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Abstract 
Master thesis in Business Administration, 15hp, School of Business and Economics, Linnaeus 

University, Växjö, Marketing, 4FE02E, spring 2011 

Authors: Jenny Andersson and Julia Borgvall 

Tutor: Engelbert Weiss 

Company contact person: Peter Samuelsson, Gunnebo AB 

Title: Securing the global brand strategy – global standardization or local adaptation 

Background: The infrastructure available today provides opportunities for companies all 

around the world to transcend national boarders easily and to operate on the global market. 

During the preceding decades, brand management in the international environment has been 

frequently discussed. The choice of a clear branding strategy and clear goals of what a 

company wants to achieve is of great importance. Furthermore, companies that act in a global 

environment need to decide upon whether to be standardized across these markets or to adapt 

to each specific market. 

Purpose: To reach an understanding of the factors influencing the choice of international 

branding strategy by global standardization or local adaptation.  

Methodology: A case study has been used in this research in order to meet the purpose. Since 

this thesis is of a qualitative character the empirical data has been collected through semi-

structured interviews within three respondent segments in the case organization: management, 

communication and sales. 

Conclusion: A conclusion drawn from this research is the importance of internal 

communication, when it comes to the formulation and implementation of brand strategies. 

Factors influencing the decision of a global standardize brand strategy can be; the possibility 

to become a strong global player, decreased expenses of marketing, economics of scale. 

Factors influencing the decision of a local adaptation strategy can be; cultural differences, 

history and heritage, better knowledge of the local market.  

Suggestions for further research: Further research could be to conduct a more thorough 

study with more respondents from different multinational companies and also to look at the 

customers' point of view. 
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1. Introduction 

The introductory chapter introduces the reader to the chosen research area and why this area 

of research is current and of interest. The background chapter includes a presentation of the 

subject of international marketing and brand management and highlight that this is a current 

and much discussed subject. This chapter also include a problem analysis that ends with a 

purpose, which is the foundation of this thesis. 

 

1.1 Background 

During the one year of master studies in marketing, we have gained a deeper knowledge 

within the fields of business development and international marketing strategies. International 

marketing strategies and brand management is a subject that interests us because of the 

current global environment of today's economy.  

 Today's infrastructure gives an easy access to people and places all around the world and 

products, services and technologies move easily across national boarders. Companies today 

have increased opportunities to enter foreign markets and it is common that companies 

operate in international environments. (Albaum & Duerr, 2008) 

 Brand management in an international environment has been more discussed and important 

for companies during the last 20 years. Seeing brands as the soul of the organization, 

companies need to develop the right strategies for the brand in order to be successful. 

(marketingweek.com.uk, 2011-04-28) Brand management is an important part in marketing 

and it is of importance for companies to have a clear strategy and clear goals of what they 

want to achieve, this will make it easier for them to set up goals for the market (A, 

brandxpressblog.com, 2011-04-29).  

 A brand can though not function without a brand strategy and brand management is about 

implementing the strategy of the organizations brand (brandxpressblog.com, 2011-04-29), 

with a clear strategy the company can also make suitable decisions for their brand 

(ezinearticles.com, 2011-04-29). However, developing an appropriate brand strategy can be 

the most difficult task in the brand management process (B, brandxpressblog.com, 2011-04-
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28). For international companies operating in different markets it is highly recommended to 

consider the local at the same time as considering the global competition. Companies can take 

the target markets economy, infrastructure and different cultures into consideration when 

developing a brand strategy and decide upon how they want to compete in order to gain 

competitive advantage and market share. This means that the organization needs to decide 

whether to be standardized across markets or adapted to a specific market. 

(pagerankstudio.com/Blog/, 2011-04-29)  

Vodafone did in 2001 make the decision to change their brand strategy and go from local 

adapted brands into one global standardized brand. They developed a clear strategy and did 

manage to keep the strength and value in all their local brands into a global standardize brand. 

(Steenkamp et al., 2003) The challenge Vodafone had to face when going towards having a 

global standardized brand, was not only to integrate the technology, but also to integrate the 

people within the organization to assimilate with the new banding strategy they developed 

(Hitt, et al., 2009)  

The issue most companies face when developing an appropriate brand strategy in the 

international environment, in order to compete better and to achieve competitive advantage in 

markets, is to go global and standardize their brand management or if the organization instead 

should adapt their strategies to fit the specific target market. (pagerankstudio.com/Blog/, 

2011-04-29) 

This is the foundation of why this thesis will be about international branding strategies, with 

a focus on global standardization and local adaptation.  

1.2 Problem discussion 

During the last decades, globalization has become one of the most discussed topics in the 

academic world. There are many different definitions of the meaning behind globalization. 

One definition which seem to be highly accepted is; “globalisation is a process fueled by, and 

resulting in, increasing cross-border flows of goods, services, capital, people, information, 

and culture. It is like moving towards living in a borderless world” (Hudea & Papuc, 2009, 

pp. 302).  

Going towards globalization and internationalization provides, at the same time, both 

opportunities and challenges for companies. Bigger markets mean bigger profits. (Hudea & 
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Papuc, 2009) A reason for companies choosing to enter new international markets is that a 

company can gain competitive advantage (Lee & Chen, 2003). Other reasons for companies 

to go international are that globalization can yield economies of scale and scope in R&D, 

manufacturing and marketing (Steenkamp et al., 2003). When an organization has decided to 

grow and take on new international markets, the organization face another challenge; which 

business strategy the company need in order to achieve the new goals.  

 According to Hudea & Papuc (2009), choosing an international business strategy is always 

a critical challenge for an organization. The authors continue to argue that any company 

passing from a domestic position to a global position go through several stages and adopt 

various instruments that allows the company to move towards internationalization and finally 

to globalization. To achieve sustainable growth and competitive advantage in markets that are 

constantly becoming more and more global, it is essential for companies to understand the 

complexity and diversity of international marketing. Successfully facing this challenge and 

getting competitive advantage is not an easy task. (Hudea & Papuc, 2009) 

 As companies have become ever more globalized, marketing has had to learn how to come 

to terms with the realities of cultural and other differences in different markets around the 

world (Sinclair & Wilken, 2009). Companies need to decide whether to have a homogeneous 

or a heterogeneous strategy (Lee & Chen, 2003). The debate on standardization and 

globalization verses customization and adaptation of the international markets has been 

discussed for decades and is still a much discussed topic (Medina & Duffy, 1998 and 

Ghantous, 2008). The globalization of markets is attractive for multinational companies 

because it can lead to greater global returns if the company adopts a global standardized 

marketing strategy. However, the reality of global marketing has proved to be more complex 

than the standardized marketing strategy suggests. While standardization has continued to be 

attractive to marketers, since Levitt advocated the theory of global standardization, the need 

for a development of adaptive or localized strategies has been necessary in order to deal with 

market-by-market variations. (Wilken & Sinclair, 2011) 

 In the beginning of the 1990s a new concept was developed called glocalization which 

meant pursuing global localization* rather than global standardization, it was a kind of middle 

ground between the extremes of global standardization and local adaptation. More recently, 

                                                
* Throughout this thesis global localization will be referred to as glocalization 
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another part of the marketing academic debate has taken hold, in which the geographic region 

has reemerged as a key. Regionalization is now a concept that like glocalization suggests a 

middle way between global standardization a local adaptation, taking geographic regions into 

consideration. (Wilken & Sinclair, 2011) 

 As mentioned above, multinational companies face challenges in their international 

marketing efforts, Ghantous (2008) argue that this is especially concerning the management 

of their brands. Taking a company's brand to an international level offers great opportunities 

but the choice of whether to have a global standardization brand strategy or a local adaptation 

brand strategy is still a decision that has to be made. While standardizing the brand across the 

globe can result in cost savings and greater returns, cultural differences and geographical 

distances are still important to take into account and have impact on consumer's behavior. 

(Ghantous, 2008 and Wilken & Sinclair, 2011) Ghantous (2008) argue that cultural 

differences are the main barrier to global branding.  

 The decision regarding which brand strategy to choose is a much discussed subject within 

organizations and the question whether to use a global standardized or a local adapted 

approach is a critical decision. 

1.3 Purpose 

The purpose of this thesis is; To reach an understanding of the factors influencing the choice 

of the aspects of international branding strategy global standardization or local adaptation. 
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2. Theoretical Framework 

In the theory chapter relevant theories that will help to meet the purpose of this thesis will be 

presented. First, we intend to create an understanding of why it is important for companies to 

have a clear international marketing strategy with a focus on branding strategies. The 

theories presented in the sub chapters are global standardization together with local 

adaptation and glocalization together with regionalization. This chapter concludes with a 

discussion of how these concepts are connected and the state of the art. 

 

“Strategy, creativity and leadership are to a brand what fuel, heat and oxygen are to a fire: 

reduce one and it flickers, remove one entirely and it is extinguished ”  

(Van Gelder, 2005 p. 396) 

Multinational corporations today constantly face important challenges in their international 

marketing efforts, Ghantous (2008) and Koller (2007) argue that these challenges especially 

concern the management of their brands. Companies face the challenge of developing 

superior products and services as well as a brand, which have a unique brand identity and 

positive image. In order for a brand to contribute to the overall success of a company in a 

significant way, continuous targeted resource investment decisions are necessary to achieve 

the success. (Herrman et.al, 2010)  

 Van Gelder (2005) argue that soon, very large sections of the world population is becoming 

more and more difficult to attract and people will start to look carefully at what brands have to 

offer them. This is due to some factors, such as people around the world overall has become 

richer, the trade liberalisation and subsequent global competition have increased the supply of 

goods and services to consumers and due to increased competition many product life cycles 

have shortened. Because of the shortened life cycles people are offered new, innovative and 

better products and services all the time. People will have little time or mind space for 

decisions and they will perhaps choose those brands that they feel clearly offer them the most 

value. The question here is how global brands will cope with this demand and the need for 

clear branding strategies are crucial. (Van Gelder, 2005) 

 When deciding to operate and launch products onto foreign markets, a sound international 

marketing strategy should be used. When acting internationally, companies have to make clear 



Securing the global brand strategy  Andersson & Borgvall 

 10 

decisions regarding whether they should use a global standardization strategy or a local 

adaptation strategy. (Hudea & Papuc, 2009) Globalization has brought about profound 

changes in the society and a central theme of globalization for international companies is the 

discussion of having a globalization strategy with more standardized component of the 

marketing process or a local adaptation strategy. (Bhatia & Bhargava, 2008) 

 There are a lot of decisions that managers have to make when it comes to global marketing 

and branding strategies. The discussion about to what extent advertising across national 

boarders should be standardized across markets or localized specific to each market or a 

mixture of these two, is a key discussion when it comes to global marketing success. While 

standardization always is attractive to global markets, because of promises of a greater global 

return, adaptive or localized strategies have developed to cope with market-by-market 

variations. (Wilken & Sinclair, 2011) 

2.1 Global standardization and local adaptation 

Global standardization 

Standardization is sustained by the idea that, in this global world, people are becoming more 

and more connected and closer to each other, this is due to the fact that it is easier to reach out 

to people through, for example; fast travelling means, satellite television and internet with 

international e-commerce. These factors make people live somehow altogether in a reunited 

space. (Hudea & Papuc, 2009) 

 The concept of standardization and globalization are often used together but they also have 

different definitions. The concept of standardization can be described as “the process of 

extending and effectively applying domestic target-market-dictated product standards – 

tangible and/or intangible attributes – to markets in foreign environments.” (Medina & Duffy, 

1998, p. 228) Other definitions and description of this term exists and most of them are 

aiming at having fewer choices of components, both tangible and intangible and fewer 

variations of products that must be produced. (Medina & Duffy, 1998) Globalization is a 

concept that has been much discussed during the past decades. The concept of globalization 

can be described as a process fuelled by, and resulting in, increasing cross-boarder flows of 

goods, services, capital, people, information and culture. Globalization can be seen as moving 

towards living in a world without borders. (Hudea & Papuc, 2009) Medina & Duffy (1998) 
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define globalization as “...the firm with global ambitions should approach the process of 

globalization with the idea of adopting as many attributes as possible from the products it 

markets around the world, with the idea of making them standard in a global product design” 

(pp. 230-231) 

 Some researchers in business and marketing recommend a unified global strategy for 

companies operating in a multinational environment. Levitt's theories (1983) suggest that 

companies have to ignore the superficial regional and national differences to succeed in 

international marketing. Levitt's theory builds upon learning to operate as if the world were 

one large market. If companies view the world as one market they need to strive to sell 

standardized products, employing the same strategy throughout the whole world. (Maynard & 

Tian, 2004) This concept developed by Levitt in 1983 is attractive for multinational 

corporations operating in many countries all over the world. Standardization was and is seen 

to have economic advantages because it promises greater global returns through the adoption 

of standardized marketing communication efforts. (Wilken & Sinclair, 2011) Other 

advantages with standardization are the creation of a stronger global international identity 

through consistent positioning and image across many markets. Cost reduction through 

economies of scale in advertising, production and also effective use of advertising budget is 

other advantages that standardization can yield. (Sinclair & Wilken, 2009) 

 Probably due to the economies of scale and cost saving benefits associated with this 

strategy, many academics have discussed this research theme in the past and contributed with 

varying degrees to this research. Recently, there have been new contributions to the research 

concerning marketing standardisation strategy. (Chung, 2007) According to Chung (2007) it is 

confirmed that the marketing decision making structure is an important aspect of the 

standardization strategy. This new contribution regards marketing standardization strategy by 

examining whether a company’s choice of marketing decision making structure is a factor in 

marketing standardization strategy. The marketing decision structure represents the degree of 

authorisation, which a company's local representation is given when formulating their own 

marketing strategies. (Chung, 2007) 

 The concept of standardization is often used in conjunction with the term globalization 

(Medina & Duffy, 1998). When a company reaches a global stage, the focus is centred on the 

global market. At this stage it is no longer the domestic market that is the core of interest. In 
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this global stage of a company, the goal is to sell the same thing, the same way, everywhere. 

An example of a truly global company is Microsoft, which is a company that sells products 

that are standardized and the same all over the world. However, many companies do not reach 

the stage of complete globalization and this is partly the reason why the discussion of global 

standardization and local adaptation is a complicated one. (Hudea & Papuc, 2009 and Wilken 

& Sincalir, 2011) 

 Medina & Duffy (1998) argue that it is possible for companies to develop a globally 

standardized product. They argue that it means pursuing a brand strategy where the goal is to 

achieve uniformity of standards, in key brand attributes around the world. Wilken & Sinclair 

(2011) argue that standardization can be seen as a concept that is abstract in the sense that all 

cross-cultural marketing requires some degree of interaction between standardization and 

adaptation to local markets.  

 When it comes to advantages of global standardized brands economies of scale are by far 

the main advantage mentioned by several authors. As global brands standardize their 

marketing strategy, this generates important cost savings and more monetary resources can be 

invested into the brands marketing actions. (Ghantous, 2008) Furthermore, Ghantous (2008) 

argue that with distribution channels going global, global brands seem to have much better 

bargaining power than local ones. Global standardized brands can also be a source of added 

value for consumers, because it assures a strong, unique and consistent brand image across 

markets. However, even if today's economy can be seen as being in a global era, cultural 

differences are still important and widely impact consumers' behaviour. Consumers reinterpret 

the brands according to their cultural backgrounds and own perspectives which can lead to 

that the brand perception by the consumers can differ from the brand expression 

communicated from the company. The proximity between local culture and local brands is 

important for companies because it allows them to build better relations to their consumers 

and also to better respond to and meet their needs. (Ghantous, 2008) 

 Medina & Duffy (1998) distinguishes brand standardization from brand globalization and 

describe these as two different concepts. The ultimate challenge that a brand standardization 

strategy faces is to produce a single brand where the core and extending attributes are tailored 

domestically while at the same time having international appeal. Brand standardization, 

instead, extends beyond the marketing of goods. Medina & Duffy (1998) argue that such a 
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strategy is most likely to succeed with services, such as live entertainment, sports, and movie-

making. When it comes to a brand globalization strategy, the process involves the conception 

of a compromise product which combines, in its core, standard attributes that are acceptable 

world-wide. Brand globalization is about pleasing the global customer rather than the 

individual country-market customer. Just as brand standardization this strategy builds upon 

applying standards and the goal is to apply a world standard. (Medina & Duffy, 1998) 

 Erdo!mu" et al. (2010) argues that the most important challenges when it comes to 

standardization of branding includes decisions on three matters: 

1. Brand positioning and core values – this includes unique and distinct values that are 

specifically emphasized in brand positioning to differentiate the brand from 

competitors. 

2. Visible brand elements – which are name, logo, package, label, product design and 

features 

3. Brand peripherals – which is aspects of branding strategy that relate more closely to 

general marketing strategy such as warranties and after-sales services  

Erdo!mu" et al. (2010) continue to argue that it is importance to note that core values and 

visible elements of the brand is more likely to be kept standardized across countries than 

brand peripheral is. Brand peripheral is more frequently localized and adapted to domestic 

differences. It is shown that core essences of brands are generally standardized while the 

execution of brand benefits through the marketing mix elements are largely adapted. 

