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Abstract:  

 

The purpose of this Bachelor’s Thesis Project in Business Administration is to investigate how 
companies communicate their company brand identity online. The writing of this paper has 
been motivated by a lack of researches regarding the companies’ dimension in term of identity 
communication and the brand identity promotion process online. This paper is based on a 
quantitative research on companies from French and Swedish. The research question is 
formulated as follows: How companies communicate their brand identity online through virtual 
media? 
In order to investigate the companies, a questionnaire was implemented and shared by an 
emailing process. This questionnaire, following a quantitative approach, has been constructed 
by combining several theories about the branding process, the brand identity concept, its keys 
concepts and also the online business landscape since the development of the Internet. 
According to our analysis, companies mainly share their brand identity online through two main 
vehicles, Website and Facebook. These media are the ones mainly used to share the three 
identity dimensions and to support the tools to communicate this company brand identity 
communication. By this analysis, deeper knowledge was created in order to provide useful data 
for future analysis.  
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1) Introduction  
Background:  

To become a globally known brand in the customers’ mind, as Coca-Cola for the soft drink 
industrial sector, is nowadays a priority for several companies. Indeed, since one century, the 
brand concept has become established in the daily life of all consumers, and numerous 
researches were performed to understand the necessity of being a strong brand. According to 
Hoeffler (2003) being a strong brand impact the consumers, who may give more selective 
attention to strong brands. This particular attention to a brand modifies the consumers’ buying 
behavior, influencing their decision-making based on their feelings about a known brand 
(Hoeffler, 2003). In addition, with the creation of a brand concept on the customers’ mind, when 
the decision ambiguity is reduced, consumers choose a brand that is superior to each other in 
terms of attribute values (Muthukrishnan, 1995). 
 
 The necessity of brand creation, in order to share those attributes values, forces companies to 
works on different strategic factors. To manage these concepts, companies use the branding 
tool, a large concept which has several definitions. Branding could be understood as the use of 
words, designs, and symbols that give a brand a distinct identity and differentiate it from 
competitors (Wood, 2008). Branding is also the management of the two main components of a 
brand: identity and image (Fill, 2016). These components of the brand are related to the 
perception side of a brand. Brand image is focused on the customers’ perception of the brand, 
where identity depends on how brand owners see their brand. To explain the importance of 
identity Mindrut (2015) say that:  associating a product with a strong brand identity is a key 
factor in competitive advantage and leads to great financial rewards. In addition, with the 
identity of a brand customer surely develop a brand image, and is more likely to prefer that 
specific brand (Mindrut, 2015). Following this model, the brand image creation process on the 
consumers’ mind would be based on his comprehension and appreciation of the brand identity 
message share by the company (Figure n°5).  
 

Problem discussion  

In order to allow companies to integrate a brand identity communication process, several types 
of research were made to understand the main factors affecting this concept. The main theory 
was made by the creator of the brand identity concept in 1986, Jean Noël Kapferer, with the 
creation of the Brand Identity Prism. Throughout this model, Kapferer gives six essential points 
that companies have to work on to achieve their brand identity creation. Based on this previous 
research, Chernatony in 1999, created the Chernatony’s model. The last main theory and model 
is not inspired by the Kapferer’s model but tried to create new ways of understanding on how 
building a brand identity, it’s the Aaker’s BIPM model (1996). Despite several previous models 
about brand identity, the process to build it have changed with the creation of Internet 25 years 
ago. Regarding the development of online tools and vehicles, does this brand identity creation 
has been simplified for companies? In addition, the concept of brand identity, then linked to the 
offline communication may have evolved with the appearance of online marketing. According 
to those previous research (Aaker, 1996; Chernatony, 1999; Kapferer, 1986), building a brand 
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identity is a process which follows different keys factors of success. Following those factors, 
companies should use tools to impact them and create a positive identity message to share with 
customers. But all these models were made without taking in account the online tools bringing 
by the creation of the Internet.  
 
Indeed, with the creation of Internet 25 years ago, the business landscape has changed. 
Following the previous models as the Kapferer’s one, the key to build a brand identity is the 
use of the marketing mix and its tools, in order to share the identity message. In the traditional 
marketing mix theory, the most commons media used to share information are the TV and the 
print media. But with the multiple digitals platforms development, TV and newspaper as 
communication ways became less efficient to reach customers (Woltman Elpers, 2003). In 
addition, the changing of the digital environment has potentially serious consequences for how 
marketing is practiced, and its function (Quinn, 2016). Indeed, with the opportunities of 
interaction between customers and companies but also customers to customers, through the 
online media, the traditional way of communication with companies as the sender of message 
and customers as the passive receiver is no longer available. 
 
The reduction of the distance between the customers and companies also allow quick feedback 
(C.M Sashi, 2012), which can influence the brand identity process. This model of 
communication has evolved from a passive customer’s role to an active customer with a content 
creator role. Nowadays, with this development, the main issue for companies is the influence 
of customers in each other, and their influences on the brand perception. The necessity of being 
an online company nowadays clearly understands, and building an online presence has become 
non-negotiable for businesses (Gonzalez Deborah, n.d). Thus, the Heini Maarit’s idea (2015) 
according to which “if a company cannot be found on Internet, it doesn’t exist”, is more than 
ever the main issue of each companies’ business nowadays.   
 
In addition, with a continual growth of the Internet, the gap between old researches and models 
and the reality become more and more important. The lack of information about the online 
brand identity building process, and how they share their brand identity through online media 
has motivated the writing of this paper, to bring information on how companies develop their 
online identity. And to know if previous researches are still available online for companies 
which have a corporate brand, and want to share it through the new online platforms.  
 

Research Question: 

Following the background and problem discussion the research question is:  
 

- How companies communicate their brand identity online through virtual media? 
 

Delimitation:  

 
The delimitation part presents what concepts we are going to investigate on, on which one we 
are going to be focus on, and what are concepts we voluntary not research on. This willingness 
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is due in first hand on a lack of available resources as time, money or information, but also in 
another hand is motivated by the desire of focusing the research on one relevant and interesting 
question or concept, and provide a deeper analysis.  
 
For this research, we focused on both companies from France and Sweden. This study 
deliberately focuses on these two countries only, due to the accessibility of the data for the 
report’s author. We concentrated our research on only companies with less than 500 employees, 
others companies were not analyzed throughout this paper. We also decided to focus the paper 
on the online brand identity, which is related to the brand owners’ views, with no consideration 
for the brand image related to customers’ perceptions. Finally, the offline identity was not 
discussed, regarding the high number of previous investigations on the topic.  
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2) Theoretical frame of references  
Following the problem discussion, we are going to investigate how companies communicate 
their brand identity through online media. To perform this research we will analyze previous 
models and theories on brand identity, to understand and find recurrent factors which represent 
the brand identity. In addition, we are going to find which tools companies traditionally use to 
promote their brand identity. Finally, a questionnaire will be used to investigate how real 
companies manage their brand identity, and how they use the online communication to promote 
their brand identity. In order to analyze and understand the brand identity concept, we will used 
the Kapferer’s Brand Identity Prism the main model for the identity concept nowadays.  

2.1) Branding  

The concept of the brand seems to be well known today, as shown by the many definitions on 
the subject. However, this diversity of definitions complicates the answer to the question “what 
a brand is?” According to previous research; some authors define a brand as an addition of 
strategic assets. Thus, for Aaker (1996), the brand is defined by the combination of the strategic 
assets and keys used to achieving a competitive advantage. In addition, the brand is also all the 
intangible assets that can build shareholders value (Nandan, 2005). In addition to these 
definitions, the brand could be also defined as being a differential tool, created by the addition 
of several factors. According to Bhirmao (2008), the brand is a distinguishing name and/or 
symbol intended to identify the goods or services from those of competitors. Ben (2012) add 
that brand is not just a name or a symbol, but also all the other devices that identify the brand 
to customers. On top of that, to create their brand, companies have to create a synergy, with 
combining all these factors, to allow customers to identify their product from the competitors 
(Sutherland, 2004).  
In order to create their brands, and according to these definitions, companies have to develop a 
distinguish symbol, a strong brand name and build a synergy between them as a part of their 
competitive advantage. That is why companies try to implement a brand management, to reach 
this competitive advantage in order to reduce the customers/firm distance and increase their 
sales. Therefore, following this idea of brand management, the concept of branding is born.  
 
