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Abstract

The purpose of this study has been to explore the phenomenon of branding in a university 
setting as this has not previously been extensively researched. It has also been to describe 
the relationship between how an agreement  of brand identity and brand image affect 
outcomes such as Propensity to leave, Satisfaction, Job performance and Commitment. 
Finally it  attempts  to  explain  how certain  factors  involving  branding and universities 
affect one another. 

The study has involved both a qualitative study of branding where a Swedish university 
was  used as  a case through interviewing the marketing  manager  at  the university.  A 
quantitative study of the effects of branding on outcome both regarding the personnel and 
students of the same university has also been made. There were 274 respondents amongst 
the students and 210 respondents amongst the personnel. Regression analysis has been 
used as a method to statistically explain branding effects on outcomes.

The findings were that branding can be used in a university setting with positive results. 
Branding activities does affect the outcomes and if there is an agreement between the 
brand identity and the brand images these effects will be positive. It is important that the 
values that are used are credible, it is not enough just to have a message there also needs 
to be evidence that what is communicated is true. 



Sammanfattning

Syftet  med  denna  uppsats  har  varit  att  undersöka  fenomenet  branding  i  ett 
universitetsperspektiv, något som tidigare inte utförts i större omfattning. Syftet har även 
varit  att  beskriva  sambandet  mellan  hur  ett  överenstämmamde  av  brand identity  och 
brand image påverkar faktorer som ”benägenhet att lämna”, ”nöjdhet”, arbetsprestation” 
och ”hängivenhet”. Vidare har syftet varit att försöka förklara hur vissa faktorer inom 
branding och universitet påverkar varandra

Uppsatsen innefattar både en kvantitativ och en kvalitativ fallstudie. För den kvalitativa 
delen  av  uppsatsen  användes  ett  svenskt  universitet  som  fallstudie  genom  att  vi 
intervjuade marknadschefen för detta universitet.  På samma universitet  användes även 
den kvantitativa studien för att undersöka effekterna av branding och dess påverkan av 
olika resultat hos studenter och personal. Bland studenterna fanns det 274 respondenter. 
Motsvarande siffra hos personalen var 210. Regressionsanalys har använts som en metod 
för att statistiskt förklara effekterna av branding på olika resultat.

Resultaten som denna uppsats utmynnar i visar på att branding i universitetsmiljö kan 
användas med positiva resultat.  Aktiviteter  inom branding påverkar resultaten och om 
brand identity överensstämmer med brand image leder detta till positiva effekter. Det är 
viktigt att värderingarna som används är trovärdiga, det är således inte tillräckligt att bara 
ha ett budskap, det måste även finnas ett bevis på att det som kommuniceras verkligen är 
sant.



“He goes by the brand, yet imagines he goes by the flavor” 
Mark Twain
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1.Introduction
This chapter will introduce branding as an area of study and connect it to outcomes of and the  
problem discussion of branding and why it is an interest to study branding in a university setting.  
The chapter will end with the purpose for the research and the research questions.

1.1 Background

Globalization  of  businesses  today is  a  fact  and  as  Tsui  (2007)  states:  “Evidence  abounds  that 
globalization has been one of the most significant and rapid changes in recent decades” (p.1353). 
This move towards globalization is also affecting higher education such as universities who are now 
to a greater extent competing with their services on an international arena (Melewar & Akel, 2005). 
Education has thus become a service that can be marketed to customers worldwide (ibid). 

Universities used to live in a rather protective world, the educational system in the UK for instance 
used to  work as  a cartel  in  the sense that  there  was not  really  any competition  but  a  few big 
universities (Anode & Ivy 1999). There were less places at a university than there are today, thus 
demand was higher than the supply. This is why many universities within the UK have had a rather 
inactive approach towards student recruitment (ibid). In fact, marketing as such was considered as 
an  unnecessary  cost  as  long  as  student  demand  exceeded  the  amount  available  places  at  the 
university (ibid). This is in agreement with what Freeman and Thomas (2005) says about the need 
for branding is paramount in a market that is oversupplied.

As the authors Anode & Ivy (1999) see it,  competition among the “traditional” universities has 
risen in the UK because of three changes to the traditional university environment. These changes 
have  been  students  having  to  live  with  on  ever  decreasing  grants  because  of  changes  in 
governmental funding. In addition a wide variety of colleges and educational institutes now offer 
accredited  or  franchised  university  degree  courses.  The  former  polytechnics  where  also  given 
university status (ibid). This together with the impact of IT that made it possible to decrease the cost 
of entering the university market since technological solutions makes it possible to offer online 
courses and services. According to the authors Naudé & Ivy the increasing numbers of institutions 
offering degree courses has contributed to a decrease of student’s university applications (ibid). 

However, as Bunzel (2007) states, “greater competition among schools exists today…” This would 
mean that a university of today no longer is supposed to be recognized only as an institution of 
higher education, instead it could be viewed upon in a business like manner (ibid). 

In the past universities seemed to work under the motto “if you build it, they will come” (Eccles G. 
2004). This saying won’t do for universities run in a more corporate way. According to the author it 
is of outmost importance for universities to continually and consistently communicate the message 
in  order  to  make  sure  that  customers  be  it  external  or  internal,  understands  the  values  of  the 
university. 

As a result of less student applications and increased competition, academic institutions in the UK 
are marketing themselves more aggressively to be able to increase their market share (Naudé & Ivy, 
1999) 

This  trend has  also been noted in  Sweden where the university  capacity  in  the  past  years  has 
increased dramatically (Brandberg, 2006). But while student demand in Sweden is of decreasing 
character universities like for example the one in Gothenburg is having problems with filling the 
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gaps (ibid). Having the UK theory in mind, that if student demand is higher then available places, 
marketing activities tends to be considered as unnecessary. As the trend in Sweden is the other way 
around it is likely that marketing activities make sense if a university is forced to compete with a 
numerous  of available  places at  rival  universities.  Otherwise universities might  face the risk of 
becoming the anonymous player in a marketplace filled of similar offerings. 

A similar trend can be read about regarding LIU, the University of Linkoping, who describes the 
declining trend which is resulting in overcapacity. What is interesting though is that when asked 
what  the  university  does  to  prevent  this  trend,  the  word  marketing  is  never  mentioned.  Lars 
Rydberg  from  LIU  comments  the  overcapacity  by  the  fact  that  there  has  been  an  enormous 
investment from the government’s side the last decade resulting in an increased base of available 
places at Swedish universities. At present the capacity for educations within techniques and science 
is over dimensioned relative to the educations offered by the Swedish high school (ibid).

The Bologna Process can be considered as an internationalization of the basic and postgraduate 
studies  within  the  European  Union.  Högskoleverket  (2005)  in  Sweden  has  revealed  that  the 
Swedish  higher  education  institutions  are  making  impressive  efforts  to  internationalize  higher 
education. According to Högskoleverket (2007) the market for international students rose quickly in 
the 70’s and has been rising until today. Many still believe that this trend will continue (ibid). The 
rivalry about foreign students has increased (ibid). 

The  university  chancellor  Lulea  University  of  Technology mentions  that  one  of  the  upcoming 
trends in the educational sector is that students now are able to educate themselves where ever they 
want in the world. The Bologna process is a step towards an ever increasingly internationalization 
of the educational sector (ibid). 

Discussions regarding universities and the marketing thereof can be seen around the world from 
Australia  in the southern hemisphere to Norway and Sweden in the north,  thus the subject has 
become  a  global  phenomena.  With  internationalization  comes  increased  competition  and  as 
Hemsley- Brown & Oplatka (2006) states “In the context of increasing competition  for home-based 
and  overseas  students  higher  educational  institutions  now  recognize  that  they  need  to  market 
themselves in a climate of international competition”. In the same way that industrial businesses 
some decades ago faced the issue of increased competition due to internationalization, so are the 
universities  facing  this  today.  In  other  words,  in  a  market  that  has  become  more  and  more 
international and competitive the need to stand out has become increasingly important.
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1.2 Problem Discussion
One of the issues as discussed in the background is how the competition should be handled. When 
discussing  attaining  and  retaining  customers  and  other  stakeholders,  creating  loyalty  through 
relationship building with customers has been a topic of much interest for companies as of the last 
few years.  One reason as described by Wilson, Daniel  and McDonald (2002) is that ever since 
Reicheld and Sasser in 1990 showed the large impact of small increases in retention rates, the focus 
on managing customer relationships has been on the table. Technology seems to be another reason 
why the interest in this subject has risen; it has enabled the possibilities for companies to collect and 
analyze customer data.

People however do not have the time or wants to use energy to form a relationship with every 
company or product they ever buy (Dowling 2002). Dowling says that it is a paradox to try and 
form relationships when the goal is to make a profit by selling products and services to a customer 
(op cit.) The author also says that customers understand this and do not buy in to it in all cases 
(ibid). Another side of relationships is discussed by Laurence, Crosby and Johnson (2001) who says 
that “the main driver of customer loyalty is often brand commitment. Thus brands are also a part of 
building, creating and maintaining relationships with customers.  
                                                                                             
As Chang (2001) says marketing managers are advised to be aware of how their target market’s self 
concepts affect the view of the specific company’s efforts to advertise the brand. This we interpret 
as that it is not for certain that everyone will see the brand as the brand owner wish the personality 
to be perceived and thereby might not buy the brand for those reasons, but perhaps because of other 
features, for example some the others mentioned by Aaker (1996, p.8) such as awareness, loyalty 
and quality. 

There have been several discussions on higher education and marketing (Anctil 2008, Wæraas & 
Solbakk 2009, Hemsley-Brown & Oplataka 2006, Temple 2006, Melewar & Akel 2005). Several of 
these discuss issues like how to brand, whether it is the correct way to go, whether it useful or not, 
however  very  few  really  discusses  any  cases  of  a  university  and  its  way  towards  branding. 
According  to  Jevons  (2006)  some  attention  has  been  shown  towards  branding  universities  to 
“export markets” such as South-East Asia but that there still is a lack in this area. Branding has been 
a concern in the USA in regards to reputation management, however there are not many specific 
cases that can be exemplified (ibid). 

Temple (2006) mentions that Leeds University recruited their first marketing director in 2004 and 
that Anglia Polytechnic University started working with marketing and branding in the same year. 
This shows an inclination towards universities view on marketing as an important part of strategy. 
One case that has been discussed more in detail namely Warwick University. Warwick is the case 
that is analyzed  by Melewar and Akel (2005) and it  is an interesting case because it  describes 
activities performed to brand the university, which is difficult to find in any other cases (ibid). 

The importance of university branding can vary with size of the university; smaller ones are more 
likely to consider the concept of branding. Universities with longer traditions often believe that they 
can survive  on their  reputations  and that  this  gives  them sufficient  attention  (Bulotaite,  2003). 
Bunzel (2007) suggest that branding probably not is necessary for the top universities. On the other 
hand he sees potential for smaller universities to market themselves, this in order to improve their 
reputation (ibid). The issue states Jevons is that large sums of money is spent on marketing and 
branding activities without anyone really knowing whether it has a positive effect or not (ibid). To 
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see  the  effects  of  branding,  measurements  can  be  made  on  how this  affects  Job  Performance, 
Satisfaction, Propensity to leave and Commitment (Singh, 1996).             

The fit of organizational goals and the congruency between its members and the outcomes of an 
agreement  or  disagreement  can  be  interesting  to  look  at  when  discussing  the  match  between 
branding image and identity, and whether there will be a positive effect of this or not (Vancouver & 
Schmitt, 1991).

In some instances the branding efforts of universities are obvious, ask and many would probably be 
aware of institutions such as Oxford and Cambridge in the UK and Harvard and Princeton in the 
U.S. (Freeman & Thomas, 2005) This could be due to the historical reputation of these places for 
higher education and according to Freeman and Thomas, this is the reason why “other educational 
institutions that do not have the historical  prestige of the brands are now working at  branding” 
(ibid).  Branding  should,  if  it  is  successful,  help  with  the  retention  of  students  at  these  other 
institutions (ibid).  According to Jevons (2006) branding has become increasingly interesting for 
universities since it has been implicated that the resemblance between students and the institutions 
“values, goals and attitudes” are connected to the likelihood of dropping out.   

In their article from 2007, the authors Paswan, Spears & Ganesh (2007) came up with the finding 
that there is a higher grade of satisfaction by consumers who have managed to get their preferred 
service brand. As a result they are inclined to be more loyal towards the brand. In addition the trio 
states that consumers that do not manage to get their preferred brand tend to be more dissatisfied 
and less loyal  to  the brand.  However,  a  second place alternative  is  not doomed to stay at  this 
position for ever. Therefore consumer’s disappointment can be overcome if the managers behind 
the brand are providing a superior experience quality via trying harder (ibid). In other words being 
the number two brand or a periphery one means you need to work harder since the odds are against 
you.

Dolliver (2002) has found out that companies with strong brand image not only get loyal customers, 
they are also able to get loyal employees. The author refers to a poll that found out that 49 per cent 
of workers saying ”their companies brand or image played an important role in the decision to apply 
for their jobs”.                                                                                                                

As Eccles (2004) says it is important to target the entire workforce, which makes sense, some of 
these people after all are the ones nearest to the customers. Internal communication of the brand 
thus becomes important. Therefore looking at branding from the view of both the students and the 
personnel and comparing it with how the university wants to portray themselves would be very 
interesting.  This is in line with what Wallenklint  (1998) suggests in his  implications for future 
research it would be interesting to look at the brand personality from both the company and the 
customer’s point of view since there according to his findings should be a strategy for if there is an 
incongruence between how the brand is perceived and how the brand owner look upon it.

Universities  and  branding  as  such  has  not  previously  been  extensively  researched,  neither  has 
whether the effect of these activities has been positive or not (Bunzel 2007). Even though there 
have been many descriptions of how higher education has moved towards a “marketisation” there is 
still not that much evidence made by scholars on how universities has carried out their marketing 
strategies (Hemsley.Borwn & Oplatka, 2006). The study made by Wæraas & Solbakk (2009) on a 
northern  Norweigan  University  shows  the  process  of  how the  identity  of  a  university  can  be 
defined. The authors however explain that “we believe the study raises more questions than it has 
answered” because it did not indicate anything regarding the usefulness of branding (p.460). The 
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authors also points out that there is generally not much knowledge of branding of higher education, 
much due to a lack of empirical studies (ibid). It would therefore be interesting to find out more on 
how universities work with branding. 

It would be interesting to see what the implications are if brand personality and brand image does 
not fit;  whether there is any connection with the branding and both employees  and student job 
performance, satisfaction and propensity to leave and commitment. Will there be a big or a small 
effect on these outcomes if there is not a fit or will this not matter at all. Is there going to be a 
difference  between  the  way the  employees  are  perceiving  the  brand and how the  students  are 
perceiving the brand. There might even be some outcomes that are affected by the brand whilst 
others are not.

1.3 Overall Purpose
The purpose of this study based on the discussions above is to find out how universities can use 
branding  as  a  strategy.  It  will  also  look at  whether  a  university’s  view of  their  own brand is 
interpreted by the intended customers (students) and employees in the same way, and how a match 
or mismatch with this view will affect the university in terms of job performance, satisfaction and 
propensity to leave and commitment.

The preliminary research questions are thus:

1. How can branding be used in a university setting?
2. How  does  a  match/mismatch  between  how  the  university  wants  to  portray  themselves 

through branding, identity, and how the brand is perceived, image, affect job performance, 
satisfaction and propensity to leave and commitment for both students and employees?
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2 Literature Review

In chapter one the background to brand personality and the research purpose and preliminary  
research  questions  was  presented.  The  following  chapter  will  go  more  into  depths  about  the  
concept  related  to  brand personality.  This  will  then  be followed by  a conceptualization  of  the  
theories which will be used in a later stage when collecting data.

2.1 Branding
Branding according to Laurence et al (2001) goes all the way back to the 1880s with the creation of 
the first logos, still famous today, such as Campbell’s soup, H.J. Heinz and Quaker Oats cereal. 
These brands were created to make the consumers familiar with the goods in particular instead of 
the anonymous  packages in  the shopkeeper  stores (ibid).  Today’s  brands are  however not only 
about the logo, it is still there to evoke familiarity, there is much more that can be read into the 
brand than simply a name.

There are several definitions of what a brand is. Ogilvy describes a brand as “the intangible sum of 
a product’s attributes: its name, packaging, and price, its history, its reputation and the way it is 
advertised” (Miller & Muir, 2004, p. xi). Brands create value for the company, or brand equity as 
Aaker (2002) discusses. According to Lawrence et al (2001) brand equity means different things to 
different people and the authors claim it to be hard to find a definition of brand equity, and also that 
it is hard to find a way in how to measure it. There are suggestions that brand equity and trust are 
strongly connected to the concept of behavioral and attitudinal loyalty (Taylor, Celuch, Goodwin, 
2004). 