(Erdo!mu" et al., 2010) 

 Levitt's theories (1983) of globalization suggests that global companies should market 

products globally without considering local taste can be countered by many businesses 

practices today. In fact today, global companies are, in many cases, using more localized 

strategies to explore different markets. (Wilken & Sinclair, 2011) 

Local adaptation 

Local adaptation is one strategy a company can use when choosing an international strategy 

for their business. Local adaptation is defined as when an organization modifies their global 

strategy to suit the different levels on the local market (Raymond & Lim, 2002). Which 

strategy to choose are critical and the company need to decide upon which level of adaptation 
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that is necessary. (Raymond & Lim, 2002) Local adaptation can help a company to create a 

helpful and effective business environment (Yu & Zaheer, 2010). When companies choose to 

adapt to a local brand strategy they need to take country's culture into consideration and create 

a strategy that fit with the specific country market. This local strategy can also help to 

improve the success of the product, because of the adjustments the organization makes for the 

market and the country. Though this also means that the transferring of the marketing of a 

brand between countries decrease. (Raymond & Lim, 2002) 

 To develop a local strategy the company needs to take the organizations global solutions 

and process these to the local market and the knowledge of the company (Bada, 2002). Bada 

(2002) argues that there are two different types of local adaptation, the conceptual adaptation 

and the operational adaptation. The conceptual adaptation refers to the strategy-making level 

and this is usually on the highest management level. This type of adaptation refines the 

organizations global techniques to suit the needs of the organization. The operational 

adaptation refers instead to the modifying of the organizations global program and marketing 

before the company implements it on the local market. (Bada, 2002)  

 In order to implement an organizations global strategy on the local market this requires a 

high attention of local expectations and also knowledge of the local market. With a high 

knowledge of the local target market, this will lead to modifications of the organizations 

techniques and strategies and also development of the local versions of these techniques and 

strategies. (Alashban et al., 2001) Before the company modifies their strategy into the local 

market they should take global trends into consideration. This will help the company's apply a 

successful strategy that will benefit the organization on the local as well as the global market. 

(Woywode, 2002) When companies takes on an adaptive strategy they need to customize their 

product to fit the target market and according to Medina & Duffy (1998) the companies need 

to be aware of the economic differences that can be between the different markets, in order to 

become successful. Therefore, it is important for companies to understand the importance to 

tailor their offerings to their customers (Medina & Duffy, 1998).  

 When a company chooses to adapt to the target markets environment, there are always 

requirements from the market that the company needs to take into consideration (Lee & Chen, 

2003). The company needs to reflect on the countries laws and regulations, but there are also 

benefits with adapting the products to the local market. A local adapted approach can help the 
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company to develop their business and its offerings with the new product standards. Local 

adaptation can also differentiate the company from others, for example choosing an 

environmental friendly approach or use the infrastructure for every specific country. (Medina 

& Duffy, 1998) 

 Alashban et al. (2001) argue that having a global brand name is more important now than 

ever and the brand can be a valuable asset for an organization. There are five different 

environmental factors that can influence an organization brand adaptation strategy. These 

factors are; religion, language, education, technology and economy. An organization need to 

take these aspects into consideration if they decides to local adapt their brand name. If the 

organization takes on a brand adaptation strategy, they can achieve competitive advantage and 

with that also gain market share on the local market. (Alashban et al., 2001)  

 Global standardization and local adaptation can be seen, according to us, as anti poles or 

two extremes. Still, there is a connection between these two concepts and a company can 

position their brands somewhere between these extremes and therefore one can see the 

connection between global standardization and local adaptation as a scale. 

2.2 A middle – glocalization and regionalization 

Glocalization 

Imposing cultural values into other cultures is something that does not always succeed, 

therefore companies that operates in the global marketplace must sometimes adapt to 

particular local markets (Matusitz, 2010). 

 Sinclair & Wilken (2009) argue that in the age of globalization, cultural adaptation has 

become a fundamental principle for marketers. Glocalization is a commonly used concept that 

Figure 1: The tension between global standardization and local adaptation, (Own, 2011) 
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refers to the interaction of the global and the local. This interaction occurs when, for example, 

a global company replicates its corporate philosophy and symbols world-wide at the same 

time as taking local tastes and preferences into account. (Sinclair & Wilken, 2009) Matusitz 

(2010) argue that interaction between the global and the local, when it comes to cultural 

values, is about flexibility. It is also about introducing a product or service in other cultures, 

than the company's own and Matusitz (2010) argue that this has a higher probability to 

succeed if it is adapted to fit the local region in which it is introduced. 

“Glocalisation promotes a culture that is simultaneously global and local.” 

(Matusitz & Reyers, 2010 p. 235) 

 Even though glocalization, today, is an adopted concept, standardization is still seen to 

have economic advantages, such as; the creation of a stronger international identity and cost 

reductions when it comes to advertising. In order to cope with market variations, adaptive 

strategies, such as glocalization or local adaptation, has been developed but standardization is 

still something that is attractive. (Sinclair & Wilken, 2009) Sinclair & Wilken (2009) continue 

to elaborate the concept of glocalization, arguing that it can be seen as a part of marketing that 

is about creating balance between global standardization and localization adaptation.  

 Sinclair & Wilken (2009) discuss the concept of glocalization as a concept that is 

developed within the theory of globalization, however Matuzits & Reyers (2010) argue that 

glocalization and globalization is concepts that differs significantly from each other and that 

they are contested. The authors (2010) continue to argue that globalization seeks to highlight 

the universality of corporate or cultural development and suggests global uniformity, while 

glocalization signifies increase of diversification, emphasising the emerging ambition for 

independence of international products, brands, strategies or services. Koller (2007) argue that 

globalization is something that cannot be seen simply as a drive towards greater 

homogenisation. Rather, the global and the local can be seen as strengthening, supporting and 

shaping each other as the global will always be interpreted and integrated locally and the local 

will always be interpreted and integrated globally (Koller, 2007). Raz (2011) say that in 

contrast to the local diversity of national cultures, globalization requires a shift to an 

international mode of operation management, dealing with a multicultural labour force that 

needs to be integrated into a unified system.  
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Glocalization theory is where localized strategies are integrated with globalized strategies. 

The concept suggest that globalizing commodities, products, brands, services etcetera. will 

more likely succeed if adapted to the local culture in which it is introduced. For example, 

products marketed in a local culture become products of glocalization once they are adapted, 

improved and controlled by the local market. (Matusitz & Reyers, 2010)  

 In today's developed economies where intangible brands are as important as tangible 

products, branding is a concept that is constantly discussed (Koller, 2007). Koller (2007) 

argue that marketing, and in particular branding is a key area in which management studies 

discuss glocalization. 

 Koller (2007) mean that brands affect social identities, in such a way that they can provide 

memberships in imagined communities. Global brands give access to a globally adapted 

imagined community, such as MTV creates an imagines community for teenagers. Local 

brands can give access to a more literal community, because it is both locally and historically 

constructed. Glocal brands can be seen as a hybrid of both aspects. Glocal brands can be 

described as global brands that still contain the variety of local meanings and values. (Koller, 

2007) 

  Glocal branding is, in its essence, about positioning a brand as glocal in a company's 

external discourses. (Koller, 2007)“It could be argued that the global is offered as an allure 

for local audiences, while the local is presented for the benefit of global audiences. (Koller, 

2007 p. 127) 

Regionalization 

Wilken & Sinclair (2011) argue that recently a further strand of the academic marketing 

debate of globalization verses localization, has gained prominence. This new strand is the 

concept of regionalization, or regional standardization (Fastoso & Whitelock, 2010), here the 

geographic region has re-emerged as key. While Levitt's theory (1983) of considering the 

world as one united and unique market lives on, there are others insisting on the fact that 

similarities sometimes exist only inside groups of countries, these countries are often close 

geographically. (Ghantous, 2008) 

 Regionalization has come to be seen as a process, which is not as extreme as globalization 

and not as extreme as localization in marketing communication. (Wilken & Sinclair, 2011) 
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Brand regionalization can be used as a selective globalization of brands, being, as Wilken & 

Sinclair (2011) states somewhere between the global and the local (Ghantous, 2008). 

 Wilken & Sinclair (2011) say that some critics go so far as to argue that globalization is a 

myth and that truly effective and successful multinational corporations design strategies on a 

regional foundation, while unsuccessful companies pursue global strategies. Hudea & Papuc 

(2009) argue that a multi-national stage and a global stage in a company’s process of 

globalization differ from each other. When a company is in the multi-national stage they start 

to market its products in many countries and aim to benefit from economies of scale. Hudea 

& Papuc (2009) continue to argue that in this stage the company should found its marketing 

strategies at a regional level and standardizing across a region pursues efficiency. The global 

stage is where the goal is to sell the same thing, the same way, everywhere. 

 Both the concept of glocalization and the concept of regionalization suggest a middle way 

between global standardization and local adaptation. The difference between these two 

concepts can be described as that glocalization is about a core standardized strategy while at 

the same time consider cultural adaptation. Regionalization suggests a core standardized 

strategy while considering geographical regional adaptation. A regional approach can be 

described as; “...thinking globally, acting locally and managing regionally” (Wilken & 

Sinclair, 2011, p. 10) 

 In addition to the to extremes, global standardization and local adaptation, there are two 

middle aspects which are; glocalization and regionalization. These two concepts can, 

according to us, be seen as two middle ways between global standardization and local 

adaptation where glocalization is when companies adapt and take cultural aspects into 

consideration and regionalization is when companies adapt and take geographical regions into 

consideration. The connection between regionalization and glocalization can, as global 

standardization and local adaptation, also be seen as a scale. 

 

 

 

Figure 2: The tension between glocalization and regionalization, (Own, 2011) 
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2.3 Discussion 

This thesis is focusing on branding strategies in a global environment. The concepts discussed 

in the theory chapter are global standardization, local adaptation, glocalization and 

regionalization. We see global standardization and local adaptation as two extremes and 

companies can position their brand between these two extremes. The concept glocalization 

concern cultural aspects and regionalization instead concern geographical aspects.  

 The model presented below is our interpretation of how the concepts in the theory chapter 

are connected to each other. The model is constructed as diamond and organizations can 

position themselves anywhere within the model. In order to position an organization within 

the model it is important to decide upon which level of adaptation or standardization the 

organization has. Then decide upon to what extent the organization takes cultural regions or 

geographical regions into consideration. Different criteria for each concept in the model will 

be presented in order to create an understanding of the meaning behind the concepts.  

 

 

 

 

 

 

Figure 3A: The diamond model of tensions between global strategies, (Own, 
2011) 
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Criteria for global standardization 

• Employing the same standardized strategies and striving to sell the same products 

worldwide (Maynard & Tian, 2004) 

• Having fewer choices of intangible and tangible components (Medina &Duffy, 1998) 

• Having standardized marketing communication efforts (Wilken & Sinclair, 2011) 

• Having a focus centred on the global market (Hudea & Papuc, 2009 and Wilken & 

Sinclair, 2011) 

• Having the goal to sell the same thing, the same way, everywhere (Hudea & Papuc, 

2009 and Wilken & Sinclair, 2011) 

• Standardized brand core values and visible elements (Erdo!mu" et. al, 2010) 

Criteria for local adaptation 

• Take the local markets cultures into consideration (Raymond & Lim, 2002 and Medina 

& Duffy, 1998) 

• Creating strategies and products that fit with the specific target market (Bada, 2002) 

• Modifying the global strategy to suit different levels of the local market (Raymond & 

Lim, 2002) 

• High attention to local expectations, together with knowledge of the market (Alashban 

et. al, 2001) 

• Taking environmental factors into consideration (Alashban et. al, 2001) 

Criteria for glocalization 

• Interaction between the global and the local (Sinclair & Wilken, 2009) 

• Introducing a product or service in other cultures than the company's own (Matusitz, 

2010) 

• Promoting a culture that is simultaneously global and local (Matusitz & Reyers, 2010) 

• Creating balance between global standardization and local adaptation (Sinclair & 

Wilken, 2009) 
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• Adapting, improving and controlling intangible and tangible assets to fit a local 

market (Matusitz & Reyers, 2010) 

• Having a global brand that still contain local meanings and values (Koller, 2007) 

Criteria for regionalization 

• Geographical regions are key (Ghantous, 2008) 

• Creating balance between global standardization and local adaptation (Wilken & 

Sinclair, 2011) 

• Selective globalization of brands to a geographic region (Wilken & Sinclair, 2011) 

• Strategies are designed on a regional basis (Wilken & Sinclair, 2011) 

• Standardization within regions (Hudea & Papuc, 2009) 

The different concepts in the model above consist of different criteria, but the concepts are 

connected because a company can position them selves any where in the model. Furthermore, 

a company can fulfil some criteria from each concept, which also demonstrate that the 

concepts are linked to each other and organizations can see this model as a four dimensional 

scale. 

2.4 State of the art 

There are different definitions of the concept of globalization, which is a large part of 

international marketing strategy. Levitt (1983) introduced globalization together with the 

concept of standardization. He suggested that companies have to ignore the regional and 

national borders to succeed in an international environment. Levitt (1983) also suggested that 

companies need to understand the world as one unified market. If companies internationalized 

they need to sell standardized products with standardized marketing efforts. Sinclair & Wilken 

(2009) and Wilken & Sinclair (2011) argue that there are benefits with standardized marketing 

strategies, such as cost reductions. 

 Medina and Duffy (1998) discusses global standardization in connection with brand 

management. They distinguish the concepts of standardization and globalization. They argue 

that standardization means that a company develop a brand which core and extending 

attributes are completely standardized based on the domestic market preferences , while at the 
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same time having international appeal. A brand globalization strategy means that the company 

tries to pleas the global customer rather than the individual country-market customer.  

 Reymond & Lim (2002) argue that an alternative to standardization is a strategy where 

they take culture and customers preferences of a new market into consideration and create a 

strategy to fit those specific needs and wants. Alashban et.al (2001) argue that to have a local 

adaptation strategy, the company need to have great knowledge about the target market and 

also about the infrastructure of the target market region. When it comes to local adaptation 

and branding there are environmental factors that companies need to take in to consideration, 

such as religion, language and technology. (Alashban et al., 2001)  

 The concept of glocalization is described as the interaction between the global and the 

local, and glocalization seems to be an accepted definition of the concept of global 

localization among researchers. Sinclair & Wilken (2009) argue that cultural adaptation has 

become a fundamental principle in the age of globalization. Koller (2007) argue that 

globalization is not something that can be seen simply as a drive towards standardization of 

marketing strategy processes. Rather, the global and the local can be seen as shaping and 

supporting each other, because the global will always be interpreted on a local level and the 

local will always be interpreted on a global level (Koller, 2007). 

 Mautusitz (2010) agree with Sinclair & Wilken (2009) and say that a company has a higher 

probability to succeed if the company adapt to fit he local region where they operate. The 

concept of regionalization is a relatively new strand of research within the globalization 

verses localization debate. This new concept of regionalization suggests that similarities 

sometimes exist only in clusters of countries and that the geographical regions are the key. 

This concept is alongside with the concept of glocalization seen as something between the 

global and the local. (Wilken & Sinclair, 2011 and Ghantous, 2008) 

 The concept of global standardization has been discussed for quite a time. In 1983 Levitt 

write an article named the globalization of markets where he introduced the concept of global 

standardization. This article has been cited by other authors’ approximatly 2900 times and this 

indicate that this theory has been frequently discussed since the early 80's. The global 

standardized approach has been used by companies that sell the same thing, the same way, 

everywhere, for example Microsoft (Hudea & Papuc, 2009) and Vodafone (Steenkamp et al., 

2003). Hence, we draw the conclusion that global standardization is a dominant theory. Local 
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adaptation has been much discussed during the last decades and one brand that usually comes 

up as an example is Coca Cola; a global brand that to some extent takes local aspects into 

consideration (Wilken & Sinclair, 2011). However, though degrees of local adaptation have 

been much discussed in the literature we argue that the concepts of local adaptation and the 

middle ways between global standardization and local adaptation are not often validated 

enough, hence we consider these concepts as emerging theories. 

 There are a lot of articles that writes about going from globalization with a more 

standardized strategy to a more local adaptive approach (Duffy & Medina 1998, Bada 2002, 

Woywode 2002, Hudea & Papuc 2009). However, there is not much research of going from a 

localized strategy to a more global standardized strategy for branding. Reasons for companies 

to go from a standardized strategy to a more local adapted approach are frequently discussed. 

There are limited amounts of theory that discuss what factors are behind the decisions of 

global standardization or local adaptation. Instead, the discussion is mostly about what 

companies can gain when going from global standardization to a more local adapted brand 

strategy. 

 The four concepts of global standardization, local adaptation, glocalization and 

regionalization are connected to each other. There are a tension between global 

standardization and local adaptation, there are also a tension between glocalization and 

regionalization. We have detected a gap in the theory when it comes to this. In order to clarify 

and to impose order between the concepts we have created a model to show the connection 

between the concepts. The model can be seen as a map and they can position themselves 

somewhere between the four concepts. Companies can use this model in order to see their 

current position and also to see where they want to be in the future. 

