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Abstract 
 
Lund, Kaisa (2012). Transfer of brand associations over time: The brand extension 
of Nivea. Linnaeus University Dissertations No 90/2012. ISBN: 978-91-
86983-63-5. Written in English. 

 
Brand extension has been the source of strategic growth for many firms during 
recent decades. Introducing new products under existing brand names is one 
way to use the image of a brand name to enter new markets. Previous research 
has shown that the success of a brand extension depends on the transfer of the 
parent brand associations to the extended product. Although the transfer of 
brand associations from the parent brand to the extension is recognised as 
crucial for the success of brand extension, surprisingly little research has been 
conducted on how brand associations actually are transferred. In the present 
research, I argue for expanding the view on brand extension to include market 
communication of product introductions. Explanations are provided on how 
brand associations are transferred in multiple brand extension from an 
advertising perspective.  
 
The empirical data are based on a case study of the personal and skin care 
brand Nivea and include an advertising analysis that spans a time period of 72 
years, interviews with executives, and a document analysis. The interpretation 
of the case is guided by a review of the literature on brand extension, brand 
associations, and brand personality. Insights into how brand associations are 
transferred in multiple brand extension are advanced in the conclusion, 
emphasising that brand associations are transferred not only from parent brand 
to extended product but also from one extension to another. The results also 
show that the brand associations change due to contextual changes as a 
consequence of the transfer to a new product. The context refers to the 
intended user or usage situation. Furthermore, the study suggests that 
corporate associations reinforce brand associations of extended products. 
Finally, I propose that future research should include the organisation as part of 
the brand extension process. The study is intended to contribute to an 
increased understanding of brand extension, facilitating the creation of new 
hypotheses, research designs, and methods in the research area. 
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1 INTRODUCTION  

This thesis studies a brand that has been extended into numerous product 
categories over several decades. A narrative about the people who created the 
brand more than 100 years ago introduces the reader to the case company of 
the present study. The research domain of brand extension and the field of 
brand associations are discussed. 

1.1 A narrative of the beginnings 
Hamburg in May, 1890 
Carl Paul Beiersdorf leaned back in his chair and read the letter once again.  
“Was für ein Kerl ist das!” he exclaimed and felt that he was about to lose his 
temper.  
“How are the products advertised?” Paul repeated one of the questions that 

Herr Troplowitz had asked in his letter. Three people had replied to his 
advertisement and showed interest in buying his company. Oscar Troplowitz 
was one of them, and he, Paul Beiersdorf, had sent a letter to him. Now, this 
young man, 27 years old, had replied to Beiersdorf’s letter and had formulated 

four precise questions. Paul immediately put pen to paper to answer the letter. 
Although the questions were pertinent and politely presented, he was a bit 
annoyed.  
“I do not have any account of advertising and do not know of any”, Beiersdorf 

thought to himself and wrote: 
“…Reklamekonto habe ich nicht und kenne ich nicht…” 

Paul Beiersdorf and Paul Gerson Unna, a medical doctor with a special 
interest in dermatology, had spent nearly a decade developing the products of 
the laboratory that Beiersdorf was now about to sell. The patents of the 
products constituted a large extent of the company’s capital value, and it was 

quite clear that Oscar Troplowitz was interested in gaining access to these 
patents.  
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One day shortly after the correspondence with Paul Beiersdorf, Oscar 
Troplowitz and his uncle, Dr. Mankiewicz, went from Posen in Schlesien to 
Altona, a town in the neighbourhood of Hamburg. Oscar Troplowitz and his 
cousin Gertrud were soon to be married. Oscar was seriously interested in 
buying the company “P. Beiersdorf”, and he now saw his chance to create 

something on his own. 
Dr. Unna had consultation hours in his clinic, and his secretary announced 

the visitors. 
”Herr Dr. Unna, der Medizinalrat Dr. Mankiewicz und Herr Dr. Troplowitz 

aus Posen sind hier“, she said. 
A tall, intelligent and friendly looking man entered the room. A young man 
came after him, and Unna watched them closely. The men shook hands, and 
Unna gestured for them to sit down. 
“How can I help you?” Unna asked politely. The gentlemen were not familiar 

to him, but he knew that Dr. Mankiewicz was there to introduce his nephew 
and son in law, Dr. Troplowitz, who intended to buy the laboratory of Paul 
Beiersdorf. Troplowitz explained that they were interested in a statement of 
goods and profitability of the products of the company “P. Beiersdorf”.  
„Mhm, ja, natürlich”, Unna answered willingly, and a certain curiosity came 

over him to know the man who had the courage to start a business of his own 
and to runa firm of small means, only because there were some interesting 
scientific products in the firm. Unconsciously, Unna drew comparisons with 
his old silver-haired friend Beiersdorf with the flashing eyes, the experienced 
master of chemical and physical pharmacology. 

Unna granted the young man and his uncle the requested information about 
the business, and they were satisfied.  
“Regarding the financial aspects”, Unna said before Troplowitz got as far as 

bringing up the subject, “the condition for my cooperation is that the firm will 

not try in any way to reimburse me materially for my spiritual work”. 
“Wirklich?” Troplowitz waited for him to continue.  
“The only reimbursement I wish to obtain is that the firm will carry out the 

experiments necessary for the production of my preparations without charge 
and that you grant me the right to always control my preparations.” 
“Of course”, Troplowitz nodded, amazed at this man so unlike most other 

people he had met in his life.  

Hamburg in October, 1911 
It was a beautiful day. The sun was shining in a blue sky, and the leaves of the 
chestnut trees and the beech trees had begun to change colours in the park in 
Eimsbüttel, where Unna and Troplowitz were walking. The men were in a 
good mood not only due to the beauty of the surroundings but mostly because 
of the recent success in the laboratory tests. With support from his chemists, 
Troplowitz had begun to develop a skin cream in early summer of the same 
year, and after intense laboratory tests, it now seemed as if they had succeeded 
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in developing a stable water-in-oil emulsion, the first such skin cream in the 
world. Due to its stable emulsion, the cream had a pure white appearance. 

“We still have to do further tests in the laboratory, but I would guess that 

the cream will be on the market before Christmas”, Troplowitz said with 

satisfaction. “I will speak with Hanns about this matter and discuss how we 
should proceed to introduce Nivea on the market”, he added, referring to his 

brother in law, who had been a partner in the company since 1906. Dr. Otto 
Hanns Mankiewicz primarily focused on trademark issues in the company. 
The trademark Nivea was not new to any of them because Troplowitz had 
already named a white soap Nivea in 1905. The name derived from the Latin 
word nivis, which means “white as snow”.  
“As I have understood”, Unna said, “Lifschütz disagreed on the name Nivea 

and preferred to call it Eucerin?” 
“Richtig, but Nivea would be more suitable, don’t you think? It sounds 

melodious, and the meaning of the name offers direct associations with the 
experience of the cream.” 
“I think you are right”, Unna answered, “Nivea will be the name.” 1 

1.2 Links between the past and the present  
The narrative above is based on real events and recounts how a brand was 
born in North Germany at the beginning of the last century. In December 
1911, Oscar Troplowitz introduced a new cosmetic cream on the market and 
named it Nivea. Nivea Creme was the first water-in-oil emulsion cream in the 
world. The foundation of the business was laid years before the product 
introduction of Nivea Creme. Beiersdorf and Troplowitz reached an 
agreement on the 14th of June in 1890. On the first of October in the same 
year, Troplowitz took over the company as the sole owner, and the new name 
of the company was P. Beiersdorf & Co. (Kaum, 1982). Troplowitz, 
encouraged by Unna, extended the product range of the company in the 
subsequent years. The extension of the product line continued after the 
introduction of Nivea Creme (T. Finke, interview February 23, 2012). 
Beiersdorf introduced over 48 other skin care products under the Nivea brand 
between 1911 and 1970 (Keller, 1998). In the 1960s, 1970s and 1980s, the 
Nivea brand was extended into a whole range of new product categories, 
which grew into distinct sub-brands throughout the 1980s. By the early 1990s, 
Beiersdorf had extended the Nivea brand from a skin cream to a skin care and 
personal care brand (Keller, 1998).  

Currently, Beiersdorf is an international company that develops, 
manufactures, and distributes branded consumer goods in the areas of skin and 
personal care as well as wound dressings. The categories of Nivea include 
body and face care, sun protection, men’s care and deodorant segments. The 

                                                        
1 The facts in the narrative are based on historical documentation as presented in the reference list. 
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company is focusing on a few global consumer brands, primarily Nivea, La 
Prairie and Eucerin. In 2009, Beiersdorf generated sales of € 5.75 billion. The 
Beiersdorf Group has more than 150 affiliates and approximately 20 000 
employees worldwide. (Beiersdorf, 2009; Beiersdorf, 31.01.2011) 

In view of the interests and skills of the founders of Beiersdorf, it is not 
surprising that “P. Beiersdorf & Co.” had already attempted to develop new 

products early on. Paul Beiersdorf and Oscar Troplowitz had a pharmaceutical 
background and an interest in chemistry (Kaum, 1982). Paul Gerson Unna, 
who played a decisive role in the company’s product development, was one of 

the leading researchers of dermatology in Europe at the time (Weyers and 
Ackerman, 2000). The company’s heritage from the 1890s is still present. 

Beiersdorf is a highly research-driven company with approximately 450 
scientists at the Skin Research Center in Hamburg (Beiersdorf, 01.02.2011). 
Innovation still plays an important role in the business. For example, the 
discovery of the human substance Q10 resulted in a completely new product 
line for Nivea (K-P. Wittern, interview April 17, 2002). The company’s focus 

on science and innovation currently and in the past is also discernible in the 
company’s marketing: 

Troplowitz’s innovative and open-minded spirit remains the model 
for the group’s corporate culture to this day (www.Beiersdorf.com, 

August 31, 2001). 
In books and presentation material published by Beiersdorf and on the 
company’s website, the firm’s history and the scientific discoveries and 

patents, which laid the foundation for the worldwide business, are emphasised. 

1.3 Introduction 
More than 100 years have passed since Nivea Creme was introduced on the 
market. Currently, as human beings living in a modern society, we are 
constantly exposed to brands in our daily life. Branding is one of the most 
important ways a company can distinguish itself. Brands constitute unique 
assets and are significant contributors to the capital value of companies. 
Brands are of vital importance to the way a company operates, and they 
influence all audiences: customers, staff, shareholders and partners (Olins, 
2000), including consulting agencies, banks, and financial institutions. 

Several brands have been able to maintain a strong position for more than 
100 years (Jones, 2010; Park et al., 1986). Maintaining a brand’s position in 

the market in the long run is challenging because of constant changes and 
fluctuations in the environment, such as trends and consumers’ preferences. 

One way for management to maintain brand currency for consumers over time 
is to extend the brand to new, complementary products (Tauber, 1981, 1988). 

In recent decades, brand extension has been the source of strategic growth 
for many firms (Aaker, 1991; Farquhar, 1989; Tauber, 1988). Introducing new 
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products under existing brand names is a way to take advantage of their 
strength. Brand extension provides a way to use the image of a brand name to 
enter new markets; as a consequence, introductory marketing expenses can be 
substantially reduced (Morein, 1975). Furthermore, brand extension can be an 
effective negotiating tool and ensure the placement of new products (Douglas 
et al., 2001). Beiersdorf took advantage of the strength of Nivea Creme by 
extending the brand into other product categories (Beiersdorf, 1991). The 
range of new products would complement Nivea Creme and broaden the 
meaning of the Nivea brand (Keller, 1998).  

Brand extension means that a new product or several new products become 
affiliated with the brand in product categories that might be new to the brand 
(Tauber, 1988). The new product categories should be positioned in relation to 
specific target groups. Accordingly, the extended products must be 
communicated on the market to inform consumers of what the brand now 
represents and to increase purchase likelihood (Keller, 1998). This process 
constitutes a challenge for the management because the meaning of the brand 
changes as a consequence of brand extension (Dacin and Smith, 1994), and it 
is important that consumers still recognise the brand despite the changes 
(Keller, 1998). Thus, a brand extension decision is strategically critical to an 
organisation (Ries and Trout, 1986). There is a risk that the new product may 
create confusion or negative connotations in consumers’ minds and thus 

weaken the associations of the original product, which is called the parent 
product (Tauber, 1981, 1988; John et al., 1998). Such a decision means that an 
extension may potentially dilute the equity built up by the brand (Aaker and 
Keller, 1990). Furthermore, if the extended product is closely connected with 
the original product, consumers may purchase the extended product at the 
expense of the company’s other products (Copulsky, 1976; Buday, 1989).  

One way of bypassing some of the risks of extensions is to leverage brands 
indirectly across product categories through sub-branding (Farquhar et al., 
1992; Park et al., 1993), which means that a new brand name is used in 
addition to an existing brand name (Milberg et al., 1997). Research has shown 
that sub-branding can effectively shield a parent brand from dilution from a 
failed similar extension (Keller and Sood, 2003; Milberg et al., 1997; Sood 
and Keller, 2012). Studies in the field of brand extension often target direct 
extensions (see Czellar, 2003; Grime et al., 2002). However, the focus of this 
investigation is brand extension in the context of sub-branding. 