Aaker (2002, pp 7-8) talks about brand equity and describes it as: 
“… a set of assets (and liabilities) linked to a brand´s name and symbol that adds to (or  

subtracts from) the value provided by a product or service to a firm and/or that firms customers.  
The major asset categories are: 
1. Brand name awareness
2. Brand Loyalty
3. Perceived Quality
4. Brand Associations”

Working with a brand means that there is an interest in building, managing and developing the 
images  and  associations  made  with  the  brand  (Bulotaite,  2003).  This  describes  as  mentioned 
previously  that  a  brand  is  not  only  about  awareness  and  familiarity,  there  are  several  other 
components that can be described and discussed. Fournier (1998) says that the relationship formed 
between customers and a brand can be described in similar ways as the interrelationships between 
people.  There  are  also  other  authors  such  as  Bengtsson  (2003)  who  is  against  this  statement 
claiming there to be a difference between loving a brand and the love between human beings. Also 
Dowling (2002) agrees with this and says  that “many people do not use brands to define their 
lives”,  but he also says  that in some instances people do form some kind of relationships with 
brands. 
There has been found 27 definitions of brand image and 12 of brand personality in literature, and 
the terms are often interchanged and used in opposing context (Hosany, Ekinci, Uysal, 2006).  
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2.1.1 Brand awareness
Brand awareness relates to the strength of which the consumer is aware of the brand. Research has 
shown that a familiar  brand is more likely to receive a more positive response than that of an 
unknown brand even though there is  little  or no knowledge of the quality,  or  even when it  is 
believed that the quality of the unknown brand is perceived as higher (McInnis, Shapiro & Mani 
1999).  Awareness  of  the  brand  is  viewed  upon as  being  a  basic  step  towards  knowledge  and 
attitudes of the brand (ibid). According to Aaker (1996) brand awareness can be viewed from three 
different  aspects;  recognition,  recall,  first  recall and  dominant,  and  concerns  more  than  the 
consumer simply remembering the brand name. Creating awareness is not the easiest of tasks and 
can become an expensive commitment, however done effectively it could increase the brand equity.

Brand  recognition  means that there has been a recollection of the brand, however time, place or 
context might not be a part of this. As mentioned previously, recognition alone can result in positive 
feelings, for example when choosing between a familiar and an unfamiliar brand. One reason could 
be that people do not believe that a company would spend a lot of money on a product that were not 
of good quality.

Brand recognition is connected to the product class, if the brand is thought of when mentioning a 
product  class  for  example  “toothpaste”  then  “Colgate”  and  “Pepsodent”  might  spring  to  the 
consumers mind. First recall is included in this and is a place that many aspire to be in, however s 
long as one is amongst the first few brands recalled this is also seen in a positive way, since a 
consumer can only recollect a few brands in a category when prompted. 

The relationship between recognition and recall has been depicted in the “Graveyard model” where 
the brands of a product category can be plotted.  The graveyard model can be seen in Figure 1 
below. If a product ends up in the “graveyard” it means that people recognize the brand when they 
see it but they do not recall it when prompted to name brands in a certain category. If the brand ends 
up in the niche section of the graph, this is not necessarily a bad thing; it means that they are not 
known  in  a  large  group  of  people,  however  are  highly  recalled  by  loyal  customer  groups.  A 
movement towards graveyard is likely to signify decreasing sales and loss of market share. 

Figure 1 Recognition Versus Recall: The Graveyard Model (Aaker, 1996, p. 15)

Dominance  is when a brand becomes synonymous with a product category for example Kleenex 
and tissues, Jeep and four wheel drive off road cars. What could be the problem with this is that 
people might not make the connection anymore to the brand but are referring to the product and 
thus buying other brands. 
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2.1.2 Perceived Quality
Research has indicated for quite some time that perceived quality is one of the most important 
driver  for  product  brands  (Huang,  2009).  According  to  Aaker  (1996)  it  has  been  proven  that 
perceived quality is what drives the financial performance and is in essence what a customer is 
buying. If the perceived quality improves so does the perception of the brand in its entirety. It is 
however very hard, or even impossible, to induce perceived quality without having something to 
back it up with, a kind of proof. For example saying that you are the best maker of tires and then 
having independent tests showing you are in the bottom of tire makers does not work – there is too 
much of a discrepancy there. 

It can also be hard to figure out exactly what quality is for a customer and simply having high 
quality is not enough, it also needs to be perceived in that way. Issues regarding perceived quality 
can be one or several of the following; it is hard to wash of an old image if that image was one of 
perceived low quality, if quality is promoted in a product where no one cares about it, it is difficult 
for consumers to know the difference of all brands, the might not have the time and/or motivation to 
process all information and the consumer might not have the knowledge of knowing how to judge 
quality. (Aaker, 1996) In higher education knowing how to judge quality and the process to collect 
information about all brands could definitely be an issue. 

2.1.3 Brand Associations
Brand associations can include a great variation of associations such as product attributes;  non-
product related attributes such as price or user imagery, benefits; what can this product do for me 
and so on (Keller,  1993). These associations affect the brand equity greatly and are determined 
much by the brand identity which is, as mentioned previously, what the organization wants their 
brand to be perceived as. Brand identity is explained more detailed in the next section.

2.1.4 Brand Identity
Aaker  (1996,  p.vii)  says  that  brand  identity  is  aspirational,  thus  how  the  brand  wants  to  be 
perceived, whilst brand image is how the brand actually is perceived by the customer. Aaker (op cit, 
p. 68) further states that the brand identity “provides direction, purpose and meaning for the brand”. 
This includes which personality traits  the brand should project  (ibid).  According to Ghodeswar 
(2008) the brand image implies a promise to the customer. Ghodeswar (ibid) further states that “A 
strong brand identity that is well understood and experienced by the customers helps in developing 
trust which, in turn, results in differentiating the brand from competition” (p. 5). The brand identity 
includes both core and extended identity (ibid). 

The core identity contains associations that are not likely to change over time, it is the absolute core 
values of the product, and it is more resistant to change than the extended identity. (Aaker, 1996, 
p.86). According to Aaker (op cit, p. 87) The values of the organization and the brand should be in 
agreement with each other (ibid) otherwise they will not be effective (Ghodeswar, 2008). In the 
core  identity  there  should  be  elements  that  make  the  brand  unique  and  valuable;  it  should 
“contribute to the value proposition and to the brand’s basis for credibility (Aaker, 1996, p. 87). The 
extended  identity  aids  the  core  identity  in  filling  out  the  gaps  that  the  core  identity  can  not 
communicate by itself; it provides texture and completeness (Aaker, 1996, pp. 87-88).

Upshaw (1995 p.24) describes the main components of the brand identity as brand positioning and 
strategic personality. These two components make up the core of the brand identity as can be seen 
in Figure 2 below. Brand positioning, in the centre of the figure, can not be fully controlled by the 
sender, indications and signals can be communicated, however in the end it is how the brand is 
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perceived by the customers that determines the brands position (op cit, p.23). Strategic personality 
on the other hand is how the brand is projected in the marketing communication the external quality 
and public  face  (ibid).  It  is  supposed to  connect  the customer  with the  brand emotionally  and 
thereby create a relationship with them (op cit, p.24). The identity is then for the most part shaped 
of these two components which then in turn flows out and affect the other parts of the identity; logo, 
communications, sales, promotion and product (op cit, p. 25) All of the brand elements then plays a 
role in how the brand can be perceived (ibid) The positioning and strategic personality on the other 
hand that are suggested by various marketing activities only functions if the recipients adopts this 
identity (op cit, p.26). To be successful they both need to drive the marketing program (op cit, p. 
27)

Figure 2 The core of the brand identity, Upshaw (1995, p.24)

According to Aaker (op cit, p.73) a brand is more than just a product, and there are four brand 
identity perspectives.  Figure 3 depicts  the brand identity planning model as proposed by Aaker 
(ibid).  The brand identity  planning model  starts  with an strategic  analysis  of the  brand;  of the 
customers,  competitor  and  self  analysis.  When  building  brand  identity  the  brand  should  be 
considered as; a product, an organization, a person and a symbol (op cit, p.78). These four views on 
the brand are very different from each other and the purpose is to help guide the strategy decisions 
for  the  brand  to  clarify,  enrich  and  differentiate  an  identity  but  also  to  help  in  guiding 
implementation decisions (ibid). 

The brand identity then provides direction of how the implementation should be performed through 
brand positioning, execution and finally tracking (op cit, p.79).
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Figure 3 Brand Identity Planning Model (Aaker, 1996, p.79)

The brand as a product includes what the brand is associated with, for example when a category is 
mentioned certain brand names can be recollected (op cit,  p.80). According to Aaker it  is more 
important for a brand to be recollected when mentioning a category than to think of a category 
when exposed to a brand name (ibid). Attributes related to the brand is also included in the brand as 
a  product,  it  could be by either  offering something  extra  in terms  of features  or  service  or  by 
offering something better. This could also be related to the quality which enables the possibility to 
compete, there needs to be a minimum of perceived quality to survive and becoming a top brand 
can be dependent on how the customers perceive the quality (op cit, p.81). The quality dimension is 
thereby closely related  to  the  value  (ibid).  Some brands  ends  up being  associated  with certain 
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occasions for use, for example eating a hamburger becomes synonymous with a certain chain of 
fast-food (ibid) Similarly famous people endorse certain products and thereby becomes associated 
with this product, this is also related to the brand as a person (op cit, p.82). Aaker also speak about 
how the country of origin or region can give credibility to the brand if it is congruent with how that 
place is perceived (ibid).

The brand as an organization is connected to the attributes that can be connected to the organization 
rather than the product, such as innovation, consumer concern and trustworthiness (op cit, p. 79). 
These are attributes that are much harder to copy than a product in itself and can contribute to the 
value proposition (op cit, p.83). Thus a strong liking of the organization can enhance the brand and 
products in the mind of the consumer (ibid). A brand also needs to determine whether it should be a 
global brand or connect to the local market (op cit, p.128). Being perceived as a local brand can 
help with credibility and play on emotions that this brand is the customers own, whilst a global 
brand is more associated with prestige and credibility (ibid).

A brand as a person can be described in terms of personality traits which gives the brand more 
dimensions than describing a product in terms of attributes (op cit, p. 83) According to Aaker it can 
strengthen the brand in several ways, it can affect the relationship with customers, in the same way 
that human personalities can affect relationships (op cit, pp. 83-84). The different personalities will 
be described in more detail in the next section.

Just as previously discussed many confuses the brand with the symbol. Having a strong symbol that 
can be connected with the brand can enhance the possibility of recognition and recall and therefore 
be very powerful (op cit, p.84). When a symbol has been communicated together with a brand, a 
quick glance is enough to be reminded of the brand (ibid).

Not all of the perspectives are needed to be utilized by the brand; however all should be considered. 
There is a possibility that one or even more can be used when deciding on how the brand should be 
portrayed to the customer, how the company wants it to be perceived. (op cit, p.78).

Lawrence et al (2001) states that: “The strongest brands are those that elicit emotional attachment 
from customers”. That statement brings us back to the discussion of relationships and brands. It is 
easier  to  create  a  relationship  with  a  brand if  there  is  a  person to  relate  to  (Bengtsson 2003). 
Examples of this can be Ronald McDonald for McDonalds, Stig and his ICA crew. This can thus be 
connected to the brand as a person as discussed by Aaker (1996).

2.1.5 Brand Personality

In the same way that a person can be described so can a brands personality; through demographics, 
lifestyle or human personality traits (Aaker, 1996, p. 142). 
Aaker (1997) defines brand personality as; “the human characteristics associated with a brand”. 
Brand personality is an important topic of study because it can help to differentiate brands. The 
initial research by Aaker was to find out whether the personality of the brand could be connected to 
“the  big  five”  dimensions  of  human  personality  (ibid).  The  big  five  is  a  descriptive  model  of 
personality and has been used to form various theories  of the human behavior.  Commonly the 
names  of  the  dimensions  are  Extraversion,  Agreeableness,  Conscientiousness,  Neuroticism,  and 
Openness (McCrae, Costa & John 1998).

The  framework  produced  by  Aaker  (1997)  ascribes  sincerity,  excitement,  competence, 
sophistication and ruggedness as part of brand personality. The developed scale and framework can 

11



be generalized from across product categories and can therefore be utilized for investigating brand 
personality for several industries; however it has not yet been applied to a university setting (ibid). 

Similar to a the personality of a physical person, the brand personality is affected by everything and 
anything associated to the brand – “friends”,  activities,  manner  of interaction to mention a few 
(Aaker, 1996, p. 145). Such influences could come from user image such as typical users, either that 
can be seen using the product or that are portrayed in marketing communication (op cit, p. 147). 
Sponsoring  activities  could  also  affect  the  personality  of  a  brand  through  the  type  of  event 
sponsored. Age,how long a brand has been on the market, can also affect the personality (ibid). Of 
course the use of symbols is important, true for many brands is that they need that something in 
which to create identification, and this should correlate to the way in which the brand wants to be 
perceived (op cit, p. 148). Other non-product related characteristics affecting brand personality is 
advertising style, country of origin, company image, CEO identification and celebrity endorsers (op 
cit, p.146). Also the product category in it self could lead to certain connections, for example a bank 
could be viewed as serious, masculine, older etc. (ibid). 

The reasons for using brand personality is as stated by Aaker (1996, p. 150) ;
 “…brand personality construct can help brand strategists by enriching their understanding  

of people’s perceptions of and attitudes toward the brand, contributing to a differentiating brand  
identity guiding the communication effort and creating brand equity”.

Brand personality can help gain a deeper understanding of how the customers perceive the brand 
and what  attitudes  they have towards it.  Having the brand personality  as a part  of the core or 
extended identity can aid with the differentiation of the product.  There is also an affect  on the 
communication efforts where activities such as advertising, events and other interactions is kept on 
target through having the brand personality as a red thread. Finally brand personality can help create 
equity. (ibid)
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2.2 Organizational approaches and outcomes

The  authors  Bloemer  &  Lemmik  (1992)  have  identified  three  different  types  of  customer 
satisfaction;  these  have  been  categorized  as  product  satisfaction,  sales  service  satisfaction  and 
satisfaction with the after sales service.

According to Singh, Verbeke & Rhoads (1996) an organization can have different focus which in its 
turn will affect factors such as Job Performance, Job commitment, Job satisfaction and propensity to 
leave. The authors divide the focus organizations could have in three different categories, and those 
are: Achievement, Procedural and Affective- focused organizations. In order to measure factors as 
Job performance etc it is important to capture important values that really can explain each factor. 
Below the most important aspects that each factor is comprised of is presented based on the study 
by Singh et al (1996). 

When measuring job performance the ability to reach set  goals  is  measured but  also how well 
somebody performs compared to fellow coworkers. 

As for Job satisfaction you want to measure whether or not a certain job is pleasant. What also is 
comprised within this factor is to test if the particular job is a waste of time. Important as well is to 
find out if the job is regarded as worse than others.

When measuring Organizational commitment, individuals care about the fate of the organization is 
being  tested.  In  addition  the  willingness  to  put  in  efforts  in  order  to  help  the  organization  is 
regarded. What also is of importance is to investigate the organizations ability to inspire employees 
doing their best.

We then have the propensity to leave factor where the likelihood of actively looking for a new job is 
considered.  The probability of  looking for a  new job next  year  is  investigated as well  as  is  if 
thoughts about quitting is of frequent character.

Organizations with a focus on Achievement are highly focused on the job instead of the employers 
and are more orientated towards results rather than process. In addition, organizations focused on 
achievement tend to be less opened. On the other hand we have Affective focused organizations, 
these  organizations  could  be  considered  as  the  opposite  of  above  achievement  focused 
organizations  since  they  are  characterized  by  high  level  of  open  communication,  professional 
attitude , employee focus and customer orientation. Singh et al then present a third organizational 
focus, namely procedural. Organizations focused on that are moderately open, and are relatively 
less professional and customer orientated.

These different organizational approaches affect job performance, job satisfaction, job commitment 
and propensity to leave in various ways.

Organizations focused on the achievement approach can be looked upon as the opposite of the 
affective  approach  because  it  has  lower  levels  of  job  satisfaction,  however  increases  in  job 
satisfaction and job performance lead to more committed employees who are less likely to leave. 
The approach is more stressful, less satisfying and equally productive as the affective approach, but 
has less challenging jobs. 

In the article by Singh et al it is noted that an affective organization corresponds to high levels of 
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job satisfaction and job performance. There is however relatively less positive effects on propensity 
to leave. Only job satisfaction is significantly associated with propensity to leave.

The procedural approach is  regarded as the solution in between because it  involves one highly 
positive effect and one highly negative effect. This would mean that highly satisfied employees are 
more likely to stay, but on the other hand high performers are less likely to stay. This organizational 
approach is associated with lower levels of job satisfaction.

The model to choose, according to the authors, would be the one with an achievement focused 
approach. In their test Singh et al came to the conclusion that this approach would result in a less 
stressful,  more  satisfying  but  still  equally  productive.  However  this  focus  has  lower motivated 
people, in other words the job is less challenging for the employee. The procedural approach would 
only be a mid solution, it never scores anything out of the ordinary, and instead it always lies in 
between the both other approaches. The reason why this approach tends to lie in between is because 
it scores high on job satisfaction, which would mean that highly satisfied employees are more likely 
to stay. However this score will be negatively affected by the fact that high performers are less 
likely  to  stay.  The  authors  come  to  the  conclusion  that  “a  procedural  situation  appears  as 
distinctively unattractive. 