2.5 Research Question 

What factors influence decisions of global standardization or local adaptation of branding 

strategies? 
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3. Methodology 

This chapter will explain how this study was carried out. First, the reader will receive an 

overview of the research design and the sample choices made. An operationalization of the 

interview guideline is presented in order for the reader to understand the foundation behind 

the questions. In this chapter the reader will reach an understanding of the method chosen 

and why this method was chosen, as well as reflections on criteria for qualitative research. 

 

3.1 Research design 

To meet the purpose and answer the research question, we intend to make a case study. This is 

a research design based on an in-depth analysis of one specific case, such as an individual, 

organization or situation. (Bryman & Bell, 2007) Furthermore, Yin (2007) argues that a case 

study is suitable when the focus is on a certain current event or phenomena. A case study is a 

strategy involving empirical investigation of a current phenomenon in its real life context 

(Saunders et al., 2009). Our reason for choosing a case study is that we want to highlight a 

current phenomenon and study this phenomena with the help of an organization that was 

faced decisions concerning branding. 

 The organization chosen for the case study is Gunnebo AB. Further on in the thesis 

Gunnebo AB are presented as Gunnebo. Gunnebo is a global business group that offers 

innovative security solutions in four different areas of businesses: Bank security and cash 

handling, services, security storage and entrance control. Because of the size of the 

organization, we will limit ourselves to the Business Area Secure Storage. 

 The data for the empirical material has been collected through semi-structured telephone 

and face-to-face interviews. Semi-structured interviews are a type of qualitative data 

collection and it means that the interviewer follows an interview guideline but have the 

flexibility to develop follow-up questions if necessary. It is possible to ask questions in 

different orders when using this interview method. (Bryman & Bell, 2007) The reason for 

choosing this method for the data collection of the empirical material is because we wanted to 

gain valuable, deep and detailed answers.  
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 The semi-structured interviews were made via telephone and face-to-face. There are certain 

advantages and disadvantages with both telephone and face-to-face interviews. Besides cost 

and time advantages, telephone interviews can also have advantages such as that the 

interviewer do not influence the respondents when it comes to sex, age, cultural background 

or the presence of the interviewer. A telephone interview can also be easier to handle than a 

face-to-face interview because it is easier to follow the guideline when you not face the 

respondent directly. (Bryman & Bell, 2005) Advantages with face-to-face interviews can be a 

more personal interview where the respondent gives richer and more detailed answers, which 

often is beneficial for qualitative research. (Saunders et al., 2009) We would have liked to be 

able to base the study only on face-to-face interviews, (because of the above stated benefits) 

but because of limited time and resources available this was not possible.  

 We conducted a total of 19 interviews around the world, 17 of the interviews were made 

via telephone and two interviews face-to-face. The authors would have liked to have only 

face-to-face interviews, because of the benefits mentioned above, though due to limited time 

and resources this was not possible. The telephone interviews where mostly made with 

respondents not located in Sweden and therefore it was not possible to meet these respondents 

in person. The interviews lasted, in average, about 30 minutes, however the time of the 

interviews varied between the respondent segments, which will be presented below.  

 Five of 19 interviews were conducted in Swedish, quotations used from these interviews 

were translated, by us, to English. 

3.2 Population and sample 

The case study that the authors wanted to carry out required a company that where facing 

choices of branding strategies. Another criteria of the case organization were that the 

organization should operate in international markets, because of the focus on international 

marketing of this thesis. Gunnebo was one of the companies in the population and was chosen 

as a convenience sample because of the co-operativeness and fast answer. A convenience 

sample is a type of a non-probability sample where you choose cases that are easiest to obtain 

for your sample. (Saunders et al., 2009) Furthermore, Gunnebo is a business group, operating 

in the area of security and they call themselves a security group (gunnebo.com), the 

organization are in the process of expanding to a more globalized business and that was also a 
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reason for choosing Gunnebo. 

 For the interviews conducted in this research, a purposive or judgemental sampling has 

been made. A purposive sample is a type of non-probability sample when you use your 

judgement to select respondents that will help answering the research question and meet the 

purpose. A purposive sampling design is beneficial when there are a limited number of people 

that have the information needed for the study. Because a case study is used there was a 

relatively small population of possible respondents in the company that could have the 

information needed, to be able to answer the research question. Hence, this type of sample 

method is beneficial (Saunders et al., 2009) Bryman & Bell (2005) mentions this type of 

sample as a theoretical sample. The reason behind the choice of a purposive sample is that we 

wanted to choose the respondents on the basis of their position in the company and the 

knowledge about the company's branding strategies.  

 The population of employees within the case organization was 26 possible respondents, 19 

interviews were conducted and there was a loss of seven people. The interview respondents 

were divided into three segments; management, sales and communication. The choice of 

dividing the respondents into different segments was made because we saw tendencies of 

differences in the respondents’ answers depending on which position they had. Ten interviews 

were made in the sales segment, seven interviews in the management segment and two 

interviews in the communication segment. (Appendix 3) 

3.3 Operationalization 

When interviewing respondents for the interviews, a few control questions where asked to 

open the interviews in a good way. Control questions can be necessary in order to know 

positions in the organization. These questions are also asked as in this stage you do not know 

if these variables have an influence in answering the questions.  

 Besides the first question of the name of the respondents, the second control question was; 

What is your position within Gunnebo? This was an important question because we wanted to 

know if the respondent worked directly with brand management or if the respondent worked 

on another position in the organization, such as sales. Hence, a follow up question was; Within 

which organization, sales or Business Area Secure Storage? This question was given to 

compare if the answers would be different depending on the position of the respondent.  



Securing the global brand strategy  Andersson & Borgvall 

 27 

 The third question was; Do you work with the implementation of branding strategies within 

the Business Area Secure Storage? This was a closed question with the possible answers yes 

and no. if the respondents answered yes the follow up question was; In what way? These 

questions where asked because we wanted to be sure that the respondent possessed valuable 

and usable knowledge. However, even though respondents answered no, the interviews where 

continued because it was possible that the respondents could answer the remaining questions 

even though they answered no here. 

 The fourth question asked was; Does the brands within the Business Area Secure Storage 

have branding strategies? This was a closed question with the possible answers yes and no. 

This question was founded in the theories of Van Gelder (2005) and Hudea & Papuc (2009). 

Van Gelder (2005) argues that clear branding strategies are crucial to cope with customers' 

demand of valuable products reflected in the brand. According to Hudea & Papuc (2009) and 

Bhatia & Bhargava (2008) it is of importance for companies acting internationally to have 

clear decisions of whether to have a standardization strategy or an adaptation strategy. This 

question was asked to find out if the business area management communicates a clear 

branding strategy and if they consider whether to have a local adaptation strategy or a global 

standardization strategy. If the respondents answered yes there was a follow up question and if 

they answered no, question five where asked. The follow up questions for question four was; 

Do you know something about the strategies? If they answered yes here the second follow up 

question was; Can you tell us about them? These follow up questions where asked to find if 

the case organization had a clear branding strategy and also what factors that influenced the 

strategy choice the most. 

 Question five in the interview was; Does Gunnebo have a united strategy for all the brands 

within the Business Area Secure Storage? This is a closed question with the possible answers 

yes or no. This question is asked to learn whether Gunnebo apply a standardized strategy for 

all the brands or if they apply different strategies for different brands. Medina & Duffy (1998) 

argue that standardization strategy is when a company is aiming at having fewer choices of 

tangible and intangible components. This question is connected to question four and we want 

to understand if Gunnebo has the approach of having few intangible components. There was 

no follow up question to question five, however if the respondents started to explain further 

we allowed them to. 
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 Question number six; do you believe that the Business Area Secure Storage adapt 

strategies for their brands, depending on market? This was a closed question with the 

possible answers yes and no, on both answers there was a follow up question; why? or; why 

not? Is based on the theories of Raymond & Lim (2002) who argue that companies need to 

decide the level of local adaptation necessary for the organization. Local adaptation can help 

companies to create a supporting and effective business environment (Yu & Zaheer, 2010). 

This question is asked to see if the reasons given are related to theoretical statements about 

underlying factors of strategy decisions. 

 Question seven; Are there external/environmental factors on the target market, that 

influence the choice of branding strategies within the Business Area Secure Storage? This 

was a closed question with the possible answers yes and no. If the respondents answered no 

question eight was asked, if they answered yes there was a follow up question; Which factor? 

This question was asked to get a deeper understanding of the case organization's strategies 

and the external factors influencing these strategies. The question is related to question six 

and to the theories of Alashban et al. (2001) who argue that there are environmental factors 

influencing a company's brand strategy. The factors are religion, language, education, 

technology, economy and the infrastructure of the target market. 

 Question eight and nine are related to each other and they are; What do you think the pros 

and cons would be for the brands within the Business Area Secure Storage, to implement a 

global standardized branding strategy? and; What do you think the pros and cons would be 

for the brands within the Business Area Secure Storage, to implement a local adaptation 

branding strategy? These questions were open questions that were asked with the intention to 

get examples of what the respondents thoughts around global standardization and local 

adaptation. These questions are asked to validate theories from, among others, Wilken & 

Sinclair (2011) who argue that global standardization was and is still seen to have economic 

advantages. Sinclair & Wilken (2009) argue that other benefits with a global standardized 

theory can be a stronger global international identity, economies of scale and effective use of 

advertising budget. These to questions are also asked on the basis of the theories of Ghantous 

(2008) who argue that while standardizing the brand globally can result in cost savings, 

cultural differences and geographical distances are still important to consider. Alashban et al. 

(2001) argue that with a brand adaptation strategy a company can gain competitive 

advantages and market share on the specific local markets. These question was asked to see 
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what the respondents thought was advantages and disadvantages with the two strategies, local 

adaptation and global standardization. Furthermore, these questions was intended to see which 

strategy that outweigh the other and was most advantageous according to the respondents, and 

than to compare it with the theory. 

3.4 Criteria for qualitative research 

Validity 

Validity is in many respects the most important research criteria (Bryman & Bell, 2005). 

Furthermore, they argue that validity is about whether the study measure what it intends to 

measure (Bryman & Bell, 2005).  

 To be able to study the factors influencing strategy decisions, semi-structured interviews 

were conducted. From a population of 26 employees, 19 interviews were conducted. We 

compared the interview respondents perspectives and opinions with each other in order to see 

similarities and differences and be able to generate key words. With the help of the semi-

structured interviews we managed to see underlying factors for decisions of branding 

strategies. However, because this research only has one case organization it is highly possible 

that other factors behind strategy decisions exist. The validity of this research is discussable 

because if there would have been more cases studied in this research the result may have been 

different and this lowers the validity. Even though, we still managed to see underlying factors 

influencing the decision of brand strategy. With the help of the case organization we managed 

to receive the data we wanted and we measured what we intended to and this strengthen the 

validity.  

Reliability 

Reliability is the question of whether the results would be the same if another research, using 

the same measuring instrument, would conduct the research again. When determining the 

reliability, random or temporary conditions need to be considered. Reliability is often relevant 

in both qualitative and quantitative research methods because it is important to know whether 

a measurement is substantial or not. (Bryman & Bell, 2005) 

 We believe that the reliability is high in this study and if the research would have been 

carried out again, we believe that the results would have been fairly the same. Because of 
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interviews that were semi-structured we managed to adapt the interview depending on 

respondent, in order to get as much information as possible and therefore we managed to get 

thorough and detailed answers that where relevant for our research. The results may have 

differed slightly depending on interview method. We believe that we would have got a more 

thorough answer from the telephone interviews if they had been conducted as face-to-face 

interviews. Though, due to the amount of interviews conducted in this research we were able 

to see a pattern in the answers and based on that we could pick out key words. 

 We are aware of that the chosen case organization has affected the results of this research 

because it is a specific company's decisions of branding strategy that have been investigated. 

If the research had been conducted with another company as a case the result would have 

been different because every company have their own basis of decisions. 
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4. Empirical Framework 

In this chapter the empirical data are presented. First, the reader is introduced to the case 

organization, Gunnebo and the Business Area Secure Storage. The information collected from 

the interviews will be presented in a summation in the two last sub chapters, which follows the 

structure of the theoretical framework. 

 

4.1 Gunnebo 

The security market is a large global market with seven large companies that together account 

for 25 per cent of the market. The remaining percentage is made up of mostly smaller, local or 

regional companies that offer a small number of products or technologies to a large group of 

customers. Furthermore, only a few companies of the rest 75 per cent, such as Gunnebo, are 

able to offer a global total security solution (gunnebo.com). 

 Gunnebo registered in 1991, but have ancestry from 18th century. Today Gunnebo is a 

global business group that is built up through acquisitions of over 40 different local and 

regional companies. During 2006-2007 Gunnebo integrated all their acquisitions into a united 

structure in order to become the collective brand Gunnebo. During 2010 they have developed 

new strategies, with the purpose of going toward a more global business and become world-

leading suppliers of security solutions. Gunnebo had 2010 net sales of 5 938 Million Swedish 

kronor and approximately 6 000 employees. (Gunnebo AB, Annual Report, 2010) 

 Gunnebo provide innovative security solutions within four different areas of business: 

Bank security and cash handling, services, security storage and entrance control. Gunnebo are 

a matrix organization (see Appendix 4) and are established in 30 different countries, which are 

divided into three large regions, where they have their sales companies; North Europe, South 

Europe and Rest of the World (ROW). (gunnebo.com) The ROW is also divided into three 

main divisions; Canada/ USA, Africa/ Middle East and Asia/ Pacific. Every region has their 

own regional manager, who is responsible for the business within this area and are 

communicating with the business area management. Every country, where Gunnebo operates, 

within the different regions has also their own country manager. (Gunnebo AB, Annual 

Report, 2010) 
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4.2 Business Area Secure Storage 

The Business Area Secure Storage can be seen as a product oriented trading company, which 

sells actual products with focus on security storage, such as fire- and burglary-resistant safes, 

cabinets and vaults (Samuelsson, 2011-03-25). The security storages Gunnebo provide is both 

certificated and uncertified products to everybody, from the authority to the home offices such 

as casinos, jewelers, fashion houses, universities and hospital (Gunnebo AB, Annual Report, 

2010). The vision of the Business Area Secure Storage is “to develop from a primarily 

European provider to global supplier of solutions for Secure Storage” (Gunnebo AB, Annual 

Report, 2010, p. 22). In order to provide the best solutions for the customers Gunnebo use 

state of the art technology in fire and theft protection. The customer have different choice of 

storage solutions depending on the require level of protection. The Business Area Secure 

Storage has mainly three sales channels; sales through Gunnebo’s sales company directly the 

end customer, sales through retailers and sales through distributors and agents. There is also a 

fourth small sale channel, which are direct sales over Internet. (Gunnebo AB, Annual Report, 

2010) 

 The Business Area Secure Storage contains of four main brands, which they account as 

assets and three of the brand have a certain goodwill value. Rosengrens, Fichet-Bauche, 

Chubbsafes and SecureLine (Samuelsson, 2011-03- 25). 

 Rosengrens was a company that originally started out in Sweden as blacksmiths in 1847 

with a limited range of light safes, the company continued to grow and today Rosengrens 

manufacture heavier safes, safe deposit lockers and vault doors. Rosengrens was the first 

company acquired by Gunnebo in 1994. This company is market leading and well known on 

the Scandinavian market (Tjörngren, 2011-05-17). Rosengrens products undergo testing on 

two fronts; Product life-cycle tests carried out by the factory and burglary and fire testing 

carried out by independent test laboratories. The majority of Rosengrens factories are 

certificated, which is the accepted international standard for quality management systems 

(rosengrens.com). The secure storage from Rosengrens is mainly sold in Northern Europe and 

through direct sales channels (Nordén, 2011-05-11). According to Tjörngren (2011-05-17) the 

storage from Rosengrens is recognized for its high quality and the Swedish design, with light 

colors and silver attributes. 
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Fichet-Bauche is a company going back to 1825 where Alexandre Fichet opened a locksmith 

in Paris and in 1864 the company begins to produce fire-resistant safes (fichet-bauche.com). 

In 1999 Fichet-Bauche is bought by Gunnebo and is, along with Rosengrens, the cutting edge 

brand, that is in the top player and offers product to a small part of the market that is called 

professional, which includes banks and cash in transit (CIT) (Samuelsson, 2011). The main 

markets for Fichet-Bauche are Belgium, Switzerland and South Europe. The storages within 

Fichet-Bauche are also known for the quality, its smooth lines and the certificated storage. 