In the case of Nivea, a sub-brand strategy emerged, and Beiersdorf used 
separate advertising campaigns for each sub-brand (Beiersdorf, 2001). In 
2002, the Nivea brand comprised more than 300 different products and 14 
sub-brands, e.g., Nivea Sun, Nivea Body, and Nivea Visage (F. 
Schmiedebach, interview April 17, 2002). However, many of us still associate 
Nivea with Nivea Creme in a blue tin box. Despite essential changes regarding 
product range and the number of sub-brands, several associations with Nivea 
have remained in consumers’ minds over the decades (Beiersdorf, 2011).  
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1.4 Relationship between consumer and brand 
A brand can be defined as “the promise of the bundles of attributes that 

someone buys and that provides satisfaction (...) The attributes that make up a 
brand may be real or illusory, rational or emotional, tangible or invisible” 

(Ambler, 1992). To the consumer, the branded product represents not only a 
solution for a problem but also a deeper meaning of life. The brand contributes 
to an individual’s identity, values, and goals (Fournier, 1998). Fournier (1998, 
p. 367) describes the relationship between consumers and brands as follows: 

Brands cohere into systems that consumers create not only to aid in 
living but also to give meaning to their lives. Put simply, consumers 
do not choose brands, they choose lives.  

Recently, a stream of research has emerged to understand interactions between 
the brand and the consumer (Aaker et al., 2004; Escalas and Bettman, 2005; 
Fournier, 1998). The concept of brand personality is a metaphor used to 
indicate the brand-consumer relationship (Aaker, 1997; Plummer, 1985). The 
metaphor of brand personality is used in research and in practice. On its 
website, Beiersdorf claims that an interrelated part of the company’s corporate 

brand strategy is the building and maintaining of brand personalities. The 
company claims that each of the company’s brands represents “a tangible 

brand personality” (Beiersdorf, 01.02.2011). The definition of brand 
personality used in this thesis is “the set of human characteristics associated 

with a brand” (Plummer, 1985, p. 347). 
Brand personality refers to a set of brand associations based on user and 

usage imagery, which generally implies information about the intended user or 
usage situation (Keller, 1993). For example, Nivea Creme is an all-purpose 
cream for the entire family that can be used around the clock, evoking 
associations with harmonious family life in terms of love, care, and trust (e.g., 
Nivea brand philosophy). Brand associations can be classified into product-
related, or functional, associations and non-product-related, or symbolic, 
associations (Keller, 1993; Park et al., 1986; Park et al., 1991). Product-related 
associations with Nivea Creme may be a rich, white cream and a scent of 
roses. Non-product-related associations are, for example, family life, love, and 
care. Attributes of user and usage imagery are categorised as non-product-
related, or symbolic, associations (Keller, 1993). A brand dominated by 
symbolic associations is “designed to associate the individual with a desired 

group, role, or self-image” (Park et al., 1986, p. 136). This definition can be 

compared to Fournier’s (1998) view on the relationship between the consumer 
and the brand. Research has shown that brands comprising symbolic 
associations are easier than brands dominated by functional associations to 
extend to products with low similarity (Park et al., 1991).  

Brand associations constitute one of the major sources of value created by 
a brand (Herr et al., 1996). Brand associations can be described as “the 

category of a brand’s assets and liabilities, including anything ‘linked’ in 
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memory to a brand” (Aaker, 1991). Brand associations comprise the meaning 
of the brand for consumers (Keller, 1993) and differentiate one brand from 
another (Aaker and Keller, 1990). Brand associations are often based on many 
sources over time and can be formed directly from a consumer’s own 

experiences or indirectly through market communication, such as brand 
advertising (Keller, 1993). 

1.5 Brand extension 
As literature reviews attest (Grime et al., 2002; Czellar, 2003), the majority of 
extension research has focused on consumer attitudes towards and evaluations 
of extensions and their effects on the parent brand (e.g., Aaker and Keller, 
1990; Park et al., 1991; Milberg et al., 1997). Using quantitative data based on 
controlled experiments, two studies (Aaker and Keller, 1990; Boush et al., 
1987) laid the groundwork and, to a large extent, shaped the theoretical and 
methodological basis for empirical research in this field. Some of the effects 
identified in original studies, particularly the work of Aaker and Keller (1990), 
were later re-investigated by replication studies (e.g., Bottomley and Doyle, 
1996; Sunde and Brodie, 1993). Bottomley and Holden (2001) performed the 
first empirical generalisation based on secondary analysis. Numerous studies, 
mainly based on controlled experiments, have focused on multiple or 
sequential brand extension (Dacin and Smith, 1994; Dawar and Anderson, 
1994; Jap, 1993; Keller and Aaker, 1992; Meyvis and Janiszewski, 2004; 
Sheinin and Schmitt, 1994). 

A parent brand is an established brand that dominates the consumer’s mind 
to such a degree that the brand owns specific associations (Aaker and Keller, 
1990). Consumers attempt to relate a brand extension to other products 
affiliated with the parent brand (Aaker and Keller, 1990; Farquhar et al., 
1989). Consumers base these relationships on various product characteristics, 
such as physical features, the needs the products satisfy, or product usage 
contexts (Aaker and Keller, 1990; Maclnnis and Nakamoto, 1990). Previous 
research shows that the success of the brand extension depends on the transfer 
of parent brand associations to the extension (Aaker and Keller, 1990; Pitta 
and Katsanis, 1995). Although there is extensive research focused on 
consumer attitudes towards and evaluations of extensions and their effects on 
the parent brand (e.g., Aaker and Keller, 1990; Park et al., 1991; Milberg et 
al., 1997), there is little knowledge of how brand associations are transferred 
from the parent brand to the extended product. 

In the brand extension process of Nivea, Nivea Creme has played the role 
of the parent brand. Brand associations with Nivea Creme, such as mildness 
and care, were transferred to other product categories (Beiersdorf, 1991). 
Riezebos et al. (1996) indicate that consumers sometimes do not view the 
original product as the prototypical product of the brand. Instead, the question 
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is which product consumers most closely associate with a brand name. The 
author means that many brands have evolved into multi-product brands, 
making it almost impossible to determine the parent product. Riezebos et al. 
(1996) mentions Nivea as an example of this phenomenon.  

The main focus of brand extension research thus far has been on the 
relationship between the parent brand and the extended product (Park et al., 
1991; Aaker and Keller, 1990; Milberg et al., 1997). Recent research indicates 
an emerging interest in regarding brand extension from a broader perspective. 
Increasingly, the focus has shifted towards the relationship between the 
consumer and the brand (see Czellar, 2003). This emerging view of brand 
extension sheds new light on current research on brand extension and creates 
new possibilities for advancing knowledge within this research area. In this 
case, we can identify a parallel to the view of the brand as a metaphor for 
personality (Aaker, 1997; Plummer, 1985) as previously described.  

1.6 A broader view on brand extension 
Over time, consumers construct a comprehensive set of associations about 
various brands from various sources (Keller, 1993). Market communication, 
for example advertising, constitutes an essential tool to communicate a brand’s 

associations to increase purchase probability (Keller, 1991a). A brand’s 

personality is reflected in the company’s communication about the brand 

(Plummer, 1985; Batra et al., 1993). Batra et al. (1993) argue that brand 
personality, including symbols, is created in all phases of brand 
communication, sales promotion, and advertising. Thus, advertising 
constitutes an essential tool to communicate a brand’s associations and 

personality. The transfer of associations between the extended category and 
the parent brand is affected by positioning the extension in relation to the 
parent brand (Sheinin, 1998). Hence, a firm must ensure that its 
communication strategy is goal-congruent with the parent brand’s strategy.  

It has been asserted that a new product is often accompanied by 
advertising, which may emphasise brand associations between a parent brand 
and its extension (Bambauer-Sachse et al., 2011; Batra et al., 1995; Boush, 
1993; Bridges et al., 2000; Chakravarti et al., 1990; Pryor and Brodie, 1998). 
Research has shown that the use of advertising increases the chances of the 
acceptance of brand extensions (Kim, 2003; Lane, 2000; Smith and Park, 
1992).  

The previous section shows that market communication is an integrated 
part of the brand extension process and that advertising reflects new product 
introductions, which creates possibilities on a methodological level in brand 
extension research. However, the methods used in this research area do not 
reflect an integrated view of brand extension. In recent years, the methods of 
the dominant paradigm of brand extension research have increasingly been 
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criticised by scholars (Bottomley and Holden, 2001; Czellar, 2003; Grime et 
al., 2002; Klink and Smith, 2001; Völckner and Sattler, 2007). Czellar (2003, 
p. 98) argues that “Although the studies’ internal validity seems high, their 

generalisation to real-life decisions and consumption contexts is debatable.” 

Further, the author states, “such a confinement may jeopardise the long-term 
perspectives for the development of a field.” (p.112) Grime et al. (2002) 
emphasise that most studies have examined actual brands and considered 
hypothetical extensions (e.g., Aaker and Keller, 1990; Broniarczyk and Alba, 
1994); however, the authors also indicate the considerable research using 
fictitious or hypothetical brands (e.g., Boush and Loken, 1991; Dacin and 
Smith, 1994; Keller and Aaker, 1992; Loken and Roedder John, 1993). 
Concerns about the generalisability of these studies’ results have also been 

raised by Bottomley and Holden (2001), Klink and Smith (2001), and 
Völckner and Sattler (2007).  

Furthermore, Grime et al. (2002) emphasise that the types of respondents 
used in extant research have been limited to university students, with only a 
few investigations studying “actual” consumer populations. The authors argue 

that “Such research, whilst valuable in developing the conceptual 
understanding of the domain of interest, may not be directly transferable to 
actual extension settings (…)” (Grime et al., 2002, p. 1432). Additionally, 

Grime et al. (2002) assert that homogenous samples limit the generalisability 
of an investigation in terms of external validity (see Calder et al., 1982; 
Lynch, 1982).  

Brand extension success can also be examined in other ways, such as 
market share, profitability or the number of years the extension has survived 
(Reddy et al., 1994; de Chernatony et al., 1998). A few studies have focused 
on brand or line extension from a management perspective (Ambler and 
Styles, 1997; McWilliam, 1993; Nijssen and Agustin, 2005; Speed, 1998). 
Ambler and Styles (1997) have explored the managerial processes that lead to 
the launch of successful brand and line extensions. McWilliam (1993) has 
sought to establish whether managers’ decision processes concerning brand 

extensions and the factors underlying such decisions are the same in different 
industries and for products and brands with different characteristics. Speed 
(1998) has examined how managers choose whether to launch a new product 
as a line extension or as a second brand. Some scholars have explicitly called 
for further research on brand extension from a management perspective 
(Nijssen and Agustin, 2005; Czellar, 2003). Little research on brand extension 
is qualitative in character (Ambler and Styles, 1997). Czellar (2003) suggests 
that the use of qualitative methods in brand extension research may be useful. 

Little research on brand extension is based on longitudinal data. Reddy et 
al. (1994) have studied the determinants of line extension success using data 
on numerous line extensions over a 20-year period to investigate the relative 
effects of brand, extension, and firm characteristics on the market share of 
brand line extensions. Recently, Völckner et al. (2008) conducted a 
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longitudinal field study between 2003 and 2007 that examined the image 
feedback effects and potential drivers of these effects. The authors analysed 
extensions that they judged to have been successfully introduced on the 
market. During the last decade, there has been increasing demand for 
longitudinal data in the field of brand extension (Czellar, 2003; Keller and 
Lehmann, 2009; Nijssen and Agustin, 2005). Keller and Lehmann (2009, p. 
16) state this demand as follows: 

 One important area for future research is the adoption of a 
longitudinal perspective with regard to brand extensions to better 
understand the dynamics of brand growth. (…) Understanding how 
a brand can transform itself from a strong brand largely confined to 
one category to a mega brand that spans multiple categories (…) is 
of high priority. 

Hence, demand for a broader perspective on brand extension, mainly with 
regard to the use of new methods, has increasingly emerged. In sum, there is 
an explicit request for research (1) from a management perspective (Nijssen 
and Agustin, 2005; Czellar, 2003), (2) based on qualitative methods (Czellar, 
2003), (3) comprising longitudinal data (Czellar, 2003; Diamantopoulos et al., 
2005; Keller and Lehmann, 2009; Nijssen and Agustin, 2005), and (4) based 
on “real” brands and “real” extensions (e.g., Grime et al., 2002). To conclude, 
we find in the field of brand extension an increased openness among scholars, 
who are requesting new methods and a broader theoretical perspective to 
advance knowledge in this research area.  

1.7 Research question and purpose 
The research question of the present study is as follows: 

How are brand associations transferred as the brand is extended into 
different product categories?  

The purpose of this thesis is to explore how brand associations are 
transferred in multiple brand extension over time. This goal is achieved 
through a case study of Nivea, including an advertising analysis of print media 
between the years of 1932 and 2004. 