From the Wilson (2012) point of view, the brand is both a symbol and a sign. In addition, the 
brand is also a name and a combination of all the assets used to reach a competitive advantage 
(Aaker, 1996; Bhirmao, 2008). To work on these strategic factors, companies developed a brand 
management process call branding. For his part, Sutherland (2004), define branding as being 
the adoption of values, image, awareness, recognition, quality, features, benefits, and name of 
a product. Implement a branding process encourage the customers to accept and recognize the 
product, helping them in their purchase decision.  
To create a brand awareness and be attractive, a brand needs to be focused on its identity and 
image.  
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2.2) Brand identity  

2.1.1) Brand image  

Brand image is how customers actually perceive the brand. Following this general definition, 
Sutherland (2004) explain the brand image as the measurement of the totality of the consumer’s 
perceptions about a brand, or how they really perceive it. Nevertheless, the brand image may 
not always coincide with the brand identity. Indeed, if the brand message share by the company 
is misunderstood, or if customers have a different interpretation of the message, it can create a 
discrepancy between the sender (company) and the receiver (customers).  
In addition, if the brand identity control belongs to the company, it doesn’t have control on the 
brand image, which depends exclusively on the customer’s feelings and experiences with the 
brand. Following this idea, Harris (2001) argues that while the brand image focuses on 
consumer’s perception of brand differentiation, identity is more concerned with how managers 
and employees make a brand unique. Consequently, companies should implement a brand 
identity strategy process, in order to create brand awareness and brand uniqueness.  
 
2.1.2) Brand identity  

To influence the brand customer’s appreciation, and develop a strong relationship with them, 
the company should work on their brand identity. Brand identity concept is a complex 
phenomenon lead to several factors. In this respect, many researchers provide their definition 
of a brand identity, allowing marketers to understand the concept and work with it. First and 
foremost, He (2016) explains that brand tries to create a strong and attractive identity to gain 
prestige and be more distinct too from competitors. In this idea, brand identity refers to the 
distinctive and relatively enduring characteristics of a brand. On top of that, Aaker (2010) 
provide further information, with saying that brand identity depends on the willingness of 
strategists and how they want the brand to be perceived. In addition, he provides three aspects 
of the concept of identity. These dimensions that the companies need to share online are the 
brand essence, the core identity and the extended brand identity.  

 
According to these definitions, the brand identity is defined by the company and how it wants 
to be identified (Mindrut, 2015); how a company seeks to identify itself (Nandan, 2005).  
With regard to the factors which create this brand identity, as said by Sutherland (2004) brand 
identity is the range of visual features which aim to assist recognition (typically the name, 
image, typography, color, package design and slogan). In addition, it’s also the unique set of 
brand associations implying a promise to customers and includes a core and extended identity 
(Bhirmao, 2008). In order to communicate the central idea of the brand with the stakeholders 
(Chernatony, 2010), companies use tools of the marketing mix as product, price, promotion, 
and place (Lisa, 2000). In combination with the marketing mix process, companies also use 
several theoretical models to create and share their online identity. In this paper, we are going 
to investigate on one theoretical model, the Kapferer’ Brand Identity Prism.   
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2.1.3) The Brand Identity Prism  

In this model, Kapferer identifies six different dimensions of a brand identity. He believes that 
two of these factors, physical appearance, and personality, are more linked to the company 
vision, the message sender in the communication model. In another hand, reflection and self-
image belong to the customers’ vision, the message receiver. Between these two visions, there 
is a common vision, shared both by the receiver and the sender, creating relationship and culture 
between them.  
According to Kapferer (1997), these six factors influence the brand identity: physique, 
personality, relationship, culture, reflection, and self-image. In this part, the author is going to 
explain each of these factors and provide a concrete example, in the case of Coca-Cola, a strong 
brand company, with a clear identity.  
 
Company´s dimension:  
 
Personality:  
The physical dimension of a brand identity is the first association that customers made when 
they think about the brand. Kapferer (2004) defines this factor as the set of the brand´s physical 
features evoked in people´s minds. Thus, this personality is based on the communication way 
wanted by the company. Indeed, personality defines also how brands want to talk about them. 
For example, Coca-Cola the soft drink leader, define its brand personality as a creator of 
moments of joy and happiness (http://www.coca-colacompany.com).  
 
Physique:  
The second factor belonging to the company vision is the physical appearance. This dimension 
of identity reflects how a brand wants to “talks” about its services or products. It reflects the set 
of human characteristics and the brand energy (Kapferer, 2004). More than human 
characteristics, it´s also emotional characteristics of the brand, influenced by the culture 
(Nandan, 2005). In the customers’ minds, physique is the first association they made when they 
talk about the brand. In the case of Coca-Cola, there are different characteristics that came up 
about the brand: Sweet, Soft Drink, and Refreshing.  
Customers´ dimension:  
 
Reflection:  
There are two understanding of the reflection concept. In a first hand, reflection could be 
perceived as how customers want to be seen when they use the brand. In this idea, reflection is 
the desired image of customers and not necessarily the targeted customers (Dahlen, 2010). But 
on the other hand, it´s also how the brand’s customers are perceived by others. This perception 
comes from both the others brand’s customers but also from non-client persons. This vision 
makes reference to the stereotypical user of a brand (Kapferer, 2004). For instance, Coca-Cola 
customers are perceived or perceive themselves as youthful and family.  
 
 
 

http://www.coca-colacompany.com/
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Self-image:  
If the reflection dimension treat of the consumers´ external vision, self-image refer to their own 
internal vision. The brand is closely related to the customers´ self-image because it impacts the 
purchase behaviors of every potential consumer and influences their choices. More than the 
way customers see themselves when they buy the brand, it´s also how they perceived 
themselves when they use it (Kapferer, 2004). It´s the target internal reflection and their 
individual attitudes toward certain brands. The attributes customers define themselves when 
they drink Coca-Cola are: punchy, social and empathic.  
 
Shared dimension: 
 
Relationship:  
Relationship refers to the interaction between the brand and its customers (Kapferer, 2004). 
Developing good relation for the brand is a necessity to develop a strong and friendly brand 
image on the customers´ minds. Dynamic and frequent communication is also a good mean for 
a brand to increase the quality of its services or products and avoid conflict and bad buzz. For 
Nandan (2005), the process of creating a relationship between the brand and its customers is 
not only the manager´s and marketer´s job but also the job of each employee, which are the 
spirit of the brand and the company in general. Coca-Cola developed its relationship around 
two main aspects: proximity and proximity & interactivity. Indeed, they are quick responders 
online, and they try to be present all around the work, to reduce the distance between them and 
the customer.  
 
Culture:  
According to Alvesson (2002), every organization, brand, and country possess its own culture. 
Concerning the brand, this culture is influenced by the country of location, all its employees, 
and the common and unique values shared with the customers. Brand culture could be 
understood as the set of values that are the brand´s inspiration, which provides a direction and 
guidance for the company (Nandan, 2005). Explaining his model, Kapferer (2004) define 
culture as the system of values, sources of inspiration and brand energy. Around the brand, 
Coca-Cola has been developed a specific culture lead by the concept of sharing (moments with 
friends but also share the product), the value of happiness, and the involvement into social 
causes.  
 

2.3) How to communicate the company brand identity online:   

2.3.1) Traditional tools of communication:  

Along this part, we are going to present three tools of communication traditionally used by 
companies offline to promote their brand identity. We decided to choose and present these tools 
due of their adaptability and transferability online through virtual vehicles.  
For his part, Sutherland (2004), defines branding as being the adoption of values, image, 
awareness, recognition, quality, features, benefits, and name of a product. Implement a branding 
process encourage the customers to accept and recognize the product, helping them in their 
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purchase decision. In order to create this differentiation and/or awareness for their brand, 
companies traditionally use tools through offline vehicles to enhance their presence and 
promote their brand identity. For this study, we are going to work on three of those tools, which 
are Public Relation, Advertising, and Sales Promotion. Indeed these tools are relevant for the 
paper because they are suitable both offline and online on the communication strategy of the 
companies due to their adaptability to online vehicles.  
First of all, Public Relations refers to the management of the relationship between the 
organization and the stakeholders (Bruning & Ledingham, 2000). This management is focused 
on specifics audiences as the employees, financials groups, customers but also others 
organizations. To create and keep the relation between those essentials targets, several methods 
are used. To keep attention on the brand/product/service/organization, companies can create 
press releases and interviews. But also promote them through different events (corporate, 
product or community events). In order to promote and share a positive image of the 
organization inside itself, managers are also able to create a corporate advertising campaign, 
for employees. These techniques of public relations are conducted in order to create awareness, 
credibility and also attention around the company on all the stakeholders’ minds.  
Advertising, the second major tool used by companies, is any form of non-personal presentation 
or promotion of ideas, goods, or services by an identified sponsor (Kotler & Keller, 2006). This 
tool is mainly used to create awareness for a brand/product/service or organization, through two 
techniques, USP and ESP. USP (Unique selling proposition) refers to the creation of an 
advertising campaign based on rational benefits for the customers, contrary to the ESP 
(Emotional selling proposition), which is based on emotional benefits for the consumers, that 
create emotions.  
And the last tool used for creating brand awareness and differentiation is the Sales Promotion 
techniques. These methods are the set of techniques aimed at increasing sales in the short run, 
both from existing customers and by attracting new customers on the basis of a temporary 
incentive or deal (De Pelsmacker et al. 2007). There are several methods of Sales Promotion 
depending on the target. Concerning the customer's segment, companies can implement specials 
offers on their communication process, as coupons, price-offs or bonus packs to create a brand 
awareness and differentiate themselves from others competitors with attractive prices and 
special offers.   
 