The storages are also innovative, and developed together with the customers. (Tjörngren, 

2011-05-17) 

 The brand Chubbsafes is a large multinational brand with operations worldwide and is a 

leading international security supplier, they have been selling secure storage products for 

almost 200 years. In 2000 the company named Chubb demerged and Gunnebo acquired the 

division that manufactured safes and Chubb's safes department became Chubbsafes and a part 

of the security group Gunnebo. (chubbsafes.com) Gunnebo went into the agreement with 

Chubb to license the brand Chubbsafes for a period of 100 years. Today Gunnebo has 89 

years left and Gunnebo has received restrictions for the use the brand. This means that the 

brand can only be used on the actual safes, which means that Gunnebo has no possibility to 

use the brand on handles, lockers or service equipment (Appendix 5). Chubbsafes is well 

recognized in the indirect sales channel and are known by the inheritance from Chubb, as a 

traditional storage with a modern approach. Due to the licensing of the brand, Gunnebo has no 

possibility to register or protect the brand, more than protection from Chubb. Chubbsafes is a 

brand that operates in all of the markets of the Business Area Secure Storage, but the brand is 

largest in the British countries, India, Malaysia and France. (Tjörngren, 2011-05-17) 

Chubbsafes offers products, mostly for a division small offices, home offices and also 

recently to the private sector (Samuelsson, 2011). 

 SecureLine is the fourth brand used by Gunnebo and was founded by the business group in 

2000, because the business group saw a customer segment that was not sold to. This segment 

was the home and business environment (Tjörngren, 2011-05-17) and today SecureLine has 

safes for the media storage, deposit safe and cash safe (secure-line.net, 2011-05-12). The 

storage within SecureLine is uncertified and less expensive than other brands within the 

business group, the brand is also produced in China. This brand has some recognition United 

Kingdom and is know in Sweden, Norway, France and Germany. (Extraction from BASS 
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Business Plan, 2010) Even though dealers all around the world sell the safes from SecureLine. 

(www.secure-line.net, 2011-05-12) 

 Gunnebo has made many acquisitions, which now belongs to the Secure Storage, and 

therefore have a lot of different local brands in their portfolio. These brands are only used in 

specific situations and often through dealers. When the Business Area Secure Storage needs to 

use one of this brand it is always the strong local brands that are used and produced, which it 

is important to eliminate all of the attributes the Business Area Secure Storage use for the 

main brands. (Tjörngren, 2011-05-17) Steelage is also a brand within Business Area Secure 

Storage, though Steelage is most used and recognized in the Indian market and the business 

area have made the decision to keep this as a local brand. This is due to the fact that it will be 

too costly to bring this up to a global level. (Appendix 5) 

  The Brand Manager did not possess lot information about this brand, because of lack of 

knowledge about the brand and its market. Gunnebo has also been considered as a future 

brand for the Business Area Secure Storage portfolio. How this will be managed is today not 

clear, but the plan is to sell this brand in the direct sales channel. (Extraction BASS Business 

Plan, 2011-2015)  

 To achieve competitive advantage Gunnebo protect all Rosengrens and Fichet-Bauche 

secure storage both with international and national trademarks protection. The other brands, 

that only is used in specific circumstances is also protected for a ten year period. When this 

protection period has exceeded Gunnebo again look at the brands situations and if there is any 

remaining brand value to protect for another ten year period. Gunnebo is very careful when 

deciding to let go off any brand in order to make sure that the brands do not have any lasting 

brand value which their competitors can draw benefits from. (Tjörngren, 2011-05-17) 

 

 

 

Figure 4: Business Area Secure Storage brand positioning model, (Samuelsson, 2011) 
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4.2.1 Brand strategy 

Gunnebo are in the process of becoming a global player and has realized that to become a 

stronger global competitor on the market they need to show that they are a united business 

group, working towards the same goals (Samuelsson, 2011). Today the branding situation, in 

the Business Area Secure Storage is that few brands are focusing on Internet. Rosengrens and 

Fichet-Bauche are brands that are strong in the direct market and are sold directly to 

customers, such as banks. Chubbsafes and SecureLine are brands sold mainly through indirect 

sales channels to dealers. Steelage is a brand that is only used in India and uses both through 

direct and indirect sales channels, but the main target is banks. Steelage is supported by 

Chubbsafes on the Indian market. (Extraction from BASS Business Plan, 2011-2015) The 

regional manager of north Europe said that the reason for Steelage to remain a local brand is 

due to costs and resources (Appendix 5). 

 According to Gunnebo Annual Report (2010) the strategy for Business Area Secure Storage 

is to develop positioning for the brands Chubbsafes, Rosengrens and Fichet-Bauche and to 

further develop the sales channels. Furthermore, stay in the front edge of product development 

and to develop the product range when it comes to non-certified and lower certified safes. 

They want to use Gunnebo's strong market position and market presence to take part in the 

growth of emerging markets. (Gunnebo AB Annual Report, 2010) 

 The future plans and strategy specific for the brands within the Business Area Secure 

Storage is a bit unclear and does not appear in Gunnebo annual report (2010). However, there 

is an extraction from the Business Area Secure Storage business plan (2011-2015) where the 

future plans for the brands are explained further. They want to go towards having global 

brands because of the economies of scale it can yield and the cost effectiveness it can bring. 

The strategy is to, within four to five years, sell only one brand per sales channel. The reason 

for minimize the number of brands are costs and communication benefits. However the plan is 

to maintain a few brands for a limited period due to historical and present situations. The plan 

is to use Chubbsafes for Internet sales, Chubbsafes for the indirect channels via distributors 

and Fichet-Bauche for a limited period, for the direct sales channel the plan is to use the brand 

Gunnebo and for a limited time also Fichet-Bauche mainly in south Europe. The reasons for 

having one brand per channel is; cost effectiveness, simplicity, easier to build, communication 

benefits and limited competition between channels. (Extraction from BASS Business Plan, 
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2011-2015) Other benefits with minimizing the number of brands, mentioned by the 

respondents, are also logistic reasons and the expensiveness of marketing and to keep the 

brands alive (Appendix 5). The business development and sales director for Business Area 

Secure Storage argued; “We can't have a strategy for 20 brands. You need to have two to three 

dominant brands with strong position and strategy” (Hall, 2011-05-05) 

 On the question four; Does the brands within Business Area Secure Storage have branding 

strategies? four respondents in the management segment answered yes and three respondents 

answered with an unclear answer. In the communication segment two of two respondents 

answered yes and in the sales segment six respondent answered yes and four answered that it 

is unclear. (Appendix 2) In summation, seven of 19 respondents answered this question with 

an unclear answer (Appendix 2) and the CEO of Gunnebo said that the strategy is unclear and 

not communicated. (Appendix 5) One manager stated that “What ever direction in the future 

we must work out decisions and strategies in the whole company” (Bevillon, 2011-05-03)  

 The respondents in the management segment explained the brand strategy further, and said 

that the strategies are related to the market and that there are strategies of identity and use and 

which sales channels the different brands should be sold in (direct and indirect). The 

management segment also mentioned that the strategies are unclear and not communicated 

and that they are developing. The sales segment explained the brand strategy is adapted to fit 

the local markets and that it is communicated through the business area management but that 

it are unclear. The communication segment answered that the strategy includes guidelines of 

sales channels and positioning. (Appendix 2) 

4.3 Global standardization, local adaptation or a middle way 

United standardized strategy  

Question five in the interview conducted was; Does Gunnebo have a united strategy for all 

the brands within the Business Area Secure Storage? This was a yes or no question and the 

answers we got differed from segment to segment. In the management segment one 

respondent answered yes and six respondents answered no. In the communication segment 

one respondent answered yes and the other respondent answered no. in the sales segment four 

respondents answered yes, two answered no and four answers was unclear and not directly a 

yes or a no answer. Here we could see a difference between the management segment and the 
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sales segment. (Appendix 2) 

 The management segments seem to want to move towards a more united and standardized 

strategy and many of the respondents in this section were aware of that the business area is 

going towards such a strategy, with an implementation plan of four to five years. The 

perception is that the respondents in the management segment are aware of that there is an 

overall strategy, with a detailed picture for each brand. The respondents in this segment that 

answered no were aware of that there are going to be a more united and standardized global 

branding strategy, but that this is not implemented yet and therefore they answered that there 

is no united strategy today. (Appendix 2) The marketing and business development manager 

of Business Area Secure Storage explained that it is important and that it will benefit the 

business area in the long run to produce at the right place and to have a smart product range 

and to build smart supply chains. Going towards a more global standardized approach with a 

unified strategy means that smaller markets will have to readjust. “In three to four years a 

new brand strategy will be implemented. This is easy in some countries, for example in 

England. Italy, Spain and France will take longer” (Samuelsson, 2011-05-04). The business 

development and sales director of Business Area Secure Storage explained that they want to 

go towards a united strategy but at the same time it is important to remember their 

background and that they need to spend time to educate the staff and that the new strategy will 

take years to implement. Further, the manager explained that they cannot use the brands in the 

same way all over the world. For instance, is it not beneficial to sell Fichet-Bauche in China 

because Fichet-Bauche promises services that can only be done via France and therefore it 

will cost too much money to fly to China and, for example, fix a locker. (Appendix 5) 

 In the sales segment the most common answers, to question five, was yes or an unclear 

answer, only two respondents answered no. A sales representative, working with indirect sales 

in the U.K market explained that: “We have brands that do not sell all around the 

world/.../and therefore we adapt strategies to fit the specific market” (Keogh, 2011-05-09). A 

regional manager explained that brand perception vary depending on market and that the 

brand values are depending on geographic regions and that it is necessary to have a global 

approach but still try to keep the brands value in the local markets (Appendix 5). “Having a 

consistent brand strategy is almost a holy grail” (Houseman, 2011-05-05). Another regional 

manager explained that some brands are so strong in some markets that, for example, in the 

market where he operates there are some customers saying that they want to buy a Chubb, 
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instead of saying that they want to buy a safe. Furthermore, a third regional manager said that 

there is a definition of a unified strategy but that now days they adapt strategies. (Appendix 5) 

Some of the respondents said that from an Asian perspective the strategy are European-based 

(Appendix 2). The Business Manager Australia/New Zealand stated that; “ I haven't received 

any formal communication, I believe that there must be one in Europe” (Pasani, 2011-05-05). 

 The communication segment did not agree on question five. One respondent answered that 

the strategy is unified and the other respondent instead answered no and that the strategy need 

to be written down and communicated in order to call it a strategy. (Appendix 2) Furthermore, 

one of the respondents in this segment said that; “maybe the business area think that this 

exists but it differs from country to country. There is a paper product but is not communicated 

or implemented” (Wallström, 2011-05-11). 

Local adapted strategy 

On the question six; Do you believe that Business Area Secure Storage adapt strategies for 

their brands, depending on market? In the management segment three respondents answered 

yes, two respondents answered no and two answered with an unclear answer. In the sales 

segment six respondents answered yes, two answered no and two gave an unclear answer and 

one respondent did not give an answer to this question. In the communication segment both 

respondent answered yes. The management segment answered that the reason behind a local 

adaptation strategy is because the brands does not have the same starting position in all 

countries and this is mostly due to historical reasons and that some brands have a stronger 

recognition in some of the markets. Some of the respondents in this segment said that the 

Business Area Secure Storage have to many brands and as a global business they need to have 

uniformity and that having a local adapted strategy would bring logistic problems. (Appendix 

2) One respondent in the management segments said that before, the brands were managed by 

the sales companies in each country but now the situation is different and the brands are now 

days managed by the business area management (Appendix 5). 

 The sales segment also said that there are adapted branding strategies due to history and 

also due to end customers. They think that an adapted strategy is needed in order to promote 

the local brand. (Appendix 2) “we want to promote the brand that will sell here” (Keogh, 

2011-05-09). Gunnebo has made a lot of acquisitions and due to heritage of the different 

acquired brands, the strategies are adapted depending on market. The one respondent in the 
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sales segment that answered no on question six means that the brand strategy is not adapted 

enough. Further on, this respondent argue that the brands are related to the countries and that 

it is important not to put a brand on a product that is unrecognized in the country where you 

are operating. One regional manager stated that it is important to keep the brands flavored and 

that the brands have a great value because of history. Furthermore, this regional manager 

argued that the United Kingdom should have a greater say of brand management of 

Chubbsafes, which is the most recognized brand there, and that France should have a greater 

say of brand management of Fichet-Bauche for the same reason. A country manager explained 

that some brands are very local and in order to replace these local brands with future global 

brands it is necessary to spend a lot of money on marketing. Furthermore, the country 

manager argued that a dual brand strategy would be good, to have a primarily brand and a 

secondary brand for each market. (Appendix 5)  

 The communication segment agreed upon that the Business Area Secure Storage adapted 

strategies depending on market and also that the business area look at the positioning of the 

brands in the specific markets. (Appendix 2) 

External factors 

On the seventh question; Are there external/environmental factors on the target market, that 

influence the choice of branding strategies within Business Area Secure Storage? 18 of 19 

respondents answered yes and one respondent in the sales segment answered no. The 

management segment argued that external factors that influencing the choice of brand strategy 

can be; history, domestic culture, brand name, brand design, communication, language, 

geography, positioning, customer knowledge and old business cultures. The brands 

Chubbsafes, Rosengrens and Fichet-Bauche each have more than 100 years of history and are 

therefore well known in their specific market. Due to history these brands also have strong 

recognition of their market. (Appendix 2) “There are cultural differences which means that 

we need to make minor adjustments concerning strategies, adapted to the country” 

(Samuelsson, 2011-05-04). 

 The communication segment also agreed upon that there are external factors influencing 

the choice of branding strategies; history, inheritance from the acquisition, language that is 

part of the inheritance and dealer networks. (Appendix 2) 

 The sales respondents stated important external factors that were; history, competition, 



Securing the global brand strategy  Andersson & Borgvall 

 40 

domestic culture, brand recognition, market demands, language, sales channels and brand 

perception. (Appendix 2) A country manager located in Asia explained that; “our branding 

strategy is very much influenced by its recognition in the specific market, history, like 

Chubbsafes is a known 'household' brand from the British Commonwealth days in more Asian 

countries, and Fichet-Bauche is the same in other countries like Vietnam, where there was 

some strong French dominance...” (Tay, 2011-05-06). One respondent in the sales segment 

answered no and argued that today, Gunnebo does not take advantage of the opportunities this 

can bring and that they should see more to external and environmental factors in the specific 

country markets. (Appendix 5) 

Benefits with global standardization 

The eighth question asked; “What do you think the pros and cons would be for the brands 

within Business Area Secure Storage, to implement a global standardized branding strategy? 

Generally the management and communication segment could see more benefits with 

implementing such a strategy, than the sales segment. Some of the benefits that the 

management and communication segments mentioned was that a global standardized brand 

strategy can create synergies in, for example marketing and the industrial platform. 

Furthermore, the respondents mentioned that a global standardized strategy can create long-

term strengthening of the business, which could be connected to long-term competitiveness 

and economies of scale because of possible bigger purchases from factories. They continued 

to argue that a global standardized branding strategy can also result in a possibility for the 

organization to grow and become a bigger player on the market and create a global image and 

that this strategy can also lead to a decrease when it comes to product variations and this has 

advantages, such as economies of scale and logistic benefits. (Appendix 2) “Variant 

Management – impossible in the long run because there will be much greater costs” 

(Samuelsson, 2011-03-04). The communication and IR director argued that it is important 

with conscious choices and that it is important to sit down and discuss this in order to reach 

the best alternative. (Appendix 5) The sales segment mentioned benefits such as; clear 

directions from one source of communication and coordinated strategy and efficiency. 

(Appendix 2) 

  

The management segment mentioned disadvantages with a global standardized strategy, 
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which could be; loss of local brand recognition, which can lead to loss of business in the local 

market, cannot capitalize from local opportunities and less possible to meet local needs. The 

sales segment also mentioned that it is possible to miss the local need as a disadvantage. 

Other disadvantages that the sales segment mentioned were; it may not be effective in every 

country because of the culture differences and also due to history of the acquired companies. 

One regional manager argued that because of the local brand values that exists, the 

implementation decisions of branding locally must be regional based and that Gunnebo 

cannot have a fragmented branding approach but need to have a global cohesiveness, when it 

comes to branding. (Appendix 5) “We need to have a global approach, but with local flavor” 

(Houseman, 2011-05-05) The brand manager argued that “all local conditions do not always 

work globally” (Tjörngren, 2011-05-10) 

Benefits with local adaption 

Question nine was connected to question eight and asked the respondents if there where any 

advantages or disadvantage with a local adapted branding strategy. Some of the benefits 

mentioned by the management segment were: better control of the local markets and local 

expert resources, easier to manage brand positioning. The communication segment mentioned 

that benefits with a local adapted brand strategy can be that they can bring use of the 

inheritance from the acquisitions and also that it is possible to maximize the business in a 

specific country market. The advantages that the sales segment mentioned was that every 

country can be individuals and that the sales companies know what is best and most suitable 

for the specific country market and can adjust the brand strategies based on the conditions on 

the market – flexibility. (Appendix 2) 

 The disadvantages of having a local adapted branding strategy can be, according to the 

management segment; high costs and that it does not strengthen the business in the long term 

perspective and that local adaptation do not help the bigger picture. (Appendix 2) “We must 

be very careful how we handle the brands because they are the main assets of the company” 

(Bevillon, 2011-05-03) The sales segment mentioned disadvantages, such as that there is a 

risk of loosing value on the global arena and that it can lead to disorganization in the 

company. (Appendix 2) 
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5. Analysis 

In the analysis chapter the theories together with the empirical data are presented, contrasted 

and analyzed. The empirical data collected from the different interview respondent segments; 

management, sales and communication will also be compared with the theory. 