The thesis is structured as follows: in chapter two, the theoretical 
framework is presented, mainly discussing the concepts of brand personality, 
brand extension, and brand associations. The theory is followed by an 
elaboration of the chosen methodology in chapter three. In chapters four and 
five, the empirical data are presented and analysed. Chapter four introduces 
the reader to the case company Beiersdorf and the Nivea brand. Interviews 
with executives at Beiersdorf AG in Hamburg are included in this chapter, as 
well as information of secondary data. The master brand Nivea and the four 
sub-brands Nivea Creme, Nivea Sun, Nivea Body, and Nivea Visage are 
described according to interviews and internal documents. The descriptions 
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constitute an empirical frame of reference for the advertising analysis in 
chapter five, which is presented according to sub-brand and in chronological 
order. In chapter six, the empirical findings are discussed and analysed in light 
of the theoretical framework. Conclusions, implications, limitations, and 
suggestions for future research complete the chapter.  
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2 THEORETICAL FRAME OF 
REFERENCE 

The main focus of this chapter is on previous research in the areas of brand 
personality, brand associations, and brand extension. The three concepts are 
closely interrelated and discussed below. 

2.1 The brand concept 
A brand can be described in terms of brand identity (Aaker, 1996; Kapferer, 
1997), brand image (Keller, 1993; Park et al., 1986), or brand personality 
(Aaker, 1997; Plummer, 1985). The concept of brand identity constitutes the 
foundation for “direction, purpose and meaning for the brand” (Aaker, 1996, 

p. 68). The author describes the concept as follows: 
 Brand identity is a unique set of brand associations that the brand 
strategist aspires to create or maintain. These associations 
represent what the brand stands for and imply a promise to 
customers from the organization members (Aaker, 1996, p. 68).  

Kapferer (1997) describes a brand identity representing two perspectives: the 
sender’s and the receiver’s perspective. The sender represents a management 

perspective, whereas the receiver represents a consumer perspective. 
However, the concept of brand image adopts a consumer perspective. Brand 
image can be defined as “perceptions about a brand as reflected by the brand 

associations held in consumer memory” (Keller, 1993). According to Park et 

al. (1986, p. 135), a brand image is “the understanding consumers derive from 
the total set of brand-related activities engaged in by the firm”.  

The brand-as-a-person metaphor is used to indicate a relationship between 
the brand and the consumer (Aaker, 1997; Plummer, 1985); however, 
Kapferer (1997) asserts that the concept of brand personality constitutes a part 
of the brand identity that represents the sender’s and the receiver’s 

perspectives. This definition means that the concept of brand personality, in 
contradiction with brand image, incorporates a consumer perspective and a 
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management perspective. Further, brand personality refers to a set of brand 
associations based on user and usage imagery (Keller, 1993), which signifies 
symbolic associations (Keller, 1993; Park et al., 1986). Compared with brand 
personality, the concept of brand identity is more comprehensive and includes 
the physical composition of the branded product (Kapferer, 1997). However, 
research on brand personality has focused on intangible aspects of the brand in 
terms of traits and inner qualities (Aaker, 1997; Plummer, 1985).  

In this thesis, a brand is described in terms of brand personality mainly for 
two reasons. First, the focus of the present study is brand associations, 
especially attributes of user and usage imagery, which constitute the “traits” of 

a brand personality (Keller, 1993; Plummer, 1985). Second, the investigation 
adopts a management perspective from a methodological point of view. The 
concept of brand personality includes a management and a consumer 
perspective (Kapferer, 1987), in contrast to the concept of brand image, which 
adopts a consumer perspective (Keller, 1993; Park et al., 1986). The definition 
of brand personality used here is “the set of human characteristics associated 

with a brand” (Plummer, 1985, p. 347).  
It has been argued that distinguishing between a management and a 

consumer perspective is difficult because they are integrated (Hatch and 
Schultz 1997; Knox and Bickerton, 2003). Hatch and Schultz (1997, p. 356) 
refer to increasing interaction between “insiders” (e.g., employees) and 

“outsiders” (e.g., consumers) and claim that “the management of identity and 

image are intertwined processes” (p. 363). The authors express this 

phenomenon with regard to organisations as “the breakdown of the boundary 

between their internal and external aspects” and “the collapsing of internal-
external boundaries” (p. 356).  

Although I agree with Hatch and Schultz (1997) that it is difficult to 
distinguish between a management and a consumer perspective, I think it is 
necessary to simplify somewhat to be able to categorise various types of 
research. Consequently, as a point of departure, the present investigation 
adopts a management perspective in terms of data collection, although the 
concepts used in this thesis are found in the literature on consumer research. 
The concept of brand association is obviously linked to consumer memory 
(Keller, 1993); however, brand association is used in this thesis because it is 
one of the fundamental concepts in brand extension research (Keller and 
Aaker, 1990). 

Brands can also be distinguished between product and corporate brands 
(Balmer, 2001; Balmer and Gray, 2003): 

The key difference in conceptualisation is that corporate brand 
values tend to be grounded in the values and affinities of company 
founders, owners, management and personnel, whereas product 
brand values tend to be contrived and are the product of the not 
inconsiderable skills of invention held by marketing and advertising 
creatives. (Balmer and Gray, 2003, p. 979)  



21 

Another difference between product and corporate brands is that the 
management of corporate brands is a concern for senior management, and the 
brand constitutes an important part of the firm’s strategy (Balmer and Gray, 

2003). Similarly, Urde (1999) argues that brands should be regarded as 
strategic resources.  

2.2 Brand personality  
2.2.1 The brand as a relationship partner 
Research indicates that possessions can be used to satisfy psychological needs, 
such as actively creating one’s self-concept, reinforcing and expressing self-
identity, and allowing one to differentiate oneself and assert one’s 

individuality (e.g., Ball and Tasaki, 1992; Belk, 1988; Kleine et al., 1995). 
Consumers are known to form strong relationships with those brands bearing 
associations that are congruent with their self-concept (see Sirgy, 1982).  

The concept of brand personality is not being used in a strict or literal 
sense but as a metaphor. Hence, the meaning of the psychological term 
personality is transferred from the human mind to brands. This transfer is not 
easily achieved because brands do not have a mind and thus cannot really be 
compared to human beings. However, there seems to be a need for companies 
and consumers to express the brand’s abstract attributes as something more 
tangible and illustrative than in terms of brand associations.  

The term brand personality has awakened growing interest among 
researchers during the last decade (e.g., Aaker, 1997; Arora and Stoner, 2009; 
Austin et al., 2003; Freling and Forbes, 2005a, 2005b). Studies confirm that 
consumers have been able to consistently assign personality characteristics to 
brands (Aaker, 1997; Venable et al., 2005). The concept of brand personality 
provides a way for marketers to differentiate products and services in the 
consumers’ minds, and accordingly, choice preferences can be affected 

(Freling and Forbes, 2005a). Freling and Forbes (2005a, p. 153) state this 
process as follows: 

Consumers are likely to perceive a product with a strong, positive 
brand personality as being more familiar, more comfortable and 
less risky than a competing product with no distinct brand 
personality…  

The concept of brand personality provides a form of identity for consumers, 
which conveys symbolic meaning for themselves and for others (Holman, 
1981; Solomon, 1983). According to Fournier (1998), consumers associate 
human personality traits with brands because they relate to brands as they 
would to partners or friends. Aaker and Fournier (1995) use interpersonal 
relationship theory to understand and extend the notion of brand personality: 

Specifically, the brand is treated as an active, contributing partner 
in the dyadic relationship that exists between the person and the 
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brand, a partner whose behaviors and actions generate trait 
inferences that collectively summarize the consumer’s perception of 
the brand’s personality. (Aaker and Fournier, 1995, p. 393) 

As we can see, Aaker and Fournier (1995) claim that the behaviours and 
actions of a brand personality “generate trait inferences”. Aaker et al. (2004) 
conducted a field experiment investigating the evolution of consumer-brand 
relationships over a period of two months in the spring of 2000. An assertion 
by Aaker et al. (2004) emphasising a dynamic view of brand personality is in 
accordance with the former statement by Aaker and Fournier (1995). 
Specifically, the authors argue that their longitudinal study of consumer-brand 
relationships 

…supports a dynamic view of personality that extends beyond trait 
snapshots to consider the actions committed by the personality and 
the various character inferences that these spark. It may be that the 
enlivened brand personality is best conceptualized in terms of 
relationship roles rather than ascribed traits. (Aaker, Fournier, and 
Brasel, 2004, p. 14) 

The authors stress the roles of brand personality rather than traits. Thus, the 
longitudinal approach seems to shed new light on the concept of brand 
personality.  

Smit et al. (2007) conducted a study showing that consumers perceive an 
emotional bond with their brands and that “some love” exists between 

consumers and brands (p. 632). Furthermore, the results suggest that brands 
with certain personality characteristics are more qualified as partners, 
especially brands with a “unique or exciting” personality (p. 627). 

The term personality has been debated in psychology over the last century, 
and there is still no consensus among scholars for how to define it. 
Nonetheless, the concept is frequently used in daily conversation, which 
means that it signifies something to people and that it supplies a demand. The 
growing interest in the concept of brand personality might exist because the 
term offers companies a conceptual tool to use in consumer research and 
market communication. The metaphor allows the brand to be described in a 
way that is easy for people to apprehend.  

Aaker and Fournier (1995) indicate that the term personality is used 
differently in psychology than in the context of consumer behaviour. For 
example, whereas a person’s personality is determined by multi-dimensional 
factors, such as appearance, traits and behaviour, a brand personality is 
determined by different factors, such as attributes, benefits, price, and user 
imagery. The authors conclude that “the brand-as-a-person has an element of 
truth in it; although brands are not people, they can be personified” (Aaker and 

Fournier, 1995, p. 394).  
The metaphor of brand personality creates possibilities for consumers to 

project their unique personalities. Levy (1959) claimed that people do not buy 
products simply for what they do but for what the products mean. Belk (1988) 
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suggested that products may be a means of self-expression. Thus, brands can 
be symbols whose meaning is used to create and define a consumer’s self-
concept (see Sirgy, 1982). Therefore, brand personality helps to develop 
emotional loyalty among consumers. Consumers appear to prefer brands with 
a personality that coincides with and reinforces the self-concept they wish to 
project. Hence, when consumers choose cognitively congruent brands, they 
may be expressing and projecting their unique personalities (Aaker, 1999; 
Arora and Stoner, 2009; Govers and Schoormans, 2005; McCracken, 1986).  

2.2.2 Research on brand personality 
Freling and Forbes (2005a, p. 148) assert that “the brand now occupies a 

cornerstone position in marketing strategy” and that “the concept of brand 

personality and its influence on consumer behaviour has emerged as a 
critically important research topic.” In recent years, research on brand 

personality has come to be dominated by a study conducted by Aaker (1997), 
which was the first systematic study in the field. Aaker explored brand 
personality based on 114 adjectives, or traits, across 37 brands covering 
various product categories. The author developed a theoretical framework of 
five brand personality dimensions. Three out of those five factors correspond 
to elements of the five-factor model of human personality in psychology, the 
“Big Five” (for a review, see Goldberg, 1990). The brand personality 
dimensions of Aaker’s framework are sincerity (down-to-earth, honest, 
wholesome, cheerful), excitement (daring, spirited, imaginative, up-to-date), 
competence (reliable, intelligent, successful), sophistication (upper class, 
charming), and ruggedness (outdoorsy, tough).  

Aaker et al. (2001) found that three of the five factors also applied to 
brands in both Japan and Spain, but a “peacefulness” dimension replaced 
“ruggedness” both in Japan and Spain, and a “passion” dimension instead of 

“competency” emerged in Spain. Madrigal and Boush (2008) examined the 

extent to which consumers are willing to reward brands for their socially 
responsible behaviour. The results of their study indicate that social 
responsibility is a distinct brand personality dimension.  

Aaker (1997) based her study on quantitative data, which has become the 
dominant method in the field. A few researchers of brand personality have 
conducted studies based on mixed methods including qualitative work (Arora 
and Stoner, 2009; Venable et al., 2005). Arora and Stoner (2009) argue that a 
mixed methodology including qualitative data would improve research results 
in the field of brand personality. They state that “rich, meaningful, and highly 
relevant data can emerge from careful qualitative analysis” (Arora and Stoner, 
2009). 

There has been concern about whether Aaker’s brand personality scale 

adequately captures the complex nature of brand personality across varied 
contexts (Arora and Stoner, 2009; Azoulay and Kapferer, 2003; Freling and 
Forbes, 2005a; Austin et al., 2003). Arora and Stoner (2009) tested Aaker’s 
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brand personality scale based on a mixed methodology consisting of 
quantitative and qualitative data. The results showed that the attributes of 
competence, sophistication, and ruggedness failed to emerge in the qualitative 
analyses. Azoulay and Kapferer (2003) argued that Aaker’s scale merges 

numerous dimensions of brand identity rather than specifically measuring 
brand personality. The authors contend that the effect is conceptual confusion 
in branding research and a limitation in branding applications. Freling and 
Forbes (2005a) claim that advancements in the study of brand personality have 
been restricted by “limited theoretical or qualitative grounding.”  