Singh et al comes to the conclusion that the dynamics of the relationships between the boundary 
role stressors are severe and that managers that are trying to optimize their organizations must be 
aware of the powerful trade offs. A positive factor in one end could negatively affect something else 
in the end. 

2.2.1 Goal Congruency

Vancouver  and  Schmitt  (1991)  looked  at  the  possibility  to  predict  attitudes  and  actions  of 
individuals  in regard to their  organization by looking at  this  fit  between the individual  and the 
organization.  The  authors  mention  that  individual’s  attitudes  and  intentions  to  stay  with  an 
organization  are  affected  by  whether  these  individuals  like  the  organizations  goals.  Some 
hypotheses  that  were  used  were  that  goal  congruence  affected  job  satisfaction,  organizational 
commitment  and  intention  to  quit.  What  the  study  confirmed  was  that  there  is  a  relationship 
between congruency of goals and positive employee attitudes and intentions. The authors point out 
the possibility to change, clarify or justify organizational goals of there is a finding that they do not 
agree with constituency members (ibid).

2.3 Universities and marketing

Universities nowadays are not just educational facilities with the sole purpose of increasing higher 
learning; they now offer services just like other business’ do and employ marketing and branding 
programs (Bunzel, 2007) in the same sense that have long been seen in other industries. The view 
that universities can be seen as any other company has thus increased. As Melewar and Akel (2005 
p.41) states; “The globalization of business has finally been embraced by higher education sector  
in  which  education  is  seen  as  a  service  that  could  be  marketed  worldwide”. The  marketing 
tendencies have been towards the way that normal consumer goods are marketed (ibid).

One of the issues when marketing a university is that higher education is complex in the sense that 
it is “sometimes a product, sometimes a service” (Anctil 2008 p.89). Anctil also mentions that the 
students are both the customers but also in a sense the products (ibid). According to the author the 
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marketing  of  higher  education  should  be  towards  an  approach  in  two  steps  with  two  clear 
objectives: 

1. Create a positive common image that is easy to communicate to all audiences
2. Within the common image communicate distinct images for the variety of target audiences 

that is wished to be reached (p.91)

Anctil (op cit) also states that the decision on which university to attend is not only that of the 
prospective student, but also in the surrounding environment, such a decision can be affected by 
both  parents  and  peers  inputs.  For  this  reason  marketing  should  not  only  be  directed  at  the 
prospective student (ibid).

As mentioned in the previous chapter Eccles (2004) the entire workforce needs to be included in the 
communication.  Anctil  (2008)  agrees  with  this  stating  that  “successful  marketing  in  higher 
education begins internally (p.98). This according to Anctil (ibid) is because the people within an 
organization interacts with each other and gives positive service and this can then be communicated 
externally.  As described by Wæraas and Solbakk (2009) in the case of a university in northern 
Norway the staff was very much against the value platform that was produced by the consultants 
and was in essence shot down by the employees. The staff simply found it ridiculous and were in 
awe that the university had spent large amount on money on it (ibid). According to the director of 
communications of the Norweigan university a common internal understanding would be necessary 
in order to succeed externally (ibid) The reason why both employees and students already at the 
university is an important group for branding is to make them feel proud of working or attending 
the university and strengthen the bond to the university (Bulotaite, 2003)

According  to  Bulotaite  (2003)  a  brand  is  “nothing  more  than  the  total  impression  of  images, 
emotions, experiences, and facts that an organization has created in the public mind” (p.450). The 
author  continues  with  explaining  that  when  the  name  of  a  university  is  mentions  certain 
associations, images and faces will be evoked (ibid). According to Temple it was not until only 
recently that branding for universities became more than a “crest on its headed notepaper”(p. 15).

The purpose for universities to venture into branding is not to try and sell a product or service but to 
communicate an identity (Bulotaite 2003). This identity will give the university a platform in which 
it can compete with other universities by differentiating themselves and according to Bulotaite this 
is particularly important in changing time; the identity will aid in pushing the university forward. 
As mentioned in the problem discussion other universities with longer traditions often believe that 
they can survive on their reputations and that this gives them sufficient attention (ibid)
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2.3.1 Customers of Universities

One of the issues that  arise is  the discussion about the customers;  who are the customers  of a 
university?  The Oxford English dictionary defines a customer as “a person who buys goods or 
services from a shop or business” (http://www.askoxford.com/concise_oed/customer?view=uk). In 
many other countries world wide tuition fees has to be paid by the students, thus making them 
customers in definition. The fees for higher education can vary from very high, to very low, for 
example in the U.S. community colleges which are preparatory for studying at a university are 
much cheaper. Another example is in the UK, here education is largely funded by governments, 
however there has been a increase in the fees paid by the students which according to Eagle and 
Brennan (2007) has also increased the tendency to view students as customers. In Sweden there are 
no fees  for studies  at  university  or college,  and only one institution  that  can count  as  private: 
Chalmers, which is run by a foundation, however operates in the same way as the others. Still the 
competition amongst the universities in Sweden has also increased due to for example overcapacity 
and recession.

The focus on customer orientation ignores the fact that there are multiple stakeholders of higher 
education (Clayson & Haley, 2005). As Schmidt states; “In higher education almost any group can 
be identified as a stakeholder” (2002, p.37) Both Melewar & Akel (2005) and Eccles (2004) bring 
up corporate identity (CI) as a powerful source of competitive advantage and the importance of 
communicating this to the stakeholders. The model by Melewar & Akel (ibid) is made around the 
discussion  of  CI  in  general.  The  components  of  CI  as  defined  by Melewar  & Akel  (ibid)  are 
communication and visual identity, behavior, corporate culture and market conditions. Similar to 
this, van Riel and Balmer (1997) brings up graphic design, integrated corporate communication and 
organizational behavior as part of CI. The stakeholders identified by Melewar and Akel (2005) can 
be seen in Figure 4.

Figure 4. Corporate Identity Stakeholders, Melewar & Akel 2005 p.42

Eccles (2004) has made a similar model regarding stakeholders that  is adapted to the corporate 
university as can be seen in Figure 5 below.
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Figure  5  CU  stakeholder  segmentation  model  –  marketing  relationships  (Adapted  from 
Eccles, 2004, p.414)
Eagle  &  Brennan  (2007)  brings  up,  the  government,  families  and  society  in  general  future 
employers  all  but  the  latter  one  also  mentioned  by  Eccles  (2002).  Because  the  amount  of 
stakeholders  that  can  be  connected  to  higher  education,  the  importance  for  a  university  to 
communicate their identity more clearly as mentioned previously (Melewar & Akel, 2005 van Riel 
& Balmer 1997). This brings us to the discussion on brand identity.

2.3.2 Previous work by universities

Warwick
As previously discussed the most commonly presented case in regards to universities and branding 
is that of Warwick University (Melewar & Akel). According to Temple (2006) the success that can 
be seen in Warwick which previously was the same as any other 60’s new universities is not due to 
branding,  but  to  other  strategic  choices.  Melewar  and  Akel   (2005)  connects  the  activities  to 
portraying a corporate identity as discussed in the previous section and Figure 1.

Warwick University implemented their strategies from the 1 March 2002. The Unversity decided on 
a visual identity to be communicated throughout the 30 different academics at the department. By 
allowing the individual departments own logo to be placed next to the Warwick logo they solved 
this departmental issue. The old crest was completely taken away since the University was a fairly 
recent one it was decided it felt somewhat fake to have an old crest. Stakeholders were divided both 
into internal (students, academic and non-academic staff) and external stakeholders. It was noticed 
that  the  knowledge  and  awareness  differed  a  lot  both  between  the  internal  and  the  external 
stakeholders.

Because  of  an  increase  in  international  students  the  British  character  was  emphasized  in  the 
communication to the international arena capitalizing on English as a main language of commerce. 
In  the mission  statement  focus  was much  being put  on strong collaboration  with business  and 
industry claiming this  to be the reason for their  great  success despite being a relatively young 
university (established 1965). Warwick has been criticized for being too businesslike, making both 
students and teachers feel like they come in second to the company conferences and other business 
events at the University. (Melewar and Akel, 2005) Warwick was rated 6th out of 113 in the 2009 
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Times Good University Guide Oxford and Cambridge coming in first respectively second place 
(Timesonline). 

Higher Education in Northern Norway
According  to  Wæraas  &  Solbakk  (2009)  this  northern  Norweigan  was  faced  with  severe 
competition and budget reforms which made them look into branding as a possible solution to make 
the university more attractive to students and employees. 

The project for branding the University in Northern Norway was named the “Values and Identity 
Project” or VI. This project faced many complications and many points of view clashing. Focus 
from the University President was that there should be a focus on “arctic” and “northern” and the 
suggestion was “University in the North” with the belief that the word “University” would show 
upon versatility. Whilst many topics had focus on the arctic, there were also other departments such 
as math’s and social sciences that felt left out. This is also brought up by Jevons (2006) who says 
that there can be an issue that  the internal  view of the brand is not quite clears since it  is not 
impossible that staff views themselves as being part of a smaller entity such as a department rather 
than  the  university  as  an  intertie.  Jevons  also  questions  whether  awards  and  predominant 
achievement of other departments aids the university brand by spilling over to other departments 
not related to the subject in question (ibid).

The platform for values was proposed to be “open, different and vigorous” something that also met 
resistance from the workshop participants to be more or less useless because it was non-saying and 
could be used for any university. In the end there were no recommendations for a common value 
platform but it was instead decided that there should be a common visual design for all publications, 
and alumni newspaper and emphasis on student recruiting. In this case it cannot be shown that the 
efforts made although meant as a branding effort was anything other than disappointing. (Wæraas & 
Solbakk 2009)

University of Vilnius
At the university in Vilnius in Lithuania an increase in competition of other universities in the city 
is stated as the reason for looking at ways to differentiate (Bulotaite, 2003). The process is not 
described in much detail but in essence what the university did was to focus on the heritage as the 
first  and oldest  university  in  Lithuania.  Apart  from information  about  study programs  also the 
university book collections and the tours of the Old Library and Old Campus was promoted and 
heritage  items  are  used  in  the  corporate  design.  The  heritage  is  promoted  both  internally  and 
externally. 
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3 Conceptual Framework
In this section the theories that have been presented previously will be used to provide a frame of  
reference in order to collect data. This is referred to by Miles and Huberman (1994) as “building a  
conceptual  framework”. The frame of reference will  be presented in the order of  the research  
questions.

3.1 Branding in a university setting
This  section  will  look at  the  ways  of  branding  in  relation  to  research  question  one;  How can 
branding be used in a university setting? In branding there are several theories that can be applied, 
one of the most cited authors is Aaker who is mentioned in several other studies and whom we 
therefore have chosen to rely strongly on for our research.
Table 1 Conceptual definition RQ 1

Concept Concept definition
Brand awareness As defined by Aaker (1996):

Brand recognition; a recollection of brand without time, place or context. Can be 
the difference between choosing a familiar brand versus an unfamiliar.

Brand recall:  If a certain brand is thought of when mentioning a product class. For 
example universities

First recall: being the first brand recalled in a product class. It is  positive to be 
within top 5, people cannot keep many more brands in mind

Dominance: brand is synonymous with category, for example Jeep is synonymous 
with off road cars

Brand Identity Aspirational: where the brand wants to be, provides direction, purpose and 
meaning for the brand. (Aaker 1996)

Core identity: note likely to change, unique and valuable (Aaker 1996), Positioning 
(perception of brand) and personality (how the brand is projected in marketing 
communications) (Upshaw 1995)

Extended identity: fill in the gaps from core identity, more flexible over time than 
core identity, provides texture and completeness (Aaker 1996)

Brand identity system As defined by Aaker (1996):
Brand as Product: extended product attributes and brand associations. Extra 
features offered that others do not have. Attributes related to the brand is also 
included in the brand as a product, like offering better service than others
Brand as organization: what the organization is connected to i.e. innovation, 
consumer concern and trustworthiness. A strong liking of an organization can 
enhance the brand and products in the minds of the consumer.
Brand as person: the personality traits of the brand, giving it more dimensions, 
affects the relationship with customers in the same way that human personalities 
can affect realtionships
Brand as Symbol: the symbols of the brand, connection to the brand itself, can 
enhance the recognition and recall. When a symbol has been communicated 
together with a brand, a quick glance is enough to be reminded of the brand

Universities and marketing Single visual identity common for the entire brand  (Melewar & Akel 2005)
Positive common image, with distinct images for target audiences that is easy to 
communicate to all  types of audiences. (Anctil, 2008)
Communication of identity focus on identity rather than product (education), this 
could give the university a platform in which it compete with other universities by 
differentiating themselves. (Bulotaite, 2003)
Values and Identity agreement on the brand’s values and identity. Deals with 
whether awards and predominant achievement of other departments aids the 
university brand by spilling over to other departments.(Wæraas & Solbakk, 2009, 
Jevons,2006 )
Surrounding environment focus not only on the student but also the surrounding 
environment, i.e. parents and peers, because those can affect a decision as well 
(Anctil, 2008)
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3.2 Image versus identity
The following section will bring up the theories that are related to research question two, which is 
“How does a match/mismatch between how the university wants to portray themselves    through 
branding, identity, and how the brand is perceived, image, affect job performance, satisfaction and 
propensity to leave and commitment for both students and employees?” This will then be followed 
by the statement of hypothesis in relation to this research question.

Table 2 Conceptual definition RQ 2
Concept Concept definition

Brand image Image: where the brand actually is, opposed to where it wants to be (Aaker 1996)

Brand Personality Human characteristics associated with a brand: helps with understanding people’s 
perceptions and attitudes toward the brand (Aaker 1997)

Effects of branding As defined by Singh et al (1996)

Propensity to leave: The likelihood of actively looking for a new job

Job Satisfaction: Whether or not a job is pleasant

Job Performance: The ability to reach set goals

Commitment: Individuals care about the fate of the organization

Universities and marketing Values and Identity agreement of the brands values and identity amongst 
employees (internally) (Wæraas & Solbakk, 2009)

3.3 Frame of reference
The frame of reference derives from the concepts of the literature review as defined above and 
shows the relationship of the research questions. The way that a university used branding and how 
the identity and image is perceived in RQ 1 thus would affect the outcome variables of RQ 2.

Figure 6 Frame of reference
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4 Methodology
In  this  chapter  the  methodological  issues  with  our  research  will  be  discussed;  the  research  
purpose,  research  approach,  research  strategy,  data  collection  method,  sample  selection,  data 
analysis which will culminate in the validity and reliability issues of the research. 

4.1 Research Purpose
This study is exploratory in the sense that it first looks around at the phenomena that is branding in 
university  settings  which  is  previously  not  extensively  researched.  The  literature  search  and 
interview of an “expert” aids in this first stage. However the study is also descriptive in the sense 
that  it  with  the  help  of  quantitative  gathered  data  will  do  a  statistical  analysis  of  the  causal 
relationship between branding, job performance, satisfaction, propensity to leave and commitment. 
Finally the study is also explanatory in how certain factors affect one another.

4.2 Research Approach
There are two main approaches to research, namely quantitative and qualitative analysis techniques 
(Saunders  et  al,  2007,  p.3).  Quantitative approach  is  connected  to  numerical  values,  such  as 
questionnaires and statistics.  Qualitative  approach on the other hand makes use of non-numerical 
data through for example interviews and then categorizes data (op cit, p. 145).

There is a data collection technique called mixed methods research, which combines quantitative 
and qualitative data collection and analysis procedures parallel to each other (Saunders et al, 2007, 
p.145).

Our  study  is  both  qualitative  and  quantitative  thus  making  it  a  mixed  methods  research.  The 
qualitative gives a deeper insight in the purpose of how universities can use branding as a strategy. 
The answers were also used to complement the information gathered from the literature study and 
were able to support the quantitative study thus making the quantitative study stronger. 

The quantitative study was used to explain the second part  of the purpose thus to find out the 
universities  view  of  their  own  brand  and  how  this  is  interpreted  by  the  intended  customers 
(students) and employees in the same way, and how a match or mismatch with this view will affect 
the university  in  terms  of  satisfaction  and loyalty.  An advantage  of  quantitative  studies  is  that 
complex relationships can be analyzed through statistical methods (Saunders et al, 2007, p. 406).

