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Abstract 

 
The concept of brand management has increased attention in recent years. Building and 

maintaining a brand provides valuable growth and profitability for a company. To establish a 

strong brand, a company creates its brand identity for products and differentiates it from other 

products. Brand identity and brand image are integrated with brand management, and 

communication is needed to convey brand image (or identity) to brand identity (or image). 

Brand identity is the internal view of a company, and the brand image is the external view by 

its customers. Between brand identity and brand image, factors are conveyed through media. 

This study explores the adaptation of brand management to a market; specifically, the 

adaptation of a brand in a foreign market. Ascertaining how Korean automobile companies 

adapt brand management in the Swedish market is the primary objective. Kia Motors Sweden 

AB, a sales-oriented organization and a subsidiary of a Korean automobile manufacturer, Kia 

Motors Corporation, small and medium sized cars in the Swedish automobile industry, will 

be this study’s case company.   

In terms of methodology, a qualitative, single case study approach of Kia Motors Sweden 

AB was employed. An interview of a marketing manager from the company was analyzed 

and interpreted to figure out internal brand identity and external brand image. In this study, an 

integrated framework that companies can use to justify brand identity and brand image is 

developed. The factors of brand identity and brand image are indicated and there are relevant 

factors which convey brand image to brand identity or vice versa. In addition, the factors of 

brand identity are imparted to brand image through different communication channels.   

The case study also reveals that apprehending brand identity and distinguishing it from 

brand image are vital to effective brand management. Moreover, using several 

communication channels and finding the effective channels also help to convey the desired 

image. Therefore, Kia Motors Sweden brand management has been identified in my 

framework.  

 

Key words: Brand, Brand Management, Brand identity, Brand image, Brand 

communication, Kia Motors Corporation, Sweden 
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1. Introduction 

n this first chapter an overview of the research problem and the purpose of this 

study will be presented. The case company will be described to give the setting for 

the case study. The “Design Kia” concept will also be introduced. Firstly, the chapter serves 

to introduce the concept of brand management and describes the case company, Kia Motors 

Corporation and Kia Motors Sweden AB. Thereafter, background research and problematic 

definitions are determined. At the end of the chapter, delimitations and an outline of this 

thesis are given.  

 

1.1.  Background 

The concept of brand management has gained attention in recent years. The brand is 

restricted to a product, a company or even a person. A brand can be defined as a name, term, 

symbol or design, or a combination of them. Building and maintaining a strong brand 

provides valuable growth and profitability for a company. Branding used to be solely about a 

product distinction, but, currently, brands have quantifiable financial value, so-called brand 

equity and are the major tools for marketing strategy (Kang, 2000). To establish a strong 

brand, a company creates an identity for the product and makes it different from other 

products. The process implements a brand management strategy.  

Brand management is a communication activity to create and strengthen brand equity 

(Kang, 2000). One of the aspects of brand management is to measure brand value, and brand 

value is part of the brand equity. To measure brand equity, there are major components must 

be identified: brand awareness, brand preference, brand image, perceived quality and others 

(Kapferer, 2004).  

When customers recognize a brand, it reduces risk and adds value. For a brand to gain 

recognition, it needs to communicate with customers through a message. In the message, a 

company encloses the image of the brand to be conveyed to the public. This is brand identity 

which is defined as the internal view of a company. Jack Trout, the president of Trout & 

Partners which is one of the most prestigious marketing firms, states that, “People want to 

express themselves through brands- brands express a person’s personality and the people 

they like to be with.” The brand’s personality is the brand’s identity. The company defines 

the brand identity as the personality of the person and provides purpose and the meaning for 

I 



Introduction                                        Adapting brand management 

2 

 

the brand to establish the brand management strategy.  

Moreover, the brand image is the external view by customers. A well-developed brand 

image gives a company longevity and a larger market share. Riezebos (1996) states that, 

“brand image is a subjective mental picture of a brand shared by a group of customers.” To 

connect brand image and brand identity, brand communication is used to divert brand identity 

from brand image. The brand identity conveys the brand image through the communication 

channels. Through the communication, brand identity needs to fit with brand image. When 

brand identity overlaps with brand image, brand management is adapted to achieve brand 

equity in a market.   

 

1.2. The case company- Kia Motors Corporation 

Kia Motors Corporation (hereafter referred to as Kia), the oldest Korean automobile 

manufacturer, is based out of Seoul, South Korea. Kia was founded in 1944 as Hyungsung 

Precision Industry, a manufacturer of steel tubing and bicycle parts. In 1951, the firm was 

officially named “Kia Industries”, and produced Korea’s first bicycle. Kia’s name derives 

from Chinese characters: “Ki” means “rise up”; and “A” means “Asia.” It could be 

translated to “Rising out of Asia.” In the 1950s, the firm produced Korea’s first motor 

scooter, the C-100 and established Shihung factory in 1957. The factory produced Korea’s 

first three-wheeled truck, the K-360 and they sold 25,000 units until 1973. The Titan four-

wheeled truck was produced in 1971, and it became the quintessential Korean truck. Kia 

established a foothold in the market for commercial vehicles and vans in the 1990s.  

Early on, Kia’s rising sales led to licensed production of the Peugeot 604 and the Fiat 132 

in the 1970s; Kia also built an equity partnership with the Ford Motor Company in 1986. 

After the corporation’s name changed to Kia Motors, Inc. Kia established a U.S. subsidiary, 

Kia Motors America, in 1992 as the sales, marketing and service arm for Kia Motors 

Corporation in the United States.  

Due to the Asian financial crisis, the firm went bankrupt in 1997. The company held $10 

million debt during the crisis. Therefore, creditors offered the company at auction, and 

Hyundai Business Group received winning bid for a controlling interest in Kia Motors 

Corporation on the 19th of October, 1998. Hyundai completed purchase of Kia Motors in 

1999. After merging the two big automobile companies in South Korea, Kia sold 134,594 

vehicles, and annual sales increased 62% in 1998. Now, the Hyundai Kia Automotive Group 
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is the largest automobile manufacturer in South Korea and the second largest automaker in 

Asia after Toyota. Hyundai owns 38.7% of Kia currently.  

Kia’s headquarters is located in Seoul, South Korea. Kia has subsidiaries in the U.S., 

Canada, UK, Belgium, France, Spain, Austria, Germany, Sweden, the Czech Republic, 

Hungary, and has regional offices in other countries. Kia produces over 1.5 million units per 

year in 13 manufacturing and assembly operations in eight countries; the main production 

facilities are in South Korea (74.3%), China (15.9%), and Slovakia (9.8%). In 2010, Kia 

launched the first local production plant in the state of Georgia, the U.S. In the Georgia 

factory, Kia Motors can roll out up to 300,000 vehicles annually. The China plant produces 

the Rio, Cerato, Forte, Soul, Optima (Lotze), Sportage and Canival models, and can roll out 

up to 430,000 units annually. Since 2006, the Slovakia plant has been producing the Cee’d 

and Sportage, and can roll out up to 300,000 units annually. Kia has eight R&D (Research 

and Development), Design, and technical centers in South Korea, the U.S., Japan, and 

Germany. Kia’s vehicles are sold through a network of distributors and dealers covering 172 

countries in the world and over 40,000 employees work worldwide. In 2009, Kia sold 

1,142,000 vehicles and sales volume increased 8.1% from 2008. Revenue also increased to 

US $18.4 billion, 12.4% during 2008 (Kia Motors Corporation, 2010).  

Kia came to Sweden in 1997, and sales started in 1998. In November 2003, Kia Motors 

Corporation took over operations in Sweden and formed the subsidiary, Kia Motors Sweden 

AB. Kia has over 80 outlets and 100 service points all over the country. The head office in 

Upplands Väsby employs 30 people in 8 areas: Executive (Steve Kim), Staff, Network 

Development, Marketing, PR, Service Marketing, Sales and Finance. Despite the decline of 

the automobile market in Sweden because of the financial crisis, Kia’s sales increased to 

54.8% and market share increased 4.54% in 2009 (KOTRA, 2009). Kia is now the country’s 

seventh largest automobile brand after Volvo, Volkswagen (VW), Toyota, Ford, BMW and 

Audi. Kia implements typical marketing strategies to increase sales in this declining market, 

by providing a seven-year warranty, showing the five star safety rating given by the 

European New Car Assessment Programme (Euro NCAP), and expanding dealer networks. 

According to Cecilia Gustafsson, Kia gives a seven year warranty to relieve customers during 

the financial crisis while also offering creative design and low price. Moreover, Kia has been 

recruiting financially strapped Saab and Opel dealers as new Kia dealers.  
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Kia Motors Sweden sells nine different models: Picanto, Rio, Venga, Cee’d, Soul, Carens, 

Sportage, Carnival, and Sorento. The main model Kia Motors Sweden works with is the 

Cee’d. This is a medium sized car. Cee’d is divided into the Cee’d Sport Wagon, Pro Cee’d, 

Cee’d ECO and Cee’d Sport Wagon ECO. The Cee’d model is very successful in Sweden. 

Kia Motors Sweden has chosen advertising campaigns for the Cee’d using Swedish 

sensibilities. Using local language and locally produced materials are the keys to success for 

foreign companies in foreign countries. There is a big segment car, and the Sorento is one of 

the best selling cars in the segment. Therefore, Kia Motors Sweden sells small and medium 

sized cars and SUVs (Sports Utility Vehicle). Between the sizes, there are not other cars 

which can be competitive with Saab and Volvo in Sweden (More information of models of 

Kia cars sells in Sweden see in Appendix 1). 

 

1.2.1. Design Kia 

In 2005, Kia decided to focus on its core growth engine of the future: it set its sights on 

design. Kia highlighted its brand image as “Design Kia”, and hired world class automobile 

designer Peter Schreyer, former designer of the Audi TT and VW new beetle, as the Chief 

Design Officer in 2006. Schreyer has infused into Kia’s lineup of new models with 

distinctive characteristics of visual dynamism through a strong and identifiable face into 

Kia’s lineup of new models (Kia press, 2010). Schreyer said that “Kia had a neutral image, 

you didn’t know if it is Korean or Japanese. Only through design can we capture our 

customers’ hearts.” He believes cars are not just transport, but also show expressions. He 

created new grille design “the Tiger nose” to pursue a brand image that speaks to young and 

dynamic customers, and introduced the Kia “family look.” Since Kia has become a maker of 

quality vehicles for the young-at-heart, Kia has been increasing their sales every year, even 

during the worldwide economic downturn.  

 

1.3.  Research questions 

1.3.1. Research background 

Since the Financial crisis was triggered by the United States’ banking system, many 

countries have been in an economic recession. The financial crisis is ongoing and is the worst 

crisis since the Great Depression of the 1930s. Markets have been impacted negatively, and 

most industries’ sales have decreased. The Organization for Economic Cooperation and 
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Development (OECD) countries, which account for 80% of exports, are in recession, so most 

countries have been affected by the foreign export decreases in 2009. Sweden has also been 

affected and has seen a 14.7% decrease compared with the previous year, 2008.  

However, the proposed Free Trade Agreement (FTA) with the European Union (EU) and 

South Korea is ongoing and offers the opportunity to Korean and European industries to 

increase the scale of imports/exports. In the trade relationship, automobiles are the largest 

component, and represent 14% of the total EU and South Korea trade volume. For South 

Korea, automobiles are the most important export segment of the South Korean economy. 