 

Ghantous (2008) and Koller (2007) argue that multinational corporations today constantly 

face important challenges in their international marketing efforts and especially concerning 

brand management. The Business Area Secure Storage within the company Gunnebo is in the 

process of changing their brand strategy and are trying to become a strong global player and 

go towards a more global standardized brand strategy with fewer brands within a four to five 

year time perspective. The plan is to sell only one brand per sales channel. (Extraction from 

BASS Business Plan, 2011-2015) On a closer analysis of the theory from Ghantous (2008) 

and Koller (2007) in the contrast with the empirical material there are indications that 

multinational companies do face challenges concerning brand management. The reasons 

detected from the empirical material why a global standardized brand strategy is attractive is 

because of the benefits it can bring, such as communication benefits, logistic benefits, 

decrease the expenses of keeping brands alive and cost effectiveness in general. (Appendix 5) 

This indicates that the strategy decision is an important challenge. Other reasons mentioned 

were also the possibility to become a united business group, working towards the same goals 

(Samuelsson, 2011). Herrman et al. (2010) argues that for a brand to contribute to the success 

of a company, resource investment decisions are necessary to achieve success. The fact that 

resource investment decisions are necessary to be successful (Herrman et al., 2010) can 

according to us explain the reason of having fewer brands. It allows a company to invest more 

resources in the remaining brands and have a clear focus and in turn make the brands stronger.  

 Hudea & Papuc (2009) and Bhatia & Bhargava (2008) argue that when a company is 

acting internationally they need to make clear decisions regarding the use of a global 

standardization or a local adaptation strategy. On the question four the respondents in the 

management segment said that the brand strategy of Business Area Secure Storage are related 

to the market and respondents in the sales segment said that the brand strategy is adapted to fit 

the local markets and also that the brand strategy is communicated through the business area. 

However, many of the respondents in all three segments stressed the fact that the brand 
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strategy is unclear and not communicated throughout the whole organization. Most of the 

respondents answered this question by explaining the strategy of sales channels and which 

brands that should be sold through which channel. (Appendix 2) This indicates that the brand 

strategy main focus, in the business area, lies in the choice of sales channels of the brands and 

do not discuss whether to have a global standardization strategy or a local adapted strategy. 

We believe that the reason that the respondents replied that the business area have local 

adapted strategies is not due to underlying brand strategy decisions. Instead it could be 

because previously the management of the brands have been the responsibility of each 

country. (Appendix 5) 

5.1 Global Standardization and Local Adaptation  

According to Wilken & Sinclair (2011) standardized strategies are always attractive on the 

global market because of the possibility to achieve greater global return. Furthermore, the 

authors continue to argue that a local adaptation strategy has been developed in order to cope 

with market-by-market variations (Wilken & Sinclair, 2011). There were respondents in all 

three segments that agreed upon that a local adapted strategy to fit the specific market need is 

necessary, because it is not possible to use the same brands in the same way, all over the 

world. This indicates that there is a compliance between the theory and the empirical findings 

because market-by-market variations seems to be something that highly influence the choice 

of strategy even though a global standardized strategy can yield global returns. 

 Generally the management segment was aware of that the business area is moving towards 

a global standardized strategy (Appendix 2) and the marketing and business development 

manager explained that it is important to have a unified strategy but that it means that smaller 

markets will have to readjust. (Appendix 5) In the sales segment we could see a difference 

from the management segment and the general understanding in the sales segment was that 

brand strategies need to be adapted to fit the local market. This implies that the 

communication between the management and the sales companies around the world is diffuse 

and that the sales segment and the management segments does not agree of whether to have a 

global standardized strategy or not. (Appendix 2) Maynard & Tian (2004) writes about 

Levitt's theories (1983) that recommend a unified global strategy for companies operating in a 

global environment. If companies view the world as one market and ignore national 
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differences, they need to strive to sell standardized products, using the same strategies 

throughout the whole world (Maynard & Tian, 2004). We could see that both in theories and 

within the case organization there are different arguments on whether to use a global 

standardized or a local adapted brand strategy and it is obvious that this is a complex decision 

that international companies have to face. We believe that even though Levitt (1983) 

recommended a global unified strategy companies’ need, in some way, to handle market-by-

market variations. Because a company lives on selling products and services to customers it is 

of importance to listen to the sales segment that, on a daily basis, interact with the customers 

and sell the company's products. 

 We could see similarities in the theory and the empirical material when it comes to 

advantages of a global standardized approach. Wilken & Sinclair (2011) and Sinclair & 

Wilken (2009) both argue that, besides economic advantages, global standardization can also 

lead to other advantages for example, the creation of a stronger global international identity 

through consistent positioning and image across markets. Economies of scale and effective 

use of advertising budget is other advantages of global standardization (Sinclair & Wilken, 

2009). Some of the reasons why the Business Area Secure Storage wants to move towards a 

more global standardized strategy are because it can yield economies of scale and cost 

effectiveness. The management and communication segment mentioned benefits with having 

a global standardized strategy, which are that it can create synergies, it can strengthen the 

business in a long-term perspective, create competitive advantage and economies of scale 

through bigger purchases from factories. The management and communication segment also 

mentioned benefits, such as the possibility for the organization to become a bigger player and 

create a global image and decrease of variations, which can lead to economies of scale and 

logistic benefits. The sales segment mentioned benefits such as; clear directions from one 

source of communication and coordinated strategy and efficiency. (Appendix 2) The 

management and communication segments reasons for having a global standardized approach 

comport with the advantages mentioned by the Sinclair & Wilken (2009). However, the sales 

segment mentioned different reasons which, we believe, indicates that today there are no clear 

communication and the sales segment seeks efficiency and clear communication from one 

source. Hence, clear communication is also a factor influencing international brand strategy 

decisions. 
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Chung (2007) argue that the marketing decision making structure is important to consider 

when it comes to global standardization strategy. It is about whether a company's choice of 

marketing decision making structure is a factor in marketing standardization strategy. The 

marketing decision structure refers to the degree of authorization, which an organization's 

local representation is given when formulating their own strategy. (Chung, 2007) Today, the 

case organization's strategy decisions are made and communicated through the management 

and this is a relatively new decision making structure. However, the communication from the 

business area management has not reach out to the whole organization. (Appendix 2) In some 

cases regional and country managers does still, to some extent, see the brand strategy making 

task as theirs. Respondents have also mentioned that the strategy decisions should be 

managed regionally. (Appendix 5) What this implies are that Chung's (2007) theories that the 

decision making structure is important to consider agree with the reality.  

 A global company's focus is centred on the global market and it is no longer the domestic 

market that is the core of interest. The goal is to sell the same thing, the same way, 

everywhere. Many companies do not completely reach the stage of globalization and that is 

why the discussion of global standardization and local adaptation is complicated. (Hudea & 

Papuc, 2009 and Wilken & Sinclair, 2011) The Business Area Secure Storage wants to 

minimize the number of brands in their process towards a more global standardized strategy 

because of, for example, decreased costs and communication benefits. The future plan is to 

sell one brand per sales channel, which the business area management argue can lead to 

benefits such as; cost effectiveness, simplicity, communication benefits, logistic benefits and 

costs savings when it comes to keeping the brands alive. (Extraction from BASS Business 

Plan, 2011-2015) Even though the business plan for the Business Area Secure Storage present 

benefits with a global standardized strategy with fewer components there where several 

respondents who had a certain reluctance towards this strategy, especially in the sales segment 

who argue that brands do not sell world-wide and therefore it is a need to adapt strategies to 

fit the local markets. (Appendix 2) The case organization wants to act global in the global 

market place and if they want to be a truly global player they should sell the same thing, the 

same way, everywhere. However, we believe that the business group has not reached this 

global stage yet and therefore there are tensions between the segments and because of cultural 

differences and history it is not possible for the Business Area Secure Storage to sell the same 

thing, the same way, everywhere, yet. 
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 Wilken & Sinclair (2011) argue that standardization can be seen as an abstract concept 

because all cross-cultural marketing require some degree of interaction between 

standardization and adaptation to local markets. Even though the Business Area Secure 

Storage wants to move towards global standardization with a fewer number of brands, they 

say that the plan is to maintain a few brands for a limited period of time due to historical and 

present situations (Extraction from BASS Business Plan, 2011-2015). The development and 

sales director explained that they want to go towards a united strategy but at the same time it 

is important to remember the background and that it will take time to implement the new 

strategy. We argue that history should be taken into consideration because it can create value 

for the customers. 

 Ghantous (2008) argue that when global standardizing the marketing strategy of a company 

it generates important cost savings and this can result in that more monetary resources can be 

invested into the brands marketing actions and global distribution channels and global brands 

seem to have better bargaining power than local ones. Global standardized brands can be a 

source of added value for consumers because of a strong, unique and consistent brand image 

across markets. (Ghantous, 2008) One benefit of minimizing the number of brands, mentioned 

by respondents, was that it will decrease the expenses of marketing and that keeping brands 

alive takes a lot of resources. (Appendix 5) With just a few brands the budget can be focused 

and more money can be invested in the marketing of the brands. The management and 

communication segment mentioned benefits with a global standardization branding strategy, 

which was that it creates the possibility for the organization to grow and become a bigger 

player on the market and also the possibility to create a global image. (Appendix 2) We can 

see similarities in the theory of Ghantous (2008) and the answers from the interviews, that a 

global standardized strategy can create cost saving but also a unique brand image across the 

globe.  

 Furthermore, Ghantous (2008) argue that even though there are benefits with a global 

standardized strategy, cultural differences are still important to consider. Consumers 

reinterpret brands according to their cultural background and own perspectives. To recognize 

the connection between local culture and local brands it is important for companies to be able 

to build better relations with consumers and better meet their needs. (Ghantous, 2008) In the 

management segment there were respondents that answered that the reason why they, today, 

have a local adapted branding strategy is because the brands does not have the same starting 



Securing the global brand strategy  Andersson & Borgvall 

 47 

position in all countries and some brands have a stronger recognition in some of the markets 

due to historical reasons. Respondents in the sales segment also said that there are adapted 

brand strategies due to history and also due to the end customers. There was a general 

understanding in the sales segment that an adapted strategy is needed in order to promote the 

local brand. (Appendix 2) This implies that companies that have made many acquisitions 

world-wide and have acquired brands with cultural differences affect how customers 

reinterpret the brands. Therefore, we argue that, heritage from acquired companies are an 

important factor to consider when it comes to brand strategies of business groups built from 

acquisitions. 

 When companies choose to have a local adapted brand strategy it is important to take a 

country's culture into consideration and create a strategy that fit with the specific country 

market. This strategy means that the transferring of the marketing of brands between countries 

decrease. However, a local adapted strategy can help to improve the success of a product 

because of the adjustments the organization makes for the specific country market. (Raymond 

& Lim, 2002) Respondents in the sales segment saw more advantages with a local adapted 

brand strategy than the management and communication segment. (Appendix 2) We believe 

this can be due to that the country and regional managers look only to their own markets and 

do, therefore, not take the decrease of brand transferring into account. 

 To implement an organization's global strategy on the local market requires high attention 

of local expectations and knowledge of the local market. If a company possess high 

knowledge of the local target market, this will lead to development of the local version of the 

organization's techniques and strategies. (Alashban et al., 2010) Before the company modifies 

their strategy into the local market they should take global trends into consideration, which 

will help the company to apply a successful strategy that can be helpful on the local as well as 

the global market. (Woywode, 2002) Because the case organization has acquired companies 

all around the world, this implies that they have, in many cases, high knowledge of the local 

markets they operates in. One regional manager argued that, the regional market where a 

particular brand is strongest should have a greater say of the strategy decisions behind that 

brand. (Appendix 5) We believe that the case organization posses high knowledge of the local 

markets they operates in but it is a question of whether this local adapted strategy is processed 

and coming from a global strategy and if the company take global trends into consideration. 

Again, one can see that the sales segment call for a more adapted strategy because of the high 
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knowledge they posses of their specific market and their customers. Knowledge of local 

markets is a factor that has an influence on the choice of international brand strategies. 

 Medina & Duffy (1998) argue that a local adapted approach can help the company to 

develop their business and its offerings and it can help differentiate the company from others. 

The management segment mentioned benefits with a local adapted strategy such as, better 

control of the local markets, local expert resources and that it is easier to manage brand 

positioning. The management segment also mentioned that if they not have a local adapted 

approach this could lead to loss of business on the local markets because of loss of brand 

recognition. The sales segment mentioned, as stated above, that a local adapted approach is 

needed because of the cultural differences and due to history of the acquired companies. 

Respondents in the management segment said that a standardized strategy would help the 

business in a long-term perspective even though they may loose business on the local market. 

(Appendix 2) This implies that there are benefits with a local adapted approach. However, the 

general understanding in the management segment is that even though there may be losses on 

the specific local country markets, a global standardized strategy will benefit the organization 

in the long run. We believe that the reason why the sales segment says that a local adapted 

brand strategy is needed is because a global perspective is not yet an implemented view 

throughout the organization. Some country and regional managers still only see to their 

specific markets, hence they need a local adapted approach in order to not loose business. 

Because a global approach does not permeate the organization, the sales segment fail to see 

that there may be benefits with a more global standardized brand strategy. Again, it is the 

internal communication that is the culprit.  

 Alashban et al. (2001) argue that brands can be valuable assets for organizations and that 

there are five different environmental factors that have an influence on an organization's brand 

adaptation strategy; religion, language, education, technology and the economy. The 

management segment said that environmental factors that can influence the choice of brand 

strategy could be history of the brands, domestic culture, communication, language, 

geography, customer knowledge and old business cultures. The communication segment 

mentioned factors; history and inheritance from acquisitions and language. The sales segment 

mention factors such as; history, competition, domestic cultures, brand recognition, market 

demands, language, sales channels and brand perceptions. (Appendix 2) Several respondents 

especially highlighted the historical factors as important. Because of the many acquisitions 
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that the case organization has made, this factor seems to have a huge influence. Comparing 

with Alashban et al. (2002) the respondents only mentioned one of the five factors, which was 

language. 

5.2 A middle – Glocalization and Regionalization 

Glocalization refers to the interaction between the global and the local. The interaction occurs, 

for example, when a global company replicates its corporate philosophy and symbols world-

wide at the same time as taking local preferences into account. (Sinclair & Wilken, 2009) 

Matusitz (2010) argue that interaction between the global and the local, when it comes to 

cultural values, is about flexibility and about introducing a product or service into other 

cultures than the company's own. The Business Area Secure Storage are going towards having 

a more global standardized branding strategy however, one manager stated that there are 

cultural differences which means that they have to make strategy adjustments adapted to the 

specific country market. (Appendix 5) Sinclair & Wilken (2009) argue that glocalization can 

be seen as a part of marketing that is about creating balance between the global and the local. 

The indications here is that even though a company strive to have a global standardized brand 

strategy it can be difficult due to some aspects. It may be necessary to adjust to local markets 

in order to maintain the value of the brands. It is about creating balance between the global 

and the local, which can be seen as a glocal strategy. Cultural differences and local brand 

value and recognition are factors influencing decisions of the brand strategy. 

 Matuzits & Reyers (2010) argue that globalization highlight the universality of corporate 

development and that it suggests global uniformity while glocalization signifies increase of 

diversification and independence of international products, brands, philosophies and services. 

Some of the regional managers were aware of that the business area is in the process of 

implementing new branding strategies. However, as mentioned above, there seems to be a 

general understanding in the sales segment that branding strategies need to be adapted to fit 

the specific markets. Some respondents in the management segment mentioned that strategies 

are related to the market. The sales segment said that the brand strategy of Business Area 

Secure Storage is adapted to fit the local markets and that it is communicated through the 

business area management however, the sales segment also mentioned that the 

communication is unclear. (Appendix 2) A communicated strategy from the business area 
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management that is unified but still flexible to fit local markets where it is needed can be 

seen, according to us, as a glocal brand strategy. 

 The concept of regionalization or regional standardization suggests geographic regions as 

key and that similarities sometimes exists inside groups of countries and that these countries 

often are closed geographically. (Ghantous, 2008 and Fastoso & Whitelock, 2010) In the case 

organization this theory can be applied however, it is not only countries that are close 

geographically where similarities exist. One regional manager explained that for example 

Chubbsafes is a known brand from the British Commonwealth and are a recognized brand in 

the previous British colonies as well as in the United Kingdom. Fichet-Bauche is instead 

recognized in France and in France's previous colonies. (Appendix 5) These countries are not 

necessarily close geographically but share the same history and therefore similarities exists 

and the same brand is well known, because of this history. Rosengrens is a brand well 

recognized in northern Europe and foremost in Scandinavia, these countries are close 

geographically and this indicates that similarities also exists across countries that is close 

geographically. Hence, we argue that there is compliance between theory and the empirical 

material. 

