  working  efficiently  if  the  difference  between  the  aimed  brand 
 identity and the perceived brand image is small (Mindrut et al. 2015). Brand image can be 
 defined  as  “consumer  perceptions  of  and  preferences  for  a  brand,  as  reflected  by  the 
 various types of brand associations held in consumers’ memory” (Keller 2009, 143). It is 
 presenting  perceptions  that  customers  and  other  stakeholders  have  about  the  brand 
 (Aaker  2010).  Creating  brand  image,  forming  brand  characteristics,  and  recognizing 
 aspects  that  are  important  to  stand  for  in  customers’  minds  are  essential  when  giving 
 meaning  to  a  brand  (Keller  2001).  Brand  image,  along  with  brand  awareness,  is  an 
 essential component of brand knowledge that is representing all the thoughts, images and 
 impressions that will be connected to the brand in the customers’ minds (Keller 2009).  


Brand  image  can  be  divided  into  hedonic  and  functional  brand  image  by  following  Park 
and  Srinivasan’s  (1994)  distinction  between  different  brand  attributes  (Bruhn, 
Schoenmueller & Schäfer 2012). Functional brand image refers to the brand associations 
that are based on a product’s attributes, and hedonic brand image refers to those that are 
not based a product’s particular attributes but are a part of a brand’s preference in general 
(Park & Srinivasan 1994; Bruhn et al. 2012). However, at the core of the brand image is 
the  product  that  needs  to  deliver  quality  and  value  to  the  customers  in  order  to  create 
equivalent image for the brand (Aaker 2010). Simply, without a good product or service, a 
strong brand cannot be build, but a quality product is not enough to create a strong brand 
on its own since customer perceptions matter as well (Aaker 2010). Utilizing emotions to 
attract consumers and creating brand image that is enhancing emotional relationships are 
beneficial ways to earn more preferable perceptions in the consumers’ minds (Ghodeswar 
2008).   



(28)2.2.4 Brand equity 


Brand  building  and  building  strong  brands  have  regularly  been  associated  with  brand 
 equity  (Keller  2001;  Keller  2009;  Aaker  2010;  Kotler  &  Keller  2012).  According  to  Keller 
 (2009,  140),  “brand  equity  relates  to  the  fact  that  different  outcomes  result  in  the 
 marketing  of  a  product  or  service  because  of  its  brand,  as  compared  to  if  that  same 
 product or service was not identified by that brand”. It is formed by four dominant assets: 


brand  awareness,  brand  loyalty,  perceived  quality  and  brand  associations  (Aaker  2010). 


Brand awareness can have an impact on perceptions and attitudes as the brand salience 
 in  the  minds  of  consumers  (Aaker  1996).  Brand  loyalty  is  an  important  factor  when 
 evaluating the value of a brand (Aaker 2010). It that can be measured by the difference 
 that  consumer  is  ready  to  pay  for  the  brand  compared  to  another  brand  when  their 
 offerings  are  similar  (Aaker  1996).  This  price  premium  can  be  seen  as  one  of  the  best 
 indicators  of  brand  equity  since  it  summarizes  the  strength  of  the  brand  (Aaker  1996). 


When customers are loyal, they are more willing to pay the price premium and pressure to 
 price  reductions  is  lower  (Lodish  &  Mela  2007).  Perceived  quality  can  be  seen  as  a 
 strategic variable, as a positioning dimension and as “a bottom-line measure of the impact 
 of the brand identity” that has an impact on financial performance (Aaker 2010, 19). If a 
 company  is  offering  services  or  products  that  consumers  do  not  regard  as  good  quality, 
 perceived quality cannot be created (Aaker 2010). Brand associations are emerging from 
 brand  identity  (Aaker  2010).  Powerful,  positive  brand  associations  are  differentiating  the 
 brand from others and increasing brand equity (Keller 2009).  