Furthermore, the European automobile industry is the world’s largest vehicle producer in the 

world, and 80% of produced cars in the EU are registered in the EU. Therefore, the European 

market is the main target market for Korean car manufacturers, which has averaged 10% 

annual growth of car imports between 2000 and 2007.  

In Sweden, it sold 213,380 passenger cars in 2009, representing a decrease of 16% 

compared with the previous year. However, the sales of diesel cars and environmentally-

friendly cars increased by 41% and 38% in Sweden (KOTRA, 2009). Moreover, according to 

European Automobile Manufacturers Association (ACEA), the European market share of 

small cars rose from 28.8% in 2008 to 45% in 2009. In Sweden, demand for small cars also 

increased. Furthermore, Kia Cee’d sales increased 66.49% compared to 2008, and currently 

Kia Cee’d CRDi is Sweden’s third best-selling diesel car after the Volvo V70II and Volvo 

V50.  

These factors make Kia Motors Sweden AB an interesting case study. Kia Motors Sweden 

is increasing its sales and market share during the economic recession. Therefore, 

investigating the reasons for Kia Motors Sweden’s success in the Swedish market is 

warranted. One reason relates to the Kia brand: Kia Motors Sweden has had a better brand 

image to Swedish customers since 2006. Since 2006, Kia Motors Sweden has been increasing 

its sales and market shares dramatically. By finding out what brand management methods 

have been adapted by Kia Motors Corporation to the Swedish market, reasons for the 

aforementioned successes can be ascertained.    
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1.3.2. Problem Definition 

Regarding the increasing sales of Korean automobile companies in the developed market, 

the following research aspects were explored:  

 
 

In order to provide answers and conclusions to the main question, three areas were 

investigated: brand identity, brand image and the communication of the brand to the local 

customers.  

 

 
To investigate how the core values of Korean brand identity are adapted to the foreign 

market, it is necessary to find out what local customers expect from the brands.  

 

 
To find out about how brand identity and brand image are related, the communication of 

the brands to the local customers were investigated.  

 

 
 

1.4.  Purpose 

How Korean automobile companies adapt their brand management to the Swedish market 

will be examined in this study. The objective is to establish a theoretical framework that 

shows the relationship between brand identity and brand image. To describe and explain how 

these factors relate, how Korean car brands are exposed to Swedish customers will be 

investigated.  

Research Question 3: 

How are the brands communicated to the Swedish customers?  

Research Question 2: 

Which are the brand images of Korean automobile companies in the Swedish market? 

Research Question 1: 

What are the core values of Korean automobile companies in the Swedish market?  

Main Question: 

How do Korean automobile companies adapt brand management to the Swedish market?  



Introduction                                        Adapting brand management 

7 

 

1.5.  The outline of the thesis 

The model below illustrates the outline will follow in this study.  

 

 

Figure 1. Thesis outline 



Methodology                                       Adapting brand management 

8 

 

2. Methodology 

he purpose of the methodology section is to explain the methods and processes 

that have been used in researching this study. In this chapter, the research 

strategy, the research design, the method and quality of this study will be described. Each 

section will begin with a definition and explanation with its own methodology. Then a 

description of the research strategy, the research design, the research approach and the 

research method will begin. The data collection and sampling will be described thereafter. 

Finally, the quality of the research is interpreted.  

 

2.1.  Research strategy 

To design good case studies, it should explain and follow a methodological path, and 

understand the strengths and limitations of case studies. According to Yin (2009), there are 

five research strategies in the social sciences: experiment, survey, archival analysis, history 

and case study. To choose a strategy, there are conditions to consider, for example, the type of 

research question is needed, and each strategy has its advantages and disadvantages. For 

example, strategies are determined by three conditions: type of research question, extent of 

control over actual behavioral events, and degree of focus on contemporary as opposed to 

historical events. To choose the right strategy, researchers see the differences between five 

research strategies that are described in Table 1.  

 

Strategy 
Forms of research 

question 
Requires control over 

behaviour events 
Focus on 

contemporary events
Experiment How, Why Yes Yes 

Survey 
Who, What, Where, 

How many, How much
No No 

Archival 

analysis 

Who, What, Where, 

How many, How much
No Yes / No 

History How, Why No No 

Case Study How, Why No Yes 

Table 1. Relevant situations for different research methods  

(Source: Yin, 2009) 

T 
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Regarding this thesis, Kia Motors Corporation has chosen to conduct a case study. A case 

study is a type of qualitative study approach. Yin (2009) states, “a case study is an empirical 

inquiry that investigates a contemporary phenomenon within its real life context, especially 

when the boundaries between phenomenon and context are not clearly evident.”  

A case study strategy is preferred in examining contemporary events, and assumes “how” 

and “why” questions. These questions are more explanatory when used in the case studies, 

histories and experiments. These questions rely less on a survey or examination of archival 

records, and are more appropriate when a researcher cannot control the situation. Since the 

main research problem is “how” questions, the case study will give results more effectively in 

a real life context. Therefore, it would appear that the case study strategy is suitable for this 

study. In this study’s main question has been identified:  

How do Korean automobile companies adapt brand management to the Swedish market? 

 

2.2.  Research design 

To identify the method, a research plan needs to be designed. Yin (2009) says, to develop 

the research design is the difficult part of a case study. The research design is like a blueprint 

for the research, and deals with a logical problem and not a logistical problem. The research 

design is “a logical plan for getting from here to there”, where here is the initial set of 

questions to be answered, and there is the set of answers about the questions (Yin, 2009). The 

choice is based on four basic types of case design: the holistic single-case design, the 

embedded single-case design, the holistic multiple-case design, and the embedded multiple-

case design which are illustrated in Table 2.  

Each design has its strengths and weaknesses, and it depends on the number of case 

studies and the number of units of analysis. Yin (2009) first explains that single-case design is 

suitable for situations where the case represents the critical case; the unique case; the typical 

case; the revelatory case; and the longitudinal case which studies the same single case at two 

or more different points in time. The multiple-case study is a study with more than one study. 

After deciding to design a case study, based on a well-formulated theory, an abductive 

approach was used to analyze the case company, Kia Motors Sweden AB as a single case 

design.  
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 Single-case designs Multiple-case design 

Holistic 

(Single-unit of analysis) 

Type 1 

 One cases in one 

context 

Type 3 

 Each context (several) 

has one cases  

Embedded 

(Multiple units of analysis) 

Type 2 

 Several cases in 

one context 

Type 4 

 Each context (several) 

has several cases 

Table 2. Basic types of designs for case studies  

(Source: Yin, 2009) 

 

Yin (2009) further states that a single case study may involve more than one unit of 

analysis which is the second reason to design a case study. The embedded case study is more 

than one units of analysis, no matter how the subunits are selected. On the other hand, the 

holistic case study, chosen as the single-case design for this study, is a single unit of analysis 

which examines the global nature of developing a brand management strategy for the case 

company. Therefore, research questions regarding the case of Kia Motors Sweden’s foray into 

Swedish market will be addressed, and the single-unit of analysis will be the brand 

management strategy of Korean automobile company. 

 
2.3.  Research approach 

A case study approach is considered to have the aim to explore, describe and explain a 

phenomenon. Yin describes three research approaches: the exploratory, the descriptive and 

the explanatory approach. The exploratory approach is used when the knowledge exists to 

investigate in the beginning of the process. It is based on the ideas, and it could be used for 

future studies. The purpose is to collect as much information as possible to solve the problem. 

A personal interview conducted at the Kia Motors subsidiary in Sweden provided the 

information to solve the selected problems. Moreover, information about brand identity and 

brand image was, as much as possible, gathered and recorded.  

The descriptive approach is used when the topic already exists, to obtain clear aspects at a 

specific point in time. This approach helps to draw clear ways of solving problems and to 

describe the empirical results with its analysis.  



Methodology                                       Adapting brand management 

11 

 

The explanatory approach is used when we analyze results and find solutions in a detailed 

manner. In this approach, a researcher describes a phenomenon to explain the cause and the 

effect between different factors. With the explanatory approach, the empirical results were 

analyzed and solutions for the problems found; in addition, brand image factors were 

discovered to be affected by brand identity factors, thus affecting Kia Motors Sweden’s brand 

management strategy.  

When a researcher writes a thesis, the thesis could be characterized as employing 

deductive, inductive or abductive approaches. The three approaches depend on its 

circumstances. The deductive approach starts with existing theories and gathers the required 

information. Finally, the information is analyzed and the results are related to existing 

theories. Conversely, the inductive approach starts with collecting the empirical information 

and finds general phenomena without existing general theories. Based on the collected 

information, the general facts are developed to the theory. The abductive approach is the 

combination of the deductive and inductive approaches. This approach is commonly used in 

empirical studies to develop and change existing theories. Research will begin on a 

theoretical level by creating a theoretical framework which will lead to empirical information 

being collected and analyzed. By using the deductive approach, the collected and interpreted 

information brings the study to an empirical level. Finally, after collecting the empirical 

findings, the findings are inductively applied to the theory. 

 

2.4.  Research method 

According to Merriam (2009), there are two research methods: the quantitative and the 

qualitative method. The quantitative method involves hard data, i.e. statistics and 

measurement. The quantitative method examines the variables of its research subjects, and is 

characterized as the deductive approach. Contrary, the qualitative method involves soft data, 

i.e. attitudes and motives. It gathers an in-depth understanding of human behavior. This 

method is collected through interviews and the interview questions that can elicit the 

respondents’ own opinions. The qualitative method is adjusted as an inductive approach.  

This case study uses the qualitative method. The qualitative method offers a holistic case 

study to collect in-depth information. This method can help to solve this research problem 

through informative guesses. However, the quantitative method is needed to produce 

particular information.  
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2.5.  Data collection  

There are two types of data: primary and secondary data. Primary data is directly 

collected from interviews, and secondary data is collected from literature and documentation. 

Primary data is collected directly for a specific purpose. This data needs lots of money and 

time to collect, but it has not been collected before. Yin (2009) suggests the interview is 

essential because it is unlimited and focused. The interviews are conducted in several ways: 

surveys are conducted via mail or Internet, telephone, and in person. Conversely, secondary 

data is collected and published by others for a different purpose. The data is used to provide 

the background information of the thesis. Using both primary and secondary data is the most 

common technique according to Merriam (2009). Yin (2009) shows the sources of evidence 

are: documentation, archival records, interviews, direct observations, participant-observations 

and physical artifacts. These six sources have strengths and weaknesses. The strengths and 

weaknesses are summarized in the Table 3 below.  

