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Abstract 

COURSE: EFO703 Bachelor thesis in Business Administration 

 

AUTHORS:  Julian Jimenez Uzma Iqbal  Yasmin Faiz. 
 May 17th, 1983 January 3rd, 1986 March 2nd, 1984 
 Spain, Barcelona Sweden, Stockholm Sweden, Stockholm 
 

TUTOR:  Angelina Sundström 

TOPIC : Internationalization of CINT AB, Branding and Expansion. 

PROBLEM DISCUSSION:  

Companies that internationalize can encounter shift in the brand strategies. The shift can be 

from a product dominating strategy to a corporate dominant strategy. 

On the basis of models and theories the authors of the thesis will try to analyze the situation of 

the investigated company, Cint AB. After the internationalization process the company has 

changed its branding strategies from a product dominating to corporate dominant strategy. 

The shift has created both positive and negative aspects for the company. The research would 

address mainly these issues such as branding difficulties for the company when going 

international.  

 

RESEARCH STATEMENT:  

How can internationalizations process change an organization’s branding structure? 

 

THESIS PURPOSE: 

The purpose of this thesis is to describe the branding shifts of Cint AB and evaluate those 

over the company. 

 

RESEARCH METHOD:  

This research is based on a qualitative study. The authors have used primary and secondary 

data, both in order to conduct a qualitative study. The primary data was collected through an 

email interview with the company’s representatives and having access to their internal 

information sources. The secondary data was collected from articles, journals and books.   

 

CONCLUSION: 

The old branding structure of Cint AB had offer limited opportunities in term of competitive 

growth in the foreign market. After the research, it is discover that the new branding strategy, 

corporate branding, allows company to create a one strong brand image which can support the 

current and future brands and save resources used individually for each brand before. It also 

creates a culture to integrate internal stakeholders with external stakeholders for relationship 

development.  



Table of Contents 

1.INTRODUCTION ................................................................................................................................ 6 

1.2 RESEARCH STATEMENT: ........................................................................................................ 9 

1.3 THESIS PURPOSE ....................................................................................................................... 9 

1.4 TARGET AUDIENCE: ................................................................................................................. 9 

1.5 RESEARCH STRUCTURE: ....................................................................................................... 10 

2. METHOLOGY .................................................................................................................................. 11 

2.1 Selection of the Company and Topic: ......................................................................................... 11 

2.2 Choice of Research Strategy: Qualitative .................................................................................... 11 

2.3 Choice for Research Method: Email Interviewing ...................................................................... 11 

2.4 Qualitative Data Analysis ............................................................................................................ 12 

2.5 Literature research ....................................................................................................................... 13 

2.6 Criticism of Chosen Research Approach .................................................................................... 13 

3.  THEORETICAL FRAMEWORK.................................................................................................... 15 

.3.1 Corporate Branding ................................................................................................................ 16 

3.2 Brand Architecture: ..................................................................................................................... 17 

3.2.1 The brand architecture  ......................................................................................................... 17 

3.3 Defining a new Brand structure & strategy ................................................................................. 18 

3.3.1 Product branding vs. Corporate Branding ............................................................................ 18 

3.4 Brand Portfolio Strategy .............................................................................................................. 20 

3.4.1 Brand Portfolio dimensions .................................................................................................. 20 

3.4.2 Why Brand Portfolio?........................................................................................................... 21 

3.5 Marketing Driving with a Corporate Brand: ............................................................................... 23 

3.5.1 Interactive Corporate Branding Model ................................................................................. 23 

4. EMPIRICAL FINDINGS .................................................................................................................. 26 

4.1 Company´s Background .............................................................................................................. 26 

4.2 Defining the branding Issue ........................................................................................................ 27 

4.2.1 The old structure of the company ......................................................................................... 27 

4.2.2 New Structure: ...................................................................................................................... 28 

4.3 Rebranding .................................................................................................................................. 29 

5. ANALYSIS ....................................................................................................................................... 30 

5.1 Branding shifts of the Company .................................................................................................. 30 

5.2 Defining a new brand structure & strategy .................................................................................. 31 

5.2.1 The structure ......................................................................................................................... 31 

5.2.2 The Strategy ......................................................................................................................... 32 



EFO703 Bachelor thesis in Business Administration 

 

7 

6. CONCLUSION ............................................................................................................................. 37 

7.  REFERENCES ................................................................................................................................. 39 

 APENDEX ........................................................................................................................................... 42 

 

 

List of Figures 

Figure 1 Thesis Strucutre….………………………………………………………..………..7 

Figure 2 Theoretical Framework (Branding Shift) …………………………………………12 

Figure 3 Theoretical Framework (Factors influenced) ……………………………….…….12 

Table 1 Corporate branding vs. Product branding………………………………….…….. ..16 

Figure 4 Brand Portfolio Strategy…………………………………………..……………. …18 

Figure 5 Interactive corporate branding model  ……………………………….………...…. 21 

Figure 6 Cint Product dominant structure……………….……………………………… ….24 

Figure 7 Corporate dominant bran………………………………………………. ………….27 

Figure 9 Cint AB Brand Direction Strategy ……………………………..………………….29 

Table 2 Cint identified Problems and Needs ………………………………..………………30 

Figure 10: Updated Cint branded name products…………………...……………………… 31 

Figure 10:(unnamed)…………………………………………………………………………32 



EFO703 Bachelor thesis in Business Administration 

 

8 

1. INTRODUCTION 

______________________________________________________________________________

_ 

This chapter describes the issues for discussion. Highlight our research aims and research 

background, company description, change of strategies within the company, and the change in 

branding strategy and the rebranding of the company. 

 

There is a new kind of business operational trend perceived in the current companies’ 

behavior. Companies of all types and size are trying to enter as many foreign markets as 

possible. The speed of internationalization is increasing dramatically. However, alone with 

business growth comes a high level of uncertainty and risks in the foreign market. In order to 

face these obstacles, companies need to restructure their strategies according to the local 

environment as well as the international markets. (Tarnovskaya el at, 2005). The authors will 

describe the branding shifts of Cint AB and evaluate it effects on the company.  

 

Cint AB, an online research provider, is one of those companies (from Sweden) that have 

internationalized in a short time span, i.e. within one year the company has entered eight 

different markets around the world. These markets are Spain, Russia, Italy, Germany, France, 

Turkey, Japan and USA. After this expansion, the company has adopted different strategies to 

adopt the new environment, especially in the case of brand strategies. Before the 

internationalization process, the company had a silo organization brand structure. Silo 

organization brand structure is where every brand is maintained independently and shares no 

interconnection (A Aker 2004, pp32). The companies have five brands namely; Cint, 

Snabbasvar, CPX, Caxeo and Surverypirate. From the theory of brand architecture (Uggla 

2006), this type of structure is also known as a product dominant structure. After the 

internationalization process the company has adopted a new branding structure which is a 

corporate dominant brand structure. In the corporate dominant structure, every brand is 

replaced under one corporate brand. The corporate dominant structure is applied to create 

synergies, clarity and strong brand image. (Aker 2004, pp32, Harris & Chernatony 2001, and 

Uggla 2006).  The company, Cint has not only changed the branding structure but also 

changed some of the brands name and images. The company internationalized during a short 

period of time and chose to change the structure from product dominant structure to a 

corporate dominant one. 

 

1.1 PROBLEM DISCUSSION: 

The global business environment has been growing dramatically in recent times. Many firms 

are involved in the process of internationalization and engage their operations outside the 

boundaries of their home countries. This step involves new challenges, greater complexity 

and probably an increased level of uncertainty. (Ulf & Johansson 2001). 
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There are several different expansion strategies that companies can choose from when they 

establish internationally. Most firms develop in the domestic market first and then 

internationalize as a consequence of a series of incremental decisions but there are also firms 

that establish abroad before establishing in the domestic market. Besides, sometimes 

foreigners who work abroad see business opportunities and establish only in the foreign 

market. To lower the uncertainty and to reduce the obstacles associated with the expansion, 

firms seek knowledge about the new market as well as about the surrounding region. 

(Johansonel el al 2001) 
 
Similarly Cint AB decides to expand abroad and then several changes in its branding 

strategies were adopted to fit into new working environment as well as in the consumers 

mind. 