4.3 Research Strategy
The research strategy for this thesis is a case study of one university since a case study puts focus 
on  relations  and  processes  in  a  natural  environment  and  this  fits  the  purpose  of  our  study. 
(Denscombe, 2000, pp 41-43). Another advantage of this is that it can combine methods which we 
have done to reinforce the data collected, and it fits the qualitative approach of the study. We have 
chosen a single case study since it provides us with the opportunity to analyze a phenomenon which 
previously has not been extensively researched (Saunders et al, 2007, p.140)

We are also making the use of a  survey to be able  to collect  a large amount  of data  to make 
generalizations and analyze relationships. As Saunders et al (2007, p. 135) describes the research 
strategies are not mutually exclusive and a survey can be a part of a case study. Because the data in 
a  survey is  standardized  which  make  it  easier  to  compare  results  (op  cit).  Since  our  study is 
depending on analyzing whether there is a relationship between certain variables it is also a suitable 
choice.
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4.4 Data Collection Method
A semi structured interview was used when interviewing the marketing manager. The idea with a 
semi structured interview is to have predetermined topics and questions and being able to let the 
respondent develop the answers without being interrupted by moving on to the next question in 
order (Denscombe, 200, p135). There was a list of topical questions prepared for the interview with 
some of them being omitted since they were answered within other areas already, see Appendix A 
and B. 

The questionnaire which was sent out was created in a system used to create and handle surveys, 
called Evasys, and sent out automatically to the chosen respondents. The initial e-mail was sent out 
on the 6th April then 2 reminders were sent out with 1 respectively 1.5 week interval. The questions 
were all mandatory, to ensure that they were all answered, leaving no missing data. The questions 
were answered on a  likert  scale  of  1-7 with  1 meaning  “do not  agree”  and 7 meaning  “agree 
completely” to the statement. The questions on the 41 personality traits as defined by Aaker (1997) 
were also answered by the information unit in order to be able to compare if the identity matches 
the image with students and employees.

Operationalization
The operationalization  of  the branding  concept  were based mainly on the  definitions  of  Aaker 
(1996)regarding brand awareness, brand identity and brand identity system, to the positioning also 
influences  from  Upshaw  (1995)  were  used.  Regarding  universities  and  the  marketing  thereof 
previous  studies  of  how this  is  utilized  in  a  university  setting  were  used  from Anctil  (2008), 
Bulotaite (2003), Melewar & Akel (2005) and Wæraas& Solbakk (2009).

For the questionnaire  the concept  of brand personality derived from Aaker’s (1997) previously 
tested 41 personality traits. In order to find out the image of the university’s identity, thus what they 
want to portray were taken from what the marketing unit at LTU uses as values in their brand 
communication  (warmth,  closeness,  trustworthiness,  world-class  education  and  world-class 
research). The measurements use in order to see the effects of branding was based on previously 
tested  questions  regarding  propensity  to  leave,  satisfaction,  job  performance  and  commitment 
(Singh et al, 1996). The questions were altered somewhat in order to make them fit in a university 
setting. 

In order to be able to use control variables both students and employees were asked basic questions 
about age, gender, year they started at LTU, program/department belonging, for the students what 
choice the university was when applying and reason for choosing LTU as a university. 
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4.5 Sample Selection
We decided to research a university in Sweden because is an area worth researching since there has 
previously been no academically research on the subject, which could be an effect of the novelty, 
but where there have been tendencies towards marketing of universities.

The  sample  selection  for  this  study was all  currently  registered  students  since  2004 from five 
different  programs;  business  administration,  international  business  administration,  master  of 
engineering  of  industrial  economics,  mechanical  engineering  and  civil  engineering.  We  also 
surveyed employees from the departments which these students belong to; departments of Business 
Administration  (IES)  and  social  sciences,  Department  of  Applied  Physics  and  Mechanical 
Engineering (TFM) and Department of Civil, Mining and Environmental Engineering (SHB). The 
choice of these educations was to see if there was a different view depending on study direction, 
also these programs can be looked at if the study was to be reproduced in other universities. The 
lists for the respondents were created by a university administrator on the criteria as mentioned. 

The survey was consequently sent out to 1175 students and 627 employees. For the students there 
were 274 respondents which equals a response rate of 23,3% for the employees there were 210 
responds equaling  a response rate of 33,5%. The division on gender was 65% male  and 35 % 
female  for  the  students  and  66%  male  and  34%  female  for  the  employees.  The  division  on 
belonging was: 

Students
Between 
programs

Within 
Program employees

Within 
department

International 
Business 
Administration 11% 29% IES 37% 39%
Business 
Administration 23% 25% TFM 31% 22%
Msc Industiral 
Economics 27% 26% SHB 33% 26%
Mechanical 
Engineering 22% 25%
Civil Engineering 18% 21%

29 per cent of the International Business Administration program answered on the survey. For the 
Business administration program the figure was 25 per cent. As for the Msc Industrial Economics 
program the answering frequency was 26 per cent. Students attending the Mechanical Engineering 
program had an answering frequency of 25 per cent where as Civil Engineering received a total of 
21 per cent. 

When it  comes to  the employees,  employees  within the institution from IES had an answering 
frequency of 39 per cent. Their colleagues at TFM had an answering frequency of 22 per cent. 
Finally, 26 per cent of the employees within SHB answered our questionnaires.

A non-response analysis were made which only showed a small difference on the student sample 
with the  significance  level  of  ,045 on the closeness  factor  which means  that  the mean can  be 
somewhat underestimated on this factor. The non-response analysis for the employees showed no 
differences to be noted. 
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4.6 Data Analysis
The data  analysis  was  made with SPSS where first  a  factor  analysis  was  performed through a 
principal component analysis with oblimin rotation on the 41 traits in order to make the overall 
analysis easier. From the factor analysis 6 factors were derived. A factor analysis was also made on 
the identity that the university wants to portray in which two of the 5 traits were derived. For the 
outcomes for students, 5 factors came out with the principal  component  analysis  using oblimin 
rotation. For the employees 4 factors of the outcomes were staken out, with varimax rotation. The 
factor analysis can be seen in Appendix F.

A correlation was made separately for students and employees, this is made in order to find out 
whether a connection is depending on chance or not. 

A regression analysis is made in order to see the relationship between the independent variables and 
an dependent variable (Saunders et al, 2007 p.442). Four linear regression analyses were one for 
each of the dependents: Job Performance, Satisfaction and Propensity to Leave. The independent 
variables in the case of the students were: Honesty, excitement, competence, feminine, masculine, 
sophisticated, friendliness and world class. Control variables were also used which for the students 
were; age, gender, time at LTU, and program. For the employees the dependent and independent 
variables were the same and the control variables were; age, gender, year started LTU, profession 
and department belonging.

4.7 Validity
For the result of the first research question both interview and documentation were used in order to 
increase  the  construct  validity.  To  make  sure  that  the  data  collected  from  the  interview  was 
perceived correctly a transcript of the interview was sent to the respondent to be commented on. 
The person chosen for the interview was knowledgeable within the subject of branding due to the 
overall responsibility for the branding of the university. 

The measurements for the traits and outcomes have previously been tried and tested for studies 
within the subject.

The primary results from the study was presented for the information unit and the feedback was that 
the correct measures had been used which increases validity.

4.8 Reliability
The following steps have been made in order to ensure that the results could be repeated in future 
research.  The  operational  aspects  of  the  study have been  explained  in  detail  previously in  this 
chapter and can therefore be duplicated and used for future studies. There is a distinct questionnaire 
that could be used for the quantitative and also the interview guide that was used for the qualitative 
study. 

For the correlations Chronbach's alpha looks good for all the factors regarding the employees, with 
all of them being above 0,7. regarding the students, commitment is under ,7 at ,57 and and the 
feminine factor is boarder line at 0,69.

4.9 Method problem
The e-mail lists for sending out the questionnaires showed to be somewhat outdated, where several 
of the students on the list were no longer students at LTU. An attempt to counter this was to put in 
the pretext that anyone who was no longer a student at LTU could disregard from the questionnaire. 
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There could be an issue that only one interview conducted which could lead to only getting one 
point of view regarding the subject. The choice of respondent was the marketing manager of the 
university meaning that there should be an extensive knowledge of the processes used which could 
counter this risk. The interview was by request not recorded, however both interviewers were taking 
notes which were then compiled in case something was missed. 

When translating theories from one language to another there is always a risk of loss of meaning in 
the  translations.  This  can  be  the  case  for  translating  Aakers  traits  and  also  some  of  Singh’s 
previously tested questions. To try and minimize this risk the translation of the traits were tested 
both with the marketing manager and the supervisor of this study, and some of the translated were 
revised to some that were better suited. 
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5 Presentation of results
In this section we will present the results of the study. First we will present the data regarding the  
first research question, followed by an analysis in comparison with the theory on branding. After  
that a discussion on the results in regards to research question one will be made.

Secondly we will present the data for research question two, following a discussion of those results.  
After that a section of conclusions will be made followed by a final discussion. Finally there will be  
a discussion of the implications in connection to this study.

The reason for this division is the qualitative nature of research question 1, and the quantitative  
nature of research question 2.

5.1 Data presentation RQ 1
First  a  background  to  the  case  will  be  described,  followed  by the  data  collected  in  the  semi-
structured interview, followed up by a discussion of the graphic profile. After that is the discussion 
of the results from the data. 

5.1.1 Background
Lulea University of Technology, or simply LTU, employs 1,415 people. Out of those a 154 persons 
are having the profession professor, of which 13 per cent are women. Teachers and researchers 
reach the total sum of 502 of which 43 per cent are women.

In 2008 LTU had about 12,248 students of which 2,435 where MSc in Engineering, out of those 26 
% where women. LTU had 286 BSc students in Engineering as well, of which 16 % where women. 
In addition 504 students attend to other study programmes in engineering, where 28 per cent were 
women. Students attending to business or social science educations amounted at 1,374 out of which 
59 per cent were women. LTU also offers educations within health science; they educate teachers, 
musicians and offer interdisciplinary programs. A relatively large number of students attend the 
single subject courses. 

In terms of figures, the research at the LTU has an annual turnover of MSEK 600 and the main 
areas of research are within the technical and social science areas. The way this budget distributes is 
437 MSEK into the technical research areas of which there are 53 topics of research. The remaining 
MSEK 94 belongs to the departments of social science where they have 16 areas of research. The 
total turnover for the university is MSEK 1200, with MSEK 547 is used for undergraduate studies.

In the year of 2004, due to the dramatically decreasing amount of applying students the university 
started focusing on marketing with an improvement of the brand LTU as a result.
(www.ltu.se)

5.1.2 Interview with the marketing manager at LTU
Pål  Kastensson  is  the  marketing  manager  for  LTU  and  is  thus  responsible  for  the  marketing 
strategies for the university. 
According to Kastensson brand awareness is extremely important for the branding strategy, above 
all because there are so many others that are sending out messages regarding education. The website 
is what is supposed to answer questions, meaning that it is not getting out a lot of information that is 
the most  important.  Awareness  is  most  important  because creating  interest  that  you  want.  The 
visitor can then search for information for example on the web. Specific  educations within the 
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university are subordinate to branding. Awareness and legitimacy are the most important issues, not 
in isolation but together with credibility and positive emotions. 

The most important way to create awareness is through media communication says Kastensson. 
Media communication is supposed to work together in with the homepage, but there have been a 
divergence between these two. It is important that these differences are eliminated. It is not until the 
last few weeks that the homepage has started to go in this direction because it has been difficult to 
control the website due to the linkage and affection it has had on other connected pages which in 
turn has been on different servers. Graphics and color scales on the homepage should correspond to 
those in the media and it is not until now that process has been simplified. Previously the layout has 
varied a lot, much depending on the institution which the information has originated from

Kastensson says that LTU would like to be in top 3 when it comes to brand recall but are up and 
down in top 5 in total. In Norrbotten the university is number one in brand recall. A survey has been 
done in 1000 national interview in an academic target group after the execution of campaigns. The 
goal is that “worldclass” education and research should be among equals in its group. Nevertheless 
the goal is that LTU will be alone in its group “Swedens northernmost university”

Accordning to Kastensson there is a first mover advantage and that is that the university owns the 
distinctive image, it would be hard for any one else to start using snow and ice without this usage 
enforcing LTU's profile. LTU is consistent in its platform within the entire university; there is no 
division into different part depending on the department which, says Kastensson, creates synergy 
effects. If the marketing instead would focus on the various departments separately it would result 
in a critical mass that is to low  because the admission area would be to small. The focus is not on 
marketing the educations themselves because most people are aware of that this is what exists at a 
university, in media instead there is a focus on other aspects which are unique to LTU.

The basic values are called primary variables by Kastensson, and they are research and education in 
world class. Here the areas are enhanced where the university already today is in world class. Also 
“Scandinavia's  northernmost  university”  is lifted,  as soon as there is something going on at the 
university for example events this is portrayed, everything is dressed in snow and ice. 

Secondary variables are not less important or worth but is portrayed later  on in the process. In 
media the primary identity is lifted whilst for example in the catalog closeness (togetherness) and 
warmth is showed, this is a basic value that accordning to Kastensson has a long tradition at the 
university, all the way from the start in 1971. The formal part is overrun and there is an open door 
policy  at  the  university.  Communicatively  warmth  and  closeness  (togetherness)  is  portrayed 
through close images of people and/or described in the text. In movies worldclass research is lifted 
so that the message feels real and transparent.  
The identity is in all the material sent out and should be consistent and unified says Kastensson. 
There has been historically high numbers of first hand applicants which Katensson points out is not 
to be confused with registered students. In 2006 the applications in Sweden went down but LTU 
went up. There are no other reason for this other than working with the brand, claims Kastensson, 
this is the only variable that has changed. Previously there was a trend which followed that of the 
rest of Sweden; if applications went down nationally, they went down even more at LTU.

Portraying LTU through certain personality traits was abandoned because it was not possible to 
portray in a good manner. Instead other definitions are used, such as the winter image. Attempts are 
made  to  lift  the  positive  with  the  winter  but  then  it  is  up  to  the  individual  to  put  their  own 
experiences in that kind of an environment and thereby read emotions into the brand. Thus there is 
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no attempt to match people with the brand it is made naturally. The direction is more artistic, the 
university wants to inspire but then it is up to the observer to associate. In showing this image of 
snow in a positive way the pictures that  goes together with this plays an important role. It can 
however sometimes be difficult with the balance, sometimes it can seem that the photographs are to 
directed  towards  winter  sports  which  may  make  it  look  as  though  there  is  a  higher  level  of 
athleticism, like a sports “gymnasium” bit on university level, still it is important to show what 
winter activities that exist. 

Kastenssons spontaneous respond to whether the values of the organization correspond with the 
LTU brand is yes. He mentions the common platform that is used within the organization.
The brand has been put together through strategies that a lot of work has been put into and which 
the entire organization can “sign”.
Kastenssons shows the printed material  regarding these values  and they are  that  the university 
should be:

1. A predecessor in thoughts and actions, to dare to try new methods and be the first within 
certain areas

2. Worldclass, there are some areas in which there is already world class these are portrayed 
often and with joy, but there is also effort being made to achieve this in other areas. 

3. One university, this is the strength for LTU, it gives synergy effects. The common brand 
platform aids with this and gives a uniformity to the university. The co-operation within the 
university is important for the competitiveness. Regarding the university, internally it has 
been important to convince the various departments because you cannot make anyone to 
anything that they do not want to, instead you have to call attention to the advantages. For 
example the nurses at LTU has adopted this a lot through LTU being a technical university 
is lifted as an advantage since within health care today uses technology extensively.

Of course, says Kastensson, there are always differences between various entities, just as in any 
company,  and everyone  cannot  always  think exactly  the same  but  it  is  also this  which  pushes 
everything forward; daring to challenge what already is. As long as LTU in its entirety feels good 
the separate operational areas is a separate issue.  

There are three goals with the branding strategies according to Kastensson, these are:
1. To directly contribute to the recruitment of studentservice
2. To indirectly contribute to the provision of competence both teachers and research
3. If teachers and researchers stays the themselves contribute to external financing plus also 

even  more  to  goal  number  two,  that  is  they  will  bring  even  more  good  people  to  the 
university

The purpose for recruitment is to increase the amount of first choice applicants; this increases both 
legitimacy and image

Other branding activities mentioned by Kastensson is that the entire student service operation exists 
because of issues that unfolded due to problems with legitimacy,  when the students finally has 
arrived at the university the image that is portrayed has to match the one that perceived – there 
should be a positive image even once the students are at the university. 

Kastensson uses a metaphor with a restaurant visit; if neither food nor service is good the guest 
would probably not come back. If the service is great but the food not so much it is still possible 
that the guest might return because he/she feels that someone has listened to them and taken their 
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complaints seriously. If the food is great but the service is not up to scratch, the guest might still not 
feel too compelled to return. 

According to Kastensson there is a need to work more with previous students, alumni is and will 
become an important part of the university. The approach to how work with the brand is done is not 
that old and it is important to transfer these values to previous students, it creates loyalty and is also 
beneficial to the municipality whom much collaboration is performed with.

There  has  to  be  valid  argument  for  why one  choses  to  move  to  Luleå,  it  has  to  promptly  be 
perceived as credible, otherwise it might sound like a defensive speech. This is important amongst 
parents and friends as well because they might question the choice and therefore this group is also a 
“target”. There has to be more on offer than just the education for a person to choose a certain 
place.

It is also difficult to compete with more of what everyone else (universities) has which is education 
therefore it is important to show a uniqueness, that you have something that noone else has, in this 
case snow, nature, closeness and warmth.