2.3.2) Communication of the brand identity online:  

According to Watson (2015), the Internet is the main factor of the most international business 
development of the last 25 years. This new tool, nowadays in everyday life moment, have 
operated behaviors changes for both customers and companies. Internet became an essential 
tool for each customer’s daily moment, firstly through several device utilization which provides 
internet access (smartphones/laptops) but also in daily activities as working, shopping, or 
leisure. Customers are familiar with using various interfaces of technologies to find information 
(Rangaswamy, 2005), which have significantly altered their behaviors (Mishra, 2017). In 
another hand, the Internet became a usual working tool for companies, which use it in each 
business floor (communication/management/transaction). Through those new marketing 
models, several opportunities emerged. With online world designing the world as a global 
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village (Marshall McLuan 1962), the Internet allows international information exchanges, and 
provide quick feedbacks with the customers/sellers distance reduction (C.M Sashi, 2012). 
Developing a virtual identity and communication plan is then an asset and even an obligation 
for companies. Thus, as Heini Maarit (2015) says, if a company cannot be found on Google, it 
doesn’t exist”. Those opportunities but also this obligation cause the needs of a new department 
implementation, the digital marketing sector. In this construction process, companies continue 
to follow the traditional ways and objectives of classic marketing (Prospection and reaching the 
customers), but with including digital tools and vehicles. In this idea, they try to develop an 
online identity by using for examples social media or new vehicles as online networks.  
 
This “hyper use” at all the stages, created a metamorphosis of the traditional marketing model, 
using until now TV and Print as main means of communication. With the multiple digital 
platforms development, TV and newspaper as communication way became less efficient to 
reach customers (Woltman Elpers, 2003). The previous models of branding, by communicate, 
the essential brand identity dimension recurrent in the three theories on this paper through 
traditional media, have had to be adapted, by integrating the new communication tools. 
According to Fill (2016), several new tools have emerged with the development of the Internet, 
regroup in one concept, the interactive media. Each of the interactive media has nowadays their 
utility in the branding process for companies. But there are several reasons that motivate 
companies to implement these tools and communicate on their brand identity through 
interactive media. 
 
The first reason is due to the nature of the interactive media. With an opportunity for customers 
to communicate, provide feedback and share content with companies, the traditional model of 
communication has evolved. With the Internet implementation in the business landscape, the 
traditional way considering companies as the message sender, and customers as a passive actor, 
who just receive the information, is not anymore available. With a perpetual interaction through 
online platforms, customers became nowadays an active player in the communication process, 
in being a content creator. Those new tools and techniques are used by companies to enrich, 
simplify and speed how marketers and their audience interact (Dureen, 2015).  
With this perpetual interaction and connection between customers and companies, the global 
speed of information stream has considerably increased. This phenomenon is used by 
companies to implement quickly a new communication campaign, or in case of crisis (as for 
the H&M scandal) to react quickly and try to avoid a viral bad buzz.   
Through this new interactive media, customers not only interact with companies but also 
between them. This continual stream of information, share in a public area as Facebook, is a 
gold mine for companies, which target more efficiently their audience, according to their needs 
and feelings. This concept of efficiency introduces another dimension of the interactive media: 
the personalization. Indeed with a large amount of information on their target, companies can 
develop information according to what customers need and search for. But this information 
stream is not only detrimental to customers, who use it to search and find more quickly 
information about a brand or a product and thus avoid waste of time and a lack of information. 
One of the main issues of the interactive media use for companies is the concept of 
independence. Thus, with keeping control of their device and social media they use, customers 
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control how, where and when they are reached through marketing communication (Fill, 2016). 
Companies have to develop a non-intrusive communication strategy, which creates brand 
awareness or brand relationship with customers, in order to develop a brand image without 
creating a bad association on the customers’ minds. 
 
With the implementation of the Internet factors and the new interactive tools, companies 
changed their branding process. To communicate around their brand identity online, they have 
based their strategy around the interactive concept of the new tools, to increase the brand 
awareness, with providing a large quantity of information quickly and with increasing their 
relationship through customers’ interaction on these media. With speed and accessible 
information, they try to create a brand image on the customers’ minds, by sharing their values 
and the brand personality, two essential concepts of the brand identity. In addition, they 
encourage another dimension of the brand identity, the customers’ relationship, by using the 
opportunity of feedbacks and interaction through the social media or website. Finally, they also 
make promotion about their brand product online, a brand identity dimension for Aaker (1996). 
 
 

2.4) Analysis model:  

 
 

 

 

 

 

In order to analyze how companies communicate their company brand identity online, we are 
going to analyze the results following this table. The analysis will be made media by media, to 
understand companies want to communicate their identity parts, with the support of which 
communication tools, though online media, in order to reach their target.  

 

 

 

 

 

Identity 
Communication 

Communication 
Tools Online Media TARGET 

Personality  
Relationship  

Vision 

Public 
Relations 

Sales 
Promotions  
Advertising 

 

Facebook 
Twitter 

LinkedIn 
YouTube 
Twitter 

Instagram  
 



11 
 

3. Method 
3.1) Strategy: 

To be able to provide this analysis, there are two ways of data collection methods. These 
methods are the quantitative and qualitative approach. They can be seen as tools, offering 
different ways to answer a question. The main differential point between qualitative and 
quantitative approach is the type of data generating. Where quantitative method provides 
numerical data, qualitative approach generates a more verbal and non-numerical data.  
 
The quantitative approach is based on the numerical data collection. The main goal of this 
method is understood phenomena by quantifying the problem and make a generalization in the 
population where the analyzed sample is from. Analyze the extracted data is motivated 
following a statistical approach. For this research, authors have to create a random sample, in 
order to provide a trustable model, usable in a generalization process. This method has for the 
main purpose to prove or refute a hypothesis. This quantitative approach follows scientific and 
statistic structure, which provide a high level of reliability. In addition, the analysis brings 
proven fact with following these scientific methods and offer objective results.  
 
According to the paper research question, throughout this analysis, we will try to understand 
how companies communicate their brand identity online. To be able to generalize the results 
after investigation, and “draw” an online business landscape, we chose to work with the 
quantitative method. In this idea, questionnaires were made, to investigate on several companies 
and obtain numerical data.  
 

3.2) Investigation approach: 

According to Bryman (2015), there are two different types of investigation approach, which 
are: deductive and inductive. Those methods of analysis differ regarding the nature of the 
relationship between theory and the research question. Deductive method is based on the 
creation of hypotheses, after the review of what knowledges we have on the topic (theory). This 
hypothesis will be validated or refuted during the data analysis process. For the inductive 
method, it starts from observation, and generate a scientific model or hypothesis, by analyzing 
results and observing data.  
Regarding the nature of this paper, the theory is the starting point of the research, the deductive 
method has been used. Through collection and analysis of previous theories, the author tries to 
identify what factors influence the brand identity communication. With this theoretical 
background, we established a survey to investigate the attitudes of the companies online, and 
how they share their brand identity through virtual platforms.   
 

3.3) Questionnaire design  

In order to analyze the brand identity communication process, a questionnaire has been created. 
This questionnaire was structured in 4 parts:  
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- Demographics information  
The first part of the questionnaire aimed to present the respondents’ profile, and to stratified 
answers depending on several factors. According to the delimitations of this paper, the first 
criterion is the origin of the investigated companies. Then, to separate companies from each 
country by size, the second question used is the number of employees on the firm. This question 
was constructed following the European legislation. To separate further companies, one 
question refers to the target audience, with three choices (Business to Business, Business to 
Consumers and Both target). As a part of identity, brand logo and name represent the 4th 
question. Finally, after the pre-test process, we added one question regarding the online media 
used by companies in general, to understand their answers in terms of brand identity 
communication on the following question (question 6 to 12).  
 