For the case study, both the primary and secondary data research were used. Data was 

collected through interviews via the Internet and face-to-face. The primary data was collected 

by interviews with a marketing manager, Maria Berglund at the Kia Motors subsidiary in 

Sweden, as a source of evidence to accumulate the validity of the study. Benefits were 

received from the interview by receiving data which relates to the research problem. The 

interview was conducted in English on April 12, 2010. Furthermore, several questions were 

answered after the interview via e-mail from Maria Berglund. The secondary data was 

collected through literature, articles, documentation in journals, and other sources. The data 

was taken from books, journals, articles, and internal documents from Kia Motors. The 

internal documents provide a clearer understanding of the case company and its current 

situation. Moreover, the detailed information from the interview was collected over the 

Internet. 
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Source of Evidence Strengths Weaknesses 
Documentation  Stable 

 Unobtrusive 
 Exact 
 Broad coverage 

 Irretrievability 
 Biased selectivity 
 Reporting bias 
 Access 

Archival records  Precise 
 Usually Quantitative 

 Accessibility 

Interviews  Targeted 
 Insightful 

 Response vias 
 Inaccuracy 
 Reflexivity 

Direct observations  Reality 
 Contextual 

 Time-consuming 
 Selectivity 
 Reflexivity 
 Cost 

Participant-observation  Insightful into 
interpersonal behavior 
and motives 

 Bias due to participant-
observer’s manipulation 
of events 

Physical artifacts  Insightful into cultural 
features 

 Insightful into technical 
operations 

 Selectivity 
 Availability 

Table 3. Six sources of evidence: strengths and weakness 

(Source: Yin, 2009) 
 

2.6.  The quality of research 

To judge the quality of the case study, there are four tests used to establish the quality of 

the empirical research, which test validity, internal validity, external validity and reliability 

(Yin, 2009). 
 

2.6.1. Validity 

The validity measures how well the research measures what it is supposed to measure. It 

is divided into three tests: internal, external and construct validity.  

First, internal validity concerns explanatory case studies and shows how well the study 

relates to reality. According to Merriam (2009), internal validity can be improved with 

multiple sources, it is important to interview several people. Therefore, an attempt has been 

made to enhance its internal validity when analyzing the empirical data.  

Second, external validity deals with the issue of perceiving whether a study’s findings are 
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generalizable beyond the immediate case study (Yin, 2009). This uses a theory in single case 

studies which provides a poor basis for generalizing. The studies rely on analytical 

generalization. Regarding this study’s research strategy, it involves a single case study, so an 

effort has been made to generalize specific findings that apply to other situations in the 

automobile industry.  

Third, construct validity is used when the researcher collects data. To correct operational 

measures and objective judgment, it should clearly define the meaning of the concepts to 

avoid translating errors. Therefore, multiple sources of evidence were used. Kia Motors 

Sweden AB has given clear, reasoned answers during the interview even though I am an 

independent student who is researching an independent study. During the study, an interview 

was conducted with a marketing manager in Kia Motors Sweden AB who has detailed 

information about Kia Motors Sweden. She has information concerning what customers think 

about Kia and its brand image. Therefore, information about customers’ satisfaction and 

attitudes came from Kia Motors Sweden AB. 

 

2.6.2. Reliability 

Reliability explains that a researcher using the same procedure as an earlier under the 

same circumstances will have the same result. According to Merriam (2009), the issues are 

whether the results are dependable with the collected data in qualitative research. To enhance 

the reliability of this case study, an attempt was made to describe the data clearly, and avoid 

errors and biases. During the interview, construct scripts were used, and data was collected by 

taking notes and using a tape recorder. 
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3. Theoretical framework 

n this chapter, the theoretical concepts guiding this research study are presented. 

The theories and models used, herein, helped to structure the research process and 

to analyze results. This chapter begins with general definitions and content of the field; after, 

the main concepts of brand identity and brand image are illustrated. In order to fully 

understand the research, the factors going into the building of brand identity and brand 

image are reviewed along with brand communication. Finally, a theoretical framework will 

be created.  

 

3.1.  The general definition and contents of the field 

In the past, brands were only tools of a product distinction, but, currently, brands are 

regarded as actual entities with financial value (brand equity) and are a major tool for 

marketing strategy (Kang, 2000). To establish a strong brand, brand management is required. 

The following section presents definitions found in literature on the subject.  

 

3.1.1. What is brand management? 

A well-developed brand image gives a company longevity and foster economies of scale, 

but negative brand image gives that same company decreased sales and a loss of market share. 

Jeff Bezos, the founder of Amazon.com says that, “A brand for a company is like a 

reputation for a person. You earn reputation by trying to do hard things well”, which means 

when customers obtain a product or service, the brand becomes the tangible and/or intangible 

benefits. Most of multinational corporations (MNCs) sell the same products under identical 

brand names in different countries throughout the world. A brand name is important to 

characterize a given company. Therefore, what is a brand?  

A number of studies have been conducted on the meaning of a brand. Usunier, J. (1996) 

has examined a brand which deals with the symbolic attributes that are linked to brands and 

national images. In addition, Kapferer, J. N. (2004), defined that a brand is a name that 

influences customers, and it defines living systems. On the whole, a brand is influenced by 

the image of the country-of-origin when the customers are from different countries. A foreign 

brand shows a different image from the stereotype of the country. For example, a brand name, 

which is pronounced in French, is perceived as being a more hedonistic product than a brand 

I 
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name pronounced in English (Leclerc et al., 1994). One also can use the image of the 

country-of-origin as the image of the goods for customers’ evaluation. When customers 

evaluate brand image, it should distinguish between the country-of-origin and country of 

manufacture. Especially in the automobile industry, the product design and brand name could 

originate from the country-of-origin: Germany companies have positively perceived images, 

on the other hand, the image of product price and quality suffer when goods are produced 

where low salaries are paid, like the Philippines (Johansson and Nebenzahl, 1986).  

In the past, the concept of brand was simply the signboard of a shop found in Greek or 

Roman times. Since middle of the nineteenth century, after the Industrial Revolution, the 

railways improved along with mass production, and people started to have a choice between 

locally manufactured products and imported products (Riezebos, 1996). In the twentieth 

century, the distribution channels shifted and the advertising of products was emphasized. 

Moreover, companies released more than one brand in a market and developed brand 

portfolios to be used with each brand. In the 1970s, exploiting brands abroad gained a 

strategic character and the term “global branding” was used more. After the 1970s, Loden, J. 

(1992) described megabrands which have world-wide marketing strategies to imply that 

brands are available anywhere in the world, such as Coca-Cola.  

According to Keller, K. L. (2008), “strategic brand management involves the design of 

marketing activities to build and manage brand equity.” Conversely, there are other 

definitions of brand management in literature. For example, Kang (2000) refers to brand 

management as “a communication activity to create and strengthen brand equity.” Brand 

management is not limited to the domestic market, but also needs to engage the global market. 

Effective brand management is necessary to compete with global brands and to maximize 

corporate and brand profits (Back and Kim, 2006).  

From the strategic brand management perspective, brand equity is defined as the value of 

a brand. Brand equity can develop a competitive advantage for the brand and/or the company. 

Many experts in the field think that the concept of brand management is linked to the 

measurement of brand value. There are measures of brand equity: brand awareness, brand 

preference, brand image, perceived quality and others (Kapferer, 2004). Brand awareness is 

the first thought about a brand, and creates the brand value and image. Since customers are 

aware of a particular brand, the brand reduced perceived risk and added value. Therefore, the 

firm becomes more profitable and sustains a competitive advantage. To communicate a brand 
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to customers, a firm needs to identify the brand. The brand identity should be defined in 

relation to the concept of brand management, defined in the following section.  

 

3.1.2. What is brand identity?  

Aaker, D. (1996) claims that brand identity has a personality like a human. It provides 

purpose and meaning for the brand and is essential to the brand strategy. He states that: 

“Brand identity is a unique set of brand associations that the brand strategist aspires to 

create or maintain. Theses associations represent what the brand stands for, and imply a 

promise to customers from the company. It establishes a strong relationship between the 

brand and the customer with a specific value.”  

Brand identity is the internal view of a company, while brand image is the external view 

by the customers. Riezebos (1996) defines a brand image as “a subjective mental picture of a 

brand shared by a group of customers.” Numerous theories clarified the difference between 

brand identity and brand image. Kapferer (2004) states that, “the brand image is on the 

receiver’s side, and the brand identity is on the sender’s side.” This is a basic communication 

model, a company is a sender who sends a message, and a customer is a receiver who 

decodes the message based on their reference (Nandan, S., 2005). Brand communication is a 

way to divert brand identity from brand image. Brand identity should be same as the brand 

image in the ideal world, but there is gap between the encoding and decoding of the message. 

In the automobile industry, car manufacturers have different images about their brands. 

Volvo shows themselves with safety in the customers’ mind, it is associated with the brand 

image and identity together. With linkage of brand identity and brand image, brand loyalty is 

created and maintained (Nandan, S., 2005).  

 

3.1.3. Conclusion definitions about brand management and brand identity 

In order to consider numerous literature sources (Kapferer, 2004; Keller, 2008; Aaker, 

1996; Riezebos, 1996; and Nandan, 2005), general definitions of brand management and 

brand identity are provided.  

 

 
 

Brand management is a marketing activity to increase the value of brand (brand equity). 
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Furthermore, Schultz and Kitchen (2000) describe the framework to understand brand 

identity and brand image as the following from Figure 2:  

 

 

Figure 2. The framework of brand identity and brand image  

(Source: Schultz and Kitchen, 2000) 
 

It explains how brand identity and brand image relate and communicate in brand 

management, and it is illustrated in the following section.  

 
 

3.2.  Brand identity and brand image 

Brands represent not only graphic appearance, but also its innermost facets as in its 

identity. As mentioned above, brand identity and brand image are different, there is a gap 

between a company’s expectation and a customer’s expectation. Therefore, a study based on 

the theory developed by Jean-Noël Kapferer was chosen. In Kapferer’s model, brand identity 

and brand image are divided into two different points of view. However, his model does not 

incorporate detailed brand identity and brand image components, so it was determined that a 

better idea would be to combine and modify “the brand identity prism” by Kapferer (2004) 

and the components of brand identity by de Chernatony (1999) with brand identity and brand 

image model to develop a framework for how Korean car companies adapt brand 

Brand identity is a personality as the internal view of the company. Conversely, brand 

image is the external view by customers. Brand identity diverts to brand image through 

brand communication.  
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management to the Swedish market. The following section will provide the Kapferer theories. 

Subsequently, this study’s theoretical framework will be explained.  

 
Brand identity and brand image model 

According to Kapferer (2004), one of brand management’s tools is brand identity. Brand 

identity specifies the facts of a brand’s uniqueness and value. Brand identity is an element to 

send a message with irrelevant factors as “noise”: imitation, opportunism and idealism. To 

expand and diversify a brand it is important to be perceived through the brand image that the 

firm pursues its customers. As indicated in Figure 3 below, the relationship between brand 

identity and brand image is shown.  

 

 

Figure 3. Identity and image  

(Source: Kapferer, 2004) 
 

Brand identity is on the sender’s side, and brand image is on the receiver’s side. A 

company sends messages in different ways to communicate with customers. Messages should 

be harmonized with brands by the company.  

However, Messages are transmitted by several ways to customers. Kapferer (2004) says 

that, “communication means two things: sending out messages and making sure that they are 

received.” The communication/promotion is one of four P’s (product, promotion, place and 

price). The promotion has different approaches to communicate to customers. Further 

explanation of communication will be provided in following section.  

Brand identity is a personality; indeed, it is the internal view of the company. Brand 

identity gives extra freedom of expression. Therefore, the company can figure it out what 

should be held on to and what should be changed for its brands (Kapferer, 2004). Brand 
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identity is divided into six facets: physique, relationship, reflection, personality, culture, and 

self-image.  

Brand identity precedes brand image. It is the external view by customers. Kapferer 

(2004) explains that brand image is a synthesis made by the public of all the various brand 

communications from decoding messages.  