Austin et al. (2003, pp. 77) regard Aaker’s (1997) effort to develop a brand 
personality measurement framework as representing “an important step 

toward enabling experimental researchers to measure symbolic meanings of 
brands”. However, the authors question the generalisability of the framework 
and indicate that Aaker’s dimensions were not predicted or proposed on the 

basis of personality theory, although three of the brand personality dimensions 
(sincerity, excitement, and competence) are congruent with the five-factor 
model. Likewise, Azoulay and Kapferer (2003) present this as their main 
argument to challenge the conceptual basis of Aaker’s brand personality scale. 

In response to criticism such as this, Geuens et al. (2009, p. 97) have recently 
developed a new brand personality measure “consisting of personality items 
only”. Freling and Forbes (2005b) empirically tested the direct effect of brand 
personality and how it drives consumer behaviour. The study shows that brand 
personality will have a positive influence on product evaluations and that 
subjects exposed to a brand’s personality will have a greater number of brand 

associations, a greater proportion of brand associations, more unique brand 
associations, a greater proportion of congruent brand associations, and a 
greater proportion of strong brand associations. 

2.2.3 Definitions of brand personality 
Keller (1993) describes how personality descriptors or traits are related to the 
concept of brand associations because some non-product-related attributes can 
also produce brand personality attributes. The author means that these types of 
associations mainly arise “as a result of inferences about the underlying user 

or usage situation” (Keller, 1993, p. 4). In other words, traits constitute a 

specific kind of brand association often as a reflection of the consumers or the 
self-concept they wish to project (see also McCracken, 1986; Aaker, 1999; 
Arora and Stoner, 2009; Govers and Schoormans, 2005). Similarly, Freling 
and Forbes (2005a, p. 153) define brand personality in terms of brand 
associations: 

 …brand personality is the set of human characteristics associated 
with a brand that is connected in consumer memory to numerous 
other brand associations and accessed through a cognitive process 
(…). Marketers attempt to infuse their brands with strong, positive 
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brand personalities that will automatically come to mind when 
consumers consider a purchase in the product category.  

Plummer (1985) describes a brand in terms of three different classes of 
characteristics. The first class consists of its physical attributes. The second 
way of describing a brand is in terms of its functional characteristics or the 
consequences of using a brand. The third way is in terms of the brand’s 

characteristics. The author calls the brand’s characteristic aspects the brand’s 

personality. For example, a brand may be characterised as modern, old-
fashioned, lively or exotic.  

Aaker (1997) uses the definition of brand personality presented by 
Plummer (1985): “the set of human characteristics associated with a brand” (p. 

347). Azoulay and Kapferer (2003) propose a stricter definition: “brand 

personality is the set of human personality traits that are both applicable to and 
relevant for brands” (p. 153). The authors emphasise that the concept 
“personality” used in marketing derives from psychology and should therefore 

be defined and strictly described in relation to its definition in psychology, 
although some adaptations seem necessary. Azoulay and Kapferer indicate 
that personality is a construct described by traits. The authors argue that the 
definition of personality in psychology excludes any item related to skills and 
intellectual abilities, as well as gender, age and social class. Consequently, 
Azoulay and Kapferer criticise Aaker’s scale, which includes ‘competence’ as 

a major factor or trait among the five factors identified. Because competence 
represents ability, the authors argue that this factor should have been excluded 
from the framework. Further, the authors criticise Aaker’s framework because 

the item ‘feminine’ is added as a facet of the model although gender is absent 

from psychological scales of personality. 
According to Azoulay and Kapferer (2003), the confusion of the brand 

personality definition stems from the sources that generated the definition 
used by Aaker (1997). The authors mean that early practitioners used the 
concept of brand personality in a global, extended meaning (see Plummer, 
1985). In this way, the authors claim, the concept covers various separate 
constructs such as personality itself but also, for example, the reflection of the 
typical or stereotypical buyer, representing another facet of brand identity (see 
Kapferer, 1997).  

In contrast to this view, it is important to state that early practitioners 
redefined the concept of personality to suit the marketing context. As stated, 
the concept of brand personality constitutes a metaphor of human personality, 
and it is evident that brands do not have brains or a human mind. Therefore, a 
strict definition of personality as used in the field of psychology and proposed 
by Azoulay and Kapferer (2003) is not applicable to the concept of brand 
personality. Hall and Lindzey (1957, p. 467) define the “me” or “self” as “the 

sum total of all that a man can call his - his body, traits, and abilities; his 
material possessions; his family, friends, and enemies; his vocation and 
avocations and much else” (see also Belk, 1988).  
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As stated, consumers appear to prefer brands with a personality that 
coincides with and reinforces the self-concept they wish to project 
(McCracken, 1986; Aaker, 1999; Arora and Stoner, 2009; Govers and 
Schoormans, 2005). To make this possible, a definition of brand personality in 
an extended meaning, including abilities, gender, age and social class, might 
be helpful. Using the metaphor of personality aims to differentiate products 
and influence product evaluation and purchase decisions (see Park et al., 
1986). To reach this goal, the definition used by Plummer (1985) is more 
suitable than the stricter definition of Azoulay and Kapferer. Hence, as 
mentioned in chapter one, the definition of brand personality used in this 
thesis is “the set of human characteristics associated with a brand” (Plummer, 

1985).  

2.3 Brand associations 
2.3.1 Memory structure  
Most research on brand extension and brand personality is based on brand 
associations as the theoretical rationale (e.g., Aaker, 1997; Aaker and Keller, 
1990; Keller, 1993; Plummer, 1985). Brand associations are often described in 
relation to the concept of brand equity, which is seminal in the field of brand 
extension. Brand equity has been adopted as a way to describe the value of a 
brand (Srivastava and Shocker, 1991; Farquhar, 1989). Srivastava and 
Shocker (1991) define brand equity as “. . . the aggregation of all accumulated 

attitudes and behavior patterns in the extended minds of consumers, 
distribution channels and influence agents, which will enhance future profits 
and long term cash flow.” Brand equity can also be characterised in terms of 

the strength of brand associations (Farquhar et al., 1990): “Brand equity from 

a consumer perspective is reflected by the increase in the strength of 
associations an individual has for a product using the brand” (Farquhar et al., 
1990). Keller (1993) emphasises that the number of associations that a brand 
evokes may be used to describe brand equity. As we can see, brand 
associations are directly connected to the equity of a brand from various 
perspectives.  

The concept of brand association is relatively new; however, the meaning 
of the term is found in marketing research more than half a century ago. For 
example, Birdwell (1968) conducted a study aimed at demonstrating that self-
image, rather than specific personality needs or characteristics as isolated by 
the usual personality tests, was directly related to purchasing behaviour. 
Specifically, Birdwell’s purpose was to demonstrate empirically the 

relationship between an automobile owner’s perception of himself and his 

perception of his car. In essence, the method involved repeated judgments of a 
concept or object against 22 pairs of descriptive polar adjectives along a scale. 
The adjectives were “possible to use to describe either an automobile or the 
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person who owned it”. (Birdwell, 1968, p. 78) The list of adjectives 

corresponds to what we usually call brand associations (see Aaker and Keller, 
1990), or in the case of brand personality, traits (see Plummer, 1985; Aaker, 
1997).  

There is agreement among scholars that brand associations are formed in 
long-term memory (Anderson, 1983; Raaijmakers and Shiffrin, 1981). 
However, there are numerous hypotheses about the structure of the memory. 
The associative network model (Anderson, 1983) asserts that long-term 
memory can be represented as a network of nodes and connecting links in 
which nodes represent stored information or concepts, and links represent the 
strength of associations among the nodes. The strength of the association 
between the activated node and all other linked nodes determines which nodes 
are activated. Any type of information or concept can be stored in the memory 
network.  

Raaijmakers and Shiffrin (1981) describe long-term memory as “a richly 

interconnected network” in which all elements are connected to all others 

directly or indirectly. The boundary of a memory object is seldom clearly 
defined. For example, a “word”, a “letter” and a “story” may be memory 

objects, each consisting of a complex bundle of informational elements, 
associations and relations. A complex and distinct entity, such as a picture, can 
be a basic object of memory. Although a memory object has no clear 
boundaries, such objects can be distinguished from each other in the sense that 
interconnections between elements and features will be stronger and more 
numerous within one object than between objects. Thus, a memory object 
tends to be a relatively unitised entity. Raaijmakers and Shiffrin (1981) 
suggest that memory objects can typically be combinations of word features 
and contextual features called images. The authors emphasise the important 
role played by temporal and contextual information and state that it would be 
impossible for a memory image to consist of word information without a 
temporal context.  

Over time, consumers construct a comprehensive set of associations about 
various brands. The ideal situation for a high-equity brand is to have numerous 
shared associations correctly and quickly classified as a member of a specific 
product category and to possess some unique associations that enable the 
brand to stand out from the product category. (Keller, 1993) 

2.3.2 Functional and symbolic associations 
The present study suggests that the types of brand associations comprising a 
brand include two major categories: functional and symbolic brand 
associations. The classification is mainly based on studies by Park, Jaworski, 
and MacInnis (1986) and Keller (1993), which are outlined as follows. 

Park et al. (1986) use the terms “functional”, “symbolic”, and an 

“experiential” concept to describe the image created in a brand. A brand 

concept reflects a general meaning associated with the brand, and many 
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brands combine the three concepts. According to Park, Jaworski, and 
MacInnis (1986), management of the image is a process of selecting a brand 
concept and managing it over time to achieve a competitive advantage. 

Park et al. (1986, p. 136) define a brand with a functional concept as 
“designed to solve externally generated consumption needs.” Functional needs 
are described “as those that motivate the search for products that solve 

consumption-related problems” (Park et al., 1986, p. 136). In contrast, a brand 
with a symbolic concept is “designed to associate the individual with a desired 

group, role, or self-image.” (Park et al., 1986, p. 136) The authors define 
symbolic needs as “desires for products that fulfill internally generated needs 

for self-enhancement, role position, group membership, or ego-identification.” 

(Park et al., 1986, p. 136) 
Reddy et al. (1994, p. 251) state, “A brand’s symbolic value or meaning 

relates directly to its memorability and key associations.” The authors mean 

that symbolic brands represent “a higher level of abstraction than the physical 

or functional product attributes.” (Reddy et al., 1994, p. 251) An empirical 
study by Park et al. (1991) showed that prestige brands characterised by the 
dominance of non-product-related or symbolic brand associations have greater 
extendibility than functional brands to more dissimilar product categories.  

Keller (1993) distinguishes three categories of brand associations that 
comprise the brand image: attributes, benefits, and attitudes. Two of these 
categories can be referred to in terms of a classification of functional and 
symbolic brand associations: attributes and benefits. Attributes are defined as 
“descriptive features that characterize a product or service” (Keller, 1993, p. 

4) and are classified into product-related and non-product-related attributes. 
Benefits are described as “the personal value consumers attach to the product 
or service attributes – that is, what consumers think the product or service can 
do for them” (Keller, 1993, p. 4). For benefits, Keller (1993) uses the concepts 

of Park et al. (1986) to describe a brand’s image; functional, experiential, and 
symbolic benefits. 

Product-related attributes are characterised as “the ingredients necessary 

for performing the product or service function sought by consumers” (Keller, 

1993, p. 4). Thus, product-related attributes relate to the physical composition 
of a product and vary by product category. Non-product-related attributes are 
described as “external aspects of the product or service that relate to its 

purchase or consumption” (Keller, 1993, p. 4). Keller (1993, p. 4) 

distinguishes between four main categories of non-product-related attributes:  
(1) price information, (2) packaging or product appearance 
information, (3) user imagery (i.e. what type of person uses the 
product or service), and (4) usage imagery (i.e., where and in what 
types of situations the product or service is used).  

The concept of brand personality is based on the two latter types of non-
product-related attributes: user and usage imagery, which most often arise 
from inferences about the user or usage situation (Keller, 1993). Keller (1993) 
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also indicates that brand personality attributes might reflect emotions evoked 
by the brand. The author describes inferences about the user as follows: 

Associations of a typical brand user may be based on demographic 
factors (e.g., sex, age, race, and income), psychographic factors 
(e.g., according to attitudes toward career, possessions, the 
environment, or political institutions), and other factors (Keller, 
1993, p. 4). 

Hence, Keller (1993) adopts a broader definition of brand personality similarly 
to Aaker (1997), who uses the definition of Plummer (1985); “the set of 

human characteristics associated with a brand” (p. 347). Czellar (2003, p. 107) 
states:  

…more and more brands are positioned on axes like personality 
traits and user imagery, which are relatively independent of the 
product features. These non-product-related associations are 
typically less experience-based than the concrete, product-related 
features of the brand. 

According to Keller (1993), user and usage imagery attributes may be 
represented in the consumer’s memory as the consumer’s own experiences 

with the brand, for example, through the use of products, or as indirect 
experiences with the brand, for example, brand advertising. 

The usage situation can be described as the situation in which the product 
is purchased or consumed (Baker et al., 1986; Belk 1975; Day, Shocker, and 
Srivastava, 1979). Keller (1993, p. 4) characterises associations of a typical 
usage situation as “based on the time of day, week, or year, the location 
(inside or outside the home), or the type of activity (…), among other 

aspects.” The concept of usage situation can be compared to the temporal and 

contextual information described by Raaijmakers and Shiffrin (1981). In the 
present investigation, the term context will be used in relation to brand 
associations in the meaning of user and usage imagery as described by Keller 
(1993). 