On the basis of models and theories the authors of the thesis analyzed the situation for the 

company. The company had a product dominating strategy which is now replaced with a 

corporate dominant strategy. The shift has created both positive and negative impacts for the 

company. Working under the same brand name reduces the cost comparatively to the previous 

costs but this has created confusion for the customers. The research would address mainly 

these issues such as branding difficulties for the company when undergoing international 

expansion. 

 

1.2 RESEARCH STATEMENT:  

How can internationalizations process change an organization’s branding structure? 

 

1.3 THESIS PURPOSE: 

The purpose of this thesis is to describe the branding shifts of Cint AB and evaluate it effects 

over the company. 

 

1.4 TARGET AUDIENCE: 

 The study has a direct target audience since it will help the company Cint AB to have a 

theoretical background related to the actions that have been taken in this matter and it will be 

sent to the Marketing Director of Cint AB in Sweden. On the other hand, this research will 

definitely be useful for similar small-medium companies in a similar situation. Small 

companies who would prefer to read the thesis case and relate the analysis according to 

theories and position themselves in a parallel situation. We mainly target software or online 

companies, Nordic companies in internationalization process and business professionals who 

may get benefited by the research analysis made by the authors of this paper. 
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1.5 RESEARCH STRUCTURE:  

    The thesis will be structured in several parts, see figure 1 below. In order to start the 
research, the authors will start by providing an introduction to the thesis with the problem 
discussion, research statement, thesis purpose and target audience. In the next chapter, 
methodology part with be explained which will later lead the research paper to the theoretical 
models chapter where selected theories that considered to be appropriate for this research will 
be written. The empirical finding chapter will focus on the primary data collected from the 
company. Having the problem statements of the study and using the company’s feedback with 
direct resources such as articles, internal marketing studies and an interview with the 
Marketing director of the company in Sweden will help the authors create analysis and the 
final conclusions.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1; Thesis Strucutre   Scource: Own Model 
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2. METHOLOGY 

______________________________________________________________________________

_ 

The methodology chapter will describe our choice and selection of research method. The 

criticism over the research approach chosen is also described. 

2.1 Selection of the Company and Topic: 

The author of this thesis were interested in writing abut the internationalization process of a 

firm. As this topic is perceived to be the emerging trend in the global business environment, 

Cint AB (the selected company) was selected because it matches the research question. The 

topic Branding was selected because after the internationalization process, Cint AB made 

some huge changes in it branding strategy. And it gave the research group an opportunity to 

study what changes an internationalization process can bring in terms of branding,  

2.2 Choice of Research Strategy: Qualitative 

The authors have chosen a qualitative research method. Qualitative research is a type of 

scientific research that consists of an investigation that seeks answers to a question, 

systematically uses a predefined set of procedures to answer the question, collects evidence, 

produces findings that were not determined in advance and produces findings that are 

applicable beyond the immediate boundaries of the study. (Qualitative research method 

overview, undefined) 

 

 A qualitative research approach  is most often referred to as an inductive approach to theory, 

meaning that through a literature research the authors discovers related theories to utilize 

(Bryman & Bell 2003, pp 156).This approach results in a higher level of relevance between 

theory and practice and helps the researchers to avoid being caught in misleading 

interpretations. In comparison, quantitative methods apply a deductive approach where theory 

is tested and guides research. A combination of both is known as an abductive method) which 

is also adopted in this study to a limited level. The qualitative method is preferred because it 

is a more flexible research method. (Alvesson & Sköldberg 1994). 

2.3 Choice for Research Method: Email Interviewing 

Fisher (2003, pp 158) have explained different research method to chose from. These methods 

are interviews, panels, questionnaires and documentary research method. Among these core 

methods, the authors of this thesis have decided to do email interview to carry out research. 

The decision was based on which method is practical for our research problem, falls under 

limited time frame and easier to interpret the findings. The decision is also influenced by the 

fact that interviewing is commonly used by most of the students and it has proved to work.  



There are several ways to conduct an interview. One can have an open, pre-coded or semi-

structured interview (Fisher 2003, pp 159). Open interview is straightforward, consist of 

informal conversation. This type of interview is often controlled by the respondents. In 

contrast, pre-coded interview is more formal and is controlled by the researcher. The 

questions are prepared in good time and designed in a logical sequence.  Semi-structured 

interview is a mix of open and pre-coded interview where both respondent and researcher lead 

the interview. Since the interview was conducted by email, the appropriate approach to 

employ was pre-coded interview (see appendix 2). Students often face problems when 

contacting companies to interview as it demands not only interest but time from both sides. 

And by having interview through email makes it feasible for companies to answers the 

questions anytime anywhere and for researcher to obtain information more rapidly when 

many respondents are involved. But on the other hand, there are some drawbacks with email 

interviewing. Since the questions are sending out pre-coded there is risk that respondents 

might interpret the questions according to their own understanding and similar with the 

interviewers who might analysis the answers in their own manners. 

The selection of interview was primary based on the aim of finding a gap between the theories 

and the empirical findings. The theories used for this thesis involves various actors in the 

company, such as executive managers, marketing department, communication department and 

employees. Therefore it was important to interview them. The interview was sent to the CEO, 

marketing manager, Web & brand designer from communication department, Business 

developer and one Sales Person  

2.4 Qualitative Data Analysis 

Once you have collected all the data needed for your research problem, the next step is to 

structure and analyze them in a way that it will make sense to the reader (Fisher, 2007 pp180). 

There are different approaches to use for analyzing data depending on whether it is a 

quantitative or qualitative research method. Fisher (2003, pp 186) stated that there is no 

generally accepted way of analyzing a case study. It is the analysis approach that determines 

which methods to be adopted for the data analysis. Therefore the research group have decided 

to use a four-stage sequence model abduction derived from Fisher C (2007, pp 187).The first 

three stages of the model, induction, deduction, and abduction developed by C.S. Peirce 

(Mounce 1997, cited in Fisher 2007, pp 187). While the last element of the model, exceptional 

cases, is developed by other authors. 

According to Fisher (2007, pp 188) the first step is to define a research problem which will be 

analyzed in the paper. When that is decided the first stage is abduction. Abduction means 

kidnapping in this context. The writer search for relative articles and journals and kidnap the 

ideas from those material which can support the research problem, also known as secondary 

data analysis. The same approach was used to find relative theories and models that serve the 

research purpose.  
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The secondary data was collected from academic books, articles, journals and internet. The 

drawn back with this approach is the reliability, accuracy and integrity of method with the age 

of data, bias from the author and the authors’ background. This was avoided by using up to 

date article/journals from reliable source such as Mälardalens University library database. By 

using several article/journals, the research group reviewed different author’s perspective on 

the same point of discussion. Academic books were used from the authors within the field of 

branding theories, internationalization school of thoughts and management.  

The second stage is called deduction, where the writer attempt to collect material through 

primary data, i.e. using first hand information through interviews, survey or questionnaire. In 

this stage, the research group gathered information which will be used for comparison in the 

next stage. In this research case, the primary data will be collected through two means, using 

the company’s intranet (internal information channel) and through interviews. As mentioned 

before, a pre—coded approach is used to conduct the interviews and therefore the analysis of 

this data will be based on the words. Meaning the empirical findings will be based on the 

exact information received from the respondents. 

Fisher (2007, pp 188) explains the next stage, induction, as a process of “drawing general 

conclusions from specific and detailed findings”. When you have gathered all the data using 

abduction and deduction approach, you compare the findings and draw a conclusion this stage 

help you to find the literature gap and allow you to test the theories.  

 

2.5 Literature research 

Different means of data collection was used for the literature research while taking into 

consideration the reliability of source. The Mälardalens University Library, University 

Databases, Stockholm University Library, School of economics (Stockholm) library was used 

for information search. For the article, journals and e-books, ELIN@Mälardalen, 

ABI/INFORM and Google Scholar research engines was utilized from the Mälardalens 

University Library Database. To access the hard copy of books the research group exploited 

the university libraries mention above.  Since some of the books were not available at the 

Märladalens University Library, the group took the advantage of the Stockholm university 

library.   