- Identity communication  
To measure what are identity dimensions communicate by companies through different 
platforms, we used the Kapferer theory, and 3 dimensions of a company brand identity. These 
facets are Personality, Relationship, and Vision. 
In addition, we measured the aim to communicate the company brand identity online for 
companies with the question 9, we borrow 2 motives from Sutherland’s theory (2004), 
awareness and differentiation.  
 In order to capture the respondent's feelings regarding these dimension communication and 
their motivations, answers were scaling on a five choices Likert’s scale, from Totally disagree 
(1) to Totally agree (5).  
 

- Tools to communicate  
For the tools used by companies to communicate their company brand identity online, we 
borrowed 3 offline traditional tools from different previous theories (Bruning & Ledingham, 
2000; De Pelsmacker et al. 2007; Kotler & Keller, 2006). These 3 items are Public Relations, 
Advertising, and Sales Promotion, and they were chosen due of their relevance for the paper 
question because they are suitable both offline and online on the communication strategy of the 
companies due of their adaptability to online vehicles.  
To measure the respondents’ feelings regarding these 3 tools, we used a five points Likert’s 
scale from Totally disagree (1) to Totally agree (5). 
 

- Frequency of communication  
In order to evaluate how frequently companies communicate on their media online, and to allow 
cross measurement between their motivations to communicate but also the dimensions they 
shared online, we created a time scale with 5 choices. These choices were ordered from 1 time 
per day to less than 1 time per month.  
 
To enhance validity in our investigation, pre-tests were made on 5 Swedish and 5 French 
companies, to operationalize the items measurement, and the questionnaire validity. Indeed, 
those items came from theories and were never tested before our investigation. By sent this 
questionnaire by email, we chose different companies in terms of size, target but also origins to 
obtain various and diversified answers and perceptions.  
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3.4) Data collection  

Two way of data collection should be noticed: the primary and the secondary data. Primary data 
is data created by the researchers especially for the purpose of the paper. The main 
distinguishing factor between primary and secondary data is that primary data is collected for 
the first time, and follow a specific purpose. The secondary data was collected previously in 
other research, following different purpose than the paper aim.  
 
3.4.1) Data sources  

The primary data of this paper come from the questionnaire’s answer performed on companies, 
according to the research question. The lack of information about the brand identity online 
sharing process motivated this data collection, aimed to answer the research question. The 
sample for this primary data is composed of 100 companies, having answered voluntarily and 
knowing the purpose of this questioning. The chosen companies come from the population of 
French and Swedish companies between 0 and 500 employees.  
 
3.4.2) Collection method  

This paper aimed to invest in how companies use online communication to share their brand 
identity online. In order to provide a different point of view, and find if there are different 
models depending on the country, this study using French and Swedish companies as the 
population. Due to the approach of analysis, the method we chose to collect data was the online 
survey. This survey provides the possibility for the researcher to target and reach efficiently the 
French and Swedish companies’ population. According to Bryman (2015), online surveys may 
be of two major types: Web surveys and email surveys.  
Regarding our target audience for this research (companies), we chose to use the email method, 
more efficient for the target reaching. There are two mains advantages of the email method 
according to Bryman (2015), it allows to target more precisely the sample, and it’s a low-cost 
way of investigation in term of money and time. However, with this process, the questionnaire’s 
sender lose every control on how respondents choose to answers, and there is a low response 
rate with this method, and interaction between respondents and researchers takes time. 
In order to generate knowledge about the brand identity communication online, several measure 
scales were created according to previous theories detailed on the theoretical frames of 
references. The construction of the questionnaire has been divided into 4 parts.  
 
3.4.3) Data collection methods  
This paper aimed to invest in how companies use online communication to share their brand 
identity online. In order to provide a different point of view, and find if there are different 
models depending on the country, this study using French and Swedish companies as the 
population. Due to the approach of analysis, the method we chose to collect data was the online 
survey. This survey provides the possibility for the researcher to target and reach efficiently the 
French and Swedish companies’ population. According to Bryman (2015), online surveys may 
be of two major types: Web surveys and email surveys.  
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Regarding our target audience for this research (companies), we chose to use the email method, 
more efficient for the target reaching. There are two mains advantages of the email method 
according to Bryman (2015), it allows to target more precisely the sample, and it’s a low-cost 
way of investigation in term of money and time. However, with this process, the questionnaire’s 
sender lose every control on how respondents choose to answers, and there is a low response 
rate with this method, and interaction between respondents and researchers takes time.  

 
3.4.4) Sampling methods  

To find an answer to the research question, and making an analysis of the population of this 
paper, a lot of information is needed. Following the purpose of this paper, we investigated on 
the Swedish and French companies between 0 and 500 employees, to find generality, and 
understand how they use online communication tools to share their brand identity. In this paper, 
we chose to use the stratified random sampling, which is a variant of the random sampling. The 
main difference between random and stratified random sampling methods is that stratified 
divide the population into relevant and significant categories, following one or more 
characteristics. The stratification characteristic for this paper has been the company nationality, 
its size (number of employees) and also the type of audience they target.   
If we take a look at the French companies, there are 3 400 000 firms on the national territory 
(INSEE), but to choose relevant companies to our paper, we chose the 5% which have between 
0 and 500 employees, more likely to answer the survey than the large companies, and which 
possess a marketing department. This percentage provides a number of 170 000 companies for 
the French population. For the Swedish market, the OECD website provides the number of 
1 950 000 companies in the Sweden territory. There is no exact percentage of companies 
between 0 and 500 employees, but if we based our investigation on the same model as France, 
5% of the Swedish companies represent 97 000 firms. Due of the large number of companies 
to investigate on (267 000), and according to Bryman (2015), create a credible sample is for 
students a real issue, due of the lack of resources. So we chose to set a minimum sample of 100 
companies, both from France and Sweden, with keeping parity, 50 from France and 50 from 
Sweden.  
 
3.4.5) Data collection issues  

One of the main issues of the data collection is the size of the sample, which depend on the 
available resources, like time and costs (Bryman & Bell, 2015). Regarding the large number of 
companies with less than 500 employees in both France and Sweden and the available time and 
money to perform this research, the data sample size will not provide the opportunity of 
generalizing the result and apply it to all the population to create a global model.  
 

3.5) Analysis methods:  

After gathering of data, the next logical step was the analysis of the respondent’s answers. In 
order to analyze the numerical data provided by the questionnaire, we used the SPSS software. 
To present the results of the analysis, and provide readable information, we created tables. To 
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understand how companies use virtual tools to communicate their brand identity online, we 
explained variables by providing descriptive statistics and frequencies.  
 

3.6) Ethics issues:  

Collection of data must follow ethical principles. According to Diener and Crandall (cite by 
Bryman 2015), there are four types of ethical issues which are:  
 

- Harm to participants 
- Lack of informed consent 
- Invasion of privacy 
- Deception use 

 
These issues were involved in the development of a questionnaire, preserving the respondent’s 
identity and informing of the specific purpose of the data collection. In this respect, we 
introduced a short introduction in the questionnaire, to explain the scholarly purpose of the 
study and we specify that answering the questionnaire is not mandatory, bringing choice to the 
responder to participate or not. To respect the notion of privacy, the survey is anonym with no 
questions about the responders’ name or companies.  
 

3.7) Reliability and validity:  

 
In a quantitative approach, we have to face several issues. These issues depend on the type of 
approach. For a quantitative survey, we have to take ware of the reliability and validity of the 
research.  
 
The reliability refers to the consistency of a measure of a concept (Bryman, 2015). It means 
that reliability is how a tierce person can reproduce the investigation and will come to the same 
observations. There are three important factors in this concept: stability, internal reliability, and 
inter-observer reliability. The main issue of this research concern the stability factor. Indeed, 
stability refers to how the measure is stable over time (Bryman, 2015). However, with the 
perpetual evolution of the Internet landscape, with continuous innovation, the results with came 
up could be useless and may change over time, if someone realizes these research in 2 years or 
later. In addition, with providing the questionnaire in English and French, there is a risk of 
misunderstanding, especially for the Swedish respondents. This issue can impact the 
comprehension of the questionnaire, and impact the results.  
To evaluate the reliability of this paper, we are going to use the Cronbach’s Alpha test in SPSS. 
To determinate if our results will be reliable, we use the measurement of the test between 1 and 
0. With a coefficient over 0.7, the reliability of the research is acceptable according to Bryman 
(2015). According to the Cronbach’s Alpha test calculation on SPSS, with a result of 0.725, 
this research can be considered as acceptable. 