As stated in this chapter, Raaijmakers and Shiffrin (1981) distinguish 
between word features and contextual features of memory objects, which are 
called images. The authors claim that the memory image cannot consist of 
word information without a temporal context, which means that the word 
information of a brand association, for example, “exciting”, must be 

associated in the memory through contextual information, such as skiing or 
mountain climbing, representing the “usage situation” of the product (see 

Keller, 1993). Information about the intended user, for example, a man and a 
woman, would create associations of “user imagery” (see Keller, 1993). In this 

way, the same word information can be used, for example, in advertising, in 
many different contexts, comprising different types of user and usage imagery. 

To conclude, there is a difference between product-related and non-
product-related brand associations (Keller, 1993). Parallels can be drawn 
between product-related and functional associations as well as between non-
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product-related and symbolic associations (Keller, 1993; Park et al., 1986; 
Park et al., 1991). Symbolic associations represent a higher level of 
abstraction than functional brand associations (Reddy et al., 1994). Research 
has shown that symbolic associations have two important “tasks”; they help 
the brand to stand out in the product category (Keller, 1993; Park et al., 1986), 
and they facilitate extension to other product categories (Park et al., 1991). 

Two types of non-product-related attributes, user and usage imagery, can 
also produce brand personality attributes (Keller, 1993). In this thesis, these 
attributes constitute the contextual information (see Raaijmakers and Shiffrin, 
1981) or the context of brand associations that is distinguished from the word 
information of brand associations (Raaijmakers and Shiffrin, 1981). A 
distinction is sometimes made between brand associations and core brand 
associations. In this thesis, core brand associations are defined as brand 
associations that are part of the master brand and not specifically related to 
sub-brands (see Farquhar et al., 1992). 

2.4 Brand extension 
2.4.1 Brand extension by definition  
As discussed in chapter one, brands are often extended beyond their original 
categories to reduce the cost and risk of entering a new product category 
(Aaker, 1991). Tauber (1981) introduced the concept of “franchise 
extensions”. Subsequently, the author used the concept “brand extension” to 

describe the same phenomenon: “Brand extension is using a brand in one 

category to introduce products in a totally different category” (Tauber, 1988, 

p. 27). Tauber’s (1988) definition implies that brand extension occurs when 
products are introduced in a new category; however, as discussed in chapter 
one, brand extension includes more elements than product introduction. 
Ambler and Styles (1997) emphasise that the branding decision is made before 
the launch of new products. The authors argue that “(…) bringing new 

products onto the market as extensions should be viewed more as a process of 
brand development than new product development” (Ambler and Styles, 1997, 

p. 13). 
Farquhar (1989) distinguishes between two types of extensions. A “line 

extension” applies an existing brand name to a product in one of the firm’s 

existing categories. However, a “category extension” is defined as an existing 

brand name to a category that is new for the firm (see Tauber, 1981). 
Similarly, Aaker and Keller (1990, p. 27) describe two types of extensions: 
“…line extension, whereby a current brand name is used to enter a new 

market segment in its product class” and “…brand extension, whereby a 

current brand name is used to enter a completely different product class.” 

Aaker and Keller (1990) also refer to “extension” as the general term 

describing both brand and line extensions. The main focus of this thesis is 
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brand extension. The majority of the extension literature has concentrated 
upon brand extensions and not line extensions (e.g., Aaker and Keller, 1990; 
Sunde and Brodie, 1993; Bottomley and Doyle, 1996). However, most new 
product introduction activity comes from line extensions (Reddy et al., 1994). 

2.4.2 Categorisation 
Previous research shows that consumers’ attitudes towards and evaluations of 

the extension and the parent brand largely rely on perceptions of fit (Park et 
al., 1991; Aaker and Keller, 1990). The conclusion from these studies is that 
the higher the perceived fit, the more positive the consumer’s attitude towards 

the extension. The term “fit” means that there is a transfer of favourable 

associations from the parent brand to the extension (Aaker and Keller, 1990; 
Chakravarti et al., 1990; Park et al., 1991; Pitta and Katsanis, 1995). The 
transfer of brand associations is largely determined by a categorisation 
process, i.e., whether the consumer accepts the extension as a suitable member 
of the new category (Park et al., 1989, 1991). A category exists whenever 
people treat two or more distinguishable objects equally (Boush and Loken, 
1991).  

Fit comprises numerous dimensions, including similarity, typicality, and 
relatedness (Aaker and Keller, 1990; Farquhar et al., 1990; Boush and Loken, 
1991; Park et al., 1991; Gürhan-Canli and Maheswaran, 1998). In their review 
of brand extension research, Grime et al. (2002) state that there appears to be 
little distinction among similarity, typicality, and relatedness. Similarity refers 
to how alike the new product category is to the existing product category in 
terms of features, attributes, or benefits (e.g., Boush et al., 1987; Aaker and 
Keller, 1990; Boush and Loken, 1991; Park et al., 1991; Broniarczyk and 
Alba, 1994). Typicality has been defined as how representative the extension 
category is of the master brand (Nedungadi and Hutchinson, 1985). According 
to Herr, Farquhar, and Fazio (1996), relatedness offers a view of similarity 
that captures consumer responses to stimuli that are conceptually but not 
physically related. The authors argue that many extensions and most branding 
strategies in general rely more on conceptual relatedness than on physical 
similarity. For example, athletic shoes and tennis rackets are related 
conceptually; however, these products share almost no overlapping attributes 
from a physical point of view. 

2.4.3 Multiple brand extension 
A growing number of companies are extending their brands into multiple 
product categories. Thus, many brands are becoming affiliated with a portfolio 
of different product categories. The meaning of the brand changes as the 
number of products affiliated with it increases. (Dacin and Smith, 1994) Dacin 
and Smith (1994) state, “as a brand is extended beyond its original product, 

the brand, by definition, no longer stands for that single product” (p. 231). 

Concerns have been raised that categorising multiple products by a brand may 
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weaken it (Aaker, 1991; Tauber, 1981). It has been asserted that a brand loses 
its identity and hence its strength as the number of products affiliated with it 
increases (Aaker, 1991; Tauber, 1981). Buday (1989, p. 29) suggests that 
brand names may “lose effectiveness over time from overextension”. The 

author claims, 
Each new introduction under a parent brand umbrella forces 
consumers to redefine what that name stands for. (…) Extensions 
perceived as inconsistent with the parent’s brand image (…) will 
dilute those redefinitions. Conversely, brand extensions consistent 
with parent brand imagery will strengthen and tighten perceptions 
by giving consumers another reason to believe in the brand’s 
inherent qualities (…). (Buday, 1989, p. 29)  

Dacin and Smith (1994) argue that although the meaning of the brand changes 
as a result of brand extension, this does not automatically translate into a 
weakening of the brand. In contrast, the results of two laboratory experiments 
of consumers’ evaluations of subsequent brand extensions showed that the 

process of extending a brand into multiple product categories could make it 
more “extendible” in the future (Dacin and Smith, 1994). Likewise, other 

studies show that brands comprising varied product category associations 
developed through past extensions are especially extendible (Keller and 
Aaker, 1992; Sheinin and Schmitt, 1994).  

Dawar and Anderson (1994) conducted two laboratory experiments that 
investigated the effects of order and the direction of brand extension. The 
authors refer to Keller and Aaker’s (1992) study of intermediate extensions 

that showed that it is possible to gradually extend a brand to a product that is 
relatively distant from the parent brand by introducing intermediate extensions 
that act as “stepping stones”. By introducing closely related but increasingly 

distant extensions, it was possible for a brand to enter product categories, 
which would have been much more difficult to enter directly. Dawar and 
Anderson (1994) state that the strategy of introducing intermediate extensions 
assumes that the order in which these extensions should be introduced can be 
predicted. Thus, they conclude that the closer extensions can be identified and 
can therefore serve as intermediates. The authors suggest that the order of the 
extensions’ introduction should be determined by the distance from the parent 

brand, which means that close extensions should be introduced first, followed 
by more distant ones. Dawar and Anderson (1994, p. 119) summarise the 
results as follows: “(…) undertaking extensions in a particular order allows 

distant extensions to be perceived as coherent; following a consistent direction 
in extension allows for greater coherence and purchase likelihood for the 
target extension.”  

The previous review shows that experimental studies of sequential brand 
extensions demonstrate that the order in which these extensions are introduced 
has an impact on consumers’ evaluations of the extensions and the likelihood 

of purchase (Dawar and Anderson, 1994; Keller and Aaker, 1992). The results 
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mean that consumers evaluate a brand extension in relation to previous 
extensions, not simply in relation to the parent brand, which most studies on 
brand extension have emphasised (see Czellar, 2003; Grime et al., 2002). In 
other words, the transfer of brand associations occurs not only from parent 
brand to extended product but also from extension to extension.  

2.4.4 Relationship between consumer and brand 
Grime et al. (2002) mentions consumer certainty as one factor that might 
affect the relationship between fit and evaluations of the extension and the 
core brand. Consumer certainty refers to a company’s ability to provide an 

extension that meets consumer expectations (Smith and Andrews, 1995). 
Buday (1989, p. 29) advises companies to “…decide what qualities consumers 

expect from your brand, and extend it only in directions consistent with those 
expectations.” Bambauer-Sachse et al. (2011, p. 205) present findings that 
“imply that the options for extending a brand should not be considered as 

limited to product categories similar to the category of the core product 
because perceived fit can be influenced by communication”.  

Keller and Aaker (1992) demonstrated empirically that two factors related 
to the company influence the effects of sequentially introduced extensions: the 
similarity of the extension to the company and consumers’ perceived 

credibility of the company. The term company credibility is defined as “the 

extent to which consumers believe that a company can deliver products and 
services that satisfy customer needs and wants” (Keller and Aaker, 1992, p. 

37). Credibility was only based on information about products; however, the 
authors suggest that other aspects of company credibility should be explored.  

Keller and Aaker (1998) conducted a laboratory experiment examining the 
effects of corporate marketing on consumers’ evaluations of a proposed 

corporate brand extension. The authors state that “a company makes a 

corporate brand extension when it relies on its corporate name to launch a 
new product” (p. 356). Corporate marketing activities are characterised as 

“publicly visible programs and actions that companies initiate and that are not 
identified with a single product or brand sold by the company” (p. 357). The 

results indicate that corporate marketing activities have an impact on 
consumer evaluations of extensions. The study by Keller and Aaker (1998) 
suggests that corporate marketing is “beneficial if it reinforces and supports 

the product positioning” (p. 361). For example, the authors state, “corporate 

marketing that demonstrates product innovation should help a corporate brand 
extension that is positioned as innovative” (p. 361).  

In Keller and Aaker’s (1998) investigation, the company and the brand 

carry the same name, which means that consumers automatically associate the 
brand with the company. Descriptions of the concept of the corporate brand, 
however, do not generally focus on the brand name (Hatch and Schultz, 2001; 
Knox and Bickerton, 2003; Balmer and Gray, 2003). It is unclear how the 
brand name impacted the results of the study by Keller and Aaker (1998); 
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however, it is not possible to generalise the results to corporate brands that do 
not carry the corporate name. 

Keller and Aaker (1998) used the concept of “corporate-level 
associations”. The concept of corporate associations (see Ind, 1998) can be 

regarded as one step towards the convergence of a management and a 
consumer perspective (Knox and Bickerton, 2003). In their investigation, 
Keller and Aaker (1998, p. 357) focused on three types of associations that 
consumers may associate with the firm; “innovative”, “concerned with the 

environment”, and “involved with the community”. 
Hence, research indicates that scholars increasingly adopt a broader view 

of brand extension, moving from a perspective that focuses on the relationship 
between the parent brand and the extension towards a perspective that 
emphasises the relationship between the consumer and the brand. This focus 
can be compared to the emergent relationship paradigm, which views brands 
as human-like partners in relationships with the consumer (see Fournier, 
1998). Czellar (2003, p. 113) argues that “…brand extension can be 

conceptualised as an important type of brand behaviour that affects the 
relationship developed between the consumer and the brand”. The author asks 
a highly relevant question: “…do consumers with stronger brand relationships 
tolerate more dissimilar extensions than consumers with looser brand ties?” 

(Czellar, 2003, p. 113) The question illuminates the main focus of an 
emerging view that might help researchers to understand brand extension in a 
new perspective.  

The main focus of brand extension research thus far has been on the 
relationship between the parent brand and the extended product (Aaker and 
Keller, 1990; Park et al., 1991). Increasingly, the focus shifts towards the 
relationship between the consumer and the brand (Bambauer-Sachse et al., 
2011; Keller and Aaker, 1992; Keller and Aaker, 1998), which sheds new light 
on the dominant cognitive paradigm in the area of brand extension. This shift 
demonstrates that theories based on perceptions of fit (Park et al., 1991; Aaker 
and Keller, 1990) do not entirely capture the essence of what brand 
management really addresses, namely, the relationship between the consumer 
and the brand. However, it is important to note that categorisation and 
relationship theory do not contradict each other; rather, the paradigms 
emphasise different aspects of brand extension. As stated in this chapter, 
research within the cognitive paradigm of brand extension shows that the 
higher the perceived fit, the more positive the consumer’s attitude towards the 

extension (Park et al., 1991; Aaker and Keller, 1990). The consumer’s attitude 

to and evaluation of a brand constitutes inseparable parts of the relationship 
between the consumer and the brand.  