2.6 Criticism of Chosen Research Approach 

We have adopted the qualitative method for this paper because it allows flexibility. The 

flexibility refers to the freedom of asking complex questions, in-depth examination of data 

collected and not being limited to fixed quantitative variables. However, quantitative method 

has been criticized in terms of data reliability and validity for assessing the quality. Reliability 

and validity of data is commonly achieved through a quantitative method. According to 

Bryman and Bell (2003), this criticism does not hold any longer because to some extent 

internal and external reliability and validity can also be applied to qualitative method. And 

below, we will explain this in relation to our research paper. 
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The external reliability (replication of a study) is developed through an explicit explanation of 

our methodology where the research has been presented more transparent by giving full 

account the action taken (Bryman & Bell 2003, pp 162). The external reliability is also the 

ability of freezing the research method (interview) to reproduce or reuse it any point in time. 

To some extent, conducting the interview through email permitted us to reuse the exact 

information at point in time.    

The internal reliability refers to the inter-observer consistency, meaning how many people 

conducted the interview. The reliability can be increased by applying only one interviewer. 

Again in our case, we assume this factor hold true as we conducted the interview by email. 

Though, conducting an interview through email also has some draw backs as mentioned 

before.  It does not give freedom to observe the respondent response, having no control over 

the situation when respondents are answering. And it does not give time to explain the 

questions and respondent can misinterpret the questions. 

Bryman and Bell (2003, pp 163) claimed that internal validity (causal relationship between 

variables) becomes weak when you collect data from different cases. But one can increase the 

credibility if you compare empirical findings with theories, as also in our case. The external 

validity that is, generalization of finding across settings is stronger in quantitative method as it 

is determined by representative sample. In the qualitative method, this factor is influenced by 

the scope a theory can grasp. Our paper will be weak in this point as our findings are limited 

to a specific research area, that is, corporate branding.  

The most critical drawback of qualitative research is the objectivity of findings (Bryman & 

Bell 2003, pp 174). The writer base it research findings on its own preference. The selection 

of theories, interview partners, and interpretation of findings can be biased. We try to avoid 

this by using the four stage sequence data analysis approach, mentioned before. This approach 

permits us to investigate findings from different angles, using journals articles, other similar 

cases for comparison. When we decide to use a theory for our paper, we have always tried to 

include other author’s perspective to find the gaps.  

The limitation of this work can be identified in two ways. One, due to the fact that one of the 

author works in the company office in Spain and is the main source of primary data, the 

information provided might be distorted to some extent. Second, the theories and model used 

for this paper are mostly applied to big size companies where as Cint AB is a small company 

so there may be somehow some gaps of information developing. However through this 

research study the authors have been able to collect information that helped to reach a proper 

conclusion to the research statement.



3.  THEORETICAL FRAMEWORK 

The theoretical framework is developed to simplify the research task. It will provide a 

structure and a map of study field of relevant material (Fisher, 2007, pp 122). There are two 

approaches to use for theoretical framework, the structured approach and the grounded 

approach. In the structure approach, preliminary literature research is done and the structure is 

based on it. In the grounded approach, which we have adopted for our work, collection of all 

materials is done, without having knowledge of the discovery and later choice the concepts or 

theories which are relevant for the research (Fisher 2007, pp 123). The figure below, illustrate 

our theoretical framework.  

 

Figure 2; Theoretical Framework  Source; Own Model 

              (Branding Shift) 

 

The set research question requires the research group to identify the shifts in the company’s 

branding strategy. In figure 2 above, the black arrow, shows the branding shifts from product 

branding to corporate branding. To evaluate the shift in detail, we have employed the Product 

branding vs. Corporate Branding theory. The two theories were deduced from different 

authors’ perspective to provide a critical review.  
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Figure 3; Theoretical Framework  Source; Own Model 

              (Factor influenced) 
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Which a company changes it branding strategy it has to go through other processes as well. In 

the figure 3 above the black arrow (again) indicates the branding shift in the company and 

during this shift there will be other factors influence as well. These factors are the company’s 

branding structure and the organizational culture. When a company modify its branding 

structure in accordance to corporate branding it has to manage the brand portfolio strategy 

with the purpose of output maximization (A Aker 2004). The organizational culture is created 

connected to the external and internal stakeholders (see figure 3). This is because corporate 

branding emphasize on integrating both internal and external stakeholders to build a long term 

relationship for a sustainable business. (Tarnovskaya, el al 2005).   

3.1 Corporate Branding 

To understand and describe the whole concept of corporate branding, it is important to go 

through the basic concepts and define what a brand is. A brand is defined as a name, term, 

sign, person, symbol, design or a combination of them, intended to identify the goods and 

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

(Kotler & Keller, 2006). Whereas a product is something that is made in a factory, a brand is 

something that is bought by a customer. A product can be copied by a competitor while a 

brand is unique. (Ind 1997). Pettromilli M. et al (2002) define brand as an expectation and 

associations evoked from experience with the company or its offering. It about how customer 

perceived the company, product or service delivered.   

The branding strategies have a purpose of separating a brand from other competitors and to 

identify a product or a service and to build customer awareness (Kay 2004). There are certain 

purposes of brands that are standard and universal: (Hollensen 2007) 

• To distinguish a company’s offering and differentiate one particular product from its 

competitors. 

• To create identification and brand awareness. 

• To guarantee a certain level of quality and satisfaction. 

• To help with promotion of the product. 

According to Keller 2007 there are certain reasons why companies go international: 

• Perception of slow growth and increased competition in domestic markets. 

• Belief in enhanced overseas growth and profit opportunities. 

• Desire to reduce cost from economies of scale. 

• Need to diversify risk. 

Companies today strive to get a strong position within international markets as the businesses 

have become tougher than before. Cint AB adopts a different branding strategy after its 

internationalization. To achieve economies of scale and scope, companies standardize their 

branding activities in particular. They adopt according to the local inclination. Different 

companies either use product branding strategy or the corporate branding strategy depending 

upon their requirements. 
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3.2 Brand Architecture: 

Douglas et al. (2001) have defined brand architecture as portfolio and allocation thinking 

applied to a corporation’s brand structure.  Whereas Pettromilli M. et al (2002) describe brand 

architecture as an approach in which companies organize, manage and go to the market with 

their brands. Brands play a very vital role in the international market penetration of a 

company. Every company going international formulates a strategy and a structure for its 

international marketing. This structure provides a pattern to leverage company's brands into 

the international markets. Firms need to focus on their brand architecture and the forces that 

shape these structures. With the increasing internationalization and development of the 

world's economy, almost every company is trying to penetrate into the global market for their 

operations and acquiring companies in other countries. With the development of media, 

communication and the transport systems across the borders, markets are becoming 

integrated. Companies are focusing on their coordination and integration strategies.  

 

The common types of brand architecture are house of brand or branded house (Pettromilli M. 

et al 2002).  A house of brand is a business that has multiple brands which are not necessarily 

part of the same family or are independent from each other and the parent brand1. Such an 

approach is used under the belief that the sum performance of independent brands is greater 

than otherwise (Pettromilli M. et al 2002).  A branded house means a business which shares a 

single brand name across all their activities and this brand name is how they are known to 

their stakeholders. It has a master brand, having similar name as the company itself and 

operate with sub brands. The house of brand uses a product brand strategy and branded house 

uses the corporate brand strategies. Any of the approaches cannot be condemned or rated as 

the best, as large companies have been successful employing each for example General Mills 

uses house of brands while Kellogg uses branded house. The key to success is having well 

defined and clear information of market dynamic and competitors branding strategies, and 

having the ability to align these strategies with internal business goals and vision (Pettromilli 

M. et al 2002).    

3.2.1 The brand architecture process involves the following steps; (Pettromilli M. et al 

2002) 

1. The company chooses the brand as reference for its first stage as competitive pressures 

requires measures o compete with other companies. 

2. The marketers here begin to shape their brand personalities. We can see that in our 

societies, people value personal relationships and appreciates emotional connection. 

3. After the 2nd stage comes to develop the brand as an icon to keep it as a priority for the 

consumers. 