One final aspect brought up by Kastensson is that in the future there will be rankings of universities, 
both national and international, no matter if it is wanted or not, and no one knows of what sort these 
rankings will be. How to handle this is through stressing quality issues. NSI (nöjd student index) is 
one way in which the process of working with quality issues already has begun. What a student 
actually is purchasing is a drivers licence to their future career, the price is 5 years of their life and a 
quarter of a million Swedish crowns. Therefore careers, for example a working career center, is an 
important part of the brand. Even though service and career is not directly connected to the brand it 
is still something that lies behind the brand and affects credibility.

5.1.3 Graphic Profile
Luleå University of Technology have a very determined graphic profile with rules of how and when 
to use it. This is because a unanimous use of the profile is supposed to enforce the uniformity and 
strengthen the identity and credibility of the university. In the university’s brand platform there are 
guidelines that are the foundation of all marketing at LTU.

Importance is also put on using the same idiom continuant throughout the internal communication 
as  well.  There  is  also  a  distinct  background  to  be  used  for  both  external  and  internal 
communications. Color codes are provided with blue being the main color complemented with red, 
and the correct official typography is also to be used in the official communication.

In all cases where there is a statement or message from the university there have to be a sender, 
which is the logotype for Luleå University of Technology. The letter L is actually a symbol not a 
letter and was put in use in 1997. Apart from symbolizing the “L” in LTU the bend of the L in the 
end is a rain deer horn and symbolizes the anchorage with northern Sweden, see Appendix G. 

The metaphorical language supposed to be depicting the primary message which is Scandinavias 
northernmost university”. Text messages should be built on world class research and education and 
show the  unique  values  that  are  offered  which  is  the  geographical  climate,  and  the  secondary 
message which is  closeness.  The image policy also clearly  states  this,  with  details  on how the 
images are to be used. (www.ltu.se)
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In advertisements and news items in national, local and internal media examples of world-class and 
progresses within research and educational  successes is often communicated.  Together  with the 
snow and ice  a  smiling  girls  with  a  furry hood pulled  up  is  used  frequently  in  the  marketing 
communication. 

5.1.4 Media activities
LTU does advertisement in local an national newspapers such as the NSD, Metro, Ny Teknik (New 
Technology trade magazine). They have also had small ads on the back of airplane chairs and in 
movie theaters across the country. Other than that LTU is also present at the different trade shows 
for high school students around the country. There is a new catalogue with the different educations 
that is reproduced each year and sent out to high school students across the country which are in 
their senior year. All this material has a similar look and follow the graphical profile described in 
the previous section. Examples can be seen in Appendix H.

5.2 Analysis RQ 1

Brand Awareness
Brand awareness is  according  to  McInnis  et  al  (1999)  the  basic  step  towards  knowledge  and 
attitudes towards a brand and is defined by Aaker (1996) as brand recognition; a recollection of the 
brand without time,  place or context,  which can evoke positive feelings,  brand recall which is 
connected to product class,  first recall,  being the first brand to be recalled in a product class and 
dominance, where the brand is synonymous with the category.

For LTU brand awareness is important because there are so many other brands, or universities out 
there sending messages and the reason for wanting to have brand awareness is to create interest. 
Awareness is more important than information about specific educations offered, it is the brand that 
is in focus in the media communications.
When it comes to brand recall the university aims to be in the top 3 in the university category but 
that in reality it moves up and down in top 5. The goal is to be the first and only and thereby the 
dominating university to be recalled in the category “Swedens northernmost university”.

Brand Identity
Brand identity is aspirational, which means that it is where the brand wants to be and how it wants 
to be perceived. The identity provides direction, purpose and meaning for the brand. Part of the 
identity is the core identity which is values that are not likely to change over time; it is the absolute 
values of the brand. The core identity should have unique and valuable elements. (Aaker 1996). Part 
of the core identity is also positioning which is the perception of the brand from customers and can 
therefore not be fully controlled and strategic personality which is how the brand is projected in the 
marketing communication  (Upshaw, 1995).  The  extended identity fills  out the gaps of the core 
identity giving it texture and completeness (Aaker 1996).

The  brand identity of  LTU is  world-class  research  and education,  closeness  and warmth.  The 
uniqueness that is lifted by the university is snow, nature in combination with closeness and warmth 
and can according to Aakers definition be seen as the core identity. Closeness and warmth is also 
something that has not changed over time but has been consistent since the start in 1971 which also 
shows them to be part of the core identity. 

World class which is lifted as a primary variable by the university can be seen as being part of the 
core  identity  in  the  sense  as  defined  by  Uphaw  regarding  strategic  personality;  this  is  used 
consequently in the marketing communication. 
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Snow, warmth and closeness is  also described as being part  of the  extended identity,  as this  is 
shown in  the  way it  fills  out  the  world-class  identity  as  secondary  variables.  In  this  case  the 
secondary variables that are warmth and closeness are described as being just as important as the 
primary variables but that they are just portrayed later on in the marketing communication process, 
once the prospective student already have taken an interest and started looking at catalogues and the 
website.

Brand identity system
Aaker (1996) describes  the brand though four brand identity  perspectives  as  part  of the  brand 
identity system. The brand as a product is what the brand is associated with, the category it belongs 
to and also the attributes that are related to the brand. These attributes can be either extra offers of 
features  or service  or  an offer of something  that  is  better  than other  brands.  The  brand as  an  
organization is attributions that are connected to the organization such as innovation, consumer 
concern  and  trustworthiness  and  is  used  to  increase  the  liking  of  a  brand  which  in  turn  can 
strengthen the brand as a product for the consumers. The brand as a person is how the brand can be 
described as a person which adds a dimension to the brand and can affect relationships with the 
customers. The brand as a symbol is in regards to having a strong symbol that is connected to the 
brand, which can enhance the possibility of recalling and being reminded of the brand, even when 
there is just a glance of the symbol.

The brand as a product in the case of universities is the educations that are at LTU, this is however 
not communicated to a greater extend since it is regarded that prospective students knows that a 
university, which is the category the brand belongs to, has different educations to offer.

Instead there is a focus on the  brand as an organization  where having credibility is an important 
aspect for LTU, and progress within research and education is often shown in connection to the 
brand, which then is supposed to inform that there is world-class thus increasing this credibility. 
Innovation is another key attribute for LTU, it is described in the visionary document as being a key 
to success through being “a predecessor in thoughts and action”.

Portraying the brand as a person is not used particularly by LTU because it is said to be difficult to 
do in a good manner. Instead there is a focus on the winter image, portraying it positively but letting 
the receiver interpret it in their own way. Still from the marketing there is often the image of the 
friendly young woman in the winter hood and also close images of students showing upon some 
personality traits such as friendliness. These images can more be seen as a way to increase the 
credibility of the closeness and warmth values. 

The LTU symbol is the distinct “L” which is used in all communication, both external and internal, 
and  is  therefore  strongly  connected  to  the  brand,  no  matter  which  of  the  values  that  are 
communicated.

Universities and marketing
A single common visual identity can be used in order to give a unified impression since a university 
is often made up of several different departments which if communicated separately could take 
away focus from the university in whole (Melewar & Akel, 2005). Higher education should portray 
a positive common image that is easy to communicate to all audiences and this image should have 
distinct  images  for  the  variety  of  target  audiences  (Anctil  2008).  For  universities  the  branding 
efforts should be to communicate an identity rather than to sell a product or service. The identity is 
a platform on which the university can compete with other brands and will help in pushing the 
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university  forward  (Bulotaite,  2003).  Importance  is  put  on  having  agreement  on  the  identity 
internally in order to succeed externally (Wæraas & Solbakk, 2009) This can be important because 
the staff may view themselves as being part of a department rather than the university as one unit 
(Jevons, 2006). Considering the  surrounding environment when marketing a university should be 
considered because a decision to study can be affected also by parents and peers (Anctil, 2006)

Work is being done by LTU to have an identity that is consistent and unified in all the material that 
is sent out, both internally and externally,  which supports having a  common visual identity. The 
brand platform is the same within the university, there is no division depending on department. The 
graphics and color scales are also coordinated in order to enhance this identity of the university. The 
positive common image is portrayed by positive displays of students in pleasant surroundings and 
positive  messages  in  advertisements  that  are  placed  in  different  media  depending on the target 
group. Attempts are also made to lift the positive side of winter. 

Branding thus communicating the identity of the university is more important at LTU than showing 
the product (education). This identity consists of world-class, closeness, warmth and credibility and 
specific educations is not portrayed much in medial communications. LTU says to have a common 
agreement on the identity  within the university with the vision, and the overriding goals with the 
university, with some exceptions since not everyone can always think in the exact same way.

It is not only the students that are thought of at LTU when communicating the brand, because it is 
recognized that parents and friends also affects such a decision and might question the choice if 
they are unaware of what it is, which supports considering the surrounding environment.

5.3 Findings RQ 1
In this section the findings of the results from the case of research question 1 will be displayed both 
in text form and as a table, to show what parts of branding can be used in a university setting.

Some  of  the  basic  branding  principals  apply  also  to  a  university  setting,  for  example  brand 
awareness which is necessary in order for the customer which in this case is the prospective student 
in order to be considered at all as an option. Being in the correct category of brands, thus affecting 
brand recall,  can  be  important  depending on  the  direction  of  the  university,  and  there  can  be 
reasons for being  dominant in a category in order to show upon something that is unique for the 
brand. 

The way the branding is used reflects on the credibility of the university, if values and uniqueness is 
portrayed in communication that is not true the branding can have negative effects. The same core 
values can be used in order to  position the brand and sincerity for the brand can also be created 
through being consistent in the messages that are being sent out. In order to enforce the credibility 
of the brand, actual activities and results can be used in communication as “proof” that the brand 
really is what it says it is.

If the branding activates are consequent and used over and over again it will create an image of the 
university that  makes the brand look like it has something to offer that  might be  unique to the 
university in particular to make it stick out from the rest. In opposite if several different types of 
messages are sent out it can be confusing to the student, and confusion is not something that would 
be desirable for a person making such an important decision for their future. 

Displaying the brand as a product which is the educations in themselves might not be as effective 
for a university as it might be for a brand which has a physical product. This because it is implied 
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that what a university has to offer is education. Instead focus should be on what the university is 
about,  its  identity,  values,  and what  is  unique to  that  university  that  others  cannot  offer.  Thus 
communicating the identity can be more effective than communicating what “products” are on offer. 

Even if it is not intentionally a university will have some sort of image that can reflect its identity as 
a person,  be it through the images connected to the university or the messages that are sent out. 
These images should be consistent with the rest of the brands identity,  otherwise the credibility 
might be affected. 

Communicating  the  brand in  a  unified  manner  through a  common visual  identity can  give  the 
university a stronger identity and is a platform in which more complex messages can be added to in 
a later  stage.  To be considered is  that  even though it  can be effective to have a unified visual 
identity, some areas of the university might not be in agreement of this image if they do not feel that 
it applies to their department in particular. Branding can however affect the departments positively 
and make them feel like they are part of one successful entity, through a synergy effect. If there is a 
large disagreement this can become a problem, more so when the students have already entered the 
university than when the issue is to create interest and get them to apply.

Using a symbol in connection to the communication of the brand is useful also when branding the 
university. This way the sender will always be known, and it also affects the brand recall, which is 
an important aspect of the branding activities. 

Also to consider is that branding is not only for the prospective students, it can be assumed that in 
the decision process friends and family might  have an influence on the decision why branding 
should  also  be  directed  towards  others  in  the  surrounding environment.  Thus  having  branding 
activities at other places than high schools, or places where prospective students as a target group 
can be reached, can be useful for the entire university.

The branding in  university settings  can be used to  stimulate  positive  associations  by turning a 
stigma of how things are and turn it to an advantage instead.

Below is a table displaying the concepts which can be seen from the case study.

Table 3 Evidence of branding activities compared to theory
In this table (+) means clear evidence of these activities, (-) no evidence of these activities and (+/-) 
means some evidence of these activities.
Concept Evident in case Comment

Brand recognition - Brand  recognition  is  not  mentioned  in 
particular in this case.

Brand Recall + Important so the prospective students will 
consider the university

First recall + Want to be the first recall when it comes 
to Sweden's northernmost university 

Dominance + The offer of snow has been “claimed” by 
the university  and is  used as  a  unique 
value

Brand Identity + The university has an identity which they 
want to communicate and how they want 
to  be  perceived;  warmth,  closeness, 
trustworthiness,  world-class  education 
and research

Core Identity + Is  said  to  be  the world-class  education 
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and research 

Extended Identity + Is said to be the warmth and closeness 
but  could  also  be  said  to  be  core 
because  it  has  been  values  since  the 
start of the university 

Brand as product +/- There is said to be not so much focus on 
the educations in the branding activities 
since a university “is supposed to have 
educations”

Brand as organization + Credibility  for  what  the  university 
communicates is important and is what 

Brand as person +/- There  is  no  direct  strategy  to  use 
personality  as  a  way  of  branding, 
however  there  is  the  girl  in  the  hood 
which could be said to reflect a person.

Brand as Symbol + The brand has a distinct symbol the “L” 
which  is  used  in  all  types  of 
communication

Single visual identity + There is much work being done in having 
a  single  visual  identity  which  is  to  be 
communicated  both  externally  and 
internally

Communication of identity + The communication of the identity is very 
important to the university, more so than 
putting the various educations first

Values and Identity +/- According  to  the  university  there  is  an 
agreement  of  the  identity,  this  can  be 
further  discussed  depending  on  the 
results from the quantitative study

Surrounding environment + The  university  also  considers  other 
entities such as family and friends since 
they can also affect a decision on where 
to study 

5.4 Data presentation and discussion RQ2
In this section the results from the measurements of personality traits and the universities image 
will be discussed. Each section will be followed by a discussion of those results. 

5.5 Data presentation personality traits
From the  factor  analysis  5  factors  of  Aakers  traits  showed 21  of  the  traits  in  6  factors  to  be 
analyzed.  Honesty  comprises  of  honest,  sincere,  real,  wholesome  and  friendly,  Excitement 
comprises of; trendy, spirited, cool, young and imaginative, Competence comprises of; corporate, 
successful  and  leader,  Feminine  comprises  of;  charming,  feminine  and  smooth,  Masculine; 
comprises of masculine, tough and rugged and finally Sophistication comprises of; upper class and 
glamorous. From this we could then compare the means of each of the three groups. A table of 
comparison of means personality traits can be seen in Appendix E.
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Figure 7 Comparison of means personality traits
Deviances under 0,25 are deemed as too small because the responses do not differ very much on the 
likert scale and is therefore not considered, deviances of between 0,25 and 0,5 shows a difference of 
between  is  considered  as  small,  deviances  of  0,5  and  1,0  are  considered  as  medium whilst  a 
deviance of over 1,0 are considered as large as this means that the respondents in a group would 
have answered an entire step more on the likert scale. 

From this we can see that there is a small difference between the information unit and students on 
the honesty factor. There is also a small difference between the information unit and students and 
when it comes to the excitement factor. Both the male and sophistication factor shows a medium 
difference  between  student  and  the  information  unit,  with  the  male  factor  showing  a  larger 
difference.

The employees show a medium difference on the male factor than does the information unit, this is 
even boarder lining to being a large difference. Also on the sophistication factor the employees has 
a medium difference that is higher than that of the information unit. 

The only difference between employees and students that is worth noting is that of honesty in which 
students show a medium difference from the employees.

Interesting could be that both students and employees on average score higher than the university. 
This goes for all factors except for the factor “feminine” where both employees and student on 
average scores lower than the university.  Where the deviance between the groups are the most 
obvious is on the masculine factor, here the deviance is set at approximately 1 point higher then the 
average score of the University. 

5.5.1 Discussion personality traits and image students
The students show higher scores on most of the traits that was identified through the factor analysis. 
This could be because the students are exposed to the messages sent out by the information unit on 
a more frequent basis.  From the interview with Kastensson we found out  that  credibility  is  an 
important aspect and looking at the scores, the students seem to adopt this fairly well within the 
honesty factor. Within the excitement factor the university often shows images of young people for 
example in settings of alpine skiing which can affect the belief of being more exciting. There are 
also often examples being shown on how traditional teaching is put aside and that students put there 
imagination together  with theory to the test  through projects  such as Baldos. The students also 
perceive the university to be more masculine than the information unit, this could be connected to 
the fact that it is a technical university and a lot of these educations are often highlighted. The 
reason why students feel that the university is more sophisticated than does the information unit 
could be because of the slick graphic design of the university. Still this does not have such a high 
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score on the likert scale, with a 2,67 score it means that the students do not perceive the university 
as being highly sophisticated which could be connected to the informal approach as mentioned by 
Kastensson previously. Where the students are closest to agreeing with the information unit is on 
competence and feminine, with a medium score on the likert scale when it comes to femininity and 
an above medium score on the competence. Thus the students agree with the information unit that 
the university has a fairly high competence. This means that the message that the university wants 
to portray of being a leader and successful has worked. 