 

3.2.1. Brand identity 

Brand identity is a recent concept, but many researchers have already studied brand 

identity and defined the components of brand identity. Kapferer has examined the facts of 

identity as “the brand identity prism” (Figure 4). 

 

 

Figure 4. Brand identity prism  

(Source: Kapferer, 2004) 
 

Internalization 

As mentioned, brand identity can have personality. Brands can be measured by human 

personality to build characters. This fact has been importantly pointed out among researchers 

since 1970, as several researchers developed the dimensions of brand personality. One of 

researcher, Aaker, J. (1997), defined “brand personality as the set of human characteristic 

associated with a brand.” She developed the framework to describe the personality of a 

brand, called the Brand Personality Dimensions. It comprises five factors: sincerity, 

excitement, competence, sophistication and ruggedness, and is shown in Figure 5. 
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Figure 5. A brand personality framework  

(Source: Aaker, 1997) 

 

Each brand has its own culture. In fact, Kapferer defined that culture means the set of values 

feeding the brand’s inspiration. Brands can be driven by a culture and/or can convey its own culture, 

like Benetton. Even where the brand comes from, the origin country is the essential fact to stand on 

for the company. Therefore, culture can link the brand to the company. 

Self-image is the target’s own internal mirror (Kapferer, 2004). With the internal people -

like employees- attitude, the brand image is built with a certain type of brand image.  

 

Externalization 

Physique is the brand’s backbone and its tangible basis. For example, Coca-Cola has the 

unique Coca-Cola bottle picture on the can to remind customers of its traditional image. This 

is an important aspect of the brand’s objective but it is not all.  

When a company communicates with customers through advertising, public relations and 

word of mouth, the relationship between the brand and customers is built. Relationship is the 

important part to transform the information of brand and customers. The relationship between 

a brand and customers shows how the brand acts towards and services its customers. Every 

company has specific cultural value(s). For example, Apple conveys friendliness (Kapferer, 

2004). The value becomes the symbol of a company, and the company builds a relationship 

based on the value. Relationship can control the brand identity.  

To the view of a brand, customer reflection is important. A brand is reflected immediately 

by customers, but customers have different points of view about the brand. A company needs 

to identify their customers and appreciate how customers evaluate and select their brands (de 

Chernatony, 1999). Reflection is the result of using a brand, customers build their own image 
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of a brand after using it. Therefore, when a company can control the customer reflection in 

the right desired direction, brand identity and brand image can be matched.  

There is another researcher who identifies the components of brand identity. According to 

Harris and de Chernatony (2001) and de Chernatony (1999), brand identity is made up of the 

following components: brand vision, brand culture, positioning, personality, relationships, 

and presentations. Personality, culture and relationships are the same components as 

Kapferer’s brand identity prism. Brand vision is the core purpose for a brand’s existence. 

Brand positioning means seeking to find characters and attributes that make it unique. This is 

like Kapferer’s “physique.” Kapferer focused more on building brands, but de Chernatony 

(1999) focused on positioning brands. Brand’s presentation is the final step to identify the 

style of a brand. It is just like Kapferer’s reflection. According to de Chernatony (1999), 

brand presentation is about presenting its characteristics to stakeholders. De Chernatony 

described the components in Figure 6.  

 

 

Figure 6. The components of brand identity  

(Source: de Chematony, 1999) 
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3.2.2. Brand image 

The word “image” in a dictionary means “picture” in your mind. The visualized picture 

solidifies the characteristics of a product or a person. As stated by Riezebos, R. (1996): 

“A brand image is a subjective mental picture of a brand shared by a group of consumers.”   

The brand image is measured by customers with three components: favorability, strength 

and uniqueness (Keller, K. L., 1993). These components are related to the definition of brand 

image by Keller. Keller believes that brand image is the perceptions of a brand as reflected by 

the brand associations held in a customer’s memory for a long time.  

The favorability of brand image can take on negative or positive values. This is about 

how favorable customers are evaluated. This does not consider how important it is, so one 

association is important in one situation, but is not valued in another situation.  

The strength of brand image is related to the association linked with the brand, and is 

maintained in the part of the brand. This is how much a customer thinks about the information 

and what a customer thinks about the information; the quantity and the quality of the information.  

The uniqueness of brand image is about what a brand shares with competing brands. This 

is how a brand has the unique and sustainable image that gets customers to buy the brand. 

Keller (1993) determines that, “the presence of strongly held, favorably evaluated 

associations that are unique to the brand and imply superiority over other brands is critical 

to a brand’s success.” 

 

3.2.3. Communication 

According to Smith, P. R. (1998), in the marketing mix, or the four P’s, the fourth P, 

promotion has its own mix of communication tools. The mix includes several communication 

tools which are available to the organization. The tools consist of: 

 Selling 

 Advertising 

 Sales promotion 

 Direct marketing 

 Publicity (and public relations) 

 Sponsorship 

 Exhibitions 

 Corporate identity 
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 Packaging 

 Point-of-Sale and merchandising 

 Word of mouth 
 

These tools are differently emphasized in different industries. For example, a heavy 

industrial machine manufacturer emphasizes selling, exhibitions and word of mouth to be the 

most important communication tools. Direct marketing includes advertising and sales 

promotion, such as direct mail or/and telemarketing. Word of mouth is an effective tool to 

customers and employees. Some tools can be integrated with each other. Advertising is 

supported by PR activity, and sales promotion can be tied with advertising and PR activity. 
These communication tools are helpful to expand distribution channels and to build new 

channels. The above models describe the theories separately; it is necessary to create a unique 

theoretical framework. The framework will be developed in the following section.  

 

3.3.  Developing a theoretical framework 

The framework is based on the brand identity and brand image model of Kapferer. It 

includes elements from other theories, de Chernatony and Smith. The objective of the new 

brand identity and brand image model is that it maintains the relationship between brand 

identity and brand image, and also considers how brand communication helps to convey 

brand image to brand identity. The elements of the framework are provided with the 

illustration in Figure 7 below.  

 
Figure 7. The brand identity and brand image model 

(Source: Author's own) 
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The brand identity process is the important part of the framework, and is based on 

Kapferer and de Chernatony. This process includes four factors: Brand vision, culture, 

personality and self-image. It is assumed that these factors will create the value of a brand. 

Brand vision and culture are the internal view of the company, these factors are the basic 

values for brand existence and inspiration. 

Internally, brand vision explains how a company develops the vision for the brand to be 

continually viable in a competitive environment.  

Culture is the unique value for the company. In the dictionary, culture can mean “family 

activity.” As known, a family has a culture; a country has their culture; and a company also 

has, or even needs to have their own unique culture. Culture is not a special activity, but the 

daily activities in people’s lives become the culture. These features are manifested differently 

from country to country. Due to cultural difference, brand vision will be different in a 

different country or region.  

Personality is associated with a brand as mentioned above. The company’s personality 

and/or the brand’s personality show the point of view of the product or service. When a 

person meets another person, they experience each other and figure out who they are. The 

personality represents who they are, so it is important. When researchers apply the 

personality to a brand, the personality represents what kind of brand it is.  

Self-image is built on a certain type of brand image with internal people -like employees 

and stockholders. A company wants to show them as the typical image, therefore they create 

an image of themselves.  

The linkage between brand identity and brand image is the communication model. The 

communication model will help to convey brand identity to brand image. A company 

communicates with customers through several tools: selling, advertising, sales promotion, PR, 

sponsorships, exhibitions and word of mouth. A company sends messages in different ways to 

customers, and customers create the brand image from the messages. The company sends the 

messages with their goals, and wants those goals to be the same as those associated with the 

brand by the customers. When brand identity and brand image are overlapped, it is due to 

brand management (Schultz and Kitchen, 2000). Effective brand management strives for as 

much overlap as possible.  

Brand image is what customers notice about the brand. When a company sends a message 

through brand identity, customers decode the message and create brand image. The brand 
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image process is critical in this framework, and is based on Kapferer and de Chernatony. This 

can be divided into two different brand images: desired and achieved brand image.  

Firstly, desired brand image is what Kia Sweden wants to be perceived by the customers. 

The achieved brand image can be assessed after Kia Motors Sweden’s 

communication/advertisement. The process includes three factors: positioning, relationship 

and reflection. Positioning and relationship are the external view, the customers’ view. 

Positioning is the mode of control characters and attributes, and relationship is the mode 

to control a brand’s activity to customers.  

These factors are related with reflection, which is immediately affected by customers. All 

perspectives merge together to create the brand image by experienced or non-experienced 

customers. Therefore, the components of brand identity and communication tools are 

important for present and potential customers. As mentioned, a brand is reflected by 

customers directly and immediately, and a strong brand name is the key to create profits.  
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4. Empirical results 

his chapter represents the empirical findings which examined the factors of Kia 

Motors Sweden’s brand identity and brand image model. The chapter begins with 

Kia Motors Sweden’s current brand identity. After that, the desired brand image of Kia 

Sweden will be described, and what communication channels and communication strategy 

Kia Sweden uses will be determined. Finally, the achieved brand image of Kia Sweden will 

be presented, in accordance with the theoretical framework. The findings are the result of the 

personal interview with Maria Berglund and the collected relevant secondary data on Kia 

Motors Corporation and Kia Motors Sweden official website, and other sources on the 

Internet to bring complete results.  

 

4.1.  Kia Motors Sweden’s brand identity 

Since 2006, Kia Motors Sweden AB (hereafter referred to as Kia Sweden) has changed 

many things to develop brand awareness. According to my respondent, Kia Sweden changed 

the communication platform and made a focus group as their target customers. Kia Sweden 

showed a rapid increase in the market share over four years from 0.9% in 2006 to 4.63% in 

January, 2010.  

The overall Kia Motors Corporation’s core values are challenge, creativeness, enthusiasm, 

collaboration and global awareness with the vision “innovation for customers” (Kia Motors 

Corporation Homepage). However, Kia Sweden has its own core values in the Swedish 

automobile market. The core values are high-fashion design and good quality as the 

functional aspects of the brand. Kia Venga recently received the “red dot” award in 2010. The 

award, “red dot”, for design is one of the world’s most prominent awards and the competition 

is the world’s largest annual design competition. Moreover, Kia has the brand slogan, “the 

power to surprise” in general. Kia Sweden had surprising marketing which people do not 

expect. One of example is a seven year warranty which is the longest warranty provided in 

Sweden.  

Kia Sweden is working on the following brand values: dynamic quality, trustworthiness 

and fun (Maria Berglund, 2010). Kia Sweden shows good quality in their cars with a seven 

year warranty. This car warranty is available to all nine models in Kia Sweden from January, 

2010 (Kia Motors Sweden Homepage). Therefore, customers do not need to worry about 

maintenance costs for many years. These days, almost all cars are of the same functional 

T 
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quality. The functional qualities like horse-power and displacement are similar, but the 

feeling of quality is different. This shows that people think French cars break down easily, 

and German cars are the safest cars. The German cars feel like better quality even if it is not 

true. This is what all automobile companies strive for and work to improve, as does Kia 

Sweden. Kia Sweden shows that Cee’d, Sorento and Soul have the Euro NCAP five star 

quality safety rating to Swedish customers. According to the respondent, Swedish customers 

care about the factor because they care about safety first when buying a car. The Euro NCAP 

provides a realistic and independent assessment of the safety performance of cars, and 

publishes safety reports on new cars and awards “star ratings” based on the performance of 

adult and child occupant protection, and the pedestrian protection. Five stars is the maximum 

in the Euro NCAP tests. Kia Cee’d received the Euro NCAP five star rating for the adult 

occupant protection test (Euro NCAP Homepage). Perhaps this is not the main reason, but 

with the Euro NCAP five star rating, Cee’d is the highest selling Kia car in Sweden. 