4. The brand is now a synonym for the company which means the brand equals the company. 
 

42                                                           

 



3.3 Defining a new Brand structure & strategy 

Companies make several changes when they move towards international expansion, among 

those changes is a shift in marketing emphasis from product brands to corporate branding 

(Aker 1996; Dowling 2001; Harris & de Chernatony 2001; Hatch & Schultz 2001, Ind, 2007; 

Kapferer 1992; Keller 2000a, b; Knox et al. 2000; Olins 2000; Schmitt & Simonsen 1997 

cited in Hatch & Schulz 2001).  This is because when entering a new unstable and complex 

market, maintaining a product/service differentiation in terms of imitation and 

homogenization becomes difficult with product dominant strategy (Hatch & Schulz 2001). In 

the new complex markets, differentiation requires positioning of the whole corporation and 

not only positioning of products (Hatch and Schulz 2001). Corporate brand allows company 

to increase visibility, recognition and reputation among all the stakeholders.  In other words, it 

does not only contributes to the customer-based images of the organization but to the images 

formed and held by employees, investors, suppliers, partners, regulators and local 

communities (Hatch &  Schulz 2001). Other authors Brown and Dacin (1997 cited in Hatch & 

Schulz 2001) have also supported the corporate branding shift by claiming that it creates a 

positive perception of existing products and new product extensions in the eye of consumers. 

As businesses are changing into corporate and their strategies concerning branding are also 

altering accordingly, not only from customer’s perception (functional value) of what they 

receive but also how they receive it, i.e. emotional values. (De Chernatony 2001). From staff 

and employees point of view it is important to understand how well employees recognize their 

brand and how much they are committed to deliver their promise. The coordination of value 

added activities is needed to deliver integrated brands. (De Chernatony 2001) 

Corporate branding is imbedded for the use of company’s culture or vision and for the use of 

multiplicity of stakeholders (customer attractiveness, investor confidence and staff 

motivation) in other words, who the company is and what it stands for to multiple 

stakeholders (Balmer 2001).One of the key actors who play a crucial role in building a strong 

corporate branding are employees. Employees can play a crucial role by building a strong 

relationship with all the company’s stakeholders and contributing the vision of the brand, i.e. 

expressing to others who we think we are as a company ( de Chernatony & Harris 2001, 

Hatch & Schultz 2001, Wilson 2001, and Balmer & Soenen 1999 ). A process of knowledge 

communication should be in place to build and improve brand relationship. It’s about sending 

the right message of what a company does and does not. This process is developed and 

maintained internally by intergrating HR, communication and marketing department into 

corporate branding (Duncan &  Moriaty 1998).  

           3.3.1 Product branding vs. Corporate Branding 

Above we gave a brief detail of what corporate branding is. In the next section we will 

compare the two strategies (product and corporate brand strategy) to better understand the 

branding shift in an organization. Corporate branding is different from product branding in 

many aspects, see table 1 below.  Foremost, corporate branding empathize the focus on 

corporation and not on a product. This kind of focus pushes the corporation to think beyond 

the product and its relationship to the consumer or customer (Hatch & Schulz 2001).   
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Table 1: Corporate branding vs. Product branding.                    Source; Balmer 2001 
 

The second shift is seen in the managerial responsibility. In the product branding, the brand 

remains part of marketing managers where as the corporate branding is managed by the 

executive officers because corporate brand involves the strategic vision.  Product and 

corporate brand also differ in terms of who the brand relates to gain support and attention and 

who are the target audience. In product branding, the target audiences are mainly customers or 

consumers whereas in corporate branding the target audiences include all the stakeholders, for 

instance community members, investors, partners and suppliers (Hatch and Schulz 2001).The 

product branding relates to customer by offering distinct product names and corporate 

branding relates to all stakeholders through building a relationship with the corporation 

(Hatch and Schulz 2001).  

 

A fourth distinction can be found in defining who is responsible for branding effort. Corporate 

branding demands a wide organization support unlike product branding which only requires 

marketing department support.  The tasks in corporate branding become more complicated as 

the whole organization is involved in maintaining strong corporate brand (Hatch and Schulz 

2001, Balmar 2001 and de Chernatony and Harris 2001). Balmar (2001a) argues from this 

point that effective communication of corporate branding is accomplished through a 

communication mix. This means integrating all the organization departments and allowing 

information sharing from bottom to top.  

 

The author identifies another difference in relation to time frame.  Hatch and Schulz (2001) 

explain that product brands live in the present. They are short term in their ambitions to attract 

potential customers and help deliver sale.  Product brands necessitate innovative ad 

campaigns and update after they have been in the market for a while. Corporate brands on the 

other hand, live both in past and future. Ohlins (1998 cited in Hatch and Schulz 2001) argues 

that it is because corporate brand is a symbol of company’s heritage and associate along with 

the strategic vision which determine the future.   

 

Since corporate branding has a greater scope relative to product branding, in terms target 

group (all stakeholder), integration of whole organization and long term perspective. The 

authors Hatch and Schulz (2001) assume that corporate branding takes strategic importance 

rather than functional.  The strategic importance is not only on position company in the 
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market place but to establish an “internal arrangement” (e.g. organizational structure, physical 

design and culture) to support the corporate brand’s vision.  

3.4 Brand Portfolio Strategy 

Brand portfolio strategy is used by companies to structure brands roles and to establish an 

interrelationship among every market offering brand. The aim of brand portfolio strategy is to 

create synergy, leverage and clarity between all the brands (A Aker 2004, pp13).  In other 

words under the brand portfolio strategy, every brand is considered as a team, working 

together to support and enable overall business strategies.  According to A Aker, the brand 

portfolio strategy is developed and managed as an outcome of one of the following branding 

decisions (A Aker 2004, pp14): 

When a company decides to; 
1. Add, delete, or prioritize brands or sub brands. 
2. Extend a brand into another product category with a description or a sub brand, or as 

an endorse brand. 

3. Use the corporate brand on an offering, or expand its use as an endorser. 

4. Develop a brand alliance 

5. Define or associate with a new product category or subcategory 

6. Create and/or dial up a branded differentiator, a branded feature, ingredient or 

technology, service or program that differentiates. 

7. Develop a branded energizer, a branded sponsorship, product promotion or other 

entity that is linked to the target brand adding associations, interest and energy.  

             3.4.1 Brand Portfolio dimensions  

The brand portfolio strategy is composed of six dimensions; the brand portfolio, product-

defining roles, portfolio roles, brand scope, portfolio structure and portfolio graphic. The 

first dimension, brand portfolio consists of all the brand categories managed by organization 

to achieve portfolio objectives.  

Product defining roles and portfolio roles present various kinds of roles that each brand would 

play in different contexts. The only difference between the two dimensions is that the product 

defining roles reflects the external view of brands offering whereas the portfolio roles reflect 

the internal view of brands offering. For instance, the external view could be how customer 

perceives the brand in terms of credibility and differentiation.  And the internal view could be 

how managers perceive brand portfolio on a whole to allocate brand-building recourses in 

different markets.  The third dimension is the brand scope which provides the product 

categories, subcategories or even a market of every brand.  It basically illustrates the span of 

each brand, i.e. how far a brand can be extended?  It also presents the relationship between the 

brands context. The portfolio structure dimension explains the relationship between the 

brands by selecting one of the following branding structure i.e. brand grouping, brand 

hierarchy three and brand network. And the last dimension, portfolio graphic include how the 

brands are presented by themselves and other brands, example brand logos.  
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Figure 4.  Brand Portfolio Strategy    Source David a Aker 2007 

 

           3.4.2 Why Brand Portfolio? 

Firms need to use brand portfolio strategy because of several different reasons (A Aker 2004, 

pp10). First, a brand portfolio defines a clear role of each brand to create competitive decisive 

synergies. When brands roles and scope are well-defined it becomes feasible to decide in 

which context (market) they can generate a higher return. To explain the concept of brand 

portfolio strategy in a simpler manner, A Aker (2004) gives an example of managing a 

successful football team. He argues that football teams which consist of many different 

players have individual role and position to play but over all afford will always contribute to 

team. Taking into consideration of different roles of each player, the coach job is to place 

each player in a right position so that they can deliver their best.  Similarly brands are 

successful if they are allocated in a suitable context and supported by essential recourses.  A 

Aker also mentions the importance of team work, he argues that “teams that best works 

together win, rather than the most talented team” (A Aker 2004, pp 11). The term team work 

here is directed to creating a brand synergy to optimize corporate brand as well as individual 

brands goals.  
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Second, brand portfolio strategy ensures that the future brands get the resources needed to be 

successful. Again we can take the example of a successful football team, weak players who 

have high potential to become a future stars are devoted most resources by their coach.  And 

best players who dominate the team would be provided with proper training and motivation.  