16 
 

  
 
Concerning the validity, it refers to if whether or not a measure of a concept really measure that 
concept (Bryman, 2015). For this paper, the author has tried to provide a high validity level, by 
choosing only peers reviewed scientist articles and books, relevant for the paper aim and 
research question. In the research part, the sample composed of 100 companies limit the validity 
of measurement, because those 100 companies represent only 0.0004 % of the 267 000 
companies with 0 to 500 employees.   
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4. Empirical evidence:  
This part is aimed to present the results of the questionnaire. These data were collected to 
investigate on how companies from two European countries, France and Sweden communicate 
their company brand identity online. After this presentation, the conclusion will be created, to 
understand how companies manage their brand identity, with which tools, and through which 
media.  
Questionnaires were sent to companies between 0 and 500 employees, from France and 
Sweden. To respect the respondent’s integrity, questionnaires were made anonymously and data 
collection aimed only for this research. A total of 100 questionnaires were statically analyzed 
with the IBM SPSS Statistics 23 software.   
 
4.1) Presentation of the respondents 

The presentation of the results will be separated into different steps according to the 
questionnaire structure. First of all, a table will present all the respondents without any 
distinction between countries, to show who the companies we investigated on are, and their 
profiles. 

 
Nationality 

  Frequency Percent Valid Percent Cumulative 
Percent 

 Sweden 50 50 50 50 

 France 50 50 50 100 

Total  100 100 100  

      

Employees 
  Frequency Percent Valid Percent Cumulative 

Percent 
 0/10 12 12 12 12 

 10/50 50 50 50 62 

 50/250 26 26 26 88 

 250+ 12 12 12 100 

Total  100 100 100  

      

Target audience 
  Frequency Percent Valid Percent Cumulative 

Percent 
 B2B 28 28 28 28 

 B2C 34 34 34 62 

 B2B & B2C 38 38 38 100 

Total  100 100 100  
 
According to our sampling process, we gathered 100 answers from the email survey, separated 
equally between France and Sweden (50% both). 
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For the company size what we expected before sending the questionnaire, was to collect 
approximately 25% of answers in each category, in order to compare more efficiently the results 
depending on the size of the company. After an investigation, in all these companies which 
answered our questionnaire, precisely 50% employ between 10 and 50 persons, which represent 
the major company size category of the sample. The last 50% were shared between companies 
with 0 to 10, 50 to 250 and 250+ companies with respectively 12%, 26%, and 12%.  
Concerning the type of target reached by the respondents’ companies, a majority of firms work 
for both professional and consumers markets (38%). The less represented category of 
respondents is companies working only for professionals with 28%, followed by the B2C 
companies with 34%.  
 
In order to compare how companies deal with their company brand identity communication 
only in France and Sweden, we chose also to present the results depending on the nationality 
origin of the firm as a comparison criterion.  

 
 Nationality Total 
 Sweden France  

0/10 7 5 12 

10/50 24 26 50 

50/250 12 14 26 

250+ 7 5 12 

Total 50 50 50 
 

 
With the data analysis separation for the company’s size by country, we saw that the numbers 
of respondents for each category are almost similar, with just small differences in terms of 
answers for all categories. In general, we collected more data for companies between 10 and 
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250 employees in France, and data for companies in the others category were more brought by 
Swedish respondents. In addition, despite an equal sending process in term of targeting 
companies with different sizes, we collected more data on companies from the 10 to 50 
employees segment. 
 
 

                                                  Nationality                               Total 
 Sweden France  

B2B 14 14 28 

B2C 19 15 34 

Both 17 21 38 

Total  50 50 100 
 
 

 
 
The question 3 was about the type of target reached by the companies in France and Sweden. 
With a mode on B2C, the majority of the Swedish respondents’ companies works for the 
consumer's segment. This mode differs in the France sample, with a majority of respondent’s 
working for both B2B and B2C markets.  
  
In order to know if companies belong or not a brand logo and name, part of the brand identity, 
we chose to create the question 4 about these two attributes. With the analysis of the results, 
100% of the companies answered that they have both logo and name for their brand.  
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To understand the following questions and their answers, and after the pre-test process, we 
chose to create the question 5. Indeed, in case of non-use of one media, following answers could 
be biased, and impact the final results analysis. The 6 following tables show the proportion of 
positive and negative answers to the question: what are the media used by your company? 
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How do customers learn about you? 
 N Minimum Maximum Mean Std. Deviation 

Website 100 2 5 4,08 0,971 

Facebook 100 1 5 3,47 1,283 

LinkedIn 100 1 5 3,11 1,421 

Twitter 100 1 5 2,44 1,388 

YouTube 100 1 5 2,27 1,213 

Instagram 100 1 5 1,93 1,233 
 
In order to use this data, we calculated the descendant mean of the Likert’s scale for this 
question. After this calculation, we came up with the conclusion that companies thought the 
first media used by consumers to learn about them is their website (4.08=Agree), following by 
Facebook and LinkedIn with a mean on the Neutral feeling regarding the statement. Twitter 
and YouTube are not the principals’ media to learn about the company for the respondents, with 
only the Disagree answer in average for both media. Finally, companies are in general Totally 
disagree with the idea that consumers mainly learn about their business via Instagram. 
Regarding this analysis, we could assume that by a perception of the website as the central way 
of information, companies put more effort on their own web pages and that these efforts will 
be perceived throughout the analysis of the following answers. 
 
4.2) Brand identity dimensions communication:  

Brand 
personality  

N Minimum Maximum Mean Std. 
Deviation 

Website 100 1 5 4,00 1,128 

Facebook 100 1 5 3,37 1,376 

LinkedIn 100 1 5 2,60 1,491 

Twitter 100 1 5 2,34 1,416 

YouTube 100 1 5 2,13 1,397 

Instagram 100 1 5 1,87 1,160 
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Personality refers to the humanistic characteristics related to the brand, its personification. In 
order to communicate the human's attributes of their brands, companies use several media. Our 
expectations for this part were that to share humans attributes, companies need to react and 
develop a presence on media where customers are more likely to find them. Following this idea, 
we based our expectations on the answers of the question 6, which reflect the customer’s 
information research process. The analysis of the answers perfectly follows our suppositions in 
terms of brand personality communication regarding the type of media used, with strictly the 
same order (Website/Facebook/LinkedIn/Twitter/YouTube/Instagram). Website stays as the 
major media use for this dimension sharing, with a mean of 4.00 (Agree) for the sample. But 
the dispersion of answers for the website media differs between France and Sweden. Swedish 
companies felt more Totally agree regarding this statement, where French firms are more spread 
between Totally Agree/Agree and Neutral. In addition, a larger proportion of the French 
respondents were Disagree or Totally disagree with the idea that Website their way of 
communication for their brand personality.  
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Brand 
Relationship 

N Minimum Maximum Mean Std. 
Deviation 

Facebook 100 1 5 3,59 1,401 

Website 100 1 5 3,46 1,019 

Twitter 100 1 5 2,83 1,712 

LinkedIn 100 1 5 2,65 1,459 

Instagram 100 1 5 1,76 1,173 

YouTube 100 1 5 1,75 1,290 

 

 
The brand relationship dimension section revealed the respondents’ mode in terms of media 
used to create a relationship with customers. With a 3.59 mean, Facebook emerges as the most 
used media in order to keep closeness between companies and consumers. This media is 
followed by Website with a general appreciation of Agree regarding the statement. What we 
assumed before the analysis of uses of media for a relationship, was that Facebook and Twitter 
would be the most represented social media, by providing fast and continuous interactions 
between stakeholders. However, for the Twitter case, results could be affected by the B2B 
sample of companies, less involved in the communication process through this media. After an 
investigation, we came up with the conclusion that Facebook (3.59) stays the most used media 
for a relationship, but closely followed not by Twitter as we expected, but by Website (3.46). 
As we assumed previously, a majority of respondents from the B2B sector didn’t have a Twitter 
account for their company in general, which impact the final result.    
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Brand vision N Minimum Maximum Mean Std. 
Deviation 

Website 100 1 5 4,14 0,932 

Facebook 100 1 5 3,35 1,290 

LinkedIn 100 1 5 2,90 1,554 

Twitter 100 1 5 2,29 1,395 

YouTube 100 1 5 1,96 1,363 

Instagram 100 1 5 1,72 1,129 
 

 

By an inversion of the mode between France and Sweden in terms of feelings regarding the 
vision dimension communication on Website (Swedish companies felt Totally agree where 
French firms are more Agree regarding the statement), it implies that even with the same 
dimension, companies from different countries act differently, and place more emphasis on 
certain media to communicate specifics dimensions. In this case, Swedish companies put more 
effort into their brand vision communication through websites compare to French’s vision. 
However, for both country, the main media used to promote the company vision dimension of 
identity remain website, according to the calculation of the descendant’s mean, with a score of 
4.14, equal to the Agree appreciation on the Likert’s scale. Indeed, this mean could be impacted 
by the long-term time dimension of this facet. With a continuous stream of news information, 
social media like Facebook or Twitter provide fewer opportunities to share and set a long-term 
vision strategy. With an overall control of the information, and specifics tabs generate in this 
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aim, the website is more likely to become the vector of communication for a long-term strategy 
promotion as brand vision.  
 