Kia Sweden has been able to implement fun things which are not funny, but are seen in 

the design of the cars and engender good feelings about Kia cars which increases an 

emotional connection to the brand (Maria Berglund, 2010). There are two advertising 

campaigns to consider, one of the Soul in 2008 and the other of the Venga in 2010. In 2008, 

Kia Sweden launched a designer collaboration with Soul with Hollywood stars stylist Jonas 

Hallberg (the Soul micropage). He set a launch of the three brand types: Lars Wallin, Pour 

and Hose of Dagmar with three cars, Soul Diva, Soul Burner and Soul Searcher. Kia Sweden 

launched Kia Soul in the Stockholm Fashion Week, and a film about the making of three 

Souls with the three Swedish brand types is available on YouTube and the Soul micropage on 

the Kia Sweden official website. Similarly, in 2010, Kia Sweden worked with Jonas Hallberg 

again collaboratively on the Venga and the Swedish brand, Brothers and Sisters. These 

advertisements show not only the emotionally fun aspect of the Kia brand, but also the high-

fashion design of Kia cars. Since Kia Motors Corporation hired world class automobile 

designer Peter Schreyer, the former designer of the Audi TT and VW new beetle, as Chief 

Design Officer in 2006, the Kia brand is capturing customer’s hearts with design (Kia press, 

2010).  

In the past, employees of Kia Sweden were not satisfied with their cars. They drove Kia 

cars because they worked at Kia. Generally, Kia’s brand image was “everywhere but 

nowhere” (Donga, 2010), which means there were many Kia cars on the street, but no one 
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noticed its brand. Since Kia Motors Corporation started to become concerned about design 

management as a marketing concept, Kia Sweden tried to earn employees’ trust. Since 2006, 

employees have had fun at work and are satisfied with their products. They have become 

more enthusiastic for Kia Sweden and they are proud of the high-fashion design and good 

quality of Kia cars.  

Being proud of themselves is related to the self-image of Kia Sweden. As highligeted in 

the previous chapter, self-image is a certain type of brand image shared internally by 

employees, and this is the personality of the company and/or the brand. Kia Sweden can 

describe itself as a person who does not need to be like BMW to prove to others who they are, 

and takes pride in their life. Kia Sweden represents the brand with pride, and it has had a 

positive effect on Kia brand. Kia Sweden is trying to provide a differentiated value to 

customers by offering a feeling of pride through its brand identity. This pride does not charge 

a higher price, having modesty is the one of added values of Kia Sweden.  

 

4.2.  Kia Motors Sweden’s desired brand image 

To determine the empirical results of the Kia Sweden’s brand image, two different brand 

images will be compared: desired and achieved brand images. In this section, the desired 

brand image of Kia Sweden is described.  

 

Positioning 

When we talk about customers, we need to know who they are and what they want. These 

days, we can’t define customers by age, sex or socio-demographically. Kia Sweden has 

chosen to target customers by defining the mood of the communication target group (Maria 

Berglund, 2010). When Kia Sweden started to focus on its target customers, Kia Sweden 

compared the advertising campaigns for brands in 2006. A customer group comprised of 

individuals who are interested in quality of life seemed to be untargeted. As stated by the 

respondent, this area is not just about product attributes, it is about the interests of their life. 

Kia Sweden defines their target customers as those who are in the 30 to 50 age range and 

families who are not interested in horse-power and displacement as functional qualities, but 

are interested in having a car to help in their daily life. In Europe, small sized cars with multi-

purpose options are big business to the European people. Kia Motors into the European 

market with small and medium sized cars for satisfying the multi-purpose. This is why Kia 
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Sweden only has small and medium sized cars and SUV as its family cars instead of sports 

cars or luxury cars. The family car image is addressed by Kia Sweden and is where it wants 

to be in the automobile market in Sweden. Furthermore, Kia Sweden shows their customer 

segment by ages, but all ages are becoming younger in feelings. The Kia brand could be 

attractive to older buyers in Sweden. Kia Sweden wants to touch people’s mind emotionally, 

and tries to focus on human qualities instead of cars; the age of someone is not essential to 

express what they feel.  

The target customers are the people who have self-confidence, the same personality of 

Kia Sweden. The Kia brand in Sweden can describe itself as a person who has self-

confidence and can choose what s/he wants to fit their personality. This is also the part of Kia 

Sweden personality felt by its customers.  

Conversely, according to my respondent, Kia Sweden considers it main competitors in the 

Swedish market to be Hyundai and French brands (Maria Berglund, 2010). Hyundai Motors 

has a similar focus group with similar price, and French brands have similar advertising 

campaigns which focus on the emotional aspects of the brand.  

 

Desired brand image of Kia Motors Sweden 

What Kia Sweden wants to be perceived by the customers is high-fashion design and 

good quality as expressed in the brand identity. As Kia Sweden is mainly concerned with 

family cars, safety is important. Kia Sweden has received the Euro NCAP five star rating and 

it can be found on Kia Sweden’s official website, and the Cee’d commercials prove their 

good quality to customers. Quality is important as is the basic desired image of the Kia brand. 

Moreover, high-fashion design is of major concern. Peter Schreyer said that the Kia brand 

was neutral, what he wanted to do with Kia design was a global product which is attractive to 

both men and women, young and old across the world with a “family look.” The image of 

high-fashion design has to be considered when choosing Kia cars by customers in Sweden. 

According to Schreyer, customers also see a car less as a mode of transport and more as an 

object of desire. Cars are becoming one of people’s accessories to express who they are, and 

this is the way to launching the “Kia Picanto iWhite limited edition” in the department store, 

NK (Mordiska Kompaniet) in December, 2006. Further information of the event will be 

explained in the Kia Motors Sweden’s communication strategy section.  
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4.3.  Kia Motors Sweden’s communication strategy 

For Kia Sweden, the main role of its market communication is to spread Kia’s benefits to 

customers and differentiating them as superior to their competitors. In order to achieve this 

goal, Kia Sweden uses a number of different marketing channels to promote products. 

Product specific advertising is the most useful source to communicate with customers. The 

main concept of advertising is “the power to surprise” as same as the brand slogan of Kia.  

To address customers and to show “the power to surprise”, Kia Sweden does the 

advertisement in the opposite way from other car brands. One of examples is the commercial, 

“Easy Business” released in 2010. This commercial aims to give customers an easy way to 

choose fleet cars. Fleet cars are vehicles owned or leased by a company and used for business 

purposes. This area is very difficult to get in, because companies already have long contracts 

with other brands. Kia tries to get in small and medium size companies where they might not 

have a contract with other brands. Kia makes a package including costs per month to pay, 

service, and others. What customers need to do is just choose the size of the package or car: 

small, medium, large, and x-large, and the applicable models are the Picanto ECO (small 

size); Cee’d Sport Wagon (medium size); Carens (large size); and Sorento (x-large).  

 

Communication channel- through dealers 

Kia Sweden has communication channels through dealers and through media. According 

to the respondent, even though Kia Sweden has had bad dealers, Kia sold cars because of 

good communication and good products. However, good dealers are the most important 

source to communicate with customers (Maria Berglund, 2010). In 2009, Kia changed lots of 

dealers to sell better. Kia Sweden sells cars through dealers indirectly and gets feedback of 

the end-customers from dealers. Therefore, a regional manager visits dealer shops in Sweden 

and gets feedback from them. Kia Sweden holds dealer meetings over the years to build a 

strong relationship with them. In Sweden, dealers are mostly multi-brand dealers and the 

shops are individually owned, so the display and layout look different in each dealer shop. To 

create symbolized brand, dealer shops need to look same. Kia Sweden is planning to provide 

the display and layout for dealer shops in Sweden.  

Kia Motors dealers in Sweden have only a few models available in their shops (Kalmar 

Bilcentrum Homepage). A shop in Kalmar sells Cee’d, Rio, Soul, Sportage, and Venga only 

with other brands; Mercedes-Benz, Chrysler, Jeep and Nissan. They provide the models with 
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price, and give limited information about the functions of each model on its website as well. 

Kia Sweden provides the financial funds through dealers and offers several additional 

services, such as Loan Protection, Car Insurance and service (Kia Motors Sweden Finance 

Homepage). Through software, the Kia dealers check the car availability in their region and 

order cars online. The dealers also can check the availability of spare parts and prices for 

providing after-service to customers. Therefore, the Kia dealers can satisfy customers without 

wasting time and manpower.  

To support Kia Sweden’s local dealers, Kia provides a comprehensive training program 

by the Kia Sales Academy. The academy aims for higher quality training as well as higher 

participation of dealers. To meet local requirements, Kia provides display-kits such as 

streamers, banners, and posters. The display-kits are only small things to express the Kia 

brand, therefore Kia Sweden needs to provide a figure or a sign for dealers. Still, Kia Sweden 

has not been the first and the main brand in a dealer shop. Kia is in the corner, this is the first 

thing to do to take as much space as possible to display Kia cars in Sweden.  

The first task of communication is to build strong relationships with dealers to sell more 

Kia cars. Dealers run the business individually, Kia Sweden has to ask for space or better 

service to sell Kia cars. The second task of communication is to overcome the obstacle of low 

brand awareness of Kia among customers. Brand awareness is important. When people know 

more about Kia and the benefits, people will look for and buy more, and dealers sell more 

Kia cars, Kia will be the main brand in dealer shops. Therefore, better communication with 

dealers is the important thing Kia Sweden needs to do.  

 

Communication channel- Kia Motors Sweden official website 

The official website of Kia Motors Sweden is a useful interface for the customers. The 

website is divided into models, services provided by Kia Sweden, and so on. Kia Sweden 

builds the micropage of each model linked through the official website, and customers go 

into the micropage and see more information about models. All information of the nine 

different models (Picanto, Rio, Venga, Cee’d, Soul, Carens, Sportage, Carnival, and Sorento) 

sold by Kia Motors Sweden is available on the official website. The webpage of a model on 

the official website has the information of technical specifications, accessories with a 

brochure, financing, insurance and prices. Customers can log into My Kia website, and get 

comprehensive information, such as a manual for their cars, news, promotions, and can 
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contribute to a better environment by offsetting CO2 by recording its mileage. In a micropage, 

customers also can see the making of a commercial for a model, and download wallpaper and 

pictures of the model. On the website, customers can find the nearest Kia dealer shops in 

Sweden with contact information. When customers are interested in buying Kia cars, the 

official website has all the information they need, and the website and information is 

available in Swedish only.  

 

The community marketing 

Not only a commercial and a showroom for selling products, but the Internet is crucial to 

communicate with customers these days. On the Internet, there are many community websites 

like Twitter and Facebook to communicate with friends. Many companies build their own 

brand blogs or webpages on these community websites to announce themselves and 

communicate directly with customers. This is community marketing. Community marketing 

is one of new ways for brands and companies to get more attention. Community marketing is 

not very effective to Swedish customers today, but it will be important in the future. People 

are getting more and more into these kinds of media, and more restrictive about advertising. 