To conclude, the stream of research focusing on the relationship between 
the consumer and the brand enables a broader perspective on brand extension. 
Czellar (2003, p. 113) proposes that this view is likely to move us “toward a 

holistic understanding of the relation between a consumer and a brand 
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extension”. My interpretation of current research, as previously presented, is 

that the most important question in relation to brand extension is whether the 
consumer can identify herself or himself with the extended products, with the 
personality of the master brand that has changed as a consequence of the 
extension, and with the company that stands behind the brand. The question is 
complex, reflecting an integrated process of product introduction and 
marketing communication. 

2.4.5 Sub-branding 
Brand extensions to different product categories carry both opportunities and 
risks. On the one hand, these extensions offer consumers’ immediate brand 

recognition and the promise of benefits associated with a known brand (Park 
et al., 1986; Tauber, 1988). On the other hand, extensions, even if successful, 
can also lead to negative perceptions of the parent brand, so-called negative 
feedback effects (e.g., Gürhan-Canli and Maheswaran, 1998). Thus, the 
associations with the parent brand risk becoming diluted (Chakravarti et al., 
1990; Keller and Aaker, 1992; Loken and John, 1993; Ries and Trout, 1986).  

Herr et al. (1996) assert that the issue of how far to extend a brand 
overlooks the more fundamental issue of how to extend a brand. The authors 
argue that many brand-leveraging efforts simply rely on the direct extension of 
a brand across product categories and that direct extensions of very strong 
brands should mainly target closely related product categories. Sub-branding 
is an alternative strategy for bypassing the risks of extensions by leveraging 
brands indirectly across product categories (Farquhar et al., 1992; Park et al., 
1993).  

In a sub-branding strategy, a new brand name is used in conjunction with 
an existing brand name to introduce a new product (Milberg et al., 1997). The 
existing brand name is called the master brand (Farquhar et al., 1992) or 
sometimes the umbrella brand. A master brand is at the top of the brand 
hierarchy (Farquhar et al., 1992). According to Farquhar et al. (1992), sub-
branding is a vertical branding strategy for master brands in which elements 
are introduced below the level of the master brand in an existing brand 
hierarchy. The traditional role of subordinate brands has been to signal 
refinements in the branded product. These refinements might distinguish 
different quality levels, different flavours, different functions, and so forth. 
The master brand is the “primary mark”, and its meaning is moderated by the 

associations cued by the sub-brand. (Farquhar et al., 1992)  
Research has shown that sub-branding can effectively shield a parent brand 

from dilution from a failed similar extension (Keller and Sood, 2003; Milberg 
et al., 1997). Furthermore, research indicates that a sub-branding strategy can 
improve consumer evaluations of extensions belonging to dissimilar product 
categories (Keller and Sood, 2003; Milberg et al., 1997; Sheinin, 1998). Sub-
branding creates some distance or differentiation between an extension and a 
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parent brand, reducing or eliminating negative effects of the extension 
(Milberg et al., 1997).  

However, there are also risks related to sub-branding. Farquhar et al. 
(1992) indicate that it is essential with each prospective extension to consider 
potential impacts on the entire brand portfolio because sub-branding can 
modify the master brand’s meaning. Negative interactions among different 

products can diminish the master brand even though the individual 
contributions from each sub-branded product are positive. Furthermore, the 
authors suggest that sub-branding should be part of a strategic “brand plan” 

that defines the master brand’s meaning and avoids extensions that 

unnecessarily dilute this meaning. Farquhar et al. (1992) state that “excessive 

sub-branding can sink the master brand under the weight of its own portfolio.”  

2.4.6 Cannibalisation 
Lomax et al. (1996) indicate that ideally, the sales of brand or line extensions 
are derived from revenues that may result from market expansion, switching 
from competitor brands, or a combination of the two. Line extensions may 
inflate market size by increasing the weights of purchases or by bringing in 
new consumers as a result of the greater variety offered. Additionally, line 
extensions may play an important defensive role as products designed to 
match a competitor’s breadth of range. This type of extension is more likely to 

gain volume from competitor brands. (Lomax et al., 1996) However, the 
author states that another possibility is that the new product’s sales may 

undermine the existing corporate portfolio to a greater or lesser extent. Buday 
(1989, p. 29) suggests that “Excessive cannibalization is one of the common 

arguments against brand-extending… Common branding implies a similarity: 

similarity invites replacement”. 
This phenomenon is called product cannibalisation, or “the extent to which 

one product’s customers are at the expense of other products offered by the 

same firm” (Copulsky, 1976). Lomax et al. (1996) emphasise that there is no 

universally accepted definition of cannibalisation. Heskett (1976, p. 581) 
regards cannibalisation as “the process by which a new product gains a portion 

of its sales by diverting them from an existing product”. Kerin et al. (1978, p. 

26) describe cannibalisation in terms of existing buyers who are “substituting 

one item for another in the company’s product portfolio”. Mason and Milne 

(1994) suggest that one can look at the pairwise cannibalisation of one brand 
from a second brand or the total cannibalisation of one brand from multiple 
other brands. 

According to Mason and Milne (1994, p. 164), “changes in advertising 

copy, product modifications by competitors and other marketplace changes 
can impact consumers’ perceptions of brands, and hence, cannibalization”. 
Sullivan (1990) has measured spill-over effects in the context of brand 
extensions. Spill-over effects occur when information about one product 
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affects the demand for other products with the same brand name. Hence, 
advertising might have an impact on the cannibalisation process.  

Lomax et al. (1996, p. 20) state that “Cannibalization is a very real threat 

for the vast majority of new product launches” and that “the risk becomes 

even more significant if the new product is launched under the same brand 
name as an existing product”. Sullivan (1990) indicates that introducing a new 
product under an existing brand name might help to establish the new product, 
but this might ultimately come at the expense of the brand’s other products. 

Kerin et al. (1978, p. 27) state that “…the loss of potential profits from a 
cannibalized product is a real cost that must be absorbed by the new product”.  

The problem of the extension merely becoming a replacement purchase for 
the parent is likely to occur only when the products are substitutes. In these 
cases, extension might lead consumers to believe that the new product is a 
substitute for another product in the brand’s line. (Sullivan, 1990) This 

assumption often occurs with line extensions (Lomax et al., 1996). Lomax et 
al. (1996, p. 20) state that “for most line extensions, some cannibalization is 
almost inevitable”. In accordance with this, Buday (1989, p. 29) indicates that 

“the boundaries between usage occasions separate product categories”. The 

author states that the risk of cannibalisation is “virtually zero” in the cases in 
which the extension is “designed for a completely new usage occasion” (p. 

29), which means that it does not replace the parent product. Kerin et al. 
(1978) argue that product cannibalism in itself should not be viewed only 
negatively. The authors mean that cannibalism by new products sometimes 
represents “effective and competitive product portfolio management” (p. 27). 

The authors continue: “In other words, it may be wiser to have buyers 

switching brands within a firm’s product line than to have them switching out 
and purchasing competitive offerings” (Kerin et al., 1978, p. 27).  

Lomax et al. (1996) indicate that there can be no single standard measure 
of cannibalisation because there is no single accepted definition of the 
concept. Previous research on cannibalisation has used various data collection 
methods, such as gains loss analysis, duplication of purchase tables, and 
deviations from expected share movements (Lomax et al., 1996). For the 
investigation of cannibalisation effects, the authors suggest that “marketing 

managers should use multiple methods wherever possible, and need to sample 
over time since the ‘snap shot’ approach may not give a true picture” (Lomax 

et al., 1996, p. 27). The authors emphasise that all angles must be considered 
to develop a fuller understanding of cannibalisation. Furthermore, the authors 
assert that firms need to consider how the use of extension will affect the 
profitability of the brand’s entire portfolio of products. 

In sum, scholars agree that cannibalisation is inevitable as a consequence 
of brand extension to the extent that the original product and the extended 
product substitute each other (Sullivan, 1990; Lomax et al., 1996; Buday; 
1989; Kerin et al., 1978). There is extensive research on consumer attitudes 
towards and evaluations of extensions and their effects on the parent brand 
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(e.g., Aaker and Keller, 1990; Milberg et al., 1997); however, there is little 
knowledge of the effects of cannibalisation on the master brand. As stated, 
brand extension means that the meaning of the brand changes (Dacin and 
Smith, 1994). An important aspect to consider for brand extension is that 
cannibalisation further reinforces the changes of the master brand as the parent 
product and possibly other products disappear from the product range.  

The discussion in this chapter illuminates various aspects of brand 
extension. To summarise, this study departs in the view on brand extension as 
an integrated process of product introduction and marketing communication. 
In the next chapter, the methodology of the present research is presented. 
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3 METHODOLOGY 

In this chapter, the research design, data collection methods, data analysis 
procedures, and issues of trustworthiness are elaborated.  

3.1 Research design  
The empirical study was carried out as a case study at the German company 
Beiersdorf, including the firm’s headquarters in Hamburg as well as a 

subsidiary company’s headquarters in Kungsbacka, Sweden. The focus of the 

study is the brand Nivea. Regarding case selection, Stake (1994) suggests 
choosing the case from which one can learn the most. Beiersdorf is of 
particular interest for this investigation, as the company’s brands have held 

strong positions in the market for a relatively long time, such as Nivea since 
1911 and Labello since 1906. Nivea has been extended into multiple product 
categories over several decades. As stated in chapter one, brand extension is 
reflected in advertising, through which a product’s introduction is 

communicated. Advertising constitutes a means of transferring brand 
associations from one product to another in the brand extension process (e.g., 
Boush, 1993; Bridges et al., 2000; Lane, 2000). As a consequence, brand 
extension can be analysed in the context of advertising.  

The present study is focused on a brand extension process in advertising. 
More specifically, I have analysed the transfer of brand associations in 
advertisements over a period of 72 years. The advertising analysis is based on 
more than 670 advertisements in Swedish magazines between 1932 and 2004. 
The longitudinal approach reveals patterns over time and a complexity that 
does not emerge in studies of single advertisements or campaigns. This 
approach enables one to observe the transfer of brand associations between 
products in words and pictures in a way that is not possible when using 
methods like experiments and surveys. Four sub-brands have been selected as 
the focus of the study: Nivea Creme, Nivea Sun, Nivea Body, and Nivea 
Visage. These sub-brands were chosen because they constitute the core of the 
Nivea brand (M. Carlsson, interview November 4, 2004). 



40 

The study is qualitative and exploratory by nature. According to Marshall 
and Rossman (1999), qualitative studies are suitable for research that is 
exploratory and that stresses the importance of context, setting, and the 
participants’ frames of reference. The authors suggest that a qualitative 

approach is suitable for research that examines complexities and processes in 
depth as well as for research on informal and unstructured linkages and 
processes in organisations. These arguments are applicable to the process of 
brand extension investigated in this thesis. Marshall and Rossman (1999) 
suggest that the purpose of an exploratory approach could be to investigate 
little-understood phenomena, to identify or discover important categories of 
meaning and to generate hypotheses for further research. Furthermore, the 
authors indicate that exploratory research assumes the value of context and 
setting and seeks a deeper understanding of participants’ own experiences of 

specific phenomena.  
Marshall and Rossman (1999) claim that studies focusing on society and 

culture, e.g., a group, a program, or an organisation, typically constitute some 
form of case study. A case study may entail multiple methods; interviews, 
observations, document analysis, even surveys (Marshall and Rossman, 1999). 
I have chosen to study one brand in one company to facilitate a deep 
understanding of brand extension and the transfer of brand associations. Yin 
(1994) emphasises that case studies are feasible when studying contemporary 
phenomena on which little other knowledge is available. Larsson (1990) 
suggests that case studies typically incorporate an exploratory approach, 
which is often recommended when a detailed, contextual, and process-driven 
approach is needed. The importance of understanding context and meaning in 
this thesis has been a determining factor in the choice of case and 
methodology. 

The brand associations constitute the unit of analysis; however, a corporate 
brand not only comprises brand associations but also is part of the 
organisation (see Kapferer, 1997; Hatch and Schultz, 1997). Therefore, it is 
important not only to study brand associations but also to foster an 
understanding of the organisation and the brand heritage. As a consequence, in 
addition to the advertising analysis, two other data collection methods have 
been employed: interviews and document analysis. I have conducted a number 
of interviews with top managers to increase understanding of the brand and 
the organisation. Each of the data collection methods has provided 
complementary information and illuminated brand extension from different 
angles. Using various procedures to collect data increases the reliability of the 
study and reduces the likelihood of misinterpretation (Flick, 1992).  