Same rules applied to brands, if a high potential brand is supported by right resources and 

attention it can become a star brand in future. (A Aker 2004, pp 12).   

Third, the brand portfolio allows companies to be flexible to the dynamic markets. When a 

company becomes familiar with the brand’s perspective, tools and methods of brand portfolio, 

it can effortlessly adopt to market changes. The brands can be shaped according to the 

market’s competitive challenges by adjusting strategies.  For example, sub brand, endorsed 

brands or co-brands can be used in a market that is consistently changing. (A Aker 2004, pp 

12.   

Forth, the portfolio brand strategy’s tools can also be employed for the competitive growth 

strategies.  The competitive growth strategies refer to entering new markets or offering new 

products.  To support these kinds of strategies a suitable brand asset is essential. This can be 

achieved either by levering existing brands by the use of sub brands or endorsed brands or by 

developing a new one.  By the help of this portfolio tools, manager can decide to enter a new 

market with the best brands or the brands that best fits the business strategy. (A Aker 2004, pp 

12).  

Last but not the least the brand portfolio strategy is also used to reduce complexity in the 

company product offerings. It is used by companies that are involved in multiple segments, 

multiple products, various competitors, complex distribution channels or multiple brand 

extension. The brand complexity can create confusion in the eyes of customers, stakeholders 

and employees which in return can destroy customer relationship. (A Aker 2004, pp 14).    

The brand portfolio strategy is a very broad model as it covers the company’s overall 

branding strategies.  Since the model provides a platform of how brands within an 

organization are managed and developed, our purpose of using this model will be to 

comprehend Cint branding strategies in general and then link it to our further analysis of how  

Cint brand portfolio have influenced the particular branding decisions during the  

internationalization process.  As mentioned before, the model proposes six dimensions to 

accomplish certain objectives. Each dimension is supported by different theories; however we 

are only going to focus on those dimensions that are related to our research problem. These 

dimensions are brand portfolio, portfolio structure, portfolio roles and portfolio graphic. We 

will analyze these dimensions when the primary data has collected from the company. (A 

Aker 2004, pp 17).   

The model may have limited application as it is only applicable of large, multi brand 

marketers such as Procter & Gamble or General Foods (Chamberlin 2005).  At the first 

glance, the model illustrates various kinds of brands which suggest that a company need to 

have these brands to fulfill different role in each of six dimensions.   
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Similar idea of having a brand portfolio for clarity and synergies was supported by Wise and 

Pierce (2005). They argued that a company often faces problem when the number of brands 

are huge to allocate resources to the potential brand and increase operational efficiency. They 

refer this kind of strategy a “cohesive portfolio”, supporting the same argument as A Aker 

(2004) of defining role of each brand for business growth, minimizing overlapping with other 

brands and resources allocation.   

3.5 Marketing Driving with a Corporate Brand: 

The marketing orientation literature defines two distinguish approaches such as marketing 

driven and marketing driving (Tarnovskaya el al 2005).  A marketing driven approach is used 

when a firm is reactive and adapts its offering to the current customer needs and the 

marketing driving approach is used when a firm is more proactive and leads the customer 

needs and behavior of market players through shaping the market structure (Kumar, 1997; 

Slater & Narver 1998; Jaworski el at 2000; Kumar et al. 2000).  In simpler words, the former 

is when a market drives the firm and the latter is when a firm drives the market. The latter 

approach can add a competitive advantage and helps sustain international business growth of 

a firm. Kumar el al (2000) uses examples of different companies who have been have been 

successful employing marketing driving approach because they have a clear brand image, i.e. 

a corporate brand. These companies, he mentioned, are Amazon.com, Body Shop, CNN, Ikea, 

Sony and Dell.  There are other authors that might agree with him but on a different level. 

Concept of marketing driving approach is defined in several ways by different authors. 

Jawarski el al (2000) argues that the marketing driving force depends on the firm’s external 

factors and the way it can change the composition and behavior of market participants. The 

market participants, also known as external stakeholders, are customer, competitors, and 

business partners.  Whereas Kumar el al (2000) argues the opposite and claim that marketing 

driving factors depends on the internal dynamics, i.e. business system and intra-forms 

behavior.  The internal dynamics factors can be related to firm’s internal stakeholders which 

are its employees and suppliers and in addition to that the role of organizational culture.  

Recent studies of Harris and Cai (2002) and Carrillat el at (2004) respectively, supports the 

argument of both authors mentioned above.  The end result is that the element of market 

driving strategy is similar to the one found in corporate branding. The corporate brand is also 

based on the interplay of (internal factors of marketing driving) corporate vision, leadership 

and organizational culture to create a change in the (external marketing driving factors) 

behavior of market participants (Tarnovskaya el al 2005).  Based on these studies we will 

assume that companies shift from product branding to corporate branding to become a market 

player. We will use a model developed by Tarnovskaya el al (2005) to illustrate how to 

achieve the goal mentioned above, see figure 5.  

           3.5.1 Interactive Corporate Branding Model    

The model demonstrates the corporate brand as a tool to align the internal organizational 

systems with external networks by using the core values and attitudes to maintain brand 

image and business proposition. It also illustrates the interaction between the firms local and 

global market. Overall, the model suggests a balance and management of all stakeholders’ 
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relationship to achieve a market driving approach while also taking into consideration the 

local market.  

The key to develop a market driving approach lays in the firm’s core values of corporate 

branding. Core values are found in the company’s heritage formed by its founders. And the 

strategic visions are set up by the top managers or owners to protect the organizational core 

value and culture.  The nature of the core values should correlate with the nature of marketing 

driving forces, which are risk- taking, innovative and learning oriented organizational culture 

and brand. Only then a company can implement a market driving approach. (Carrillat et al 

2004).   

 

Figure 5; Interactive corporate branding model                 Source;  Tarnovskaya, el al (2005) 

 

Employees and supplier are also considered to be the key elements in this model. Both actors 

play a crucial role in local and global market. The employees (playing a role internally) are 

perceived as the ambassadors of the brand value and communicate and translate them in the 

local market. Therefore the human recourses managers have to design a recruitment programs 

to select those who can adapt to the corporate core values and deliver the promised service.  

Employees who have been successful in delivering corporate values in one market can also be 

employed in another market as a brand ambassador. (Tarnovskaya, el al 2005).   

Suppliers, who play the role externally, are also perceived as carrying and keeping the brand 

values.  Relationship established with old suppliers who are familiar and committed with 

organizational core values can be used in a new local market. This long term relationship give 

company an advantage to offer a same product range in the new market without being 

dependent on new supplier relationship. Companies tend to save resources as establishing a 

relationship requires investment of finance, time and personnel.  However at the same time it 

is important to look for new local supplier to understand the local values and preference. 

(Tarnovskaya el al 2005).      
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The next step in this model is using employees and suppliers to influence the opinion formers 

and decision makers both at local and global level.  Opinion formers and decision markers 

include customers, competitors, governmental authorizes, media and trade unions. The 

authors argue that at the local level this group can be influenced when a company learns and 

understand the local values and culture and try to adopt them in the offering.  At the same 

time, maintaining its own core value and educating customers to try new things and question 

their prevailing norms and attitude.  Using the local employees and local supplier who are 

trained to deliver corporate values, can help companies achieve this objective.  The behavior 

of competitors and composition of market industry can be influenced by presenting a distinct 

core brand values, unite supplier base and a value based human recourses management 

perspective. (Tarnovskaya el al 2005).      

At the global level, a company needs to balance the alignment of corporate core values with 

the local values and culture.  Similarly, the needs of global stakeholders and expectations of 

regional and national markets need to be balanced as well.  It is argued (Tarnovskayael al 

2005) that when a company builds a strong reciprocal link between a local and global market 

only then an effect local market strategy and global positioning can be achieved.  The 

reciprocal link refers to open communication flow and a relationship approach between the 

corporate and local levels in the company.   