 Wilken & Sinclair (2011) argue that brand regionalization can be used as a selective 

globalization of brands, they also say that some critics go so far as to say that globalization is 

a myth and that successful multinational corporations design strategies on a regional level. 

Wilken & Sinclair (2011) continue to argue that a regional approach can be seen as “thinking 

globally, acting locally and managing regionally” (p.10) Hudea & Papuc (2009) argue that in 

a multi-national stage of a company they should found its marketing strategies at a regional 

level and efficiency is pursued by standardizing across regions. One regional manager said 

that “Having a consistent brand strategy is almost a holy grail” (Houseman, 2011-05-05) and 

continued to argue that brand values are depending on geographic regions and that the 

implementation decisions of branding locally must be regional based at the same time as they 

cannot have a fragmented approach but a global cohesiveness. (Appendix 5) The critics 

saying that a global standardized strategy is a myth can also be seen in the empirical findings. 

This may indicate that having a four to five years implementation plan of going towards a 

more global standardized brand strategy may be to optimistic. We argue that it may be 

beneficial for companies to focus on having regional standardization as a first step in the 

process of becoming a truly global organization. 
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5.3 Discussion/Criteria 

Today, the Business Area Secure Storage have a brand strategy, according to the criteria 

presented in the theory discussion chapter, that is more towards the local adapted direction. 

According to our findings they take local markets cultures into consideration and create 

strategies that fit with the local markets. They have a high knowledge of the local markets and 

they take environmental or external factors into consideration. The current status strategy is 

mostly due to the history and heritage that has followed with the many acquired companies 

across the globe. We could not fit the global standardization criteria, in the theory discussion, 

with the Business Area Secure Storage's current strategy today. However, we could fit some of 

the glocalization and regionalization criteria with their current brand strategy. We argue that, 

to some extent, they have an interaction between the global and the local in such a way that 

they try to communicate the brand strategy through the business area management to the sales 

regions across the world. Gunnebo is also a company that operates in a multinational market 

and introduces products and services into other cultures, which also is a criterion for 

glocalization. Gunnebo is divided into regions (Appendix 4) and today, we could see that even 

though the Business Area Secure Storage have the ambition of communicating brand 

strategies through the management, brand strategies are in many cases regional based in order 

to fit the local markets. The Business Area Secure Storage has a future business plan (2011-

2015) that entails becoming a stronger global player through adopting a more global 

standardized brand strategy. They want to have a fewer number of brands and communicate 

brand strategies from the top management. 

 Based on the discussion above we have placed Business Area Secure Storage's current 

position (blue) and the position they want to reach in 2015 (red). The current position 

placement is based on that today the business area has just begun moving towards a global 

standardized approach and today they see to local aspects and adapt strategies to the local 

markets. The future position placement is based on the extraction from the business plan 

(2011-2015) where it is explained that Business Area Secure Storage want to have a global 

standardized brand strategy. However, the reason why the position placement is not placed 

totally at the global standardized end is because the history is always going to be a factor 

influencing strategy decisions because of acquisitions of companies with histories of centuries 

back.  
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Figure 3B: The diamond model of tensions between global strategies, (Own, 2011) 
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6. Conclusion 

The research question for this thesis is: What factors influence decisions of global 

standardization or local adaptation of branding strategies?  

Factors behind the decisions of a global standardized brand strategy can be: 

• The possibility to become a strong global player which can create a global image 

• Achievement of clear communication both externally and internally 

• Logistic improvements 

• Decrease expenses of marketing through a decreased brand variation management 

• Cost effectiveness through economies of scale 

• Conveying a sense of being a united organization 

• Achievement of competitive advantage through strengthening of the business in a 
long-term perspective  

Factors influencing the decision of a local adapted brand strategy can be:  

• Cultural differences 

• History and heritage 

• Brands do not have the same initial status in all countries and therefore all brands do 
not sell globally and brand perception varies depending on market 

• Better knowledge of the local markets which facilitates managing brand positioning 

• The possibility to capitalize from opportunities on local markets 

• After sales services and local expert resources 

• Geographical distances  

A conclusion drawn is that it is important that the brand strategies permeate and are 

communicated throughout a whole company in order for every employee to work towards the 

same goals and to use the organizations brand/brands in the right way and to sell them 

through the right sales channels. Hence, communication is a key factor that influences the 

decision of brand strategy of global standardization and local adaptation. This indicates that 

the factors behind the choice of branding strategies are an important subject and that it is of 

importance to have a clear strategy. 
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7. Reflections 

In this chapter we will discuss the thesis' execution and give suggestions for further research. 

Further, recommendations for Gunnebo will be presented in a sub chapter. The reflection 

chapter is solely based on our own opinions and thoughts. 

 

When starting to work with our master thesis we could not, due to administration reasons, 

start working as soon as we wanted to. This gave us less time to conduct this research and this 

affected the number of interviews. However, the reliability of the conclusion result, we 

believe, are high because of a good contact with the case organization and that the 

respondents were highly relevant for our research and we managed to collect valid 

information thanks to this. The conclusion results may not be generalizable because we only 

used one case organization. If time had not been an issue, we would have liked to use one or 

two more cases in order to make the conclusion results more generalizable. 

7.1 Suggestions for further research 

In this thesis, we have found factors influencing brand strategy decisions of local adaptation 

and global standardization. We have researched the view of employees working with brand 

management and factors that influence their decisions of brand strategies. Suggestions for 

further research within this field would be to look to the customers and study whether the 

factors mentioned internally really are of importance for the external customer and also if 

there are any other factors that an organization should consider when developing brand 

strategies. 

 Another suggestion for further research is to conduct a more thorough research with more 

respondents from different multinational companies, in order to be able to compare if there 

are different factors influencing strategy choices, depending on company. 

7.2 Recommendations for the case organization 

Today, some of the, by Gunnebo, acquired companies with local strong brands are still, to 

some extent, operating as if they where individual companies. According to us it is important 

to have a unified basic brand strategy and core brand values communicated from the business 
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area management throughout the whole organization. Though, we argue that the different 

regions should have the flexibility to adjust and fit the brand strategy to their region, in order 

to be able to maintain the local values of the different brands. Even though we recommend 

that the regions should have the flexibility to adjust and fit the brand strategy to the local 

markets it is important to have a clear structure of what is allowed to be adjusted and also 

clear structures of how to manage the communication between the regional managers and the 

business area. Strategies need to be documented and implementation actions should be 

reported back to the business area. 

 The majority of the respondents answered that the Business Area Secure Storage, today, has 

a local adapted strategy. However, we believe that this is not due to underlying brand strategy 

decisions but rather due to the brand strategy decisions where previously managed by regional 

representatives and also due to the history of acquired local companies. 

 We believe that, today, there are a tension between the management segment and the sales 

segment where they strive towards different goals and working according to different 

strategies. There is a need for internal cooperation and understanding of benefits with both a 

global standardized and a local adapted approach and how these can strengthen each other. 

 In one of the interviews conducted, a respondent mentioned a dual brand strategy. This 

respondent meant that a region have a primary and a secondary brand, were the primary brand 

should, preferably, be the strongest and most recognized brand on that market and should be 

the main brand that is promoted on the market. The secondary brand should be an alternative 

brand for the region and this brand could be used where the primary brand does not fit. 

 In our diamond model of tensions between global strategies we have positioned Gunnebo 

where we argue that they should strive to position themselves (yellow). We argue that 

Gunnebo should strive to achieve a more global standardized brand strategy in order to 

become a stronger global player. However, the fact that all brands does not work in all 

markets makes it hard to standardize across the whole globe and therefore adjustments need to 

be make and we suggest that they should be made on a regional basis. This means that the 

regions should have the flexibility to adjust the brand strategies coming from the business 

area, to fit their market. We have not place Gunnebo all the way down to regionalization that 

is because we believe that the history will always have an impact and it is important to take 

cultural differences and history into consideration in order to maintain the value of the brands. 
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In order to implement a new and more global standardized strategy it is of importance that all 

employees within the organization receive internal education about how to use the brands and 

the reasons and values behind the brand strategy. It is important that this reach out to all the 

sales companies. We argue that it is crucial to communicate throughout the whole 

organization about what the future brand strategy contains, how it will be implemented and in 

which time perspective. It is important to communicate this to enable the whole organization 

to work towards common goals and to create a unified, competitive and strong business 

group. 

  

 

 

Figure 3C: The diamond model of tensions between global strategies, (Own, 2011) 
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Appendix 1  

Interview Guide 

1. Name? 

2. What is your position within Gunnebo? 

3. Do you work with the implementation of branding strategies within the Business Area Secure 
Storage?  

 

 

• In what way? 

4. Does the brands within Business Area Secure Storage have branding strategies?  

 

 

• Do you know something about the strategies?  

 

• Can you tell us about them? 

5. Does Gunnebo have a united strategy for all the brands within Business Area Secure Storage? 

 

6. Do you believe that Business Area Secure Storage adapt strategies for their brands, depending on 

market?  

 

 

•  Why/ Why not? 

YES NO 

YES NO 

YES NO 

YES NO 

YES NO 



Appendix 1  

7. Are there external or environmental factors on the target market, that influence the choice of 

branding strategies within Business Area Secure Storage? 

 

•  Which factor?  

8. What do you think the pros and cons would be for the brands within Business Area Secure 

Storage, to implement a global standardized branding strategy? 

9. What do you think the pros and cons would be for the brands within Business Area Secure 

Storage, to implement a local adapted branding strategy? 

 
 

YES NO 



Appendix 2 
Summation of the empirical data  
 

 Respondents segment 

Question Management (7 respondents) Communication (2 
respondents) 

Sales (10 respondents) 

3.  Yes; 6 No; 1 

In what way? 

• Through BASS guidelines 
• Make sure that BASS do what 

Gunnebo wants them to do.  
• Communicate a clear strategy 

to sales 
• Control of implementation of 

strategy 
• Locating areas for new 

businesses and developing 
existing businesses 
 

Yes; 2 

In what way? 

• Through BASS guidelines 
• The communication to 

sales 
• With brochures, layout, 

product materials 
• Responsible for the 

Gunnebo-brand 
• The registration of brand 

and service 
• Graphic profile 
 

Yes; 7, No; 2, Unclear: 1 

In what way? 

• In a “technical” way 
• Brochures, product material, layout  
• Implementation of locally used 

brands. 
• Through BASS Guidelines.  
• Brand portfolios. 
• Distributions channels. 
• Internet. 
 
 

4. Yes; 4, Unclear; 3  

Comments: 

• The strategies is related to 
the market 

• Unclear and not 
communicated  

• Strategies of identity and use 
• Strategy of distributions 

channel, direct and indirect 
sales 

• Strategies are developing 
• Positioning  
 

Yes; 2 

Comments: 

• Direct and indirect 
distribution channels 

• Positioning 
 

Yes; 6, Unclear; 4 

Comments: 

• Locally adapt strategies to fit the 
market. 

• Through BASS communication 
• Indirect and direct channels 
• Unclear and not communicated 

5. Yes; 1, No; 6 

Comments: 

• Overall strategies, but 
detailed picture for each 
brand 

• Process of implementing this 
in 5 year 

• Never received 
communication 

• Can not use the brand in 
same way all over the world 

  

Yes; 1, No; 1 

Comments: 

• Adapt strategies depend on 
market 

• “Maybe the Business Area 
think so”, Not 
communicated and 
implemented 

Yes; 4, No; 2, Unclear; 4 

Comments: 

• European-based strategy 
• Adapt strategies to fit market 
• Unclear, need local adaptation 
• In a general view this exist 
• Process of implementing strategies 
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6.  Yes; 3, No; 2, Unclear; 2 
Comments: 
• Due to historical reasons 

some brands have stronger 
recognition in some markets 

• Due to local adaptation- no 
clear strategy 

• Not the same starting position 
is all countries 

• No strategy for the 
professional sales- no clear 
united vision 

• As global business - need to 
have uniformity 

• Would bring logistic 
problems 

• Perception of adaptation in 
Europe 

• Today too many brands 
 

Yes; 2 

Comments: 

• We look at the position of 
brand depending on the 
market 

Yes; 6, No; 1, Unclear; 2 

Comments: 

• Adapt depending on established 
history 

• Promote local brand 
• Depend on the brand presents 
• Brand values are depending on 

geographical regions 
• Heritage of the different brands 
• Acquisitions 
• Due to history 
• Due to end customer 

7. Yes; 7 

Factors? 

• Customer/ market knowledge 
• Positing 
• 2/7 History 
• Old business culture  
• Culture 
• Brand name  
• Brand design  
• Communication 
• Language 
• Geography 

Yes; 2 

Factors? 

• History  
• Inheritance because the 

acquisitions 
• Language (part of the 

inheritance) 
• Traditions 
• Dealer network 

Yes; 9, No; 1 

Factors? 

• 3/10 History 
• Brand recognition 
• 2/10 Competition 
• 2/10 Culture 
• Design 
• Local factors 
• Market demand 
• Trends 
• Customers behavior 
• Distributions channels 
• 2/10 Language 

8. Pros: 

• Global image 
• Economic resources  
• Create synergies effect on 

marketing and industrial 
platform 

• Decrease variation width 
• Orderliness 
• Long-term competitiveness 
• Long-term strengthening of 

businesses  

Pros:  

• Possibility of growth 
• Gain global key accounts 
• Bigger player on market 
• Recognition 
 
Cons: 

• Local condition do not 
always work globally 

 

Pros: 

• Clear direction- communication 
from one source 

• Easier to manage fewer brands 
• Unity 
• Coordinated strategy 
• Possibility to offer exclusivity to key 

customer 
• Allow us to focus the business areas 

limited budget on fewer brands 
• Create efficiency 
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• Maximization resources 
behind brands  

• Bigger pursuers from 
factories- lower cost 

• Central control- easier with 
better communication 
 

Cons: 

• Loss of local brand 
recognition 

• Loss of business on local 
market 

• Can have a huge effect on 
market with local strong 
brands 

• Not meet local needs 
• Can not capitalize in local 

opportunities 
• Slower reactions to 

competitive activity 
 
Comments: 
- “Whatever direction in the 
future we must work out 
decision and strategies in the 
whole company” 

• Less possible 
 

Cons: 

• Bound to loose focus in some areas 
• May not be effective in every 

country- culture differences 
• Do not have the global market yet 
• Miss the local need 
• Possibility of brand overlapping 
• Extensive training of sales people- 

cost money 
• Stuck in history- acquisitions 
• Risk of losing goodwill 
 
Comments: 
• We need to have a global approach, 

but with local flavor 
 

9. Pros: 

• Better market control 
• More brand positioning- more 

competitiveness 
• Different distribution 

channels 
• Local expert resources 
 
Cons: 

• Costly to maintain many 
brand  

• To broad range of product – 
warehouse management 

• Do not strengthen the 
business in the long run.  

• Adaptation do not help the 
bigger picture 

 
Comments: 
- “We must be very careful how 

Pros: 

• Can maximize the business 
in a specific country 

• Bring the use the 
inheritance from 
acquisitions 

 
Cons: 

• Not better globally 
 
Comments:  
- The business is local and 
should remain local, but there 
has to be guidelines. How 
does it look and where are we 
heading. ORDNING PÅ 
TORPET! 

Pros: 
• Every country can be individuals 
• Sales company are the best to know 

what is suitable or the country 
• Flexibility 
• Minimize brand overlapping 
• Adjusted brand strategies- based on 

conditions on the market. 
• Possible to implement adaptation 
 
Cons: 
• Risk to lose value on the global area 
• It will be a mess 
 
 
Comments: 
- “We need to keep the brands 
flavored, they have a great value 
because of history”.  
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we handle the brands, because 
they are the main assets of the 
company” 
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List of respondents 

Name: Title: Segments:  
Bevillon, Myriam Business Unit Director 

Physical Security 
Management 

Borgvall, Per President & CEO Management 
Brookes, Mark Product Manager BASS Management 
Hall, Robert General Manager BASS Management 
Heim, Tomas Senior Vice President & 

Regional Manager North 
Sales 

Houseman, Martin Regional manager 
Africa/Middle East 

Sales 

Julià, Roman BASS Manager, Spain Management 
Keogh, Steve Sales Representative Sales 
Kurniawan, Hindra Country Manager Indonesia Sales 
Mouat, William Regional Manager 

Asia/Pacific 
Sales 

Nordén, Bengt Managing Director Sales 
Pasani, Anthony Business Manager BASS 

Australia & New Zeeland 
Management 

Roberts, Nicholas Country Manager India Sales 
Samuelsson, Peter Marketing and Business 

Developer 
Management 

Tay, Elsie Country Manager Singapore Sales 
Tjörngren, Åsa Branding & Marketing 

Service Manager 
Communication 

Touma, Jacob Regional Manager Sales 
van Aart, Patrick Country Manager, The 

Netherlands 
Sales 

Wallström, Karin Group Communication & IR 
Director 

Communication 
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Interview 
1. Myriam Bevillon 

2. Business Unit Director Physical Security, Bank and Cash handling 

3. Yes. They announced change in the organization last year. I been working in Gunnebo for a 

couple of years. I worked in Secure Storage before and have knowledge of branding. I Am in 

charge of big shops security sales and are selling BASS's products.  