This investigation adopts a managerial perspective. The concept of brand 
association has its theoretical origin in consumer research (e.g., Aaker and 
Keller, 1990; Keller, 1993). This tradition indicates that I use an “inside” 

perspective to study how the company wishes to present itself to consumers. 
This approach has been possible thanks to complementary data collection 
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methods, interviews and document analysis, which provide information about 
the brand management on a strategic as well as an operational level.  

3.2 Data collection 
3.2.1 Initial contact  
My first contact with Beiersdorf was in June 2001, when in Poznan, Poland I 
visited Beiersdorf-Lechia S.A., a subsidiary of Beiersdorf AG in Hamburg. 
The company visit was included in a doctoral/MBA course that I attended at 
Handelshochschule Leipzig. The class had the opportunity to visit the 
production site and to attend a seminar with the CEO, Mr. Heinz-Jürgen 
Stüting. He talked for over two hours about the brand extension strategy of 
Nivea and explained how the brand had been revitalised in recent decades. 
The subject was without doubt exciting. Following this talk, I suddenly 
understood what had happened to the round blue Nivea Creme tin. Nivea was 
no longer only cream; rather, it was a portfolio of over 300 products. I 
absorbed this information and continued to ask questions until Mr. Stüting 
finally lost his voice and could no longer talk. He closed the gate to the 
headquarters after I had left as the last visitor to Beiersdorf-Lechia. This visit 
inspired me to contact Mr. Stüting via e-mail in September 2001, presenting 
my dissertation project and expressing my interest in a case study at 
Beiersdorf. Mr. Stüting forwarded my e-mail to the manager of Human 
Resources Cosmed International at the headquarters of Beiersdorf in 
Hamburg, who sent me an introductory e-mail and recommended Mr. Norbert 
Krapp, Corporate Vice President of International Brand Management, as the 
most appropriate person to interview for my purpose. Via e-mail with Mr. 
Krapp, I was immediately given an appointment in Hamburg for an interview. 
He was the one of the three brand managers of Nivea who had been employed 
the longest time at the company, having worked there for over 30 years.  

3.2.2 Interviews 
I initiated the case study with interviews to gain a general view of the 
organisation and the studied phenomena. Marshall and Rossman (1999) note 
that an interview is a useful means of gaining large amounts of data quickly. 
Immediate follow-up and clarification are possible with this method. The 
interviews in this study provide a description of the brand personality of 
Nivea, the brand management of Nivea, and a partial description of the 
organisation. These interviews provide a contextual understanding of the 
interviewees’ own experiences of specific phenomena.  

For this study, I have chosen a specialised form of interview called “elite 

interviewing”, defined by Marshall and Rossman (1999) as a specialised case 
of interviewing that focuses on a particular type of interviewee. “Elite” 

individuals are those considered to be influential, prominent, and/or well-
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informed people in an organisation or community; they are selected for 
interviews on the basis of their expertise in areas relevant to the research. The 
authors point out that elite interviewing has many advantages. Elites can 
usually provide an overall view of an organisation or its relationship to other 
organisations. They are also able to report on an organisation’s policies, past 

histories, and future plans from a particular perspective. 
As previously mentioned, I conducted an introductory interview with Mr. 

Krapp in September 2001. An interview guide (see Appendix 2) was sent via 
e-mail in advance. The order of the questions was determined by previously 
given answers, and additional, unprepared questions were asked. This 
interview was thus a semi-structured interview. I also had the opportunity to 
observe parts of the production, which provided me a broader picture of the 
company. In April 2002, I returned to Hamburg and conducted another four 
interviews in the Cosmed division at Beiersdorf AG. This time, I spoke with 
Mr. Krapp once again and met the other two Corporate Vice Presidents of 
International Brand Management; Mrs. Franzisca Schmiedebach and Mrs. 
Inken Hollmann-Peters. The three interviewees were responsible for the brand 
management of Nivea and the other brands managed by the Cosmed division. 
These interviews were structured. I also conducted a semi-structured interview 
with Dr. Klaus-Peter Wittern, Corporate Vice President of Research and 
Development. Interview guides (see appendix) were sent via e-mail in 
advance. All interviews were recorded by a minidisc player, transcribed 
afterwards and sent to the interviewees for review.  

Interviews with Mr. Horst Rühle, Head of Corporate & Brand History 
Archive, Beiersdorf AG, were conducted in November 2006. These interviews 
took place on two occasions a day apart in the archive and can be described as 
discussions on specific topics. I had prepared questions as a checklist and 
made notes during our talk. I also showed Mr. Rühle a number of 
advertisements to hear his spontaneous comments on them. Mr. Rühle had 
worked at Beiersdorf in different capacities for over 30 years and had 
considerable experience with and knowledge about Nivea and the company’s 

history. The interviews were summarised afterwards and sent to the 
interviewee for review. 

In February 2012, I paid a second visit to the archive at Beiersdorf AG in 
Hamburg. This time, I met Mr. Thorsten Finke, now  Head of Corporate & 
Brand History Archive, Beiersdorf AG. I showed him a PowerPoint-
presentation of the results of my investigation, and he made continuously 
spontaneous comments, which I wrote down. He generally agreed with my 
statements, making some amendments. Mr. Finke mostly contributed some 
historical facts and interpretations of some symbolic devices presented in the 
advertisements. After the presentation, I asked some additional questions that I 
had prepared in advance. Our meeting can be described as a conversation 
rather than an interview, as in the case with Mr. Rühle. However, in references 
to the text in the thesis, the term “interview” is used. Mr. Finke also assisted 
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me in collecting additional information in the form of price lists and some 
documents. In addition, he provided me with pictures and advertisements in 
digital form for my dissertation. I spent one day in the archive. Afterwards, I 
translated what Mr. Finke had said into English, wrote it down, and sent it to 
him for approval. 

All interviews and conversations at Beiersdorf AG in Hamburg were made 
in German, the interviewees’ native tongue, to facilitate their ability to express 

shades of meaning. It is most likely that the interviewees talk more freely in 
German than in English. Using the interviewees’ native tongue minimises the 

confusion of languages and increases validity (Yin, 1994). The interviewees 
were open-minded, and the interviews resulted in substantial information for 
the study. The senior brand manager, Mr. Krapp, was deeply involved with 
Nivea. He only revealed positive things about the brand and the company, 
which could be apprehended as a kind of marketing. The other brand 
managers, two younger women, seemed to be more distanced in their relation 
to the company and were more open-minded about the organisation’s flaws.  

Beiersdorf AB in Kungsbacka was responsible for marketing Nivea in the 
Nordic and Baltic countries. After I had finished my data collection on the 
company, the Nordic office moved to Copenhagen. At Beiersdorf AB in 
Kungsbacka, I conducted interviews with one Nordic Marketing Manager and 
two Product Managers in November 2004. The interviews were semi-
structured and conducted face-to-face. In total, six interviews with five people 
were conducted in Hamburg, and three interviews were conducted in 
Kungsbacka, for a total of nine structured or semi-structured interviews. Two 
other Product Managers and the other Nordic Marketing Manager answered 
questions in person as well as via e-mail and/or telephone. The interviewees 
have also been very helpful in supporting me to find internal documentation 
and archival sources for the study. A Senior Account Manager at the 
advertising agency TBWA International in Stockholm answered questions via 
telephone in January 2005 and sent advertising and internal sub-brand 
information via e-mail in autumn 2004. Additionally, three personal 
interviews were made in 2002 at the two other divisions of Beiersdorf AG in 
Hamburg: Medical and Tesa. One interview was conducted with the Brand 
Manager at Medical, one was conducted with the Manager of R&D at 
Medical, and one was conducted with the Brand Manager/Manager of R&D at 
Tesa. Tesa was sold following these interviews. The division was devoted to 
problem solutions for private and industrial clients using adhesive technology 
(Beiersdorf, 2000). The interviews supplied information that has been valuable 
for my understanding of the organisation of Beiersdorf. 

Additionally, I have met and spoken with a number of other employees in 
Kungsbacka and Hamburg. For example, in Kungsbacka, a production 
manager showed me the production site. Over a half year, I remained in 
regular contact with the secretary of the CEO in Kungsbacka via e-mail and 
telephone. During my visits at the company, she accompanied me during 
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lunches, often together with other employees such as product managers. When 
I was working late in the evening, she took me to the canteen for a meal before 
I went home. I have been chatting with people in the copy rooms while 
copying advertisements and in the corridors in Kungsbacka as well as in 
Hamburg. In Hamburg, I have had the opportunity to speak to people during 
lunch breaks as well. The assistant of the Head of Corporate Brand & History 
in the archive assisted me during my three days spent working in the archive. 
All of these situations have offered me opportunities to gain informal 
information during small talk in relaxed environments, often useful 
information about the company and related subjects. I have thus had the 
chance, to a certain degree, to learn about the culture of the company’s 

organisations and to gain a contextual understanding of the information 
gathered in interviews and other data sources.   

3.2.3 Advertising analysis 
My intention was to study the Nivea brand from a long-term perspective. I 
was searching for a way to collect data that would enable the study of 
historical brand extension. However, it was unclear how I could study a 
historical process. I began to consider archival material, as I was seeking a 
way to apprehend a past process; in that respect, I needed supplementary 
information to the interviews. I wondered what kinds of archival sources were 
available as primary data. Product catalogues and price lists were possibilities 
in theory, but they did not actually provide the kind of information I was 
seeking, as the data they presented would be limited. It was later revealed that 
the company archives did not save these kinds of documents for the Swedish 
market. The thought of conducting an advertising analysis from a historical 
perspective occurred to me when I realised how much information is revealed 
about brands in advertising on the website of Beiersdorf and other brand-
oriented firms. The study took a new turn, and I used my relationship with Mr. 
Krapp to gain access to the Swedish subsidiary in Kungsbacka and to meet 
with the manager of the company archive in Hamburg. Therefore, the next 
step following the interviews with the brand management and the manager of 
R&D in Hamburg was to conduct interviews at the management level at the 
subsidiary of Beiersdorf in Kungsbacka and to gather material in the archives 
there as well as in Hamburg. 

I discovered that the archives at Beiersdorf in Kungsbacka and Hamburg, 
together with the advertising agency TBWA, could provide more than 670 
advertisements published between 1932 and 2004. While collecting and 
analysing the advertisements, I gathered other information from the archives 
in Kungsbacka on several occasions in autumn 2004 and in Hamburg in 
November 2006. In autumn 2004, I received advertisements on CD between 
the years 1998 and 2004 as well as internal sub-brand and media information 
from the advertising agency TBWA in Stockholm. Complementary interviews 
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with employees at Beiersdorf in Kungsbacka were made personally and by 
phone in autumn 2004.    

The advertising analysis includes advertising in a variety of magazines. 
The same advertisements were often published in several magazines. 
Information about the magazines advertised in was sometimes added to the 
bottom of the advertisements. The companies have regularly collected 
Swedish advertisements of all Nivea sub-brands by year since the 1930s. 
Advertisements aimed at reminding consumers about a former advertisement 
are excluded from the advertising analysis because they do not include any 
further information than what has been presented in the prior advertisement. 
With the exception of these advertisements, I copied all advertisements of the 
four sub-brands that were to be found in the archives at Beiersdorf AB in 
Kungsbacka and at Beiersdorf AG in Hamburg. The advertising agency 
TBWA International in Stockholm provided advertisements published 
between 1998 and 2004. The sample in this investigation is composed of 
approximately 670 advertisements in Swedish magazines between 1932 and 
2004. Some of the advertisements that I have collected are in colour, but most 
of them are black and white.  

3.2.4 Documents and archival sources 
Internal documents in the form of sub-brand and media information, 
sometimes called “Adaptation brief” and “Media brief”, have been used to 

sketch an image of each sub-brand, as presented in chapter four. The sub-
brand and media information comprises detailed information about the 
positioning of the sub-brands, their intended image, what kind of brand 
associations they represent, how they should be communicated in advertising, 
including commercials as well as print press, and their strategic intent. The 
documents were been created in dialogue between the brand management of 
Nivea at Beiersdorf AG and the advertising agency TBWA International in 
Hamburg. They are used by the advertising agency as guidelines in creating 
advertisements and commercials (A. Nolendorfs, interview January 13, 2005). 
The documents cover the sub-brands Nivea Creme, Nivea Sun, Nivea Body, 
and Nivea Visage and are intended for use during the period from 2003 to 
2005. I received the sub-brand and media information from product managers 
at Beiersdorf in Kungsbacka and from the advertising agency TBWA 
International in Stockholm. The brand image and the brand associations of the 
Nivea master brand are described in the brand manual (Beiersdorf, 1996), 
which is used by Beiersdorf to control the consistency of the brand worldwide. 
This manual is used in this study as a complement to the interviews with the 
brand managers. 

Based on internal documents containing sub-brand and media information 
as well as on the brand manual, a description of each sub-brand is presented in 
chapter four. These descriptions constitute an empirical frame of reference for 
interpretation of the advertisements representing different periods of time. The 
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brand associations mentioned by the brand managers in the interviews, in the 
brand manual (Beiersdorf, 1996), or in the sub-brand and media information 
are henceforth called “formal” brand associations in this thesis and are 

presented in chapter four.  
The company’s market communication in the form of the corporate 

website and books published on anniversaries of Beiersdorf and Nivea Creme 
(Beiersdorf, 1982; 2001; 2011) has been used an information source. The 
anniversary books are used as internal and external market communication, 
describing the Nivea brand and the company heritage. For example, the last 
anniversary book of Nivea (Beiersdorf, 2011) is distributed via the corporate 
website. Annual reports have been used as a source of information about facts 
about the company, such as its number of employees and sales. 