This model is a good example of how different actors in the market play a role to deliver and 

maintain corporate values and in return drive the market. The aim of the model is illustrate 

how corporate branding can help develop the marketing driving approach. However, we felt 

the model is weak in a sense that it does not go in dept in the process of how to go about it 

and ignores the other factors which can create an obstacle for a firm. Not every market is 

same; some will not allow companies to change the market some will not depending on the 

market characteristic. Marketing driving approach includes the factors such as innovation, 

change and risk taking (as mentioned above) however according to this model, corporate 

branding does not seems to fulfill those criteria’s fully. According to authors above, 

companies change the marketing when they establish a marketing driving approach. And after 

analyzing interactive corporate branding model, the local market requires many adaptations. 

So it can be assumed that the relevance of corporate branding to marketing driving approach 

is also weak in that sense. 

 

 



4. EMPIRICAL FINDINGS 

__________________________________________________________________________________ 

The descriptive chapter shall describe the company in detail; the different brands of the 

company, the changes occurred within the company along with the description of the issue they 

are facing. 

4.1 Company’s Background 

Cint is a small Swedish company that was started in 1999 by Eva and Bo Mattson, as a 

consumer opinion site. The company provides software products for online research which 

includes offering market research and enabling an access to get market feedback anywhere 

anytime for its clients. The company was established when Bo Mattson went for holidays with 

his family to a Canary Island and realized that he was thoroughly mistreated by the air flight 

carrier where they were made to wait 18 hours in a 45 degree C, and very crowded 

compartment at the airport with their three children. Bo observed that no one else among the 

passengers has complained. Most people were very stoic and just said -"This is the way it has 

always been". A statement which made Bo thinks that if they had known about this before 

paying for the trip, they would never have gone. Because of that, Cint.se was created.   

 

At the beginning the company decided to try to sell the aggregated opinions as well as the 

access to the consumers. In order to achieve this goal, a small telephone price comparison site 

was acquired. That site was founded by Anders Nyman, who today runs Cint.se. Both of these 

products became impossible to sell, so at that time the Managing Director instead started to 

sell pure market research consultancy services just to survive. 

 

In 2003, the company was re-made, and Marcus Almgren, was recruited as the new CTO. 

After a year a new system platform was launched in Dec 2004 called CPX (CINT Panel 

exchange). This new portal was related to software for online research as a tool to access 

individual though online panels. The online panels include websites or portals with a database 

of users willing to give their opinion and get some incentives back in terms of money or 

presents. Some examples such as portal are MSN Sweden, Students.se. The CPX software 

comprises both panel owners and market researchers who buy and sell access to thousands of 

respondents on a daily basis in over 30 countries. And CPX is what Cint revolves around 

today. The main reason for CINT´s existence is the vision to make enable anyone to do 

market research, or Market Feedback Management, anywhere, anytime!  

 

In March 2008, company entered the US market for the first time and today they are operating 

in eight different markets around the world and selling five products known as CINT, 

Snabbasvar, CPX, Caxeo and Surverypirate.  

 

  



EFO703 Bachelor thesis in Business Administration 

 

27 

4.2 Defining the branding Issue 

4.2.1 The old structure of the company 

As mentioned before, Cint is offering five product brands to its clients. These brands have 
adopted a new structure after the internationalization process. Initially the company was 
operating together with other brands but using different brand names. These brands remained 
independent of each other, see figure 6.  This kind of structure has created a brand gap and it 
shares no heritage to its mother brand i.e. is the company Cint. The figure also illustrates an 
example of product dominant structure which we mentioned before.  
 

 

 

 
 

Figure 6: Cint Product dominant structure    Source: Cint AB internal website 
 
  



EFO703 Bachelor thesis in Business Administration 

 

28 

4.2.2 New Structure: 

After the internationalization the company was re-structured using corporate dominant 
structure, see figure 7 below. Every brand will operate under one corporate brand that is Cint. 
The purpose of using this structure is to create synergies, defined roles of each brand and 
support them with a strong brand as Cint.  
 

 
Figure 7: Corporate dominant branding    Scource: Cint internal website 
 
 

The company is about to launch several new products and re-name CPX and the new products 

(APM) with a different name. Now with the development of company, new products will be 

on the market but the clients will need to identify the product and get used to the new name, 

design and look of the tool. 

 

Now the branding issue is that Cint existing clients are similar with previous product brands 

and sometimes assume the particular product to be the company itself. For example, CPX 

product (depending on the client and the country they come from) is known as a company 

instead of Cint. In Italy the company is known as CPX as it’s the main product. This problem 

about the company-product confusion has been like that for several years now, in fact if you 

enter CINT’s website (www.cint.com) the information that appears is about CPX . So the re-

structuring of the branding when it comes to highlight the difference between the company 

and the product/s (e.g. CPX and Cint) will cause complexity and confusion among clients.  
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4.3 Rebranding 

Cint branding strategies before and after they have internationalized.  
 
BEFORE 

Here we can see one of the products before the concept of corporate branding (Cint group): 

� CPX (Cint Panel exchange) 

� APM ( Automated Project Manager) 
AFTER 

After the concept of corporate branding: 

� Cint Automated Tracker (world’s first fully automated tracker survey tool) (Previously 

known as  APM) 

� Cint Sample Access (world’s first open access online sampling tool) (Previously 

known as  CPX ) 

 
The new proposal is to have the products under the Cint group (corporate brand) and named 
them in a different way so all the clients no matter which market they belong to, might be able 
to recognize the products and link it to the company name, Cint. The purpose is to create a 
strong corporate brand image.  
 
The main problem with this strategy is that after the internationalization of the company the 
word of mouth is spread very fast by the clients they work with. For instance a client like SSI 
(Survey Sampling) may get to know about a product in Germany through a contact and the 
client will learn to recognize the product brand as CPX but once they meet with some other 
colleague from SSI Italy or Spain they call the product Cint instead.  
 
 
                
Before    After 

                              
 
 
 

 

Source: Cint internal Website 

Previously the product was 

called CPX 

Within the next months the company will 

change the image and the product, 

having a totally different image and 

design. 
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5. ANALYSIS 

___________________________________ 
In this chapter thorough analysis is made following the purpose of this research, which is a 

detailed definition of the branding shifts of Cint AB and an evaluation of it effects over the 

company. The authors of this thesis would analyze the empirical data and frame of reference, 

with the aim of answering the research question. 

_____________________________________ 
 

The analysis would be divided in the different parts as follows: 

 

• Branding shifts of the company 

• Re- Branding the company for an international market 

• Defining a new Brand structure & strategy  

 

5.1 Branding shifts of the Company 

A product brand strategy is specifically inclined to the companies offering multiple products 

under different business segments and several target groups. The corporate brand strategy 

(which is adopted by the Cint AB after internationalization) has the same corporate name and 

brand. It has a master brand having similar name as the corporate itself having sub brands, see 

figure 8 below. 

 
From house of brands                                          Branded house 

  (Product branding)                                             (Corporate branding) 

 
 

Figure 8. Cint Branding Strategy         Source: Cint internal Website 
 
 

The company Cint AB shifted from house of brands to branded house strategy. Within a 

company several changes take place inside as well as outside the company. The customers 
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feel brand confusion under a branded house situation initially. Cint AB faces the same 

confusion inside and outside the company. However it can be sought out through extensive 

advertisement campaigns and sharing the information in and outside the company. (Kotler and 

Keller, 2006). After going international companies have to consider their strategies.  

Cint AB has decided to re-structure the company due to the fact that it was having a huge 

expansion in international markets.  In order to answer simple questions such as: Why does a 

company rebrand the firm and why do they go international. The authors found some 

theoretical concepts that helped to explain why Cint AB rebranded the brand CPX and 

converted the company name into the new image of the company. Those branding strategies 

have a purpose of separating a brand from other competitors and to identify a product or a 

service and to build customer awareness. (Kay 2004). There are certain purposes of brands 

that are standard and universal. (Hollensen 2007). Obviously for Cint AB the following 

reasons were considered when going international with the company brand. As Hatch and 

Schulz (2001) argue that when entering a new market, positioning is required from the whole 

corporation and but only the products. Based on this argument, the similar step was taken by 

Cint AB as they moved from house of brand to branded house which necessitate them to 

position the whole corporation in the new market. 

According to the company one of main objectives to change the brand strategy was to make 

sure that the key messages and values are easy to understand internationally.  According to 

Julia Pavlenko, Business developer at Cint AB, “the new branding strategy will allow the 

potential clients of the company associate their products with the company name, associating 

Cint with solutions for online research.” She also explained that the new branding strategies 

allowed them to be easily remembered by their potential client and make the brand 

recognizable.  