The students score fairly high on the friendliness factor which means that they agree to a large 
extent that the university shows warmth and closeness. This indicates that the images sent out by 
the information unit of the university as a close knit university where camaraderie being a key issue 
is concurring with the way things are. At the same time the university being of world class both 
within education and research also scores above medium on the likert scale which means that the 
students  are  in  agreement  with  this  message  to  some  extent.  These  two  factors  are  what  the 
information unit says that they want to portray and therefore the score on this is 7 meaning that 
there is still some work to be done. 

5.5.2 Discussion personality traits and image employees
The employees also have a higher score on the male factor than the information unit, this could be 
for  the  same  reason  as  explained  for  the  students,  namely  that  there  is  a  strong focus  on  the 
technical side of the university. This might not be something that is intentionally portrayed by the 
information unit which could be why the score is lower for this group. The sophistication score for 
the employees is also quite low, the informal approach as mentioned with the students is likely to 
have  an  affect  on  this.  Why  the  employees  still  perceive  it  as  more  sophisticated  than  the 
information unit maybe because of the rules of how and when to use the graphic design to show off 
to  the outer  world.  For  the rest  of  the traits  the  employees  seem to be in  agreement  with the 
information unit, which could be a good sign that the university is “one the same page” within the 
different types of departments. 

The employees views friendliness as above medium on the likert scale which means it does not 
completely reach up to the information unit’s goal. This could be depending on the reception that is 
received from different entities does not make the employees feel that this is completely true. On 
the world class factor the employees also scores above medium but with a somewhat lower score 
than when agreeing with friendliness. This could be because there is an unevenness between the 
different departments and educations especially when it comes to the focus on research.

5.5.3 Discussion personality traits comparison of differences
The only difference worth noticing between employees and students on the personality traits is the 
honesty factor where the students feel this to be stronger. This could be because the students are 
constantly exposed to a broader spectrum of interactions around the university and meet various 
people at the university and through this notice that there is a unanimous feeling of these traits this 
increases the honesty factor. The employees on the other hand might be more concentrated to their 
unit and therefore do not experience this to the same degree.

The students score slightly higher on both friendliness factor and world class factor. This can be 
connected  to  the  previous  factors  of  honesty  and  competence  where  the  students  also  score 
somewhat higher. The reason for this could be the exposure to the universities image, and that these 
occur more frequently towards the students and that the closeness with class mates and employees 
is more noticeable for this group than for the employees. The students might feel that the employees 
work to help the students out for example with the open door policy. employees on the other hand 
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have  to  some  extent  deal  more  often  with  higher  entities  and  this  could  perhaps  affect  the 
friendliness factor. There might also be a feeling of more rivalry between employees due to cut 
downs and suspension of jobs. 

5.6 Data presentation university’s identity

The 5 traits that the information unit wants to portray the university as was reduced in the factor 
analysis to two traits; friendliness and worldclass. The means for the students and employees looks 
as follows:

Table 4 Comparison of means identity factors

A table of means for identity can be seen in Appendix E

Figure 8 Comparison of means identity
The two factors of friendliness and world class is the image that the information wants to portray of 
the university.  The figures here shows that  there is  to  some extent  an agreement,  however not 
completely considering  that  the likert  scale  is  7.  The employees  do not  view the university as 
strongly in either factor as does the students. 

5.6.1 Discussion identity
Warmth,  Closeness,  trustworthiness,  world  class  education  and research  is  what  the  university 
wants the brand to be perceived as, thus the identity. What the figures show is that the students have 
somewhat  of  a  higher  perception  regarding  this  values  than  what  the  employees  has.  For  the 
students  the  means  of  warmth,  closeness  and trustworthiness  are  fairly  high,  meaning  that  the 
message  seems to  work the  identity  matches  the  image  quite  well.  World  class  education  and 
research also looks ok, what is interesting is that these are lower than the first three values despite 
the fact that world-class is more often specifically expressed in a specific message whilst warmth 
and closeness  is  more  figurative  in  images  in  the material  that  is  sent  out.  What  is  noticeable 
regarding  this  is  that  world  class  has  been  said  to  be  the  primary  variables  and  warmth  and 
closeness as secondary variables. 
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The reason for the differences between students and employees regarding the friendliness factor 
might depend on the fact that this is used more in the branding strategy towards the students and 
because the students can feel that it is true for example due to the open door policy that exist, the 
feel that they are being taken care of in this manner, also with the close knit community amongst 
the students at the university, it has become kind of a university spirit. This does not work in the 
same sense amongst the employees, there is also more competition and therefore these values do not 
feel as “true” as they do for the students.  

5.7 Data presentation on identity versus image: effect on outcomes
In this section the results from the correlation and regression analysis will be presented regarding  
identity versus image and how this affects outcomes will be presented and discussed. 

From  the  questions  for  the  students  5  factors  was  generated,  Satisfaction,  Job  Performance, 
Propensity to Leave, Commitment and Inspiration which was then correlated with the trait factors. 

Table 5 Correlations students
*p<0,05, **p<0,01, two-tailed tests. 
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Mean S.D. Alpha 1 2 3 4 5 6
 

7 8 9 10 11

1 Satisfaction 5,45 ,98 0,76

2 Job 
Performance 4,42 ,70 0,72 .31

**

3 Propensity to 
leave 1,90 1,23 0,71 -.38

** -.11

4 Commitment 5,77 1,00 0,57 .29
**

.50
*

.12
*

5 Inspiration 4,75 1,28 0,86 .40
**

.50
*

.21
**

0.31
**

6 Excitement 4,22 1,13 0,86 .46
**

.60
**

-.24
**

.20
**

.41
**

7 Competence 4,71 1,25 0,86 .50
**

.24
**

-.22
**

.28
*

.38
**

.61
**

8 Feminine 3,53 1,10 0,69 .26
**

.18
** -.11 .03 .21

**
.49

*
.39
**

9 Masculine 3,71 1,21 0,74 .03 .12 .06 -.01 .09
.09 .15

*
.23
**

10 Sophistication 2,67 1,34 0,83 .14
*

.20
** -.03 -.06 .16

**
.40
**

.36
**

.51
**

.36
**

11 Honesty 4,96 ,99 0,88 .48
**

.21
** -.12 0.29

**
.47
**

.53
**

.55
**

.31
**

-.02 .11

12 Friendliness 5,11 1,18 0,7 .42
** ,.10 -.17

**
.30
**

.23
**

.41
**

.31
**

.37
**

-.04 .13
*

.44
**



From the  questions  for  the  employees  4  factors  was  generated,  Satisfaction,  Job  Performance, 
Propensity to Leave and Commitment which was then correlated with the trait factors

Table 6 Correlation employees

Mean S.D. Alpha 1 2 3 4 5 6
 

7 8 9 10 11

1 Satisfaction 4,93 1,24 0,85

2 Job Performance 5,71 ,71 0,78 ,055

3 Propensity to leave 2,99 1,73 0,87 -,58
** ,01

4 Commitment 6,34 ,88 0,77 ,32
**

,22
**

-,24
**

5 Excitement 4,11 1,14 0,85 ,33
**

,15
*

-,21
**

,32
**

6 Competence 4,50 1,27 0,81 ,39
** -,03 -,27

**
,25
**

,56
**

7 Feminine 3,41 1,19 0,78 ,18
** -,09 -,13 ,16

*
,48
**

,30
**

8 Masculine 3,79 1,25 0,77 -,19
**

,18
*

,19
** -,13 -,10 -,24

**
-,05

9 Sophistication 2,52 1,30 0,85 ,00 ,11 ,13 -,07 ,09
,05 ,25

**
,22
**

10 Honesty 4,46 1,28 0,92 ,42
** ,01 -,29

**
,32
**

,61
**

,65
**

,40
**

-,18
**

-,07

11 Friendliness 4,70 1,42 0,82 ,51
** -,08 -,32

**
,26
**

,47
**

,40
**

,29
**

-,27
**

-,08 ,53
**

12 Worldclass 4,31 1,48 0,87 ,41
** ,07 -,31 ,31

**
,44
**

,51
**

,22
**

-08 ,09 ,54
**

,50
**

*p<0,05, **p<0,01, two-tailed tests
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Table 7 Regression analysis students: JP, Satisfaction, Propensity to leave
Coefficients(a)

For Job Performance  there  are  only two variables  that  shows significance,  and that  is  the two 
control variables age, meaning that the older the student the better  the results,  and dummy-vov 
which shows that students belonging to Civil Engineering Program performs better. 
For Job Performance it is interesting to find that none of the factors has a significant impact on this 
dimension. This could be because the motivation of performance is internal and dependent on the 
personal goals of the student. A note on this is that the older students are more inclined to have a 
higher Job Performance which relates to the previous statement; with the age comes somewhat of a 
sense  of  having  to  achieve  something.  Why the  civil  engineering  program explains  higher  job 
performance might be related to a strong connection to an actual profession where there is a distinct 
goal to work towards. This dimension is thus not related to the values of the university. 

In satisfaction three of the factors show significance,  friendliness,  world class and competence. 
World class is the one that explains satisfaction the most and also has a high significance, followed 
in  second by friendliness  and then  competence.  Interesting  to  note  is  that  students  of  business 
administration  and  international  business  administration  program  are  quite  dissatisfied.  It  also 
shows that the year the student started LTU has a positive effect, meaning that there is somewhat of 
a higher satisfaction the later the student started. 
Satisfaction shows a clearer connection and is better explained by three of the trait factors. The 
factor  that  explains  satisfaction  the  most  is  world  class.  Thus  if  the  students  agree  with  the 
university being world class they are more satisfied. This could be depending on that the sense of 
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Dependent variable: Dependent variable: Dependent variable:
Job Performance Satisfaction Propensity to leave

Age 0,06** 0,05* 0,04 0,03 -0,01 -0,01
Gender 0,05 0,05 0,14 0,05 0,09 0,14

0,05 0,02 ,14** ,06* 0,04 0,08
Dummy_intek 0,11 0,15 -,47* -,36* 0,49 0,34
Dummy_fek -0,13 -0,1 -,72** -,46** 0,04 -0,16
Dummy mask 0,13 0,02 0,27 0,15 -0,21 0,07
dummy_vov ,31* ,27* -0,05 -0,15 -0,20 -0,1
Friendliness -0,02 ,15** -0,1
Worldclass 0,04 ,26** -,21**
Honest 0,06 0,09 0,18
Excitement 0,08 0,08 -18*
Competence 0,02 ,12* -0,11
Feminine 0,02 0,0 -0,02
Male 0,3 0,01 0,10
Sophisticated 0,05 0,06 0,10

F-ratio
R square 2,35 3,57
R square adj 0,06 0,15 0,12 0,48 0,04 0,16
Significance 0,03 0,1 0,1 0,45 0,02 0,11

0,06 0,09 0,12 0,36 0,04 0,12

<0.01 0,05 

Year started 
LTU

R2 Change
F (R2 Change)
Sign (R2 
Change)        



satisfaction is higher if you feel that you are taking part of an education and an institution that is of 
world class. Second to this is friendliness, which is when a student feels that there is an open door 
and a place to go to when help is needed then there is a greater satisfaction. This closeness to both 
employees and fellow students therefore make sense in connection to satisfaction. Competence also 
explains satisfaction, this can be seen to be connected to world class, if there is a feeling that the 
university is competent, that it is successful and leader than it is not odd that there will be higher 
degree of satisfaction. The final positive influence on satisfaction is the year that the student started 
at LTU, The more recent the start,  the more satisfied is the student. The longer the stay at the 
university,  the lesser the satisfaction, which might be something that should be monitored more 
closely. This could mean that the image of the university falls somewhat over time, thus that the 
credibility falls somewhat. Also interesting to note is that students of the business program and 
international business program are much more dissatisfied than those of the engineering programs. 
This could be due to the focus that is put on the technical aspect of the university which might lead 
these students feeling put to the side. It could also be depending on that the engineering programs 
get more on the job training, and thereby is more connected to the real world and more aware of 
what the can do after a finished degree which definitely can affect satisfaction. 

The  propensity  to  leave  is  lower  among  those  who feel  that  the  university  is  world  class  and 
excitement  but  shows  no  significance  on  other  variables.  It  could  however  be  interesting  that 
international business students has a high propensity to leave and is close to being significant at 
0,066.

Within the propensity to leave dimension, world class explains a lower propensity to leave. If the 
student feels that the education really is world class, then there is less reason to leave if they feel 
that this is something they can profit from in the future. Looking at it from the other way around is 
that those students who do not buy into LTU being world class will have a higher propensity to 
leave. Also the excitement factor inclines the student to have a lower propensity to leave. This can 
be because most  students  are  young and if  they feel  that  they are  amongst  peers  and that  the 
university studies can offer excitement to them on the side of world class studies this is also a 
motivator  to  stay.  Another  interesting  note  is  the  fairly  high  propensity  to  leave  amongst 
international business students. Why this is can be hard to tell, one reason can be that many of these 
students study abroad for a period of time and the influences from this experience could affect them 
to seek other options. 
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Table 8 Regression Analysis Students. Commitment, Inspiration

High commitment, caring about what happens to the university and the education, is explained  by 
what gender the students are, in this case females are more committed. Friendliness and competence 
also  significantly  explains  commitment.  It  seems  that  students  on  the  business  administration 
program are much less committed than other students. Students who think that the university is 
sophisticated are also less committed than others.
Commitment is connected to the gender with females being more committed and caring of what 
happens  to  the  university  and  the  education.  This  could  be  expected  from the  typical  gender 
conception of women being more caring. Secondly competence also affects commitment, which 
could be because if the student feels that there is competence within their university and education 
then there is a feeling of being part of something greater which creates commitment to this cause. 
Friendliness also affects  the commitment  dimension,  which is  quite natural  since these two are 
closely related in their content; caring with honesty, friendliness, sincerity, wholesomeness and a 
feeling  of  realness.  Once  again  business  students  show  up  on  the  negative  side  with  a  large 
explanation to not being committed is amongst these students. Perhaps these students do not agree 
on the competence and friendliness factors, this could be because they do not feel a part of the 
technical  approach of the university and feel  outside of this  view of the university.  Finally the 
students who feel that the university is sophisticated has less commitment, which could be that if 
there is a feeling that there is more focus on appearance and surface than on content the student 
does not care as much as if they believe in the previous mentioned friendliness and competence 
factors. 
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Dependent variable: Dependent variable:
Commitment Inspiration

Age 0,02 0 0,03 0,01
Gender ,44** ,35** 0,05 -0,01

,11* 0,06 ,14* 0,05
Dummy_intek -0,15 -0,14 0,17 0,24
Dummy_fek -,71** -,55** -0,19 -0,04
Dummy mask 0,00 -0,08 0,43 -0,01
dummy_vov -0,12 -0,13 0,16 0,05
Friendliness ,17** 0,02
Worldclass -0,01 ,22**
Honest 0,1 ,36**
Excitement 0,02 ,19*
Competence ,18** 0,02
Feminine -0,11 0,02
Male 0,06 0,09
Sophisticated -,11* -0,01

F-ratio
R square 0,09 0,23 0,04 0,3
R square adj 0,07 0,18 0,02 0,26
Significance

0,09 0,14 0,04 0,26
3,76 5,77 1,65 12,19

<0.01 0,05

Year started 
LTU

R2 Change
F (R2 Change)
Sign (R2 
Change)    



Inspiration is explained by honesty which explains this variable to quite a large extent and with high 
significance.  World class and also explains inspiration quite much with excitement in close tow. 
The inspiration dimension is explained largely by the honest factor which means that the students 
who feel cared for and received well feel that they are in an inspiring environment. Again world 
class explains world class; this can be that the student feels inspired by being a part of a world class 
education and university.  Excitement  also explains the inspiration dimension,  which can be the 
creative side of being imaginative, young, trendy etc.

5.7.1 Over all discussion students
From this study we can see that the world-class factor in this case works well and that it  is an 
important  factor  when it  comes  to  affecting  satisfaction  and propensity  to  leave,  maybe  this  is 
because the university are eager to show what they actually do that is world-class and that they 
communicate this to the students through both through national, local and internal media such as the 
website. The reason why the factor world class has such a positive impact on different outcomes at 
this university might be that the concept of being world class is well suited within a university 
context. A university normally consists of  many young people of which many like to discover the 
world  and  if  they  are  at  a  university  which  they  feel  they  compete  with  their  education 
internationally this could have a positive effect. This could also be seen as necessary in a world that 
is increasingly international.

Friendliness is also a factor that is important and which affects satisfaction and commitment which 
are factors that can also affect future outcomes, a dedication to ones university can increase the 
legitimacy of what the university is attempting to communicate. 

It would be interesting to look at why the international business students and the business students 
have  the  most  negative  values,  this  could  be  depending  on  the  focus  that  the  university  has 
regarding technology and that what is actually displayed in ads are mostly focused on this area. 
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Table 9 regression analysis employees. JP, Satisfaction, Propensity to leave, 
Commitment

According to the regression analysis  for the employees job performance is largely explained by 
belonging to a certain department, both IES and TFM explains job performance quite highly. Also 
excitement significantly explains job performance fairly well. The start year at LTU has somewhat 
of a negative impact on job performance; later start, lower performance.