4. Yes and No. I don't know if there are a defined clear strategy at the moment. Before the 

change, the former organization tried to have a defined brand image. In the history, there 

have been more brands. Some of the brands stopped. Some of the brands were maintained – 

Chubbsafes, Rosengrens, Fichet-Bauche and Gunnebo. We tried to define the image to 

define positioning. The same brand can be positioned different in different markets. 

5. No. (Se question 4) 

6. Yes. They are trying to have a brand strategy. Most of the time they are selling low security 

products but they are also responsible for the entire range of safes. The strategies are not 

worked out at all for the professional safes. They do not have a clear united vision. 

7. Yes. Today if you take Chubbsafes, Rosengrens and Fichet-Bauch (Everyone know about 

Fichet-Bauche in France), they have more than 100 years of history and are well known on 

their specific market. Ten years ago Gunnebo was not known at all but the brand is starting to 

get known  when it comes to high tech, bank sector and retail sector, but Gunnebo is not as 

well known as the brands mentioned before. Historical factors are important. Some market 

customers are more into optimise solutions and paying less – not sure they will care about 

brands if they get what they want. People are starting to know Gunnebo. In some countries, 

for example Asian countries, they are still very attached to brands. 

8. What ever direction in the future we must work out decisions and strategies in the whole 

company. We need to look at the whole business when changing some part. 

9. Because of the history this is the case today. Maybe we should change this but we must be 

careful of the business impact of changing this. We must be very careful how we handle the 

brands – they are the main assets of the company. 
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Interview 
1. Per Borgvall 

2. President and CEO 

3. Nej, det kan jag inte säga. 

4. Det har dom säkert. Men dom är otydliga och inte kommunicerade. Jag känner inte till fullt ut 

vad dom har för varumärkesstrategi. 

5. Inte som jag känner till. 

6. Ja, det tror jag. Just därför man inte har någon tydlig strategi. Jag märker inte en enhetlig 

linje. Jag märker inte någon tydlighet. Det är fortfarande fragmenterat och kvar i gamla 

modeller. 

7. Ja. Historik – det är förvärv av bolag som gjort att det är så. Det finns ingen som tagit beslutet 

att ändra varumärkena med en gång. Historik har en jättestor betydelse. Det finns också 

gamla företagskulturer i de förvärvade bolagen som tidigare var enskilda bolag. 

8. Fördelar: Det kan skapa en del synergier i till exempel marknadsföring och industriella 

plattformer. Leder till en minskad variations-flora. Nackdelar: Vi kan förlora business på dom 

specifika marknaderna. 

9. Fördelar: Fler olika varumärken som positioneras vilket leder till att vi kan penetrera den 

totala marknaden bättre. Olika distributionskanaler. Nackdelar: Många varumärken är svårt 

och kostsamt att upprätthålla, det blir ett för brett sortiment gällande lagerhantering osv. 
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Interview  

1. Mark Brookes  

2. Product Manager Business Area Secure Storage 

3. Yes. Within the BASS team. We make sure to handle a coordinated clear branding strategy 

and communicate it to the sales companies. 

4. Yes. We have indirect and direct sales and strategies are developing. Direct sales is to banking 

and the brands are Fichet-Bauche and Gunnebo. For indirect sales we use Chubbsafes. 

Secure Line doesn't have a universal acceptance. 

5. We are in the process of implementing that in 4-5 years. 

6. No. As a global organization we have to have uniformity. It would bring problem logistically 

and with marketing material otherwise.  

7. We have to be careful of name and design. We can manage brand awareness. The brands must 

be managed in a way so we can handle it. 

8. Pros: Over a period it will bring a stronger presence all over the markets. At the moment, it is 

difficult to have uniformity. 

9. Pros: On a small scale – yes. On a global scale – no. It will bring to much costs 
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Interview  

1. Robert Hall 

2. Business Development & Sales Director for Business Area Secure Storage 

3. Yes. My job is to locating the areas where we can do business that we are not doing business 

in today and develop the business in the areas where it needs to be developed. But we have no 

overall brand strategies for all the brands, but we have a business area strategy. 

4. Also all brands have their way of working with the brands. All the countries have their way to 

use the brands.  

5. We can’t use the brands in the same way all over the world. The brand Fichet-Bauch has very 

specific product thinking. It is 100% service, because only one person can fix the locker if it 

broke, that’s why we can't sell Fichet-Bauch to China. It will cost us to much money to fly to 

China to fix the lockers. All the brands have different anomalies. 5-6 years ago it was decided 

that BASS would use all brands and sell them tactically, for ex. Fichet-Bauch and Chubbsafes. 

They do not have individual brands. The brands are used tactically to support Gunnebo's 

vision and mission. This is tools to support the Gunnebo business. 

We need to take away as many brands as possible. I will try to get rid of as many brands as 

possible. 

6. Before, there were many different opinions on how to mange a brand, because every sales 

company in the history have been there own brand manager. Now, we have a controlled 

management and the Business Area manage the brands. Whether people can accept this is a 

another question. Today we have too many brands.   

7. Geographical adaptation because products do not travel beyond borders. They do not move 

and it will influence the market.  

8. pros: Gunnebo want to be a global brand then we need to offer what local companies can’t 

offer. Standardization act in a global environment. 

9. Gunnebo acquired fairly strong brands in their specific markets, and killing them will lead to 

losses (losing business) though this strategy do not really help the bigger picture of Gunnebo. 

Local adapted brands are highly know in their country. The advantage of the local benefits 

don’t help the company in the bigger picture (globally). I do not support the local adaptation 

strategy. If you want a local product it cost for ex. 100 !, my global company's product cost 

more (120!) I can sell to European countries but the current local company can’t. It is up to 

the customer to decide if it is worth paying extra and get more. The dealer may want to buy to 
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sell to a lot of European countries. 

10. Reasons behind the new strategy of standardization? 

Logistic reasons- expensive to keep the marketing and brand alive. To keep the brands alive it 

is a matter of management – it means that many brands take up resources and can’t be 

focused. We can’t have a strategy for 20 brands. You need to have 2-3 dominant brands with 

strong position and strategy. Then you can  have the financial factors to manage these. This is 

business factors.  

 

Direct businesses – we want Gunnebo as a brand, besides South European companies where 

Fichet-Bauch is established in the direct market, we can’t stop in the short time selling 

Fichet-Bauch but in the long term we need to take it away, however Fichet-Bauch will 

maintain a certain time, they are local adapted to the southern European market. Today it is 

dual branding in southern European countries, both Fichet-Bauch (Fichet-Bauche) and 

Gunnebo. Fichet-Bauche goes back to 100 years of safes, but when we establish new products 

within Fichet-Bauche it will move towards Gunnebo.  

 

Indirect – Sell to another part, dealers for example. It is Chubbsafes, this is a traditional 

British brand, well known in the British empire. It is a consumer product sold to small shops 

but also you and me people. It’s graded products. Chubbsafes is well recognized over the 

whole world. We will also want to work with Chubbsafes' ungraded products. (Secure to 

Chubbsafes) Fewer brands better financial support. Secure Line are only sold to few markets, 

we need to kill it now, before it get established. It is an awful quality and we need to learn from 

it.  

 

But we do have to remember our background. We need to spend time to educate our staff, 

this will take years to implement, approximately 5. To change Fichet-Bauche in Italy is hard 

and  they where argue a lot. Long time perspective. 
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Interview  

1.  Thomas Heim 

2.  Regional Manager North Europe 

3. Yes. I'm working with brand management when it comes to implementing strategies. Picking 

out brand portfolios and distribution 

4. Yes. Chubbsafes works with indirect channels. Rosengrens direct channels. The brands are 

handled flexible on different markets due to history and culture 

5. Yes. There is a definition. But now days we adapt the strategies more. 

6. Yes. Due to heritage of the different brands. This is because Gunnebo has made a lot of 

acquisitions. Fichet-Bauch are stronger in France and Spain while Rosengrens for historical 

reasons are relevant in northern Europe. In India we have Steelage, for the Indian market 

which is a local acquisition that have never been lifted up to a global level, due to costs and 

resources. The strategies are clearly adapted to markets. 

7. Yes. Internet sales, distribution channels 

8. Pros: Allow to focus Business Area Secure Storage's limited budget on one or a few brands. It 

creates efficiency. Less brands. 

 Cons: Loose power of locally strong brands. Less possible. 

9. See question 8. 
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Interview 

1. Martin Houseman 

2. Managing Director South Africa (Regional manager Africa/Middle East) 

3. Yes. With Chubbsafes in South Africa and Middle East. We look to the Business Area of 

Secure Storage for guidelines. 

4. Yes. I would hope so. I do not work with the branding strategies personally but my colleagues 

do. I am aware of our branding strategy though. Some of the brands are strong, some are not. 

Chubbsafes is big in the U.K. (top 10-20 recognized brands in the U.K.). In France, 

Chubbsafes is an obscure brand. Chubbsafes is strong in South Africa, Gunnebo and Fichet-

Bauch are practically unknown. In the Middle East Chubbsafes is the strongest brand. 

5. No. 

6. Yes. Having a consistent brand strategy is almost a holy grail. It is very hard to obtain. The 

brand values are depending on geographic regions. 

7. Yes. Rosengrens have a particular brand value in the U.K. For example – the perception of a 

Swedish product is high tech. In the U.K., Chubb is seen as reliable, probably not the highest 

technology. There are different cultural perceptions for each brand 

8. Pros:  

• Intellectual nirvana of thinking.  

• Practically: Because of the very local brand values, the implementation of branding locally 

must be regional based decisions. 

• Can't have a fragmented branding approach but a global cohesiveness, when it comes to 

branding. For instance: We have different perceptions of people from different countries. 

It is the same with safes.  

! Chubbsafes: cold, boring and dependable  

! Fichet-Bauch – Equally different perception – have a reputation of flair, but not very 

reliable 

9. See question 8 

Brand perceptions vary from market to market. Yes. We need to have a global approach, but 

with local flavour. The U.K. should have a greater say of Brand Management of Chubbsafes. 

And France should have a greater say of Brand Management of Fichet-Bauche. We need to 

keep the brands flavoured, they have a great value because of history.  



Management Segment  Appendix 5 

Interview  

1. Ramon Julià 

2. Business Area Secure Storage Manager in Spain 

3. Before 2011 branding strategy was a local decision for Secure storage units. Today we 

implement the global branding Strategy coming from business area management. 

4. Yes. The branding strategy is related to the markets ( Banks & Retail) and sales routes . 

5. No 

6. Yes, due to historical reasons some brands have stronger recognition in some markets than 

others. So the branding strategy take this fact into account. 

7. In the target markets the factors that influence the branding strategy within Business Area 

Secure Storage are the customer and market knowledge and positioning. 

8. Pros: Global branding , global image. Global budget ( more economic resources)  

Cons: Lost of local branding recognition. Some of the brands are leader in local markets in 

the professional market. 

9. Pros : Local branding positioning will give better market control in order to keep margins and 

market share.  

 Cons: local investment 
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Interview  

1. Steve Keogh 

2. Indirect sales representative. I work with the indirect Sales in U.K. That means I work with 

dealers and suppliers through Internet 

3. I work with the implementation of the U.K based band strategies with the brand we 

communicate here.  

4. I’m not sure if there are any strategies from the Business Area. We implement our own 

strategy which can fit the market.  

5. The division of the secure storage. We have brands that do not sell all around the world. We 

use SecureLine and Chubbsafes. And therefore we adapt strategies to fit the specific market.  

6. In the Business Area we have different markets, the direct and the indirect. We want to 

promote the brand that will sell here, therefore we need to adapt so it will fit the target market.  

7. The external factors can be the competition. The people influence and the perception of the 

customer are important. We have discovered that the Internet is a much better way to sell our 

products to dealers. We also have moved into the social media and have used Youtube-clip 

and also customers website about our products in order to sell. Other factors, such as 

language and culture is not so important here because we sell only to U.K markets and 

everybody talks English and we know the market. 

8. The pros with having a standardized product is that it is going to have clear directions and the 

communication is coming from a single source. This can be better for the function of the 

market. Though the cons should be that every customer is individuals and to have one strategy 

is very hard for all the brands. Because different brands in different countries.  

9. The pros would be that every country can be individuals  and I feel that an overall strategy can 

be good but this strategy should be able to change and adapt to the market as such. The sales 

companies are the best to know what is suitable for the country, every sales company change 

to fit them.  

 

Today we are a sales company within Gunnebo, though we are on our own and we make our 

own campaigns and promote the products we sell, and because I do this right know there is no 

extra cost (no personal-cost for this). 
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Interview 
1. Hindra Kurniawan 

2. Country Manager of CUID (Customer Unit Indonesia) 

3. Yes. Each brand has it owns market segmentation and “characteristic”. Actually BASS has 4 

brands: Chubbsafes, SecureLine, Fichet-Bauche, and Rosengrens, but in Indonesia, we sell 

only Chubbsafes and SecureLine. Chubbsafes has been a secure storage brand with a great 

deal of standing in medium business, mostly being sold directly to bank and financial 

institutions and some are being distributed through dealers. SecureLine was created with 

basic functionality to target the lower market segment, like home and small office. SecureLine 

products in Indonesia are only being sold through dealers. We are about to “enter” a market 

with Fichet-Bauche brand. We will treat this brand as an “exclusive” products and will only be 

sold by one dealer  

4. Marketing & Communication Manager CUID manages the brand strategy in Indonesia based 

on the guideline from Group Communication (Karin Wallström, Group Communication & 

IR Director) and Branding & Marketing Services (Åsa Tjörngren, Branding & Marketing 

Services Manager) 

5. Yes  

6. Yes. It is dependent on the presence in the market, product line, and price. 

7. Yes. Market demand, trend, competitors, and Customers behavior. 

8.    Pros: 

• Coordinated strategy 

• Wide variation of product and brand range  

• It is possible to offer exclusivity to key customers  

  Cons: 

• Possibility of brand overlapping 

• Extensive training for sales person is required to familiarize different brand/product 

range and targeted market 

 9.  Pros: 

• Minimize brand overlapping 

• Branding strategy can be adjusted based on actual condition/market 

  Cons: 

• International brand but No standardization of specs and Quality. 
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Interview  
1. William Mouat 

2. Regional Manager Asia/Pacific 

3. No, I don’t work with strategies, because I have not seen any strategies yet. I believe they still 

working on them.  

4. In Gunnebo there are 4 brands. They are each very famous. It is hard to globalize all brands. 

Because in France Fichet-Bauche are very well established and Chubbsafes is very recognized 

in the British Empire. I believe it is hard to go global with every brand because it can be too 

global. We have to adapt to local needs. This is what Gunnebo is struggling with today.  

5. - 

6. I don’t know, but what I do know is that we spend so much time focusing on the products 

instead of focusing on what Gunnebo stands for. The brand strategies should need much 

more space. For example, the website is very focused on products instead of brand strategies.  

7. Culture is very important and also the design of the products. For example, we tried to sell a 

storage called cobra in Thailand. But the Thai-people didn’t like the look of it. So we changed 

the color, handle and it sold like butter. The external factors influence us very much.  

8. We have very famous brands and we should standardize all of them, the brands will be a lower 

level and this will have an effect on the revenue. We need to take all needs into consideration. 

In Asia the grading (certificated) storage is not needed, they only see the weight on the locker 

and also the walls, what they are made of.   

9. See question 9 
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Interview  

1. Bengt Nordén 

2. Country Manager Sweden 

3. Ja. Marginalerna är inte där dom borde vara. Nya aktörer på marknaderna. Det finns olika 

kanaler ut till marknaderna. Det är en fråga om att komma åt slutkunden. Vissa kunder är 

prioriterade, med dom har vi en nära relation. Då ska vi tänka på Gunnebo direkt. Det finns 

andra kundgrupper där man inte kan göra jätte-omfattande affärer. Indirekt försäljning sker 

via dealers och så vidare. Försöker man sälja samma varor till samma pris blir det inte bra, det 

är där de olika varumärkena kommer in. internet är ett nytt sätt, en ny säljkanal med nya 

kundgrupper. Där finns det också ett annat köpbeteende. På webben visualiseras Rosengrens 

men vi försöker locka kunder att kontakta Gunnebo. Tidsperspektivet för webben – under 

hösten. 