It has also helped the internal stakeholder, especially employees to deliver the promised 

service effortlessly since all the products are supported by a strong brand name. The internal 

communication and effort has decreased the confusion among the Cint’s multiple brands. The 

employees are aware of the brands and this allows employees to establish and maintain a 

strong client relationship. Similar view was found by Hatch and Schulz (2001) and Brown and 

Dacin (1997) who stated that corporate branding allow companies to gain recognition and 

reputation among its all stakeholders (both customer and employees).  

5.2 Defining a new brand structure & strategy  

5.2.1 The structure 

Following up the Product branding versus corporate branding that the authors mentioned in 

the paper there are several reasons to highlight the difference between the two concepts, 

product branding and corporate branding. Most favorable points for a corporate brand 

structure can be concepts behind the structure such as corporate branding emphasized the 

focus on corporation and not on a product, which is exactly what Cint AB was trying to 

achieve. On the other hand, the corporate brand highlights that the communications are driven 

by the total corporate communication, ( Hatch and Schulz 2001, Balmar 2001 and Chernatony 
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and Harris 2001) argues that the effective communication of corporate branding is 

accomplished through a communication mix, integrating all the departmen

information sharing from bottom to top. In Cint AB case, this is little more complex since the 

company is handling all the communication by the marketing director. As for the interview 

the authors had with Julian Pavlenko, Business Develope

all the communications process in

changes.  

5.2.1.1 Comparing brand structures for CINT AB

Branded house versus House of Brands

Branded house  

Looking at Cint AB case, a Branded house strategy will confer focus to the firm and savings 

in brand building, which is good given the limited budget that a medium size company has. It 

would also be easier for the company to add new products extensions under the same brand 

name. On the other hand, this structure may also restrict the firm’s growth and diversity and 

risk taking over the long term since they will only work under a single brand. 

House of brands  

The option of House of brands will allow Cint AB to target differ

with different approaches depending on the brand market. Sharing the lessons across its 

growing portfolio it would also help with the future brand extensions of the firm. With this 

option and the ability to manage multiple brand

trough merger and acquisition. Which would be good for Cint AB in the case of future interest 

in growing faster in a specific market.

 

5.2.2 The Strategy 

Cint AB has employed a direction strategy (

changes. The strategy explains the 

they are now and where they want to be in future. Most certainly this type of strategy clears 

the internal confusion and creates an un

Figure 9; Cint AB Brand Direction S
 

The first step taken was to make a common understanding of the current brand hierarchy

figure 2.  The entire brand was put together under one umbrella to observe the linkage.  It was 

clear that each product offered by Cint AB was operating under its own brand name and 
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and Harris 2001) argues that the effective communication of corporate branding is 

accomplished through a communication mix, integrating all the departmen

information sharing from bottom to top. In Cint AB case, this is little more complex since the 

company is handling all the communication by the marketing director. As for the interview 

the authors had with Julian Pavlenko, Business Developer at Cint AB, she argues that having 

all the communications process in-house allowed them to be flexible and adapt easily to any 

.2.1.1 Comparing brand structures for CINT AB 

House of Brands 

case, a Branded house strategy will confer focus to the firm and savings 

in brand building, which is good given the limited budget that a medium size company has. It 

would also be easier for the company to add new products extensions under the same brand 

name. On the other hand, this structure may also restrict the firm’s growth and diversity and 

risk taking over the long term since they will only work under a single brand. 

The option of House of brands will allow Cint AB to target different segments and experiment 

with different approaches depending on the brand market. Sharing the lessons across its 

growing portfolio it would also help with the future brand extensions of the firm. With this 

option and the ability to manage multiple brands also opens up the possibility of growth 

trough merger and acquisition. Which would be good for Cint AB in the case of future interest 

in growing faster in a specific market. 

employed a direction strategy (see figure 9) to create a clear communication of 

changes. The strategy explains the company’s current and future objectives, meaning where 

they are now and where they want to be in future. Most certainly this type of strategy clears 

the internal confusion and creates an understanding of why a change is needed.  

; Cint AB Brand Direction Strategy                         Scource; Cint internal Website

The first step taken was to make a common understanding of the current brand hierarchy

brand was put together under one umbrella to observe the linkage.  It was 

clear that each product offered by Cint AB was operating under its own brand name and 

and Harris 2001) argues that the effective communication of corporate branding is 

accomplished through a communication mix, integrating all the departments and allowing 

information sharing from bottom to top. In Cint AB case, this is little more complex since the 

company is handling all the communication by the marketing director. As for the interview 

r at Cint AB, she argues that having 

house allowed them to be flexible and adapt easily to any 

case, a Branded house strategy will confer focus to the firm and savings 

in brand building, which is good given the limited budget that a medium size company has. It 

would also be easier for the company to add new products extensions under the same brand 

name. On the other hand, this structure may also restrict the firm’s growth and diversity and 

risk taking over the long term since they will only work under a single brand.  

ent segments and experiment 

with different approaches depending on the brand market. Sharing the lessons across its 

growing portfolio it would also help with the future brand extensions of the firm. With this 

s also opens up the possibility of growth 

trough merger and acquisition. Which would be good for Cint AB in the case of future interest 

create a clear communication of 

current and future objectives, meaning where 

they are now and where they want to be in future. Most certainly this type of strategy clears 

derstanding of why a change is needed.   

 

Cint internal Website 

The first step taken was to make a common understanding of the current brand hierarchy, see 

brand was put together under one umbrella to observe the linkage.  It was 

clear that each product offered by Cint AB was operating under its own brand name and 
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shared no interconnection because the company was using a product dominant strategy.  As-is 

assessment allowed Cint AB to access gaps between their brand Hierarchy and its external 

positioning plus internal grasping. According to the company, it also helped them to establish 

current problems and needs.  The current problem was the confusion of the multiple brands 

where every product was operating independently, having its individual logotype and URL 

(website link).  And the needs were recognized to have a “clear-cut business model” as the 

company calls it. This need was recognized because it was important for company to establish 

a clear client segment to build relationship. The clear-cut business model of Cint AB allowed 

them to recognized four points, see table 2 below. 

 Problem Need 

Brand synergies leveraged week strong 

Brand- URL alignment Clear brand URL gaps Full brand URL alligment 

Research vs. Marketing 

Division 

No clear distinction Clear understanding of 

research and marketing 

products 

Internal Brand 

Comprehension 

Brand communication crisis Improved internal brand 

comprehension 

 

Table 2;  Cint identified Problems and Needs Scource; Own Model 

 

According to Cint AB the initial brand portfolio lacked the synergies between the different 

brands and there for implying low exploitation of potentially mutually beneficial brand 

endorsement. There were clear gaps between some of the major brand names and their 

corresponding internet URL;s, for example between CPX and Cint.com. Since the products 

are into two business area, the initial brand hierarchy made no clear distinction between the 

research panel and the marketing panel which according to Cint AB, implied the risk of 

research biasing conflicts. Forth, it created the confusion of brand comprehension within the 

internal stakeholders.  As there were different brands functioning independently, with their 

own brand names and separate URL names it made difficult for employees to understand 

what brands to communicate in relation to different stakeholders.  Now this process gave Cint 

AB a clear picture of “where today” and the solution was found out through emphasizing 

“Where to Go”.  
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The first step taken was a trade off from brand independence to brand synergies in the brand 

portfolio, see figure 8, in other words shifting from house of brands to branded house.  Based 

on the Brand Portfolio Strategy defined by David A Aker, the authors of the thesis found a 

framework to placed Cint AB branding situation. Trough this strategy and following the 

dimensions the strategy is composed by, the model offer us a unique platform of how brands 

within an organization are managed and developed. The aim of this model is to comprehend 

Cint branding strategies and analyze how Cint brand portfolio has influenced the particular 

branding decisions during the internationalization process. The authors only took into 

consideration four dimensions out of the six the model has. Those dimensions are, brand 

portfolio, portfolio structure, portfolio roles and portfolio graphic. By having this dimensions 

structure and with the primary data collected from the company, the authors will connect both 

trough this model.  