Out of the traits only excitement affects the Job Performance for the employees.  This could be 
because an exciting setting could stimulate the work in coming up with new ideas. Another reason 
might be that out of the respondents 36,6 percent of the respondents were under the age of 35. Also 
the department that the employees belongs to explain a fairly well Job Performance with both IES 
and TFM having a positive affect on this dimension. The reason for this could be that there is more 
of a competition for the jobs at these departments and thereby a higher demand on performing. It is 
also interesting to note that there is somewhat of a negative impact on job performance the later the 
start at LTU. This could be because in the beginning of an employment routines and procedures are 
unfamiliar causing the person to feel like they are not performing as well. 
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Dependent variable: Dependent variable: Dependent variable: Dependent variable:
Job Performance Satisfaction Propensity to leave Commitment

Age 0,01 0,01 0,02 0,07 -0,09 -,17* -0,05 -0,01
Gender ,26* 0,21 0,27 0,25 0,11 0,04 0,05 0,1
Year started LTU -,09** -,08* -0,03 0,02 -0,05 -0,13 -,10* -,06*
Dummy Forskare 0,00 0,07 0,00 -0,02 -0,31 -0,29 0,1 0,12

Dummy Doktorand -0,13 -0,1 0,39 0,09 -0,61 -0,26 0,1 -0,04

0,00 -0,05 -0,02 -0,09 -0,68 -0,58 0,16 0,08
Dummy Adjunkt -0,14 -0,10 0,04 -0,19 -0,34 0,41 -0,23 -0,32
Dummy Lektor 0,04 0,08 0,19 0,1 -0,36 -0,35 0,08 0,09
Dummy Professor 0,15 0,15 0,17 -0,32 -0,54 -0,03 0,59 0,33
Dummy Admin 0,07 0,01 -0,19 -0,46 -0,12 0,21 0,32 0,12
Dummy IES ,450** ,40** 0,02 0,22 -0,1 -0,35 0,16 0,24
Dummy TFM ,389** ,32** 0,15 0,08 -0,34 -0,29 0,08 0,02

Friendliness -0,05 -0,17 0,02

Worldclass 0,05 -,21* ,10*
Honesty 0,02 0,09 -0,06 0,07
Excitement ,16** 0,01 0,04 0,11
Competence -0,05 0,12 -0,15 0,00
Feminine -0,08 0,00 -0,11 0,06
Male 0,05 -0,07 0,11 0,05
Sophisticated 0,03 0,01 ,19* 0,05

F-ratio 4,73 3,74 0,42 4,9 0,59 2,41 1,17 2,58
R square 0,22 0,28 0,03 0,34 0,04 0,2 0,66 0,21
R square adj 0,18 0,21 -0,04 0,27 -0,02 0,12 0,01 0,13
Significance 0,00 0,05 0,96 0,00 0,85 0 0,31 0,00

0,22 0,06 0,03 0,32 0,04 4,99 0,07 0,15

<0.01 0.05

Dummy 
ForskingAssisten

,28
**
,13

*

R2 Change
F (R2 Change)
Sign (R2 Change)



Satisfaction  is  only significantly  explained  by friendliness  quite  well.  World  class  is  not  quite 
significant, however the significance level of ,053 means that it could be taken into consideration 
and it does explain the variable fairly well. 
For employees Satisfaction friendliness is the factor that best explains this variable. When there is a 
feeling of closeness and warmth this affects the working environment and thus the employees feel 
more  satisfied.  This  makes  sense,  because  when  considering  the  opposite,  a  non-friendly 
environment to work in is quite likely to make people unsatisfied with the situation. World class 
also affects Satisfaction positively, feeling that what comes out of the hard work is of world class 
and  of  course  this  would  affect  the  feeling  of  being  satisfied  with  what  is  being  done  at  the 
university. 

World  class  gives  a  lower  propensity  to  leave  and  explains  this  variable  fairly  well.  Also  the 
employees  that are older have lower propensity to leave.  Sophistication which has a significant 
level of 0,56 could be taken into account as it also explains fairly well a higher degree of propensity 
to leave.
World class inclines the employees to have a lower Propensity to Leave, which again when there is 
a feeling that the person is a part of something that is world class, they do not wish to risk going 
somewhere where this is not the case. Sophistication affects Propensity to Leave in that there it is 
higher when the employees  feels that  the university is portraying this. This could be because a 
sophistication image does not fit LTU as a university, and education in Sweden in general is viewed 
as being a right for everyone,  not just the upper-class. The age of the employees gives a lower 
propensity to leave, it is more the younger generation that are the job swappers today, whilst the 
older ones are more accustomed to stay with one employer.

Commitment is only significantly explained by year started at LTU where there is a negative effect, 
the more recent the start the lower the commitment; it does however not explain this variable to a 
larger  extent.  World Class has  a significance  level  at  ,059 and could be taken into account,  it 
explains this variable to some extent. 
The factor that best explains commitment, caring for the department and the university, is world 
class. World class can enforce the feeling of wishing the best for the work place that the person is a 
part of. The start year at LTU also affects this dimension, the later the start the less committed. A 
relationship to the university might not have been established as strongly yet for the most recent 
employees which could be the reason for this. 

5.7.2 Overall discussion employees
For the employees world class is important and affects the propensity to leave and commitment. 
The friendliness factor is also important for the staff affecting also here the propensity to leave and 
commitment.   The fact that world class inclines employees  to have a lower propensity to leave 
might  not  be  that  peculiar.  In  today's  world  class  is  something  positive,  to  be  a  part  of  an 
organisation that is world class means that there is an ability to compete on a global scale in an ever 
increasing international arena, it is also something to be proud of. The problem however for the 
information unit is to actually prove that it is not only an identity of being world class; they have to 
show that their message of being world class really exists behind the words. The regression analysis 
shows that world class decreases the risk of employees leaving the university. This would not be the 
case if the employees where of the opinion that the university actually could perform research and 
education in world class. Something that can boost the employees belief of the university being 
world class is that the employees consist also of international employees. This could be seen as 
proof that the university can compete in an international context.
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5.7.3 General discussion employees and students
The reason why the student and the employees has quite a similar view on personality could be 
because they both work directly in the university setting on a daily basis and they are also exposed 
to the messages that are sent out.

The employees impact can be very important since this is the contact that the students have from the 
university and is likely to effect their perceptions of the brand combined with the communication 
that is made from the information unit. 

If the means were lower than they actually turned out to be it would mean that even though these 
factors were important for the outcomes neither students or employees would have bought it and 
thereby there would have been negative effects on the outcomes amongst those who does not regard 
the brand in these manners. This indicates that it is not enough to have factors that influence the 
outcomes,  they have  to  be  believable  and anchored  with  both  employees  and students  and  be 
believable and based on reality or the effects can be negative.

5.7.4 Analysis RQ2 

Brand Image
The  brand image is according to Aaker (1996) where the brand actually is, opposed to where it 
wants to be. It is how the brand is perceived by the customers (ibid). According to Ghodeswar 
(2008) brand image conveys a promise to the customer (Ghodeswar 2008).

The results  indicates  that  there  are  some agreement  on the university's  identity thus the  brand 
image, is somewhat matched to the university. This would mean that to an extent the promises that 
are  given  by  the  university  to  the  students  and  personnel  regarding  what  the  university  is 
(friendliness  and  world-class)  is  perceived  similarly,  however  not  completely.  Thus  there  is 
somewhat of a gap between the identity and image. It also shows that the students are stronger 
believers in the identity than the employees.

Brand Personality
The  Brand Personality is  defined my Aaker  (1997) as the human characteristics  which can be 
associated with a brand. This helps with understanding people’s perceptions and attitudes toward 
the  bran.  The  personality  were  originally  divided  into  five  groups:  sincerity,  excitement, 
competence, sophistication and ruggedness (ibid).

As  21  of  the  traits  showed  to  be  significant,  resulting  in  the  six  factors  honesty,  excitement, 
competence,  feminine,  masculine  and  sophistication.  This  enforces  excitement,  competence  and 
sophistication. Reasons for the differences is likely to be that the previous research by Aaker was 
related to products, whilst the services of a university is quite different and unique in comparison to 
this. The results does however indicate that there personality traits can be used and useful when 
looking to compare identity with image. 

Effects of Branding
As defined by Singh et  al  (1996)  different  organizational  approaches  affects  outcomes such as 
Propensity to leave (the likelihood of actively looking for a new job), Job Satisfaction (whether or 
not a job is pleasant), Job Performance (the ability to reach set goals) and Commitment (individuals 
care about the fate of the organization). The approaches to branding was used in this research to see 
if and how they affects these outcomes. 
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Job Performance is not explained by any of the approaches used in either group.  In both groups 
there is  a connection between identifying with world-class and both Satisfaction and propensity to  
leave.  Satisfaction  can  also  be  connected  with  friendliness.  Commitment is  is  in  both  groups 
connected to friendliness and amongst the personnel so is world-class. There are also other factors 
explaining these outcomes which however is not in the explicit branding approach. 

Goal Congruency
According  to  Vancouver  and  Schmitt  (1991)  goal  congruency between  the  employee  and  the 
organization affects outcomes such as job satisfaction, organizational commitment and intention to 
quit.  Thus  these  outcomes  are  affected  by  whether  there  is  a  fit  between  the  person  and  the 
organization.

Goal congruency has not really been measured as such, however as the results regarding the identity 
shows that  as  the  image  is  somewhat  in  congruence,  this  could  indicate  that  the  goals  of  the 
university, to be friendly and of world-class, indicates that these fit with what both personnel and 
students would like to achieve. 

Universities and marketing
According to one of the case studies previously there is a need to have an internal understanding of 
the brand in order to be able to succeed externally  (Wæraas & Solbakk, 2009). Thus  values and 
identity  agreement of the brands values and identity amongst  employees are necessary to make it 
work (ibid) 

Similarly to what is mentioned regarding goal congruency, neither values or identity is specifically 
measured in this study. The results regarding friendliness and world-class shows that there must be 
some kind of  agreement  with these  two “values”.  If  the scores  had  been much  lower on both 
students and personnel, this would have meant that these values were not in agreement. Important to 
mention though is that the personnel are scoring lower than the students on both of these to factors, 
and according to theory then it is important to work more on getting a higher agreement amongst 
personnel in order to make these two brand values and identity work better.
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6 Final discussion and overall conclusions 
In this  section we will  have a final  discussion on the data collected.  This  will  be followed by  
conclusions which will answer the purpose of the study. 

6.1 Final discussion
This section will  discuss the three areas of research as brought up in the purpose of the study 
namely branding as a strategy for universities, interpretation of the brand from the customers point 
of view and whether there is a connection between the identity and image and the job performance, 
satisfaction, propensity to leave and commitment.

When it comes to the first area of research for this study regarding branding and universities, it is 
evident  that  having a  branding strategy can  be just  as  useful  in  a  university  setting  as  for  the 
branding of products and services. That it  can be successful can be seen from the case studied. 
There should be considerations for a university brand regarding having a common image because 
this will enforce the messages that are being sent out, rather than having different messages for each 
entity,  something that the university in the case study has taken to heart and is working hard to 
enforce. 

From the  universities  view the  branding  strategy have  had  positive  effects  regarding  attracting 
students to the university.  It is not however likely that all  universities can work with the same 
identity and achieve success since the uniqueness will then be lost. 

In order to get a positive image it is of importance that the student can identify with the values and 
image of the brand. The identity needs to have substantiation to the messages sent out in order to be 
effect full.

Secondly for this study it reveals that in general the identity that is sent out is received more or less 
in the same way both among students and employees, thus the image matches the identity. 

Regarding the third theme of whether a match between identity and image affects job performance, 
satisfaction, propensity to leave and commitment or not there are indications that it does to various 
degrees affect most of these factors. What this implies is that when there is an identification with 
the university's identity this will affect these outcomes. To consider is whether those individuals 
who are identifying themselves with the university's identity and thus are more likely to stay, are the 
type of individuals that the university wants to keep. 

Finding effective values and messages to use in the branding strategy is important. This case shows 
that  what  is  communicated,  thus  the identity  is  effective  if  it  correlates  with the image that  is 
perceived  by  both  students  and  employees.  This  does  however  also  imply  that  if  there  is  a 
divergence, between the identity and image there can be negative effects for the brand regarding 
these factors. 

For both students and personnel the two main points of identity, world-class and friendliness has 
positive  effects  on  satisfaction,  world-class  alone  for  propensity  to  leave  and  for  students 
friendliness  shows affects  on commitment  whilst  the  same  for  the  personnel  is  world-class.  A 
difference  to  be  noticed  between  the  two  groups  is  that  students  rate  both  world-class  and 
friendliness somewhat higher than do the personnel. 
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When it comes to the traits one could connect competence with world-class, as these two can be 
seen as being related in its content and the fact that both affects satisfaction both amongst students 
and  personnel.  As for  sophistication  having  a  negative  effect  on commitment  for  students  and 
propensity to leave negatively for personnel, being sophisticated is not a negative in itself, however 
having it as a part of the identity can obviously have negative effect, thus it should not be part of the 
identity in itself. 

The conclusions of the study are as follows:

 Branding as a strategy can be useful when attracting students (customers)
 The brand identity if communicated in a consistent way and with concrete evidence to back 

it up
 If the identity does not fit reality its is not likely to be effective since the image would then 

be different 
 When  choosing  a  message  to  be  part  of  the  brand  at  a  university  there  should  be  an 

agreement  within  the  difference  entities  or  it  might  be  deviations  of  the  effect  of  the 
branding between the departments

 As some personality traits might have negative effects on outcomes, the importance lies in 
not  communicating  them in  the  identity,  for  example  regards  to  sophistication  –  being 
sophisticated is one thing but it might be and idea to downplay this in the identity as it is not 
an image that works well in this case

 Some personality traits for this case seem to have an effect on the different outcomes:

Students:
• Competence explains satisfaction; competence is after all the reason for studying at a 

university. 
• Excitement decreases the propensity to leave: if there is a feeling of development rather 

than stagnation there are more reasons to stay
• Competence affects commitment positively: it reflects on the student, if the university is 

competent  it  increases  the  commitment  increases  to  ensure  it  stays  that  way,  if 
competence would go down it would negatively affect the student

• Sophistication decreases commitment: university studies in Sweden is commonly seen 
as a right for all no matter class

Employees:
• Performance is affected positively by excitement: having the space to be creative affects 

the performance 
• Sophistication affects propensity to leave negatively

 When there is a congruence between identity and image it  affects  the outcomes and the 
individuals identify with these values it affects satisfaction positively, commitment is higher 
and there is a lower propensity to leave. There is no effect on the performance factor if the 
identity matches the image

6.2 Implications for Theory
This study has explored the way that branding is made in a university setting, an area where there is 
previously little research about, through looking at this phenomenon from literature review and the 
view on the subject from a Swedish university. It has also looked at the causal relationship between 
the branding activities through personality and the values a university wants to portray and the 
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effect it  has on performance,  satisfaction,  propensity to leave and commitment.  This  descriptive 
aspect was made through statistical analysis. The study has also explained how the various factors 
affected each other.

6.3 Recommendations for practitioners
Branding is something that permeates the entire organization and there it is important that there is 
an agreement on what the brand identity is and what it stands for. If there is no such agreement it is 
difficult to convey this identity in a unified and credible manner. Be attentive on whether there are 
different  views  regarding  this  within  the  different  departments.  The  credibility  of  the  brand is 
important; simply trying to send out a message is not enough if there is no truth behind it. This can 
be done by enhancing why the brand is what it is through real examples. The identity needs to come 
from within the organization and be a part of it therefore it is of value to have a core identity as a 
base for the brand. Try and find and use values that are important for the students, this as well will 
add to the credibility.  It is also important to consider that those individuals who are identifying 
themselves  with  the  university's  identity  and  those  are  more  likely  to  stay,  are  the  “right” 
individuals that the university wants to keep.

6.4 Implications for future research
As previously discussed the research area of universities and branding have not been extensively 
researched. The research that does exist have not looked at the specific areas on how the identity 
versus the image affect outcomes.
The following areas can be used to develop future research

• A multiple case study in order to generalize branding in a university setting
• Develop other concepts of how to measure the effects of branding
• If branding in a university setting is more important in an ever growing globalization
• Whether a complete unification of identity within all departments is always the best way to 

portray a university
• Branding in a university setting as a phenomena
• Verifying the conclusions from this study
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APPENDIX A Interview guide English

How important is brand awareness?

What do you do to create awareness?

Where do you want to be in brand recall? What about First recall?

How much work do you do on your identity? In what way?

What is your core identity?

Can you tell us anything about the extended identity?

How does the identity affect marketing communications, promotion, product, log/graphical 
system?

Do you use any kind of personality traits to achieve a certain image of LTU?

How would you desctibe LTU the brand (in terms of personality/identity)?

Do you feel that the values of the organisation correspond to LTU the brand?

What is the goal with your branding?

Can you tell us about any other branding activities that you do?

Do you think that the university is looked upon as one unit or is it divided: From student’s 
point of view? From the personnel’s point of view?