Therefore, a company should be a part of this area, because the company should be 

everywhere to satisfy customers.  

According to the respondent, Kia Sweden just started to build these kinds of websites on 

Facebook, YouTube and elsewhere with a domestic agency (Maria Berglund, 2010). The 

website is not for selling cars, but shows the brands in the front line of the customers’ mind. 

When Kia Sweden is doing things in the right way, Swedish customers can help Kia Sweden 

through its websites. What Kia Sweden needs to do is to be creative and to find new solutions 

faster than other competitors. It takes time to build a strong brand name to create profits as 

well. However, Kia Sweden has done it earlier than other car brands that are still doing it 

through old-fashion marketing like advertising on TV and newspapers only. Kia Sweden 

exposes the brand in various ways with a young-at-heart feel. When customers like the 

commercials or special offers that Kia provides, customers can express their approval and 

send information to their friends through the websites. Kia Sweden gets potential customers 

from the young generations who are actively participating on the community websites in the 

present and will become actual buyers in the future. 
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Sponsorship 

Kia Sweden has been doing extensive marketing to build brand awareness and create 

brand image through media. Kia Motors Corporation engages in sponsorships with: FIFA, 

IFK Göteborgs, Australian Open, Nobel Museum, the Stockholm Fashion Week and Rafael 

Nadal who is an internationally famous tennis player. Kia Sweden is locally involved in 

sponsoring the soccer team, IFK Göteborgs, Nobel Museum in Stockholm and the Stockholm 

Fashion Week. The respondent said that sport marketing takes lots of money and time, but it 

is not important for actual sales growth in Sweden. In general, Kia Motors Corporation makes 

commitments to soccer, tennis and motor sport. Sponsorship with FIFA in general, Kia 

Sweden started to sponsor IFK Göteborgs in 2008. Moreover, Kia Sweden is concerned with 

high-fashion design and quality, Kia became the official car of the Stockholm Fashion Week 

and awards 20,000SEK since 2007.  

 

Public relations- Collaboration with other brands 

Conversely, Kia Sweden wants to build brand identity with design; sponsoring Stockholm 

Fashion Week is a unique marketing opportunity for the entire Kia Motors Corporation. As 

stated above, Kia Sweden launched a collaboration with three designers and three models of 

the Soul in 2008. Once again, Kia Sweden launched the Venga in 2010, had a public relations 

campaign with Brothers and Sisters, the Swedish clothing company. Brothers and Sisters are 

two volume-oriented concepts for men and women between 25 to 45 years of age which is a 

similar age range to Kia’s target customers. With the collaboration with Brothers and Sisters, 

Kia Sweden had an audition to pick two men and two women amateur models and shoot a 

commercial in Dubai. The models were wearing clothes from Brothers and Sisters, and the 

commercial shows the high-fashion design of the Venga. The clothes and Venga were 

launched during The Stockholm Fashion Week in February, 2010, and the making film of the 

commercial is available on the Venga micropage and on YouTube, too. Moreover, Kia 

Sweden stores install materials in the Brothers and Sisters stores for lottery competition 

worth a 10,000 SEK Brothers and Sisters gift card.  

Using other brands is another way to increase brand advantages for Kia Sweden. In the 

same way, Kia Sweden was the first company to sell cars in the department store, NK 

(Mordiska Kompaniet). In December, 2006, Kia launched “Kia Picanto iWhite limited 

edition” with five models of white Picanto and white iPods. NK is a store for premium 
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customers with high quality and classic products. If people think of cars being sold in NK, 

normally they would think of BMW or Audi which are high priced luxury cars. However, it 

was Kia with a small sized car, the Picanto. The collaboration with other accessories like bags 

and perfumes is showing “the power to surprise” as reaching their brand vision. Kia sold the 

Picanto in the department store as an accessory and built Kia brand awareness with other 

famous brands.  

 

Care of the environment 

As with most companies, automobile companies invest lots of money to protect the 

environment. People think we must pull together to help the earth’s health. Generally, Kia 

Motors Corporation constantly works to green its manufacturers by building Kia cars using 

fuel efficiently with as little environmental impact as possible. People who drive Kia cars can 

contribute to a better environment by using its cars.  

Kia Sweden also takes the responsibility by being involved in projects that help to bring 

sustainable development for the environment. Kia Navigate is a project partly designed to 

compensate for the CO2 emissions from Kia cars, and was released in December 2008 (Kia 

Motors Sweden – Kia Navigate Homepage). The project is the first step in the development 

of Kia Sweden’s environmental project with Trees for Travel together. Trees for Travel is an 

independent organization which works to reduce global warming by planting trees and 

sustainable energy projects as well as informing people about climate change. Kia Sweden 

invests in the project by getting local farmers to grow trees called a jatropha shrub in Mali, 

Africa. Mali is one of the poorest countries in the world. Kia Sweden and Trees for Travel 

have developed the CO2 compensation project, Kia Navigate. The trees are used instead of a 

fence to protect houses from the wild animals, and the nuts from the trees can be used to 

product bio-diesel. The bio-diesel from the nuts is an eco-friendly alternative to fossil fuels. 

Kia Sweden has renamed its nuts and calls them “climate nuts.” Trees absorb carbon dioxide 

as well. This is a weapon against global warming. As known, diesel is a commonly used fuel 

in the world. Millions of liters of diesel are used every month in Mali. The “climate nuts” 

from the shrubs are refined to high-quality bio-diesel. The future bio-diesel from the jatropha 

shrubs can replace normal diesel, which is heavily consumed in Mali. Moreover, the Kia 

Navigate project benefits local people more. Kia Sweden works closely with a farmer’s 

cooperative to create more jobs in Koulikoro, Mali. The project has been successful, and in 
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addition to planting shrubs, many new jobs have been generated. In 2008, over 5,000 farmers 

were involved in the jatropha project. The size of the project means that people can reduce 

CO2 emissions for every new Kia car sold in Sweden. If Kia sells 10,000 cars every year, the 

shrubs are available to cover it, because if 10,000 cars are sold, they will need 200,000 of 

shrubs, and they already have planted over 1,000,000 of shrubs.  

Here are some of the advantages of the project (Kia Motors Sweden – Kia Navigate 

Homepage): firstly, local farmers make an extra income by selling oil to the factory; secondly, 

the biodiesel produced will gradually replace fossil diesel; the most important thing is that 

Kia Sweden can reduce CO2 emissions from all Kia cars. Swedish people very much care 

about the environment, and Cee’d ECO is the second highest selling environmentally-friendly 

car in Sweden after Volvo. The respondent states, as the Kia Navigate project is announced to 

Swedish people more and more, people will be more interested in buying Kia cars to decrease 

CO2 emissions.  

 

4.4.  Kia Motors Sweden’s achieved brand image 

After all of what Kia Sweden has done through media messages, what customers have 

received from the messages is vital to build a good brand image. In the past, the general Kia 

brand image was “everywhere but nowhere”, which means there were many Kia cars on the 

street, but no one knew or noticed the Kia brand. People in Sweden think still Kia is quite low 

priced with good quality but not high quality (Maria Berglund, 2010). This is how Kia 

Sweden is perceived by the customers. The image of Kia in Sweden is changing more 

through its nice design, but it takes a long time. The first thing that still comes to customers’ 

minds when they heard about Kia Sweden is low price, even if the price is similar with other 

car brands. What Kia Sweden wishes for is an image of a nicely designed car with good value 

and a long warranty. Many people still do not know about the long warranty (Maria Berglund, 

2010). Kia Sweden thinks when people hear more about the seven year warranty, they might 

consider buying, and in the end the Kia brand can get into their awareness. 
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5. Analysis 

he following chapter will serve to analyze how Kia Motors Sweden adapted 

brand management to the Swedish market. The chapter begins with a 

recapitulation of the brand identity and brand image model. In accordance with introduced 

research questions, that follows the main part of the analysis according to topic. The findings 

are based on data gathered from the interview.  

 

5.1.  Kia Motors Sweden’s brand identity and brand image model 

The empirical analysis is based on Kapferer and de Chernatony which was discussed 

earlier in the theoretical framework chapter. In this chapter the model will be adapted to the 

specifics of this case. The model (Figure 8) will be applied for each section; brand identity, 

communication, and brand image. However, the brand image is not clearly communicated, 

and the dealers and customers have a different perception of Kia brand.  

 

 

Figure 8. The Kia Motors Sweden's brand identity and brand image model 

(Source: Author's own) 

 

5.1.1. Brand identity  

The brand identity process has four factors: brand vision, culture, personality and self-

image. The creation of brand identity within Swedish market will be given in this section. 

T 
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As stated in the previous chapter, brand vision is how a company develops the vision for 

the brand to create the continuation in the competitive environment. Building brand vision is 

the first and foremost thing the company does when they enter the new market. However, 

foreign companies already have their brand vision, so subsidiaries follow the brand vision in 

their countries. Kia Motors Corporation has built its overall brand vision, and Kia Motors 

Sweden makes their own brand values based on the brand vision from the headquarters. Kia 

Sweden is a sales-oriented organization, and to increase sales, customers should know about 

the brand. Therefore, brand power and brand awareness are important to be able to increase 

sales locally. The brand values are built differently depending on the country’s culture. 

When Swedish people buy a car, they consider safety first and foremost. Volvo, the 

Swedish automobile company was the first automobile company to invent the safety belt for a 

car. Still, people think Volvo equals safety. Sweden has already the large numbers of domestic 

and international companies, these companies are finding it harder to attract Swedish 

customers’ attention and loyalty. Kia Sweden is still providing lower price with good quality 

products to take competitive advantages from competitors. However, Kia Sweden’s core 

values are showing high-fashion design and good quality. Kia Sweden considers the Swedish 

culture, and use locally produced materials. Using Swedish language and understanding 

Swedish culture is one of the successful facts of Kia Sweden. Not only external stakeholders, 

but also internal stakeholders are important when a foreign company builds brand awareness. 

Kia Sweden hires Swedish employees to understand Swedish culture more. When employees 

satisfy their cars truly, customers also like their cars as well. Since 2006, Kia Motors 

Corporation has considered design as one of the core values, and employees are satisfied with 

its cars more and more. What employees think about the brand is a certain type of internal 

brand image, i.e. self-image.  

It can describe a company as a person as mentioned above. Korean car brands are 

perceived as having lower price and good quality, not high quality. However, Kia Sweden has 

pride with good quality and high-fashion design. Functional qualities like horse-power and 

other technical functions are not as important anymore, but emotional aspects are becoming 

more relevant. When a brand satisfies itself, customers will also be satisfied in its brand. This 

is the self-confidence which Kia Sweden has in its personality and self-image of the Kia 

brand. In conclusion, establishing the brand vision and having a grasp of the culture are the 

important factors to develop brand identity. 
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5.1.2. Brand image 

As explained, brand image is what customers notice about a brand, and it is divided into 

two different brand images: desired and achieved brand images. When the brand image which 

is held by customers fits the company’s brand identity, the brand management has succeeded. 

When the factors of brand image: positioning, relationship and reflection, fit with the identity, 

the company can reinforce the brand identity as the brand image.  

Customers think the Kia brand image is low price with good quality and a long warranty. 