Brand portfolio, allows the company to be flexible to the dynamic markets. The brands can be 

shaped according to the market’s competitive challenges by adjusting strategies. Cint brand 

has always been an agile organization from the beginning, this organizational characteristic 

helped the company to adapt easily to new markets and change the marketing strategy several 

times till they found the right one for them. 

Portfolio structure, explains the relationship between the brands, brand grouping, brand 

hierarchy tree and brand network. Cint brands structure was a bit complicated since they had a 

gold product named CPX (Cint Panel exchange). With the new structure of the company, the 

products are visually clearer. The company has two main products under the Cint name, Cint 

Sample Access and Cint Automated tracker see figure 10.  Cint Sample Access renaming the 

old product CPX and Cint Automated tracker as a new product under the same brand.  

 

 

 

 

 

 

Figure 10; Updated Cint branded name products   Source: Cint internal website 
 

Portfolio roles dimension reflect the internal view of brands offering. In other words, making 

employees understand what the company delivers. As mentioned before there was an internal 

confusion of brand comprehension before the re-branding took place. Now after the corporate 

branding the roles well defined. Internal stakeholders can easily communicate the brand 

offering as now every brand is associated to a mother brand (Cint) and is well defined of 

which business area it belongs to. The step taken by Cint AB to improve the portfolio roles 

was through educating employees of new brand hierarchy and delivering internal brand 

Cint AB 
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material. Duncan and Moriaty (1998) emphasize on the process of knowledge communication 

where the employees are trained to send the right message of what the company does or does 

not, similar to Cint AB. They explain the process requires an internal integration of HR, 

communication and marketing departments.  It can be assumed that Cint AB have also 

integrated internally as employees are being educated of the current changes through HR and 

communication channel with the internal brand material they receive from the marketing 

department.  

Portfolio graphic, include how the brands are presented by themselves and other brands, 

example brand logos. In order to understand how the Cint brand looks like today, it is 

important to clarify that CPX was the old brand. The main issue of having this product was 

that the clients knew Cint company and have heard about CPX. The issue is that more often 

they recognize the company name, Cint. With the new structure and brand image the new 

clients will switch easily to the new brand Cint Sample Access and the structure will be 

clearer when the new web site of the company will be released. Having removed the CPX 

brand from everywhere that transition period is only a matter of time till everyone will 

associate the product with the company.  

                              
, 
Figure 11: (unnamed)     Source: Cint internal website 
 

With the internationalization of the company they knew they had to keep being centralized in 

their long term goals and branding strategy and be flexible in the local marketing approach. 

When approaching a local market and with the opening of the new offices they company 

needed a flexible structure in order to fit in every location. According to the interactive 

corporate branding model, companies need to have to adopt its corporate values with the local 

values and culture when they enter a foreign market. This can be only achieved through a 

flexible structure that can be adapted to the market requirements (Tarnovskaya. el 2005).    

The main concerned of the company was to make clear the association of the product with the 

company and avoid possible confusion with the owner of the product, Cint.  This new strategy 

allows their potential clients associate the products with the company name.  They may not 

remember exactly the product names but they will associate Cint with solutions for online 

research. This is also a positive point for the company since whenever they will release a new 

product it would be easier to be sold since they clients would know the platform of the 

company and associate the brand with online research. David A Aker (2004) explains 

companies adopt a corporate branding strategy to have a stronger image to its external 

stakeholders and in return support its current and new product. When an offering is being 
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delivered under a strong corporate brand, external stakeholders find it easy to trust and buy 

the product.   
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6. CONCLUSION 

_____________________________________ 
In this chapter, the authors would present the conclusions based on the research, to confirm 

whether the purpose of the research has been accomplished or not, and if the theoretical 

framework and models used have fulfilled the purpose of this study. 

_____________________________________ 
 

The solution to the problem statement have been provided by comparing background data, 

theoretical frameworks, in order to validate the  models earlier explained in this paper. This 

feat was achieved by analyzing the information collected and finding relevant literature.  

The branding structure of Cint AB shifted during its internationalization process. The 

company has shifted from product branding to corporate branding.  The company realized the 

lack of synergies among the multiple brands, more so, and because of lack of connection the 

company was unable to maximize its resources. 

 

In the authors’ opinion, the internationalization of Cint AB required a new brand structure 

because the new foreign markets are unstable and complex. And entering the market with a g 

product dominant strategy does not make it competitive. The product dominant strategy 

requires a high level of product differentiation and therefore higher cost of management as 

well. (Hatch and Schulz 2001). This cost increases with product dominant strategy because 

when companies internationalize, the geographical distance increase and so does the 

uncertainty level. And in this type of context, it Is reasonable to use a corporate branding 

strategy because it can stand behind the other brands. The differentiation of product brands 

also caused complexity internally which can be seen in the case of Cint AB. The complication 

was encountered when employees were not familiar with which brand promise which service. 

This can certainly affect the service delivery and in tern manage the customer relationship. 

Reason being, for that is the lack of communication, education and integration in the 

company. corporate branding necessitate all these three concepts. In the case of Cint AB a 

great deal of attention is being paid to the employees training and always making sure not 

only to inform but to make them understand the why a change is needed in the company 

 

Going international allowed the company to have new potential clients and with the previous 

name the company was limiting their opportunities. The new structure brings the company a 

new image and a brand name to invest on. Investing in a global branded company is a safer 

way than doing that only in a single product.(De Chernatony 2001). On the other hand, the 

branding strategy will offer the company the opportunity to release future products without 

using significant amount of its resources on promotion of the product, since all the products 

will use the same brand name.  
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 APENDEX 1 

 

Brands: Brands can be defined as products, corporations, persons and places (de Chernatony, 
2001). 
 

1. Corporate dominant branding: 
     Businesses like shell, Phillips, Nike etc are brands with simple structure with corporate 
name. These are the B2B organizations emphasizing on corporate branding. It is also called 
branded house. 
 

2. Product dominant branding: 
     Businesses such as P&G, best foods have the product dominant strategies. The P&G 
expanded internationally by having brands such as Camay and pampers. The best foods have 
international products such as Hillmans, Knorr etc. 
 
3. Hybrid Branding 
 Coca Cola uses this name as their brand name while has other cola brands under its name 
such as the Coke late, Coke diet etc. they have local and regional soft drinks. 
 
There are three main factors affecting the brand architecture. And these are the forces that 
affect the overall international business strategy.  
 
1. Firm based characteristics    
2. Product market characteristics 
3. Market dynamics 
 
Every firm’s history formulates its brand architecture and its integration process. The 
integration costs as well the rising media costs puts pressure in order to harmonize the 
branding strategies to grab the economies of scale. It is a changing process evolved by the 
response to these drivers mentioned above. 
 
A house of brands: it has a set of standalone brands and sub brands, which maximizes the 
parent company's influence on the market. It has several sub categories such as the mother 
brand which is the primary name and image for the company. Linked brand names: a name 
with common elements creates implicit endorser for example McDonald's prefaces its 
products with Mc. a house brand uses one single master brand to span a set of product 
offerings and sub brands. (www.goliath.ecnext.com) 
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APENDEX 2 

Pre-coded interview Questions 

1-How Long have you been working in Cint AB? 

2.-How do you think the internationalization process has changed Cint AB branding 

strategies? 

3--What branding strategy change has specifically occurred? 

4.-Do you think CINT has become a stronger brand trough the expansion of the company?  

5.-What do you think is going to be the effect of the new branding strategy of the company 

changing the name of such a solid product as CPX into Cint Sample Access?. Could you 

please define the steps taken in the process? 

        6.-Do you think the new CINT branding strategy will be clearer now with the differentiation 
of the products under the company name ( CINT Sample access)? 
  

7-Have Cint changed its core values after the new branding strategies? If not, did previous 

branding strategies reflect the core values of Cint? 

8.- What is the client reaction towards the new process so far? 

9- Has the client relationship building strategies changed after the new process and how 
(essay/difficult, good/bad)? 

         10.-When you get in contact with new or potential clients, if they have heard about the 
company do they relate it to CINT or CPX? In case they do relate it to CPX, how long do you 
think it would take for them to switch from the old product name to the new Brand. Cint 
Sample access? 

11.-Do you think the organizational culture helps you to adapt to the new changes and face 
with the challenges mention above and how?  

12.-Do you think the company’s communication process has changed (both internal and 
external)? Has it improved or not? 
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