4. Ja. se fråga 3 

5. Nja. Det finns en process – vi är inte ända fram ännu. Varumärkesstrategier handlar också om 

att kommunicera internt. SecureLine – genomtänkt strategi, ska fasas ut men jag tror kanske 

inte att vi är riktigt där ännu. Det kostar att hålla igång varumärken – hålla lager, reservdelar 

6. Historiken är viktig. Det finns olika typer av slutkunder. Jobbar man via lås-kunder eller ej? 

7. Språk och historik. Det är lättare I Sverige att köpa Rosengrens, det är lättare att uttala här än 

till exempel Fichet-Bauche. Rosengrens har ett gott rykte – kundernas bild av varumärket. Är 

man proaktiv kan man ju påverka den naturligtvis. Historiken, kulturen. Vill man lyfta fram 

Gunnebo som varumärke eller vill man lyfta fram sina produkter Rosengrens och Fichet-

Bauche och så vidare. Min övertygelse är att på en global marknad produkterna är globala men 

anledningen till att välja en leverantör beror på företagets kompetens. När det gäller 

SecureLine och Chubbsafes ska ett företag inte kunna ringa till Gunnebo och fråga om detta 

– dom ska ringa till de indirekta kanalerna. 

8. Nackdelar: Vi förvärv är man fast i historia. Människor förväntar sig en viss sak. Det finns risk 

att man kastar bort goodwill som man har pumpat in i varumärket. 

9. Det är viktigt att kommunicera så man gör rätt fortsättningsvis, men fortfarande ta vara på 

historiken. Root to market. 
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Interview  

1. Anthony Pasani 

2. Business Manager Business Area Secure Storage Australia and New Zeeland. Look after 

Business Area Secure Storage Business Unit Australia. 

3. Yes. I control strategies and implementation in Australia and New Zeeland. My responsibility 

is to implement the strategies. 

4. Yes. One of the first responsibilities I have is to redevelop a total Business Unit strategy and 

communication strategy. We are going through this right now. 

5. No. I never received formal communication. I have never seen documents. I haven't seen any 

formal communication of brand strategies. There are brand guidelines where you can see 

where you can use the different brands but no overall strategy. I haven't received any formal 

communication but I believe that there must be one in Europe. 

6. I perceive that it is so in Europe. We have a range of brands with price points and we can 

select which is appropriate for each market. 

7. Brands from a communication strategy – language – no influence other than language. 

Looking at websites, I can't see that there are any cultural factors. 

8. Pros:  

• Maximize resources behind brands. 

• Lower costs – bigger purchase from factory's  

• You don't need as many people and you can chose to have less experienced staff and this 

saves costs 

• central control makes it easier with communication 

 Cons: 

• You may not meet the individual market need 

• You can't capitalize in local opportunities 

• Slow reaction to competitive activity 

9. Pros: Local expert resources – you need someone who can translate the company's visions 

and goals and strategies on the local market. An experienced person.  

 See question 8. 
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Interview 
1. Nicholas Roberts 

2. Country Manager India – In a month I will be Regional Manager For China and Asia in 

Business Area Secure Storage. 

3. Yes, in Gunnebo in the history we have had a local brand strategy. For about 3 years we have 

had the brands Chubbsafes, Rosengrens and Fichet-Bauche. Here in India we have Steelage 

and Chubbsafes. Dual brand.  

4. Developing new strategies, having Business Area strategies in order to moving forward.  

5. Moving forward towards a global strategy. We have a primarily brand (Chubbsafes) and a 

alternative brand (Gunnebo) 

6. The new strategiesà my personal feeling is that some brands is very local (Fichet-Bauche in 

France) in order to take this away it will need to spend a lot of money on marketing. I believe 

on the dual brand strategy to have a primarily brand and then have a secondary brand.  

7. Brand awareness is important. The strength of the brand in specific to the market is very 

important. In certain market the language and history and culture is important to take into 

consideration. Chubbsafesà have another meaning.  

8. To have a global strategy is very important for Gunnebo.  

Pros: to have one brand to promote beyond others. This brand according to the market 

penetration that brand is Chubbsafesß primarily brand 

Cons: in order for introducing a global strategy we need to be CONSCIOUS of moving 

brands from the certain markets. If you sell unrecognized brands you will have a hard time in 

that market. 

9. We can’t have local brands because it will be a mess. We should have one brand (Gunnebo) 

and then a second brand is appropriated in order to face the local requirements that can 

occur.  
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Interview  

1. Peter Samuelsson 

2. Marketing and Business Development Manager, Business Area Secure Storage 

3. Ja. Jag är ansvarig för att implementera strategier för BASS och koncernen. Ser till att det som 

koncernen vill ha gjort inom BASS blir gjort.  

4. Ja. Både gällande identitet och användande. Tydlig identitet vad varumärket står för och 

styling som är anpassad efter varumärkets historia. Även gällande vilken typ av kanal de olika 

varumärkena går genom (ex. Internet, direct and indirect sales) 

5. Övergripande finns det en strategi, men det finns också en detaljerad bild för var och ett av 

alla varumärken. 

6. I grund och botten finns det en övergripande strategi för vad vi vill göra. Vi har dock inte 

samma utgångsläge i alla länder. Till exempel i Danmark har vi en agent för Chubbsafes, vilket 

gör att vi inte själva kontrollerar sälj där). Vi är på väg åt ett och samma håll men vi har kommit 

olika långt i olika länder. 

7. Det finns kulturella skillnader. Innebörden av till exempel Fichet-Bauche står för en image 

och design mer relaterat till sydeuropeisk mentalitet, vilket betyder andra färger och 

utsmyckningar, vilket ses som ett mervärde där men kanske inte i andra länder. Det finns 

kulturella skillnader som gör att vi får göra mindre justeringar gällande strategier anpassad till 

landet. Nästan alltid har Gunnebo samma konkurrenter. 

8. & 9. Global Standardisering  

 Fördelar: på sikt är det en fördel genom att man får ordning och reda, 1. Långsiktigt 

 konkurrenskraftiga och kunna producera på ställen där vi får ut rätt kvalitet till rätt pris.  

 

 Supply-chain. Det gäller att få ut produkter snabbt. Varianthantering – omöjligt på sikt för det 

blir mycket större kostnader. För att vara långsiktigt framgångsrika krävs en global strategi 

och ej för mycket variant hantering. En global strategi stärker  verksamheten på sikt. 

Nackdelar: En global standardiserad strategi kan få stor effekt  på marknader där det finns 

lokalt starka varumärken. 

 Om 3-4 år ska en ny varumärkesstrategi implementeras. Det är lätt I vissa länder, till exempel i 

England. Italien, Spanien, Frankrike tar längre tid. 

  Faktorer som gör att vi vill förändra varumärkesstrategin som den ser ut idag är: 

• Skapa mer kostnadseffektiva lösningar 
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• Geografisk teckning 

• Chubbsafes är känt, därför är det logiskt att vi valt att använda Chubb framför 

SecureLine. 

• Mindre produkt varianter – längre serier, ett djupare istället för brett sortiment leder 

till economies of scale 

• Långsiktigt viktigt att producera på rätt ställen med ett smart sortiment, det gagnar 

oss långsiktigt. Bygga upp smarta supply-chains 

 

9. Se fråga 8 

 

Mindre marknader kommer få ställa om när vi går mot en mer global strategi. Vi går mot att ha 

varumärkena: Gunnebo, Fichet-Bauche och Chubbsafes. 

Vi är på väg! 
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Interview 
1. Elsie Tay.  

2. Country Manager, Singapore SC. I am responsible for the Regional Sales in Singapore, Hong 

Kong, Indo-china, Philippines, Korea and Taiwan, which are our ‘A’ markets.  

3. In my opinion, within BASS, Brand management is handled in a ‘technical’ way, more to do 

with brochures, layout, product materials. It usually evolve around the products features 

enhancement. 

4. We used to have rather specific brand strategies for each brand in Gunnebo, but it’s been a bit 

diluted over the years with global standardization to cut cost, although every effort is made to 

try and maintain the identity of each brand. For example, Fichet-Bauche safes have a different 

locking, handle and styling compared to Chubbsafes and Rosengrens, although the basic 

body is the same. 

5. Yes, in principle, but we feel that the strategy is very much ‘European’ based today (from an 

Asian perspective) but its not all negative as these do carry important historical references. 

6. Yes, BASS adapt strategies for their brands, but from the European market mostly where 

these brands have established history and the market has strong security awareness. Asia 

tends to be a very price sensitive market placing less priority on brand and quality sometimes. 

7. Yes, our branding strategy is very much influenced by its recognition in the specific market, 

history, like Chubbsafes is a known “household” brand from the British Commonwealth days 

in more Asian countries, and Fichet-Bauche is the same in other countries like Vietnam, 

where there was some strong French dominance, or even in China, where Fichet-Bauche have 

been promoted as a prestigious brand for our high end, high security product. We also market 

Gunnebo as a multinational company who owns and manufactures high quality, value add 

products, with brands of over 200 years of history. 

8. In my opinion, in implementing a global standardized branding strategy, we are bound to lose 

focus in some areas. Such as, losing the rich original identity with thinner physical differences 

due to costs saving and practical reasons, and it may not necessarily be effective in every 

country due to the different cultures and level of acceptance. However, after saying that, it is 

unavoidable in today’s context especially if the main objective is to be cost-effective and profit 

orientated. It needs to be a careful and clever compromise to strike a good balance not to lose 

our brand identity, market position, and at the same time, able to implement a strategy that 

brings positive results in terms of increase in market share, volumes and profitability. 
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Interview  

1. Åsa Tjörngren 

2. Branding and Marketing Services Manager. 2-delad position. 1. Gunnebo har en intern 

reklambyrå där jag tar fram allt säljmaterial och lanserings-kitt vid ny produkt. Jag är ansvarig 

för den reklambyrån. 2. Sköter all marknadsföring inom Secure Storage, jobbat med detta tätt 

ihop med product managers och region managers. - Marketing Manager 

3. Jobbar utefter strategierna som ledningen sätter. Jag sätter tillsammans med  Tomas Heim och 

Robert Hall varumärkesstrategierna.  När det gäller implementering av varumärkesstrategier 

gör alla sitt. Alla drar sitt strå till stacken. Jag sköter kommunikationen till säljkanalerna. Tar 

fram kommunikation genom material. 

4. Ja. Se fråga 5 

5. Ja. En strategi innefattar 3-4 varumärken; Fichet-Bauche, Rosengrens, Chubbsafes och 

SecureLine. Fichet-Bauche och Rosengrens säljs direkt till professionella användare, så som; 

banker och myndigheter. Till bankerna säljs valv och stora skåp, banker och myndigheter har 

krav på säkerheten på skåpen. Till medelstora företag säljs Chubbsafes ofta indirekt via 

dealers så som kataloger, internet och katalogföretag, även SecureLine. SecureLine säljs till 

små kontor och privata användare. SecureLine kommer fasas ut under 2011 och kommer 

ersättas med Chubbsafes. Detta är strategin. 

6. Ja, absolut. På de flesta marknaderna säljs Chubbsafes indirekt och vi har inte ändrat på det 

eftersom att det fungerar. Indirekt går man ofta via lokal anpassning för att nå key success. 

Kikar ofta på adaptation innan du ser på globala strategier. Tittar på positionen av 

varumärken på de olika marknaderna. Sen är det ju aldrig svart eller vitt. 

7. Jag tror att det är inbakat i strukturen när du ser på varumärkesstrategin. Kanske man har 

traditioner, till exempel i England med låssmeder, där har man skapat ett återförsäljare-

nätverk. Om det inte fanns hade man inte använt de varumärkena i de kanalerna. I Sverige 

finns det till exempel inte security shops, som det finns i England och därför blir det mer 

direkt försäljning i Sverige. 

8. Fördelar: Möjlighet till tillväxt, kan få globala key accounts, Vi kan bli större spelare på 

marknaden, skapa igenkänning. Nackdelar: Alla lokala omständigheter fungerar inte globalt. 

9. Fördelar: Kan maximera verksamheten i ett specifikt land. Nackdelar: Även fast man inte får 

ut maximalt i det specifika landet kan en standardiserad strategi fortfarande bli bättre globalt. 
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Interview  

1. Jacob Touma 

2. Regional Manager  

3. Yes. That is a part of my duties. History and tradition is very important. We have old brands 

with inheritage and those brands are over 200 years old. Some of the branding comes with the 

history. We have mainly three brands; Fichet-Bauche, Chubbsafes and Rosengrens. Fichet-

Bauche are a dominating brand in French speaking colonies and France. Chubbsafes are 

dominating in British colonies and Rosengrens are the main brand in Scandinavia and parts of 

eastern Europe and Russia. These brands complete each other. My task is how to brand those 

three brands. We have adapted branding to local needs. The brands have been adapted to fit 

local needs and this is very good. 

4. Yes, in a general term and then we can pick what is suitable for our area. 

5. Yes, in a general view when it comes to branding. 

6.  -  

7. Absolutely. It is very important. For example in the Middle East they don't say “I wan't to buy 

a safe” instead they say “I want to buy a Chubb”. Local factors are important. 

8. 9. Pros: Unity, unified branding – a better understanding of the product Con: Loose value on 

the global arena, Miss the local need. 

 

Example: Very famous pharmaceutical company with huge success in Europe with a product. They 

introduced the product in the Middle East and got no sales because of a language barrier. They read 

the pictures from right to left in the Middle East. 
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Interview  

1. Patrick van Aart 

2. Country Manager Netherlands 

3. No. I'm only responsible for local brands. We have a local brand that can be compared to 

Chubbsafes in the UK. The main brand here is Gunnebo. For safes it is Rosengrens and 

Chubbsafes. 

4. Let me put it like this; it's not very clear. 

5. Rosengrens, Chubbsafes and Fichet-Bauche I think we have a strategy for. It is a little bit 

different from the global strategy. It is a bit unclear sometimes. They sell a lot of safes in the 

UK. It depends a little bit of how you use the brands from country to country. We need some 

local adaptation. 

6. No. They don't. It is not clear for the customers. The customers does not have a different 

feeling if you put A, B or C on it as long as the brands is recognized. If you put the wrong 

brands on in the wrong country, it is not good. It is related to country. 

7. This would be a great opportunity for Gunnebo. We are not using this right now, but we 

should. For example in the Netherlands we could aim at low carbon footprint, because this is 

something influencing this market. 

8. Pros: Very easy to manage 1 or 2 brands. Cons: We don't have a world-wide market. It is 

different in different country's. In UK they buy a lot of safes. In Germany they buy cheap 

safes. 

9. We have three main brands and we should adapt them a little bit, we should have a little 

flexibility. Every country should have a Alfa and a Beta label. Pros: you should always have a 

little adaptation depending on customers perception. 
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Interview 
1. Karin Wallström 

2. Group Communication & IR Director 

3. Ja. Jag är ansvarig for Gunnebo-varumärket. Ansvarar för det formella som I vilka klasse och 

länder vi registrerar varumärken och översyn av service. Övergripande strategier kommer om 

något år gällande varumärkesstrategier. Det är viktigt med positionering och 

varumärkesstrategier, men det finns ett antal andra saker som måste falla på plats först. Beslut 

måste komma från toppen. Jag arbetar inte direkt med Affärs områdets secure storage 

varumärken det sköts av affärs området. Fram till nu har det varit upp till länderna att 

bestämma varumärkesstrategi. Nu kommuniceras det från affärs området. Det finns mycket 

arv och historia, men inte mycket nedskrivet. Gällande Gunnebo-varumärket finns det på 

papper hur det ser ut, hur broschyrer ser ur, den grafiska profilen finns och en approach 

finns. Det som inte finns tar vi fram tillsammans. 

4. Ja, se fråga 3 

5. Nej. Det är olika från land till land. Affärs området tycker kanske att det finns det, men det är 

olika från land till land. Det finns en pappersprodukt men den är inte kommunicerad och 

implementerad. 

6. ja. men i min värld ska strategier vara genomtänkta och nedskrivna, annars kallar jag det inte 

strategier. 

7. Ja. arvet, genom alla förvärv. Vissa länder har fler varumärken. Styrs av kunder. Språk är en 

del av arvet. Fichet-Bauche till fransktalande delar, och så vidare. 

8. Fördelar: Jag tror på sånt. Medvetna val är viktigt. Sitta ner och vända och vrida på stenen för 

att komma fram till det bästa alternativet. Om 5 år tror jag internethandel kommer bli vanligt 

gällande skåp. Det är viktigt att inte varumärkena blir urtvättade. Det är viktigt med 

positionering. Se mer på olika kundgrupper. Det är viktigt att saker och ting blir nedskrivet 

och rapporterat. Registrering måste säkerställas. Vi leasar varumärket Chubbsafes på 100 år 

(89 år kvar). Chubbsafes får bara stå på själva skåpet. BASS väljer att ha Chubbsafes till deras 

breda sortiment, men det går inte att registrera eller skydda Chubbsafes, det får inte stå på lås 

eller till service – BARA skåpen. 

9. Fördelar: Utnyttja arvet. Man ska inte dundra in och göra förändringar över en natt. Det gäller 

att ha en gemensam strategi och ett gemensamt mål. Affären är lokal och ska förbli lokal, med 

det måste finnas riktlinjer. Hur ser du ut och vart ska vi, ordning på torpet! 
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