4.3) The aim of communication online for this brand identity and its dimensions 

 

  

Awareness  Disagree Neutral Agree Totally 
agree 

Total 

Nationality Sweden 6 2 22 20 50 

 France 3 3 21 23 50 

Total  9 5 43 43 100 
 

Differentiation  Totally 
disagree  

Disagree Neutral Agree Totally 
agree 

Total 

Nationality Sweden 1 7 4 16 22 50 

 France 2 3 8 19 18 50 

Total  3 10 12 35 40 100 
  

This section of the questionnaire contextualized how respondents perceived the aim of the 
communication online in order to promote the brand identity. As shown by the graphs and 
tables, Differentiation and Awareness represent an important aim of the communication of the 
company brand identity online, with 43% either Agree or Totally agree for Awareness and a 
majority Totally agree (44%) for the Differentiation statement. However, these aims of 
communication are not perceived equally between France and Sweden. French companies feel 
more Totally agree with the Awareness aim, where Swedish are mostly Agree, and this trend is 
inverted for the Differentiation part. In addition, with a larger dispersion of answers for the 
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Differentiation attribute, we can conclude that this aim is less important in term of brand identity 
communication for both Swedish and French firms.  
 
4.4) Communication tools used:  

Public 
Relations 
Management  

N Minimum Maximum Mean 
Std. 

Deviation 

Website 100 1 5 4,04 1,014 

Facebook 100 1 5 3,45 1,359 

LinkedIn 100 1 5 2,80 1,570 

Twitter 100 1 5 2,62 1,562 

YouTube 100 1 5 1,77 1,270 

Instagram 100 1 5 1,67 0,965 
 
With a low dispersion of answers for the Instagram media and a mean of 1.67, respondents are 
in majority agree with the statement that Instagram is not used by companies to manage their 
public relations. The most used media, in this case, is Website, with a mean of 4.04 (Agree in 
the Likert’s scale). Regarding the others media, respondents felt Neutral (Facebook) or Disagree 
with the statement that they use media for public relations management. Concerning the main 
media, Website, and after investigation, we came up with the result that Swedish and French 
companies thought different in their feelings regarding their level of agreement with this 
management of public relation. In the first hand, Swedish companies mostly Totally agree with 
the idea that Public Relation Management is done through their website, wherein the other hand 
French companies are more Agree with this statement. Despite this difference, website stays 
for both country the main vector of public relations management, according to the SPSS results.  
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Sales 
Promotion 
Messages  

N Minimum Maximum Mean 
Std. 

Deviation 

Facebook 100 1 5 3,78 1,375 

Website 100 1 5 3,69 1,300 

Twitter 100 1 5 2,71 1,539 

LinkedIn 100 1 5 2,33 1,326 

YouTube 100 1 5 2,01 1,382 

Instagram 100 1 5 1,99 1,299 

 
In order to attract new customers, or to increase consumers demand, companies use sales 
promotion on their strategy. This short-term strategy is aimed to create awareness and 
differentiation and uses media marketing communication. With the SPSS descendant mean 
calculation, conclusions on which media companies use to share these sales promotion 
messages were drawn. On the investigate sample, respondents mainly use their Facebook page 
to generate sales promotions messages (3.78). However, with the highest mean of 3.78 equal to 
the Neutral feeling regarding the statement, we can assume that companies do not use 
interactive media for a primary purpose of sales promotion strategy.   
     
Advertising 
Messages 
Publication 

N Minimum Maximum Mean 
Std. 

Deviation 

Website 100 2 5 3,83 1,006 
Facebook 100 1 5 3,81 1,323 
Twitter 100 1 5 2,69 1,555 
LinkedIn 100 1 5 2,39 1,377 
YouTube 100 1 5 1,85 1,298 
Instagram 100 1 5 1,81 1,228 

 
According to the previous results in use of interactive media for sales promotions messages 
creation and sharing, after the calculation of the descendant mean for Advertising Messages 
publication we obtained similar results in terms of the implication of media in the advertising 
strategy. Results can be analyzed following the close relation between Advertising and Sales 
Promotion, both belonging to a sales increasing strategy. However, despite a low implication 
of media on these strategies, we can even analyze that Facebook and Website are not similar in 
terms of use for each strategy. According to the results, Facebook is more involved in the Sales 
Promotion strategy, and Website is mainly used for the Advertising Messages publication.  
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4.5) The frequency of communication on media for the brand identity 

 
The frequency of using media for company brand identity 

 N Minimum Maximum Mean Std. Deviation 
Facebook 100 1 5 2,34 1,174 
Website 100 1 5 2,47 1,141 
Twitter 100 1 5 3,27 1,543 
LinkedIn 100 1 5 3,64 1,177 
Instagram 100 1 5 3,87 1,244 
YouTube 100 1 5 4,48 0,948 

 
In order to understand in which media companies more frequently create and share content, we 
chose to analyze the frequency of brand identity communication on different media. By using 
the ascendant mean calculation, we observed that the most frequently used media in term of 
company brand identity communication is Facebook, within average 2/3 uses per week. This 
media is closely followed by Twitter with a 2.47 mean (2/3 times per weeks). Twitter, LinkedIn, 
and Instagram are on average used for the brand identity communication 1 time per week. 
Finally, YouTube is used in general 1 time per month in this aim. For this last media, the 
frequency of communication could be explained by the amount of time needed to create 
audiovisual content.  
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5. Analysis  
In order to analyze how companies communicate their brand identity online through virtual 
media and compared the results with previous offline theories gathered on the theoretical frame 
of references, we are going to present and explain our research. This analysis of data will be 
made following the uses of each media, in order to achieve a global evaluation of companies’ 
behaviors through online media in term of brand identity communication.  
 
5.1) The overall presentation of online media uses:  

In their branding process, companies work on their brand identity, in order to create a brand 
image on the customers’ minds. The brand identity management aims to create a strong brand 
and enhance important factors: brand awareness and brand differentiation. According to our 
research, these two factors which represent a strong brand are considered by the respondents, 
as central purposes of the brand identity communication strategy. However, despite in average 
similar feelings regarding the statement of Awareness and Differentiation as principals’ aims 
of brand identity communication online, discrepancies exist between French and Swedish 
respondents. Indeed, French companies place more emphasis on the Awareness aim where 
Swedish respondents are more likely to consider Differentiation as the most important factors 
that motives themselves to communicate their brand identity online.  
In order to enhance these two factors online, companies use several virtual media. In order to 
understand how companies share three dimensions of the brand identity online, and with the 
support of which communication tools, we investigated on six online media.  
First of all, we analyzed that all companies own a website page for their business, not 
necessarily for their brand identity communication. In the investigated sample, these 6 media 
were ranked according to their proportion companies which use them as follow: 
Website/Facebook/LinkedIn/Twitter/YouTube and Instagram. As with the example of Twitter 
on our SPSS data analysis, this ranking was affected by the type of target reached by the 
companies. We concluded that the B2C and B2C&B2B companies are more likely to use the 
largest panel of online media, where B2B firms are more focus on 3 media: Website, Facebook, 
and LinkedIn.  
We came up with the conclusion that this percentage of utilization of media could impact future 
questions and the communication process through social media.  
 
5.2) Website  

Concerning the first media, we analyzed that 100% of companies investigated own their 
personal website. Concerning the brand identity dimensions, we chose to calculate the 
descendant mean of each media by dimension, in order to show which media is most used by 
the company for each dimension. After calculation, the website was involved as being the major 
vector of communication in two dimensions: Brand personality and Brand vision. For both 
countries, website represented the main way of communication of the brand personality, with 
mode on the Totally agree feeling regarding the statement. However, the perception of the 
importance of the website as the main vector of brand vision promotion is not equal between 
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France and Sweden. Most of the companies we investigated in France considered less important 
the statement of the website as their main mean of brand vision communication.  
Concerning the website as the as the platform used by companies to apply communication tools 
for their identity, two mains tools are used online through this media. First of all, Public 
Relations is one of the tools use online to enhance brand identity. However, after investigation, 
we came up with different results between Sweden and France, with discrepancies in the 
agreement level for the management of the public relations through the website. In a first-hand 
French companies are mostly Agree with this statement, wherein another hand Swedish firms 
are Totally agreeing in general. For the Advertising Messages tool, website stays the first media 
of promotion, despite the small deviation with the second media, Facebook. These observations 
allow noticing the major role of the website as public relation management main platform, and 
its importance on the advertising message communication, despite more widely dispersion of 
the results between the website and the others media.  
All of these dimensions and tools of communication are involved in a long-term vision strategy. 
Indeed, developed a brand personality is aim to create a brand as a person, to create links and 
relationship with customers, in order to develop a long-term relationship. For the brand vision, 
it refers to the creation of a positive environment for companies, share by both company and 
customer. Due to the long process of environment creation, closely related to the dimensions of 
relationship and personality, this vision facet of the identity is also a part of the long-term 
strategy. By using in majority Website to share the long-term dimensions and tools, we 
concluded that this medium represents the long-term media use by companies in order to 
communicate their brand identity online.  
 