Quality and the long warranty correspond with Kia Sweden’s brand identity, and therefore, 

the company has the benefit by reinforcing this brand image. Design, however, is not derived 

from the image which Kia Sweden includes in its brand identity. The Kia brand just recently 

started to consider design as part of the brand identity. Therefore, it seems that design must 

find its position as part of the achieved brand image in the future. The study has shown that a 

lower price image remains as part of Kia’s brand image, but it is changing to good quality and 

good design. 

Employees have become more enthusiastic for their company, and customers like Kia 

cars because of high performance for its price. The customers see Kia cars are well worth the 

money. This might be one of the reasons Kia has succeeded in the recent economic crisis. The 

Swedish people want to buy smaller environmentally-friendly cars to protect the environment, 

which are family-oriented. Women are equal to men, and mostly women choose their family 

cars in the end. Women do not check the functional qualities, but women look for a nice 

design in a car. Kia Sweden has been figuring out the Swedish people and culture, and has 

been communicating to them with the local language. Kia Sweden provides small and 

medium family cars with the Euro NCAP five star rating for safety and the longest warranty 

along with quality, high-fashion design, and a lower price than competitors. It is reasonable to 

think that Kia will be first in the target customers’ mind in the foreseeable future in Sweden.  

 

5.1.3. Communication 

Communication strategies help to convey brand identity to brand image and also are 

conveyed on the other way around. By communicating through different channels, customers 

get the message of the company’s brand identity, and decode it as the brand image. Therefore, 

communication is essential to succeed with a brand management that overlaps brand identity 

and brand image.  
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The method of communication in Sweden is divided mainly into two aspects: through 

dealers and through media. Firstly, the automobile companies sell cars through dealers in 

Sweden. The dealers are one the important sources to communicate with customers. The 

dealer shops are run as the multi-brand shops; there are the main brands and other brands. 

Through dealers, Kia Sweden conveys the brand identity to customers indirectly, but this is 

not easy to communicate with customers through dealers. The brand identity which Kia 

Sweden wants can be changed easily because local dealer implementations are different. 

Conversely, Kia Sweden uses media to have good and stable communication with 

customers. As mentioned above, Kia Sweden uses Swedish language and Swedish people to 

touch Swedish emotions when it designs media advertising. Sponsoring a local sport team, a 

sport event and a local exhibition are the way to build brand power and brand awareness. The 

collaboration with local clothing and accessory brands and local stores is an effective way 

through public relations to show the high-fashion design. This is why Kia Sweden sponsors 

The Stockholm Fashion Week. The Kia brand power is still weak, therefore collaborating 

with famous brands is the way to increase brand power. Especially, using local brands is more 

effective to communicate with local customers. Moreover, communicating on the community 

website is becoming essential to reach the young generation. They are very discerning and 

active. The Internet website and the mobile channel, the communication channels, can 

complement other aspects by being a fast-paced way for building brand image.  

For foreign companies, the communication should be concerned with the culture to 

overlap brand identity and brand image to customers.  
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6. Conclusions and recommendations 

n this chapter, conclusions are drown based on the analysis of the empirical results, 

and recommendations are presented to Kia Motors Sweden suggested by a unique 

brand management model. In order to provide the results, all questions that have been 

proposed will be answered. Based on the finding, recommendations to how Kia Motors can 

adapt brand management strategy to the Swedish market will be offered. The 

recommendations will help Kia Sweden to place its position and to increase market share in 

Sweden.  

 

6.1.  Conclusions 

Since Korean automobile companies have been entering foreign markets, they have been 

growing rapidly and are close to becoming one of the top 5 best selling automobile 

companies in the world. Korean automobile companies entered foreign markets with low 

priced cars. Since then, they have been improving the quality of their cars and developing 

greatly. Now, Korean automobile companies are starting to take another step further in 

growth, and mainly are considering environmentally-friendly technology and high fashion 

design concepts.  

This study has dealt with how Korean automobile companies establish brand management 

strategies to target a foreign market, especially the Swedish market. Moreover how their 

brand identity differs from their customer’s brand image has been examined. In order to get 

the results of the research the research questions will be answered to draw conclusions. 

 

 
 

The core values of Korean automobile companies are lower price and high quality in 

Sweden and other countries. Still, Korean automobile companies are viewed as lower priced 

cars compared with other foreign automobile companies. The trend is changing, and now in 

the U.S., Hyundai Motors Corporation Sonata is one of the best selling cars (Aol Autos, 

2010) with reasonable price and modern design. Korean automobile companies are trending 

toward modern design, as Kia does, and producing cars with stylish exteriors and ergonomic 

I 

Research Question 1: 

What are the core values of Korean automobile companies in the Swedish market?  
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interiors. 

Kia Motors Corporation’s overall core values are challenge, creativeness, enthusiasm, 

collaboration and global awareness with the vision of “innovation for customer.” Kia Motors 

Sweden is dominated by the Kia Motors Corporation and has chosen the core values by itself. 

The Kia Motors Sweden’s core values are high-fashion design and good quality. Kia Motors 

Sweden builds the brand vision based on its core values, design and quality to create the 

brand identity. These core values affect the brand management of Kia Motors Sweden 

directly by placing one of factors of the brand identity. Since Kia Motors Corporation entered 

Sweden, the Kia brand values which are dynamic quality, trustworthiness and fun have been 

established by the general brand slogan, “the power to surprise.” 

  

 
 

To adapt brand management to the Swedish market, a company should know or build the 

brand identities and understand its brand image when customers choose its product. The main 

factors have been identified: brand vision, culture, personality and self-image to influence 

brand identity; and positioning, relationship and reflection to influence brand image. 

As mentioned above, Korean automobile companies are viewed as having high quality 

and modern design by foreign customers in other countries. Moreover, it can be concluded 

that Kia Motors Sweden works hard on the brand vision which is quality and design. To 

improve the brand identity, Kia Motors Sweden shows its product’s quality with the Euro 

NCAP five star rating and seven year warranty to the Swedish customers through various 

communication channels. Moreover, the Swedish culture has influenced Kia Motors Sweden, 

showing the safety of cars and protecting the environment have become driving forces to Kia 

Motors Sweden for the Swedish customers. However, due to the high degree of competition, 

Kia Motors Sweden has started to build its own culture inspiring trustworthiness and fun. Kia 

Sweden internally has made the Swedish employees satisfied with Kia cars through high-

fashion design and good quality and helped to build the trustworthiness of the Kia brand, 

thereafter. Kia Motors Sweden employees have pride and satisfaction as its self-image of the 

Kia brand which underlines the importance of having the Kia brand identity and maintaining 

Research Question 2: 

Which are the brand images of Korean automobile companies in the Swedish market?  
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a good reputation from customers. To have fun with the Kia brand, Kia Motors Sweden 

surprisingly launched new car models in the Stockholm Fashion Week in order to match with 

the high-fashion design of the cars. In conclusion, Kia Motors Sweden has the two different 

aspects of brand identity: there are the emotional aspects of fun, satisfaction and 

trustworthiness; the functional aspects of high-fashion design and good quality.  

Where a company is positioned is important to build the brand identity internally, and get 

the right brand image externally. However, the brand image can be divided in the desired 

brand image and the achieved brand image. Firstly, Kia Motors Sweden has chosen the target 

customers who are in the 30 to 50 age range with family and are interested in quality of life. 

The Swedish customers like small and medium sized cars with multi-purpose, as other 

Europe countries customers do. Therefore, Kia Motors Sweden targets the right customers 

with the right models such as Cee’d which targets customers who have a family. Kia Motors 

Sweden also builds the right brand identity with fun, trustworthiness and safety. The desired 

brand images are high-fashion design and good quality which are same as the internal brand 

identity. Kia Motors Sweden shows the safety of its cars to build trust, and gives its 

customers self-confidence with its high-fashion design. Conversely, the achieved brand image 

is lower price with good quality. Kia Motors Sweden gives the best value for the money to 

customers. However, high-fashion design is still not derived from the brand image. Kia Motors 

Sweden knows the high-fashion design image is being considered by customers recently.  

To answer the research question, there are not any specific brand image factors to convey 

brand identity, but most of the factors of the brand image convey brand identity. In this case, 

the brand image of having high performance for its price is Kia Motors Sweden’s brand 

image. It also applies to other Korean automobile companies in the Swedish market. 

Moreover, to find out the relation between brand identity and brand image, the 

communication channels such as media and dealers are needed to engage the local customers.  

 

 
 

Usually when a company enters a foreign market, they promote its product in the local 

language for better understanding. Korean automobile companies also use the local language 

Research Question 3: 

How are the brands communicated to the Swedish customers?  
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for foreign customers. In the Korean market, automobile companies sell their cars at a branch 

retail store or at an agent directly. However, other countries like Sweden and the U.S. have 

communication channels with dealers indirectly. Korean automobile companies use similar 

communication channels to fit a foreign market, not the channels found in the Korean market. 

Moreover, the most common but important communication channel, media -advertising, and 

the official and community website, etc.- is useful to Korean automobile companies in 

foreign countries.  

Kia Motors Sweden conveys a message in the local language to local customers, and this 

is a key to success. Understanding their culture and using local language makes a foreign 

company approachable to local customers. Some global advertisements are not suitable to the 

Swedish culture, Kia Motors Sweden makes its own advertisements to reach the Swedish 

customers and to touch their emotions. Kia Motors Sweden builds the collaboration with 

local clothing brands to communicate with the Swedish customers more easily, and to show 

high-fashion design of the cars as well.  

In addition, there are several communication channels that Kia Motors Sweden uses to 

communicate with customers. Based on the research of the Kia communication channels, it 

can be concluded that Kia Motors Sweden uses the communication channels such as media 

and dealers to convey messages. Through dealers, Kia Motors Sweden indirectly conveys the 

brand identity to customers, the relationship with dealers is important to match the achieved 

brand image with the desired brand image. Moreover, the media channels are used to build 

the Kia brand image. It can be further concluded that Kia Motors Sweden designs media 

advertising to elicit an emotional response in Swedish customers, and customers gather 

information about the products and evaluate products through the official website and the 

community website directly. In addition to communicating to the Swedish customers, public 

relations are considered. The high degree of involvement in the public relations sector 

underlines the importance of putting a greater effort into showing how Kia Motors Sweden 

contemplates the society. Kia Motors Sweden helps to protect the environment with a project 

called “Kia Navigate” and is involved in the local economy by sponsoring a local soccer team 

and a local exhibition, the Stockholm Fashion Week.  

To answer the research question, a car brand should communicate to customers in official 

and unofficial ways. To have the specific brand identity, official websites and advertisements 

are important to give exact information to customers. In addition, unofficial community 
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websites are important to figure out if customers are satisfied or dissatisfied with the brand. 

Not only automobile companies’ brands, but also all companies’ brands need to keep 

communicating with customers directly and indirectly.  

 

 
 

An answer to this question will be provided in the form of the model (Figure 8 above) on 

how Korean automobile companies adapt their brand management to the Swedish market. In 

order to present a clear structure, it will divide the brand management into brand identity, 

brand image and communication.  

 

Brand identity 

Brand identity is built by the internal factors: brand vision, culture, personality and self-

image as mentioned above. According to this study, there are no specific factors required to 

build Kia Motors Sweden’s brand identity. However, it is assumed that all factors are related 

to build the brand identity and these are duplicated. The aspects may not be accentuated in 

Kia Motors Corporation’s global identity, but it could be accentuated in Sweden. The Kia 

Motors Sweden’s brand identities are high-fashion design and good quality as their core 

values. Kia Motors Sweden needs to specify what actually constitutes high-fashion design 

and good quality to provide them to the Swedish customers. Moreover, Kia’s emotional 

aspects which are fun and trustworthiness need to connect with functional aspects.  