One of the more-established brand equity building models is the brand resonance model 
 known  also  as  the  customer-based  brand  equity  (CBBE)  model  by  Keller  (2001).  It 
 presents brand building as a four-step process. Firstly, a strong brand identity should be 
 created.  It  should  be  ensured  that  consumers  not  only  identify  the  brand  but  also 
 associate  it  with  a  particular  product  category  or  need.  Secondly,  the  brand  meaning 
 should  be  firmly  established  in  the  minds  of  customers.  Thirdly,  suitable  customer 
 responses should be elicited. Finally, brand responses should be converted to create loyal 
 and  active  relationship  between  the  brand  and  a  consumer.  (Keller  2001;  Keller  2009; 


Kotler & Keller 2012) 


Kotler  and  Keller  (2012)  present  three  brand  equity  driver  sets.  The  first  drivers  are  the 
chosen brand element or identities that are creating the brand, like brand name, symbols, 



(29)and packages. Brand elements are describing the brand and differentiating it from others 
 to  that  extent  that  they  can  be  trademarked.  The  second  drivers  are  the  product  and 
 service as well as all marketing activities and programs. The third drivers are all the other 
 associations  that  are  created  by  connecting  the  brand  to  other  entities,  like  a  person,  a 
 thing or a place, and therefore transferred to the brand indirectly. (Kotler & Keller 2012) 



2.3 Brand building process in startups, SMEs and new businesses 


Several  studies  have  found  that  SME  brands  are  built  in  a  non-traditional  way  (Boyle 
 2003;  Ojasalo  et  al.  2008;  Centeno  et  al.  2013).  Branding  is  facilitating  to  find  and 
 maintain customers as well as to build a favorable reputation, and is therefore crucial for 
 new  ventures  that  are  trying  to  survive  and  succeed  (Bresciani  &  Eppler  2010).  The 
 challenge, that startup companies and SMEs face continuously, is that their priority is to 
 maximize  sales  and  profits  and  to  focus  on  financial  and  production  issues  rather  than 
 branding  or  creating  brand  awareness  (Krake  2005;  Bresciani  &  Eppler  2010;  Basri  & 


Siam 2017). However entrepreneurs are usually aware of that if consumers do not know 
 their products, their business cannot succeed (Basri & Siam 2017). As brands are difficult 
 to copy, they represent a source of intellectual property and sustainable growth even for 
 SMEs and new businesses (Abimbola 2001). 


2.3.1 Unique features of startups and SMEs 


New  businesses  as  small  companies  and  startups  face  a  few  particular  challenges  and 
 have some unique characteristics when it comes to branding and building their business. 


Firstly,  overcoming  the  liability  of  newness  and  becoming  recognized  players  in  the 
 market  are  common  struggles  that  many  new  businesses  face  in  the  early  stages  of 
 development  (Witt  &  Rode  2005).  When  consumers  naturally  prefer  familiar  brands, 
 gaining recognition becomes crucial (Aaker 2010). Therefore, it has been recommended 
 for SMEs to highlight just one or two brands or focus on the corporate brand to maximize 
 attention (Abimbola 2001). 


Secondly, opposite to brand building in large organizations, SMEs and startups have often 
limited financial, human and organizational resources (Abimbola 2001; Boyle 2003; Krake 



(30)2005; Rode & Vallaster 2005; Berthon, Ewing & Napoli 2008; Juntunen 2012; Centeno et 
 al. 2013). However, limited resources encourage SMEs to develop creative, targeted and 
 affordable  ways  to  brand  (Ojasalo  et  al.  2008).  The  brand  building  approach  is  usually 
 more  innovative,  experimental  and  resourceful  compared  to  large  firms  (Centeno  et  al. 


2013). Brand can be build by experimenting as brand builders make trial and errors and 
 are committed to learn from them (Centeno et al. 2013). In the end, limited resources do 
 not  exclude  the  possibility  to  build  a  strong  brand  if  innovative  ways  to  brand  are  being 
 used (Boyle 2003).  


Thirdly,  the  brand  owner  or  the  entrepreneur  is  in  a  central  role  when  creating  and 
 developing  a  brand’s  identity  dimensions  and  therefore  has  a  significant  position  in  the 
 starting  and  developing  stages  of  brand  building  and  gaining  recognition  for  a  brand 
 (Krake 2005; Centeno et al. 2013). In addition, the entrepreneur is often the key decision-
 maker  (Berthon  et  al.  2008)  and  responsible  of  developing  a  corporate  identity  (Rode  & 


Vallaster  2005).  The  entrepreneur  can  be  seen  as  a  source  of  inspiration  that  creates 
 structure  in  the  company,  but  also  as  a  personification  of  the  brand  (Krake  2005).  This 
 means that the entrepreneur is the brand, which brings an authentic approach to a SME 
 brand  that  a  multinational  company  cannot  achieve  (Krake  2005).  An  enthusiastic 
 entrepreneur and organization that highlight the brand in everything they do bring power 
 to brand building (Krake 2005).  