5.3) Facebook  

According to the ranking of media uses by companies, the second online platform used by 
companies in their business is Facebook, with 88% of positive answers. As for the previous 
media investigated, Website, we are going to understand which parts of their identity companies 
share through this media, and what tools are used to enhance this identity online.  
Following previous analysis on a website, Facebook represents the second media aimed to 
communicate two dimensions of the brand identity, personality, and vision. Due to the type of 
media which Facebook belongs, this platform is mainly used to communicate around the third 
and last dimension we investigated on, brand relationship. Indeed, by providing continuous 
interactions and quick feedbacks, the interactive media Facebook allow reducing the distance 
customers-companies. This distance reduction positioned Facebook on the respondents’ minds 
as the main media of communication for the Brand relationship. Following this idea, the next 
logical media for this dimension promotion would be Twitter, the other main interactive media 
using nowadays by consumers. However, as we are going to show later, this expected logic 
revealed to be wrong, with Website as the second media for this dimension. One other variable 
influenced by the quick interactions opportunities is the frequency of using Facebook in order 
to communicate the company brand identity. Within average 2/3 publications per weeks, this 
medium represents the most important frequency of communication online for the companies.  
Concerning which tools are used through this media for creating awareness and differentiation, 
in order to enhance the identity online, Facebook represents the first media used to create and 
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send sales promotion message. Despite this uses of media, sales promotion are not really 
communicated through interactive media, as shown by the low level of agreement of the 
respondents for all media. With the highest mean equal to 3.78, equal to Neutral, results drew 
the conclusion that Sales Promotion tool does not really use online. The other tool considered 
as low used online is Advertising messages, due to its close relation in term of aim with the 
previous tool. Indeed, the main purpose of these tools is to increase partially and in a certain 
period of time, sales increasing and attract customers. According to the results, we came up 
with the conclusion that limited time actions are not mainly created online, in order to 
communicate the brand identity, increase awareness and create differentiation.  
 
5.4) LinkedIn  

With 83% of users in the respondents’ sample, LinkedIn represents the third platform of 
communication in term of ranking. Contrary to the two previous media, Facebook and Website, 
LinkedIn doesn’t represent the main way of communication for the brand identity dimensions, 
and for the online tools uses. With a descendant mean always around 2, companies felt in 
general that LinkedIn isn’t the way through which they share identity dimensions. This average 
of perception of LinkedIn is repeated for the uses of online marketing communication tools 
through this platform. After this conclusion, we can say that LinkedIn has a small impact on 
the brand identity communication, reinforced by the low level of involvement of the companies 
to integrate this media in their brand identity communication process. In average, companies 
use LinkedIn to promote their brand identity online 1 time per week, however, they consider 
this media as the third one in term of customers learning about their brand. This analysis allows 
understanding that LinkedIn doesn’t represent the main way of brand identity communication, 
but is still used for another purpose according to the question 6 answers.    
 
5.5) Twitter 

Twitter represents the second main interactive media in term of speed for interaction nowadays 
for consumers. However, despite this notion of interaction and close distance between message 
sender and receiver, Twitter is distanced from the company’s website in term of brand 
relationship.  After calculation, we chose to understand this difference in proportion, between 
these two media. By being an interactive media mainly used by companies which work for 
consumers’ segments (B2C and B2C&B2C), this differences in term of answers could be 
explained by the low engagement place on this media in order to communicate their brand 
identity by B2B companies. Indeed, with only 10 accounts on 28 B2B respondents, and 35 
companies without any Twitter’ pages, this discrepancy in term of result can be explained.  
In addition, with a general Disagree feeling regarding Twitter as the main vehicle where 
customers learn about the company, the low companies’ level of involvement to promote their 
brand identity online can be understood. With two mains media Facebook and Website, 
companies put more effort into their brand identity communication through these media, with 
less communication campaign on the others. However, as for LinkedIn, with a high level of 
uses of Twitter, we can assume that Twitter is used by companies for another purpose.  
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5.6) Instagram and YouTube  

In order to present the level of involvement of the two last media Instagram and YouTube, we 
chose to combine them due to the nature of the content they created. By providing video through 
its platform YouTube, as Instagram for the video/photography represent two audio-visual 
online vehicles. According to our research, we also chose to combine them due to their low 
level of implication on brand identity communication strategy. Indeed, for all statements, both 
in identity dimensions and tools used to enhance this identity, YouTube and Instagram 
represented always the lower proportion of uses. This low level of uses can be explained by two 
factors. First of all, marketers mainly perceived these media as the latest mean to learn about 
the company for consumers. This factor impacts the second one, the low frequency of 
communication through these media. With the combination of these factors, the small impact 
of YouTube and Instagram on the brand identity communication process is understanding. In 
addition, with the amount of time needed to create audiovisual contents, companies often 
skipped these options in term of identity communication.  
 

5.7) General perspective  

After the analysis of results media by media, conclusions could be highlighted. For the brand 
identity communication process through online media, three groups of media can be created.  
The first group is composed of the two main vehicles used by companies in order to enhance 
their identity online. This group could also be divided according to the time vision of the 
company. In a long-term strategy, and for long-term brand dimensions, the website represents 
the main platform of communication, used to share the brand personality and the brand vision. 
To support this long-term vision, public relations management is made principally through this 
media. In term of short time period strategy, Facebook is used to create a relationship, and 
reduce the distance between customers and companies. In addition, it’s also used by companies 
to share sales promotion messages and advertising messages I order to attract new customers 
by increasing awareness, or motivate existing customers in their purchase behavior, by the 
creation of differentiation in their minds.  
The second group represents media used frequently by companies, but with a less important 
impact on the identity communication process online. After an investigation, we concluded that 
these media served another purpose for companies, according to their feelings on the statement 
Twitter and LinkedIn as means for consumers to learn about the brand. For these media, 
companies are mainly neutral regarding their uses for brand identity online. Discrepancies have 
been highlighted also in term of uses of these media depending on the type of target reached by 
companies.  
The last group regroups the less involved media on the brand identity communication online. 
The two media on this group Instagram and YouTube always represented the less important 
vehicle for brand dimensions sharing or for platforms to use marketing communication tools 
online. After an investigation, we came up with the conclusion that these media represent the 
less used media for companies and the less important means of learning about a brand for 
customers. The correlation of these factors impact negatively the uses of these media in the 



33 
 

brand identity communication online and increase the gap between Facebook and Website as 
main vehicles and the others media.  
Finally, and according to our sampling, we concluded that methods and strategies of uses online 
media do not really differ between France and Sweden. The main difference in term of 
communication of brand identity online is on the aim of communicating this identity, where 
more emphasis is placed on awareness by French companies and more in Differentiation for 
Swedish companies. Concerning the global strategy online, companies from both country use 
media for same aims, and in the same order of importance. What we concluded on this 
observation was that these similarities are due to cultural factors. With two Europeans countries 
and similar obtained results, the cultural way of working is highlighted.  
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6. Conclusion  
6.1) Conclusion  

After investigating media by media on how companies communicate their brand identity online, 
conclusions were drawn. For the sample we analyzed, companies acted similar, no matter from 
which countries they were from. Only their main aim of their brand identity communication 
online differs, with more attention allocated to the increase of awareness in France, and create 
differentiation for Sweden.  
In order to provide a clear conclusion of our research, we would like to present most important 
findings in a summary.  

- Companies mainly manage their brand identity communication through two media: 
Facebook and Website.  

- A website aimed to support the long-term strategy of brand identity communication, 
with the promotion of brand personality and brand vision. In addition, the management 
of public relations in order to enhance this identity is mainly achieved in this platform.  

- Facebook represents the second most used media and allows companies to create and 
promote the brand relationship dimension. By creating a relationship with customers, 
Facebook is also the main company mean to create and share sales promotion and 
advertising messages.  