APPENDIX B Interview guide Swedish

Hur viktigt är brand awareness?

Hur gör ni för att försöka skapa awareness?

Var vill ni vara i brand recall? First recall?

Hur mycket jobbar ni på er identitet? På vilket sätt?

Vilken är er core identity ( not likely to change  unique & valuable)

Kan du saga något om er extended identitet ( fill in the gaps från core)

Hur påverkar identityn marketing comm, promotion, product, logo/grafiskt system

Använder ni någon form av personlighetsdrag för att nå fram med en viss bild av LTU?

Hur beskriver du varumärket LTU? (personality)

Känner du att organisationens värderingar stämmer överrens med varumärket LTU?

Vad är målet med varumärkesbyggandet?

Kan du berätta om andra varumärkesbyggande aktiviteter som ni sysslar med?

Tror du att universitetet ses på som en helhet eller delat av: 1. personal och 2. studenter



APPENDIX C Questionnaire students

Mark as shown: Please use a ball-point pen or a thin felt tip. This form will be processed automatically.
Correction: Please follow the examples shown on the left hand side to help optimize the reading results.

1. Information
This survey is  apart of our thesis in international Business Administration where we have chosen to look at 
LTU as a brand. We would appreciate if you would take a few minutes out of your time and answer the 
questions below. It you fill in your student e-mail you will be taking part in a lottery to win tickets to the movie 
theater. The survey is anonymous and specific answers will not be able to be connected to a specific person. 
2. Basic questions

1. Age
2.  18 19 20

21 22 23
24 25 26
27 28-uppåt
2.2 Sex: Male Female
2.3 Home district
3. My education
3.1 year I started Ltu LTU < 2000 2001 2002
2003 2004 2005
2006 2007 2008
2009
3.2 Program I am studying at LTU
International Business Administration
Business Administration
Industrial Engineering and Business Administration
Mechanical Engineering 
Engineering Väg och Vatten
3.3 Semester:
1 2 3 4 5 6 7 8 9 10
3.4 Program I studied in highschool:

3.5 Through what channels did you hear about LTU before applying?
TV ,Movies, Newspaper, Friend, Parents, tradeshow, other event,  Former student, Other
3.6 When I applied for the university LTU was: 
1st choice 2-3rd choicel 4-5th choice 6th choice or less
3.7 Crucial for starting my studies at LTU was:
Close to home, the education (program), good reputation, winter environment, small unviersity, other
3.8 Ho satisfied were you when you started your studies to start at LTU?
Not satisfied at all....very satisfied
3.9 Ho satisfied are you today that you started at LTU? 
Not satisfied at all....very satisfied
4. Expectations
4.1 The image of LTU were corresponding to my expectations when I started here:
Not at all...very much
4.2 The image was mainly
negative....postive
4.3 My image of LTU has changed since I started here:
More negative....more postive
5. LTU as a university
JA perceive LTU to be a unviersity with:
5.1 Warmth
Do not agree at all...agree completely 
5.2 Closeness 

APPENDIX C Questionnaire students continued



Do not agree at all...agree completely 
5.3 Credibility 
Do not agree at all...agree completely 
5.4 World class education
Do not agree at all...agree completely 
5.5 World class research
Do not agree at all...agree completely 
6. Satisfaction education
6.1 I perceive the quality of my education as: 
Low...High
6.2 My education is worth the effort
Do not agree at all...agree completely 
6.3 My education is better than most others
Do not agree at all...agree completely 
6.4 Sometimes I feel that my studies are a waste of time
Do not agree at all...agree completely 
6.5 I am very pleased with my study direction
Do not agree at all...agree completely 
7. Satisfaction LTU
7.1 OI perceive the quality at LTU as
Low...high
7.2 My university is better than most other
Do not agree at all...agree completely 
7.3 I am very pleased with my university
7.4 I am satisfied with Luleå as a place to study
Do not agree at all...agree completely 
8. Performance
8.1 To what degree to you feel you reach the goals with your studies?
Low degree...high degree
8.2 I have learned a lot from the classes I have partaken in:J
Do not agree at all...agree completely 
8.3 I have had problems passing the classes I have attended
Do not agree at all...agree completely 
8.4 I have received good grades in the classes I have attendedJ
Do not agree at all...agree completely 
9. Thoughts about my study time
9.1 I have within the last year had  thoughts of changing education within LTU 
Do not agree at all...agree completely 
9.2 I have within the last year had  thought of changing to an education at another university
Do not agree at all...agree completely 
9.3 I have within the last year often had thoughts of leaving my education
Do not agree at all...agree completely 
9.4 I will probably look around for another education next year
Do not agree at all...agree completely 
9.5 I will probably look around for another university next year
Do not agree at all...agree completely 
9.6 I care for what happens to my education
Do not agree at all...agree completely 
9.7 I care for what happens to LTU
Do not agree at all...agree completely 
9.8 In my education I am inspired to to my very best
Do not agree at all...agree completely 
9.9 At LTU I am inspired to do my very best
APPENDIX C Questionnaire students continued

Do not agree at all...agree completely 



10. If you look at LTU as a person, how well does the following attribute agree with LTU's 
“personality”?
Example: Nike is sporty : Agree completely
A part of LTU's personality is to be: 
10.1 down-to-earth
10.2 family-oriented
10.3 small-town
10.4 honest
10.5 Sincere
10.6 real
10.7 wholesome
10.8 original
10.9 cheerful
10.10 Sentimental
10.11 Friendly
10.12 Daring
10.13Trendy
10.14 Exciting
10.15 Spirited
10.16 Cool 
10.17 Young
10.18 Imaginative
10.19Unique
10.20 Up-to-date 
10.21 Independent
10.22 Contemporary
10.23 Reliable
10.24 Hard working
10.25 Secure
10.26 Intelligent 
10.27 Technical
10.28 Corporate
10.29 Successful
10.30 Leader
10.31 Confident
10.32 Upper class
10.33 Glamourous
10.34 Good Looking
10.35Charming 
10.36 Feminine
10.37 Smooth
10.38 Outdoorsy
10.39 Masculine 
10.40 Tough
10.41 Rugged



APPENDIX D Questionnaire personnel

1. Information
This survey is a part of our thesis in international Business Administration where we have chosen to look at 
LTU as a brand. We would appreciate if you would take a few minutes out of your time and answer the 
questions below.  The survey is anonymous and specific answers will not be able to be connected to a specific 
person.

1.1 Year I started LTU >1980 1980-1985 1985-1990
1990-1995 1995-2000 2000-2005
2005<

2. Basic Questions

2.1 Age:
20-25, 25-30, 30-35, 35-40, 40-45, 45-50, 50-55, 55-60, 60-65, 65-
2.2 Sex: Male Female
2.3 Home district
2.4 Department I work for: IES, TFM, Social Structure

3. My work

3.1 At LTU I am employed as a Researcher/reAss, doctoral Student, Research Assistant,
Secondary School, Teacher Lector Professor

3.2 How much of my professional time (per cent) is spent on Research?
0 % 20 % 40 %
60 % 80 % 100 %

3.3 How much of my professional time (per cent) is spent on Teaching?
0 % 20 % 40 %
60 % 80 % 100 %

3.4 How much of my professional time (per cent) is spent on Administration?
0 % 20 % 40 %
60 % 80 % 100 %
3.5 How much of my professional time (per cent) is spent on Remaining tasks?
0 % 20 % 40 %
60 % 80 % 100 %
3.6 Through what channels did you hear about LTU before applying?
Newspaper, Friend, Headhunted, Job Center or such, Other

4. Expectations

4.1 The image of LTU where corresponding to my expectations when I started here:
Not at all…very much
4.2 The image was mainly
Negative…positive
4.3 My image of LTU has changed since I started here:
More negative…More positive

5. LTU as a University

I perceive LTU to be a university with
5.1 Warmth
APPENDIX D Questionnaire personnel continued



Do not agree at all…agree completely
5.2 Closeness 
Do not agree at all…agree completely
5.3 Credibility 
Do not agree at all… agree completely
5.4 World class education 
Do not agree…agree completely
5.5 World class research
Do not agree…agree completely

6. Satisfaction

I think that 
6.1 My job is worth the effort
Do not agree…agree completely
6.2 My university is better than most others
Do not agree…agree completely
6.3 Sometimes I feel that my job is a wate of time
Do not agree… agree completely
6.4 I am very pleased with my work
Do not agree…agree completely

7. Nöjdhet LTU

7.1 I perceive the quality at LTU as 
Low…high
7.2 LTU as a job is better than most others
Do not agree…agree completely
och hållet
7.3 I am satisfied with LTU as a place to work
Do not agree…agree completely
7.4 I am satisfied with Lulea as a place to work
Do not agree…agree completely 
7.5 LTU as a place to work is worse than most
Do not agree…agree completely

8. Performance

8.1 To what degree do you feel you reach the goals with your studies?
Low degree…high degree
8.2 I solve tasks i get well 
Do not agree…agree completely
8.3 I perform well 
Do not agree…agree completely
8.4 I am good at cooperating with others
Do not agree…agree completely
8.5 How do you rate your overall performance in comparison with fellow colleagues?   
Lower…higher

9. Thoughts about my job

9.1 I have within the last year had thoughts of changing to job (depertment) within 
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Do not agree…agree completely
9.2 I have within the last year had thoughts of changing job to another university
Do not agree…agree completely
9.3 I have within the last year often had thoughts of leaving my job
Do not agree…agree completely
9.4 I will probably look around for another job next year 
Do not agree…agree completely
9.5 I will probablly look around for another employer next year 
Do not agree…agree completely
9.6 I care for what happens to LTU
Do not agree…agree completely 
9.7 I care about what happens to my job (department)
Do not agree…agree completely
9.8 At LTU I am inspired to do my very best
Do not agree…agree completely 
9.At my job I am inspired to do my very best
Do not agree…agree completely

10. If you look at LTU as a person, how well does the following attribute agree with LTU's 
“personality”?
Example: Nike is sporty : Agree completely
A part of LTU's personality is to be: 
10.1 down-to-earth
10.2 family-oriented
10.3 small-town
10.4 honest
10.5 Sincere
10.6 real
10.7 wholesome
10.8 original
10.9 cheerful
10.10 Sentimental
10.11 Friendly
10.12 Daring
10.13Trendy
10.14 Exciting
10.15 Spirited
10.16 Cool 
10.17 Young
10.18 Imaginative
10.19Unique
10.20 Up-to-date 
10.21 Independent
10.22 Contemporary
10.23 Reliable
10.24 Hard working
10.25 Secure
10.26 Intelligent 
10.27 Technical
10.28 Corporate
10.29 Successful
10.30 Leader
10.31 Confident
APPENDIX D Questionnaire personnel

10.32 Upper class
10.33 Glamourous



10.34 Good Looking
10.35Charming 
10.36 Feminine
10.37 Smooth
10.38 Outdoorsy
10.39 Masculine 
10.40 Tough
10.41 Rugged



APPENDIX E Comparison of means personality traits and identity

  University Mean
  Student 
Mean

Diffrence 
from Info 
+/-

employees 
Mean

Difference 
from Info 
+/-

Difference 
student/employee
s

Honesty 4,54 4,96 0,42 4,46 -0,08 0,5
Excitement 3,88 4,22 0,34 4,11 0,23 0,11
Competence 4,48 4,71 0,23 4,5 0,02 0,21
Feminine 3,62 3,53 -0,09 3,41 -0,21 0,12
Masculine 2,81 3,71 0,9 3,79 0,98 -0,08
Sophisticated 1,93 2,67 0,74 2,52 0,59 0,15

Students 
mean

Employe
es 
medel

Difference

Warmth 5,02 4,6 0,42
Closeness 5,21 4,81 0,4
Trustworthiness 5,31 4,65 0,66
World-class 
education 4,46 4,18 0,28
World-class 
reserach 4,84 4,45 0,39

 



APPENDIX F Factor Analysis traits

Pattern Matrix(a)

 
Component

1 2 3 4 5 6
Ärlig      -,948
Uppriktig      -,960
Äkta      -,924
Välgörande      -,571
Vänlig      -,550
Trendig ,744      
Livfull ,563      
Cool ,836      
Ungdomlig ,849      
Fantasifull ,649      
Affärsmässig     -,886  
Framgångsrik     -,828  
Ledare     -,745  
Överklass  ,892     
Glamourös  ,832     
Charming    ,548   
Feminin    ,831   
Mjuk    ,858   
Maskulin   ,866    
Hård   ,823    
Oslipad   ,727    

Extraction Method: Principal Component Analysis. 
 Rotation Method: Oblimin with Kaiser Normalization.
a  Rotation converged in 11 iterations.

Component Correlation Matrix

Component 1 2 3 4 5 6
1 1,000 ,138 ,012 ,367 -,492 -,452
2 ,138 1,000 ,232 ,206 -,103 ,086
3 ,012 ,232 1,000 ,064 ,025 ,102
4 ,367 ,206 ,064 1,000 -,232 -,283
5 -,492 -,103 ,025 -,232 1,000 ,519
6 -,452 ,086 ,102 -,283 ,519 1,000

Extraction Method: Principal Component Analysis.  
 Rotation Method: Oblimin with Kaiser Normalization.



APPENDIX  F factor analysis outcomes personnel 
Rotated Component Matrix(a)

 
Component

1 2 3 4
Mitt arbete är mödan värt  ,745   
Jag är väldigt belåten med 
mitt arbete  ,793   

LTU som arbetsplats är 
bättre än de flesta andra -,369 ,697   

Jag är  belåten med LTU 
som arbetsplats -,355 ,764   

Jag är bra på att lösa de 
uppgifter som jag får   ,847  

Jag utför ett bra arbete   ,834  
Jag är bra på att 
sammarbeta med andra   ,716  

Hur skattar du din 
övergripande prestation i 
jämförelse med dina 
arbetskamrater

  ,677  

Jag har under det senaste 
året haft långtgående 
tankar på att byta 
arbetsplats (avdelning)  ...

,620    

Jag har under det senaste 
året haft långtgående 
tankar på att  byta till en 
annan arbe ...

,828    

Jag har under det senaste 
året ofta tänkt på att sluta 
på min arbetsplats ,814    

Jag kommer förmodligen 
se mig om efter en 
annan arbetsuppgift nästa 
år

,794    

Jag kommer förmodligen 
att se mig om efter en 
annan arbetsgivare nästa 
år

,810    

Jag bryr mig om hur det går 
för LTU    ,857

Jag bryr mig om hur det går 
för min arbetsplats 
(avdelning)

   ,899

Extraction Method: Principal Component Analysis. 
 Rotation Method: Varimax with Kaiser Normalization.
a  Rotation converged in 6 iterations.
1: propensity to leave
2: Nöjdhet arbete (Satisfaction)
3: Prestation (job performance)
4: Engagemang (commitment)



Component Transformation Matrix

Component 1 2 3 4
1 -,744 ,608 ,076 ,267
2 ,227 ,059 ,945 ,227
3 ,452 ,242 -,315 ,799
4 ,437 ,754 -,035 -,489

Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization.



APPENDIX F Factor analysis outcomes students
Pattern Matrix(a)

 
Component

1 2 3 4 5
Min utbildning är mödan 
värd ,835     

Min utbildning är bättre än 
de flesta andra ,763     

Jag är väldigt belåten med 
mitt studieval ,677     

Jag är väldigt belåten med 
mitt universitet ,541     

Till vilken grad anser du att 
du når målen med dina 
studier?

 ,643    

Jag har haft problem att 
klara godkänt på kurserna 
jag gått

 -,848    

Jag har fått bra betyg på de 
kurser jag gått  ,832    

Jag har  under det senaste 
året haft långtgående 
tankar på att byta utbildning 
inom LTU

  ,599   

Jag har under det senaste 
året haft långtgående 
tankar på att byta till en 
utbildning p&ari ...

  ,770   

Jag kommer förmodligen 
att se mig om efter en 
annan utbildning nästa år

  ,762   

Jag kommer förmodligen 
att se mig om efter ett 
annat universitet nästa år

  ,794   

Jag bryr om hur det går för 
min utbildning    -,871  

Jag bryr mig om hur det går 
för LTU    -,767  

På min utbildning blir jag 
inspirerad att göra mitt allra 
bästa

    -,880

På LTU blir jag inspirerad 
att göra mitt allra bästa     -,916

Extraction Method: Principal Component Analysis. 
 Rotation Method: Oblimin with Kaiser Normalization.
a  Rotation converged in 6 iterations.
1: Satisfaction
2: Prestation (Job performance)
3: Propensity to Leave
4: Engagemang (commitment)
5: Inspiration



Component Correlation Matrix

Component 1 2 3 4 5
1 1,000 ,087 -,272 -,212 -,391
2 ,087 1,000 -,135 -,093 -,121
3 -,272 -,135 1,000 ,141 ,153
4 -,212 -,093 ,141 1,000 ,269
5 -,391 -,121 ,153 ,269 1,000

Extraction Method: Principal Component Analysis.  
 Rotation Method: Oblimin with Kaiser Normalization.
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Brochure template

Study in Sweden catalogue
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Image advertisement