2.3.2 Brand building in startups and SMEs 


After  observing  that  SME  brands  are  not  build  the  traditional  way  due  to  their  unique 
 features,  a  few  brand  building  models  have  been  introduced.  Centeno  et  al.  (2013) 
 present a model of the five phases of SME brand building that is presented in the Figure 
 3.  The  model  consists  of  two  stages:  a  starting  stage  and  a  development  stage.  The 
 starting  stage  has  four  phases:  brand  as  a  person,  brand  as  a  product  and  brand 
 differentiation,  brand  as  a  symbol,  and  brand  as  an  organization.  These  four  phases 
 represent  brand  identity  dimensions  that  are  being  created  one  by  one.  (Centeno  et  al. 


2013)  This  classification  adopts  the  same  divisions  as  four  brand  identity  perspectives 
presented  by  Aaker  (2010),  that  are  making  secure  that  the  brand  identity  has  enough 
texture  and  depth.  ‘Brand  as  a  person’  starts  the  brand  building  process  when  brand 
owners  commit  themselves  to  establishing  their  brands.  ‘Brand  as  a  product’  and  brand 
differentiation  are  linked  and  therefore  created  simultaneously  as  brand  differentiation 



(31)presents product attributes and benefits. At ‘brand as a symbol’ phase, brand name, logos 
 and  visual  of  the  products  are  created.  Lastly,  at  ‘brand  as  an  organization’  phase 
 organizational  values  are  formed  based  on  the  brand  owners’  personal  values.  The 
 development stage has one phase – brand identity development and brand growth – that 
 includes developing brand identity dimensions to be able to grow the brand. At this phase 
 the brand identity that had been created in the starting stage is developed. It is important 
 that  the  brand  owners’  are  committed  and  driven  as  they  advance  the  brand  building 
 process. In addition, feedback through the process is valuable and helps brand owners to 
 gain learning and build their brands. (Centeno et al. 2013) 


Figure 3. The five phases of SME brand building (Centeno et al. 2013) 


Another  two-step  framework  for  new  venture  branding  is  presented  by  Bresciani  and 
Eppler (2010). The first step, brand creation sequence that is presented in the Figure 4, 
consists  of  three  phases  that  include  core  elements  of  brand  creation.  First  of  these 
phases,  define  brand  strategy,  should  be  done  before  establishment  of  the  company  by 
the entrepreneur and aligned to the new organization’s strategy. Secondly, a brand design 
should be created according to the brand strategy, brand mission and philosophy. Lastly, 
brand building activities should be selected and plan developed. The second step of the 
branding  framework  is  branding  orientation  classification  that  offers  an  overview  of  the 
branding  activity  options.  Startups  can  position  themselves  on  a  diagram  depending  on 
what  kind  of  branding  activities  they  do  (traditional  versus  innovative)  and  whether  their 



(32)industrial sector has low versus high branding expectations to reveal the typical approach 
 to branding that is dependent on these two factors. 


Figure 4. Brand creation sequence (Bresciani & Eppler 2010) 


Abimbola  (2001)  suggests  that  SMEs  should  consider  following  five  guidelines  when 
 building strong brands. Firstly, SMEs should economize and focus on corporate branding 
 or  highlighting  just  one  or  two  brands  to  maximize  attention  and  therefore  to  avoid 
 confusion with competitors’ brands. Secondly, a few specific brand associations should be 
 selected  and  creative  marketing  program  should  be  build  around  these.  Thirdly,  an 
 integrated set of brand elements should be created and ensured that it reinforces brand 
 awareness and brand image. Fourthly, a brand building campaign should be designed to 
 be  distinctive  and  appropriate  for  a  specific  audience.  Lastly,  SMEs  should  take  an 
 advantage  of  any  secondary  associations  and  link  the  brand  with  endorsers  to  reinforce 
 the brand. (Abimbola 2001)  


  


2.3.3 Corporate brand building in startups and SMEs 


Many new businesses begin their journey by focusing on just one product, and therefore a 
corporate brand is often synonymous with the product brand. When new ventures’ offering 
expands to multiple products, a corporate brand can act as their roof brand. (Witt & Rode 
2005) Thus, it is necessary to look into what the corporate brand building offers to startups 
and SMEs to profound the view on the brand building process of new businesses. It can 
be described that “the corporate brand defines the firm that will deliver and stand behind 
the offering that the customer will buy and use” and therefore is characterized principally 
by organizational associations (Aaker 2004, 6). A corporate brand can be seen as a better 
approach  for  small  businesses  as  it  assists  interaction  with  not  only  customers  but  also 
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