-  LinkedIn and Twitter do not participate actively in the brand identity communication 
strategy. However, with a high frequency of communication, we assumed that these 
media aimed to achieve another purpose for companies.  

- Due to the small number of positive answers in terms of uses for YouTube and 
Instagram, we concluded that these media are not involved in the brand identity 
communication process.  

In order to answer our research question, we concluded that companies mainly share their brand 
identity online through two main vehicles, Website and Facebook. These media are the ones 
mainly used to share the three identity dimensions and to support the tools to communicate this 
company brand identity communication. By this analysis, deeper knowledge was created in 
order to provide useful data for future analysis.  
 
6.2) Reflection on the choice of the subject 

By delimitate the survey only in Sweden and France, we just “draw” an online business 
landscape only for European countries, which are not exactly same but close. But perform a 
more large investigation wouldn’t be possible due to the limitation of our student profile (lack 
of time, money and resources). After this redaction, we can say that the process of writing and 
data collection was not easy, but it brings us news knowledge and an expert vision on the topic. 
For the whole thesis project, we are satisfied with our paper, and of answers, we provide in 
order to create deeper knowledge.  
 
6.3) Suggestions for continued studies  

By using a large diversity of online tools, we provide a general photography of how companies 
use them. One interesting point could be to investigate on one specific media, for example, 



35 
 

Facebook in order to understand how firms communicate their brand identity online through 
this tools. Change the data collection process, with using data from companies with more than 
500 employees or perform interviews would be interesting to understand how large 
organizations deal with their brand identity online. Another way of the investigation will 
compare companies from one or more European countries with companies from 
Asian/African/American countries to analyze if a gap exists between the uses of online tools in 
their brand identity communication. By analyzing these differences, it could be also interesting 
to finally investigate how customers perceive the brand and its identity depending on their own 
culture.   
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8. Appendix:  
Questionnaire  

This questionnaire is a part of a study which investigates how companies communicate their 
brand identity online. This study is a Bachelor Thesis project from the University West, 
Trollhättan, Sweden. To ensure the integrity of the respondents, this investigation will be done 
anonymously and the data collected will be used only for this research.   

The author of this report would like to thank you for your participation in this project.  

 

1) Which country is the company you are employed by originated from?  

Sweden ☐     France ☐  

2) How many employees work for your company  
 
0/10 ☐     10/50 ☐     50/250 ☐      250+ ☐ 

3) Target audience  

B2B ☐     B2C ☐     B2B & B2C ☐ 

4) Does your company have a brand name and/or logo  
a. Name 

Yes ☐     No ☐     I do not know ☐ 
 

b. Logo  

Yes ☐     No ☐     I do not know ☐ 

 

5) Following the list, what are the media used by your company?  

Website ☐   Facebook ☐  Instagram ☐  Twitter ☐  YouTube ☐ LinkedIn ☐ 

 

6) To which extent do you agree your customers mainly learn about your company 
brand via?  

Website: Totally disagree ☐ Not agree ☐ Neutral ☐ Agree ☐ Totally agree ☐ 

Facebook: Totally disagree ☐ Not agree ☐ Neutral ☐ Agree ☐ Totally agree ☐ 

Instagram: Totally disagree ☐ Not agree ☐ Neutral ☐ Agree ☐ Totally agree ☐ 

Twitter: Totally disagree ☐ Not agree ☐ Neutral ☐ Agree ☐ Totally agree ☐ 

Youtube: Totally disagree ☐ Not agree ☐ Neutral ☐ Agree ☐ Totally agree ☐ 

LinkedIn: Totally disagree ☐ Not agree ☐ Neutral ☐ Agree ☐ Totally agree ☐ 
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7) Brand personality refers to the brand personification. It is the set of human 
traits/characteristics assigned to the brand. A brand personality comes into existence 
when human adjectives like unique, caring, funny, trustworthy, creative, 
straightforward, dishonest, rebel are assigned to a brand. To which extent do you 
agree your company communicates about its brand personality via?  

Please rate on a scale of 1 to 5.   
1 – Totally disagree  
2 – Not agree 
3 – Neutral  
4 – Agree 
5 – Totally agree 

 

 1  2 3 4 5 
Website ☐ ☐ ☐ ☐ ☐ 
Facebook ☐ ☐ ☐ ☐ ☐ 
Twitter  ☐ ☐ ☐ ☐ ☐ 
Instagram ☐ ☐ ☐ ☐ ☐ 
LinkedIn  ☐ ☐ ☐ ☐ ☐ 
Youtube ☐ ☐ ☐ ☐ ☐ 

 

8) Brand relationship is the repeated interactions between a brand and a customer that 
start to reflect similar characteristics of relationships between people, such as love, 
connection, interdependence, intimacy, and commitment. To which extent do you 
agree your company communicates about its brand relationship via? 
 

 1  2 3 4 5 
Website ☐ ☐ ☐ ☐ ☐ 
Facebook ☐ ☐ ☐ ☐ ☐ 
Twitter  ☐ ☐ ☐ ☐ ☐ 
Instagram ☐ ☐ ☐ ☐ ☐ 
LinkedIn  ☐ ☐ ☐ ☐ ☐ 
Youtube ☐ ☐ ☐ ☐ ☐ 

 

9) Brand vision regroups the long-term vision of the brand, how the brand universe share 
with the customers is created, and the internal values and social responsibilities of the 
brand. To which extent do you agree your company communicates about its brand 
vision via? 

 1  2 3 4 5 
Website ☐ ☐ ☐ ☐ ☐ 
Facebook ☐ ☐ ☐ ☐ ☐ 
Twitter  ☐ ☐ ☐ ☐ ☐ 
Instagram ☐ ☐ ☐ ☐ ☐ 
LinkedIn  ☐ ☐ ☐ ☐ ☐ 
Youtube ☐ ☐ ☐ ☐ ☐ 
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10) What is the aim of communicating online for your company brand identity?  

 

- Increase awareness  

1 ☐ 2 ☐ 3 ☐ 4 ☐ 5 ☐ 

- Create differentiation  

1 ☐ 2 ☐ 3 ☐ 4 ☐ 5 ☐ 

 

11) To which extent do you agree with the following statements?  

 

- We manage public relations to communicate our brand identity via our:  
 1  2 3 4 5 

Website ☐ ☐ ☐ ☐ ☐ 
Facebook ☐ ☐ ☐ ☐ ☐ 
Twitter  ☐ ☐ ☐ ☐ ☐ 
Instagram ☐ ☐ ☐ ☐ ☐ 
LinkedIn  ☐ ☐ ☐ ☐ ☐ 
Youtube ☐ ☐ ☐ ☐ ☐ 

 

- We send sales promotion messages to communicate our brand identity via our:  
 1  2 3 4 5 

Website ☐ ☐ ☐ ☐ ☐ 
Facebook ☐ ☐ ☐ ☐ ☐ 
Twitter  ☐ ☐ ☐ ☐ ☐ 
Instagram ☐ ☐ ☐ ☐ ☐ 
LinkedIn  ☐ ☐ ☐ ☐ ☐ 
Youtube ☐ ☐ ☐ ☐ ☐ 

 

- We send advertising messages to communicate our brand identity via our:  
 1  2 3 4 5 

Website ☐ ☐ ☐ ☐ ☐ 
Facebook ☐ ☐ ☐ ☐ ☐ 
Twitter  ☐ ☐ ☐ ☐ ☐ 
Instagram ☐ ☐ ☐ ☐ ☐ 
LinkedIn  ☐ ☐ ☐ ☐ ☐ 
Youtube ☐ ☐ ☐ ☐ ☐ 
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12) How frequently does your company communicate its brand identity online via? 

 

- Website 

☐ 1 time per day ☐ 2/3 times per week ☐ 1 time per week ☐ 1 time per month                  
☐ less than 1 time per month 

- Facebook  

☐ 1 time per day ☐ 2/3 times per week ☐ 1 time per week ☐ 1 time per month                  
☐ less than 1 time per month 

- Twitter  

☐ 1 time per day ☐ 2/3 times per week ☐ 1 time per week ☐ 1 time per month                  
☐ less than 1 time per month 

 

- Instagram  

☐ 1 time per day ☐ 2/3 times per week ☐ 1 time per week ☐ 1 time per month                  
☐ less than 1 time per month 

- LinkedIn  

☐ 1 time per day ☐ 2/3 times per week ☐ 1 time per week ☐ 1 time per month                  
☐ less than 1 time per month 

- Youtube  

☐ 1 time per day ☐ 2/3 times per week ☐ 1 time per week ☐ 1 time per month                  
☐ less than 1 time per month 
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