 

Brand image 

Brand image is built by the external factors: positioning, relationship, and reflection as 

mentioned. The achieved brand images which are lower price and good quality do not exactly 

match with the desired brand images which are high-fashion design and good quality. 

Moreover, Kia Motors Sweden is positioned in two different segments: small and medium 

sized cars, and SUVs, so Kia Motors Sweden needs to completely clear its positioning. 

 

Communication 

Kia Motors Sweden’s main problem in the Swedish market is a weak relationship with 

Main Question: 

How do Korean automobile companies adapt brand management to the Swedish market?  
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dealers. Therefore, Kia Motors Sweden changed many dealers recently to build strong 

communication channels. The communication channels through dealers will reach target 

customers exactly and will build strong brand power. Moreover, Kia Motors Sweden mainly 

focuses on advertising with public relations to convey its identity to customers exactly and 

directly.  

Figure 8 demonstrates the factors of both the brand identity and the brand image on the 

brand management strategy in Sweden. These are the circumstances of Kia Motors Sweden. 

Firstly, it is apparent that small and medium sized cars account for a great portion of the 

Swedish market, therefore Korean automobile companies like Hyundai Motors Corporation 

need to devise brand marketing strategies considering the environment and the family-

oriented desires to succeed with brand management in this market. To be successful, it is 

evident that brand identity and brand image should be interchangeable, and communication 

channels help to match them together.  

Since Kia Motors entered the Swedish market, they have had difficulty selling cars. 

However, after the Kia Motors Sweden branch was established, they have focused on the 

Swedish culture and built up marketing concepts related with those factors. Therefore, sales 

have been increasing. When customers are notified of a brand, they have the brand image, 

and companies try to match it with its brand identity through various communication 

channels. Now, Kia Motors Sweden is set on taking over the niche market targeting female 

customers through design.  

The Swedish culture is family-oriented, the environmentally-friendly, gender neutral. To 

enter this country, an automobile company needs much consideration of how 

environmentally-friendly their cars are, how satisfied both men and women are and need a 

seating capacity to fit the entire family. Sometimes a company may enter the market and find 

brand identity and brand image are matched, and may manage their brand based on that.  

This study is a step forward in the earlier brand management studies. Furthermore, this 

study helps to grasp brand concepts not only in Sweden, but also in all countries. Moreover, 

recommendations as how the Korean automobile company reacts to adapt the brand 

management to the Swedish market are given in the following section.  

 

6.2.  Recommendations 

The recommendations are provided by the research questions. The recommendations also 
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are divided into brand identity, brand image, and communication.  

 

Brand identity 

 Based on the study, it can be concluded that Kia Motors Sweden should consider 

emphasizing the concept of “high-fashion design” to a target audience with an 

emotional aspect which is fun in its identity. 

Emphasizing the concept of high-fashion design does not mean changing the brand 

identity which is already included in the brand identity of Kia Motors Sweden. However, the 

current identity needs to improve to reach target customers. Kia Motors Sweden can 

accomplish the high-fashion design concept by highlighting that the Kia Soul and Venga won 

the “red dot” awards for design to Swedish female customers.  

 

 Reasonable price points should be accentuated in the Kia Motors Sweden’s 

identity.  

As mentioned, a residual brand image of lower price still exists in the Swedish market. 

Kia’s brand image is not cheap and it is not strongly regarded as the identity. However, 

“reasonable price” could be accentuated to build a strong brand identity in Sweden.  

 

 Moreover, the environmental awareness and care should be included along with 

trustworthiness in its identity. 

As the Swedish people care about protecting the environment, Kia Motors Sweden should 

actively promote the project, Kia Navigate. Kia Motors Sweden may hold a public relations 

campaign with current customers who have bought environmentally-friendly cars, and 

emphasize how much they have helped the environment through driving Kia cars. Moreover, 

Kia could encourage potential customers with public relations campaigns by educating them. 

In conclusion, Kia Motors Sweden could benefit greatly from a more environmentally-

friendly company image. 

Consequently, it is assumed that Kia Motors does not have primary adaptations of its 

brand identity to the Swedish market, but Kia Motors may need to take steps to become a 

reasonable alternative for Swedish customers. 
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Brand image 

 Kia Motors Sweden should consider focusing more on multi-purpose concepts in 

their positioning within the market. 

Kia Motors Sweden is positioned in with small and medium size as well as SUV in the 

market. The target customers are 30 to 50 years olds who have families. Therefore, Kia needs 

to clear its position in the segment of size. Instead of focusing on the size of cars, Kia Motors 

can consider the concept of “a multi-purpose car” to customers who have a family. Currently, 

Kia Motors Sweden markets a “family look”, but by expanding a broader concept within the 

target group, “a multi-purpose car” can be marketed to customers as one of the benefits of 

choosing Kia cars.  

 

Communication 

 Kia Motors Sweden should put more effort into establishing good relationships 

with dealers.  

Dealers are the linkage between Kia Motors Sweden and its customers. Therefore, the 

company can provide a unified display layout in dealer shops in Sweden. Kia Motors Sweden 

also contacts dealers frequently to prevent any action which can damage the Kia brand.  

 

 To build a strong relationship with Swedish customers, Kia Motors Sweden 

should emphasize its online community to reach Swedish customers directly and 

personally. 

To communicate with customers, Kia Motors Sweden uses standard communication 

channels which are through the media and dealers, but it needs to have a direct 

communication channel. An online community website can fix this problem. Still, community 

marketing mainly targets the young generation and is not effective, yet. Conversely, it is 

important to increase the brand power and to build strong brand awareness to potential 

customers. 

 

6.2.1. Suggestions for further research 

Finally, relevant considerations for future research need to be addressed. Firstly, this 

research is limited to only examining the automobile market in Sweden, the findings are not 

interchangeable with other markets. It could be interesting to explore other industries by 
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conducting a similar study of mine. Moreover, it would be exciting to conduct a similar study 

in other countries.  

Secondly, the research is focused on Kia Motors Sweden as an independent company 

without considerations to the mother company, Kia Motors Corporation. The current brand 

management has been adapted to the Swedish market, it could be interesting to investigate 

the relationship between Kia Motors Sweden and Kia Motors Corporation.  

Thirdly, how other factors affect brand image and brand identity have not been considered. 

It would be interesting to extend the study to see what other external and internal factors are 

affected by conveying brand identity and brand image. Furthermore, an investigation of 

dealer-company relationship was excluded. This study was concerned with the relationship 

between customers and the company. It would be also considered in further research.  
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8. Appendix 

Kia Motors Sweden sells nine different models: Picanto, Rio, Venga, Cee’d, Soul, Carens, Sportage, Carnival, and Sorento. All the 

information of models are extracted from the Kia Motors Sweden official website. 

 

 Class Price (SEK) Figure 

Picanto 
City car  
(A-segment mini car) 

Picanto 1.1 ECO*  
Picanto 1.1 ECO Komfort* 
Picanto 1.1 ECO Sport* 
Picanto 1.1 EX Aut. 

91,900 
107,900 
119,900 
117,900 

 

 
 

Rio 
Supermini car 
(B-segment small car) 

Rio 1.4 EX Sport 
Rio 1.4 EX Sport Aut. 

127,900 
137,900 
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Venga 
Supermini car 
(B-segment small 
car) 

Venga 1.4 EX 
Venga 1.4 EX Komfort 
Venga 1.4 EX Komfort+** 
Venga 1.6 EX Aut. 
Venga 1.6 EX Aut. Komfort 
Venga 1.6 EX Aut. Komfort+** 
Venga 1.4 CRDi EX* 
Venga 1.4 CRDi EX Komfort* 
Venga 1.4 CRDi EX Komfort+** 

139,900 
154,900 
162,900 
156,900 
171,900 
179,900 
154,900 
169,900 
177,900 

 

 
 

Cee’d 
Small family car 
(C-segment 
medium car) 

Cee’d 5 doors 
Cee'd 1.4 EX  
Cee'd 1.6 EX  
Cee'd 1.6 EX Komfort  
Cee'd 1.6 EX Aut.  
Cee'd 1.6 EX Aut. Komfort  
Cee'd 1.6 CRDi ECO*  
Cee'd 1.6 CRDi ECO Komfort*  
Cee'd 1.6 CRDi EX Aut.  
Cee'd 1.6 CRDi EX Aut. Komfort 

 
149,900 
159,900 
172,900 
169,900 
182,900 
174,900 
187,900 
187,900 
197,900 

 

 

Cee’d Sporty Wagon 
Cee'd SW 1.6 EX 
Cee'd SW 1.6 EX Aut.  
Cee'd SW 1.6 EX Komfort 
Cee'd SW 1.6 EX Komfort Aut. 
Cee'd SW 1.6 CRDi EX ECO* 
Cee'd SW 1.6 CRDi EX Komfort ECO* 

 
166,900 
176,900 
179,900 
189,900 
181,900 
194,900  



Appendix                                                                                Adapting brand management 

56 

 

Cee'd SW 1.6 CRDi EX Aut. 
Cee'd SW 1.6 CRDi EX Komfort Aut. 

194,900 
204,900 

Pro-Cee’d 
pro_cee'd 1.6 CRDi ECO Sport* 

 
187,900 

Soul 
Mini MPV*** 
(M-segment multi 
purpose car) 

Soul 1.6 EX 
Soul 1.6 EX Komfort 
Soul 1.6 CRDi EX 
Soul 1.6 CRDi EX Komfort 
Soul 1.6 CRDi EX Aut. 
Soul 1.6 CRDi EX Aut. Komfort 

151,900 
166,900 
166,900 
181,900 
176,900 
191,900 

 

 
 

Carens 
Compact MPV 
(M-segment multi 
purpose car) 

Carens 2.0 EX 5-sits 
Carens 2.0 EX, 7-sits 
Carens 2.0 EX, 7-sits Aut. 
Carens 2,0 CRDi EX, 5-sits 
Carens 2.0 CRDi EX, 7-sits 
Carens 2.0 CRDi EX, 7-sits Aut. 
Carens 2.0 CRDi EX, 7-sits Aut. Komfort

181,900 
191,900 
201,900 
197,900 
207,900 
217,900 
231,900 
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Carnival 
Minivan 
(M-segment multi 
purpose car) 

Carnival 2.2 CRDi EX** 
Carnival 2.2 CRDI EX Aut. 

281,900 
311,900 

 

Sportage 

Compact crossover 
SUV**** 
(J-segment sport 
utility car) 

Sportage 2.0 4WD 
Sportage 2.0 CRDi 4WD 

219,900 
254,900 

 

Sorento 
Mid-size SUV 
(J-segment sport 
utility car) 

Sorento 2.2 CRDi EX** 
Sorento 2.2 CRDi EX PP** 
Sorento 2.2 CRDi EX Aut.** 
Sorento 2.2 CRDi EX Aut. PP 

299,900 
324,900 
314,900 
339,900 

 

* ECO, a car with CO2 emissions under 120g/km  
** Factory order 
*** MPV: Multi Purpose Vehicle 
**** SUV: Sports Utility Vehicle 
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