Historical documentation about the company and the founders has been 
used to understand the heritage of the firm and the brand. The sources of 
information consist of documents and books published by Beiersdorf (1977; 
1982), one biography of Oscar Troplowitz (Kaum, 1982) and one of Paul 
Gerson Unna (Weyers and Ackerman, 2000), and the corporate website. A 
case about the brand extension strategy of Nivea has also been used as a 
source of information (Keller, 1998). One of the interviewees at Beiersdorf 
AG was interviewed for the case and referred to it as complementary 
information (N. Krapp, interview September 28, 2001). I received one 
anniversary book (Beiersdorf, 2001) from Mr. Krapp and the most recent one 
(Beiersdorf, 2011) from Mr. Finke. Copies of the brand manual, other books, 
articles, and historical internal documents were collected from the archive at 
Beiersdorf AG in Hamburg. 

As I had collected data in the form of interviews, advertisements, and 
documents at Beiersdorf, I realised that I had to read the literature about the 
founders of the company, Oscar Troplowitz and Paul Gerson Unna, carefully 
to understand the Nivea brand in a deeper sense. Quite early in the thesis 
process, it was clear to me that it was necessary for me to write a narrative 
about the early history of Nivea with Troplowitz in the leading role. Such an 
undertaking was the only way for me to be able to pass on the hint of the 
emotional message about Troplowitz and Unna that I had gleaned from 
interviews at the company (N. Krapp, interview September 28, 2001) and 
through documents and marketing communication of Beiersdorf and Nivea 
(e.g., Beiersdorf, 2001). My intention was to write a half-page about the 
founders as an introduction to my thesis. However, I became so interested in 
the subject that I could not stop writing, ultimately producing a narrative 14 
pages in length. The narrative is presented in the thesis in a cut version and is 
divided into two parts, which are presented in chapters one and four, 
respectively. This narrative is based on literature that I received in the archive 
of Beiersdorf AG in Hamburg and websites on Picasso. Most of the literature 
is in German, and I translated the texts I used into English. The facts have 
been checked for accuracy, and most information included is presented in 
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several sources. The narratives are, above all, stories about human beings, and 
my purpose is to present Troplowitz and Unna from a broader perspective and 
not merely as a businessman and a scientist. 

3.3 Data analysis 
3.3.1 Principles and procedures of analysis 
A historical advertising analysis renders the interpretation more complex, as 
advertising reflects not only a brand but also a zeitgeist. Advertising must be 
adjusted to the spirit of the time, even as advertising in turn causes changes in 
society. For lack of time and resources, it would be impossible for me to make 
a historical investigation of how the historical context of the advertising might 
affect it, and such an investigation is not needed to answer the research 
question.  

A content analysis approach is used for the advertising analysis (Weber, 
1985) because the content of the advertisements is of interest with regard to 
the research question. Various aspects of an advertisement may be the carrier 
of brand associations; therefore, I want to receive a comprehensive impression 
of the advertisement, one that was not limited to certain aspects, such as 
rhetoric. Therefore, the advertisements are analysed verbally and visually; that 
is, words and pictures are taken into consideration. I have analysed the 
advertisements at various points in time during the research project, between 
which I focused on theory. This investigation has evolved from a relatively 
general research question and a broad theoretical frame of reference to a more 
specific research question and a theoretical frame of reference focusing on 
specific concepts in the field of brand management. Similarly, the data 
analysis has evolved from being a relatively broad approach to producing 
more specific questions. First, I made an analysis focused on how the brand 
personality has changed over time as a consequence of the brand extension 
process. Therefore, my attention was especially directed towards new product 
introductions and on symbolic associations as components of the brand 
personality (see Keller, 1993). In this phase of the analysis, I asked the 
following questions: 

 What kind of product is advertised?  
 What does the picture show? 
 How many people are illustrated in the picture? 
 What is the verbal message? 
 How is the general setting illustrat illustrated? 
 Are there any symbolic devices or any symbolic messages in the 

advertisement? If so, which ones? 
 What kind of brand associations is salient? 
 What is the intent of the advertisement? 
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Each time I have studied the advertisements, I have discovered more 
interesting elements of the material. For example, the symbolic meaning has 
become more salient over time. As I had an understanding of how the 
advertisements and the brand have changed over time, I concentrated on 
advertisements presenting product introductions. These advertisements were 
especially interesting to analyse to observe how brand associations were 
transferred to the extended products. I focused in particular on the products, 
the brand personality, and similarities and changes in relation to the 
advertisements of the parent brand or other extended products. The following 
questions were guiding the analysis: 

 How is the new product presented? 
 What kinds of brand associations are salient? 
 What kinds of changes and similarities does the advertisement show 

in comparison to former advertisements? 
 Are brand associations transferred from existing products to the 

extended product, and if so, which ones and how? 
First, the advertisements are categorised by sub-brand. Then, they are 

classified chronologically. The collection of advertisements from the 1930s 
and 1940s is very rich in comparison to more recent advertisements. The 
material grows thinner, and there are fewer advertisements per year in over 
time. As a consequence, I have used different methods to categorise the 
material by time period. Advertisements from the 1930s and 1940s are 
classified according to different types of themes, which are presented in 
chapter five. The themes are based on various usage situations of Nivea 
Creme. For the 1950s on, the advertisements are classified according to sub-
brand alone.  

The selection of advertisements as presented and described in chapter five 
as well as presented in appendix is aimed at showing the reader various types 
of advertisements of the collection. Another intention of the selection of these 
advertisements is to illustrate different ways of how brand associations can be 
transferred from parent brand to an extended product or from one extended 
product to another. Therefore, the selection is based on the request that they 
represent any of the following criteria: 

 Different sub-brands 
 Different periods of time 
 Different usage situations 
 New products or sub-brands 
 Different ways of transferring brand associations from former 

products to an extended product 
 Symbolism, e.g., the personification of the brand, symbolic devices, 

and polarisation between good and evil. 
Apart from the introductory interview, the interviews with the three brand 

managers were structured in the same way, and the gathered information was 
later categorised according to various themes as presented in the interview 
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guide (see appendix): the brand identity of Nivea, the organisation, and 
innovation. The questions about the Nivea brand are based on the brand 
identity prism presented by Kapferer (1997) to attain a comprehensive 
understanding of the brand. The structured interviews made possible the 
comparison of the answers. I have paid attention to the words and expressions 
used by the interviewees. I have compared the answers and, when possible, 
with other interviews, books, and documents. The interview with Dr. Wittern 
was focused on the organisation and innovation (see appendix 2), and the data 
analysis followed this structure accordingly. The three themes presented in 
chapter four, science, family-life, and democracy, emerged as a result of the 
interviewees’ descriptions of the brand management, the organisation, and the 

employees’ relations to and communication with one another. The market 

communication underlines the interview persons’ statements in that these 

themes are consequently and frequently emphasised. 
I started the data collection at an early stage of my doctoral program, and 

my theoretical frame of reference has changed over time. The data analysis 
has been an integral part of this process, where I have repeatedly analysed 
advertisements, interviews, and documents through different theoretical 
lenses. This approach has led me to emphasise different aspects of the 
empirical material at different points of time during the process. I have thus 
alternated between empirical and theoretical work, and the empirical data and 
the literature have shaped one another. The theoretical framework has been a 
guide in the data collection and in the data analysis; however, it has also been 
adapted according to the empirical findings. For example, the view on brand 
extension as presented in current research does not entirely fit the empirical 
findings, which indicate that the organisation cannot be separated from the 
brand extension process. As my final theoretical framework has emerged as 
presented in chapter two, the main concepts of the theory have guided the data 
analysis. 

3.4 Issues of trustworthiness  
The Nivea brand has been systematically extended over several decades; that 
is, the company has a comprehensive experience of brand extension, 
indicating a high degree of validity. The case of Nivea represents a relevant 
case in terms of brand management in general and brand extension in 
particular. Various techniques were employed to enhance the trustworthiness 
of the inquiry. Information from multiple data sources, such as advertisements, 
interviews, and documents, fosters confidence in the credibility of results.  
One relevant question with regard to the advertising analysis is how I as a 
researcher can interpret brand associations and whether there is some kind of 
bias. My role as researcher is not only to interpret but also, to a large extent, to 
systematise data in a way that enables testing. To follow strict guidelines for 
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the advertising analysis, I began with “formal” brand associations, which are 

mentioned by the interview persons or in the brand manual, as brand 
associations of the master brand Nivea. With regard to brand associations of 
the sub-brands, I have followed the descriptions in the brand and media 
information that I have received from the company and from the advertising 
agency. In other words, I do not make up any brand associations on my own. 
Beyond the brand and media information showing the company’s goals in 

advertising the four sub-brands, I have access to internal documentation about 
the advertising of Nivea over time (Beiersdorf, 1977) and to other descriptions 
of advertisements of Nivea from a historical perspective (Beiersdorf, 2001; 
2011). As an additional step to increase the reliability, I have presented my 
interpretations of the investigation for Mr. Finke (interview February 23, 
2012), Head of Corporate & Brand History Archive, Beiersdorf AG, enabling 
the gathering of feedback that could be considered in the analysis of the thesis. 

I believe that this kind of study, which is aimed at understanding complex 
phenomena, requires the ability to be absorbed by the research object on 
occasion. It is difficult to understand a brand if you have not felt that it has the 
ability to affect you as a person. Only at that point it is possible to get a feeling 
for the kind of mechanisms that you have to explore to increase your 
understanding of the brand and the organisation. In the case of Nivea, there is, 
for example, an emotional dimension that is related to the brand’s heritage. I 

became more fascinated by the founders as I read more about them, which has 
helped me to gain insight into how the brand is built internally. I understood 
the power of referring to the roots of the company and, in that way, 
personifying the brand through the founders, as explained in the following 
chapters.  

However, I believe it important that the researcher not be emotionally 
affected by the brand and the company more than occasionally during the 
investigation. There is a need to be impartial to be able to study phenomena 
from different angles. The analysis and the conclusions of the study are a 
result of my interpretations and not the company’s. With regard to the 

advertising analysis, I believe that the aim of consciously analysing the 
advertisements limits the impact of the advertising. My view of Beiersdorf, 
especially the headquarters in Hamburg, is that the company incorporates a 
relatively strong organisational culture in that the management and marketing 
display a high degree of consistency. As I visited the company, I experienced 
that I to a certain degree became affected by the organisation and the 
employees; however, this effect faded within days of the end of my visit to the 
company. An efficient way to increase the distance from the research object is 
to focus on theory. For relatively long stretches of time, I have focused solely 
on reviewing the literature and on the elaboration of the theoretical 
framework. In this kind of reciprocal action between empirical and theoretical 
work, I believe that I have achieved a level of impartiality that is more than 
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adequate to conduct a trustworthy investigation. In the next chapter, the case 
company and the brand that is the focus of the investigation are presented. 
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4 BEIERSDORF AND NIVEA  

In this chapter, the case company, Beiersdorf, and the Nivea brand are 
described. A narrative is taking the reader back to the heritage of the brand 
and to the people who led the company to become an international 
conglomerate. Interviews at the company are presented to provide an 
understanding of the brand personality of Nivea, the brand management, and 
the organisation.   

4.1 A narrative about the beginnings 
Hamburg in October, 1911 

After a long day at work, the driver stopped near the house on Agnesstraβe 1, 

where Oscar Troplowitz stepped out of the car. He loved the neighbourhood of 
his new house, built three years ago, and he wanted to walk the rest of the way 
home, enjoying the beautiful view of Auβenalster. He had managed to buy a 

property at one of the most beautiful places on the lake to build the residence 
for himself and his wife. This house was a creation of the talented architect, 
William Müller from Berlin, and was the first example of reform architecture 
in response to the Art Nouveau style. Troplowitz had come to the point of the 
street, where he could see his house, and he stated with satisfaction that it was 
a timeless, beautiful building, one totally unlike other Hamburg properties, 
which were typically built of brick.  

As a young man, Troplowitz felt drawn to architecture and art, but it was 
not until the last few years that he finally had the money and, above all, the 
time to have an active relation to art. This interest was partially evident in 
valuable collections of paintings in his home. For instance, he had a small but 
fine collection extending to Baroque times. More valuable was the collection 
of French impressionists, represented by artists such as Camille Corot, Rosa 
Bonheur, and Auguste Renoir with “einem Blumenstück” and ”Bildnis der 

Madame Lériaux”, the masterpiece from the time of his greatest maturity. 
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Troplowitz had to pay 45 000 marks for the French collection, a considerable 
amount of money at the time, but fair with regard to the high value of the art. 

Troplowitz’ interest in art also expressed itself in his commitment to young 

artists. No less than 37 contemporary artists were represented in his art 
collection. The house contained twelve rooms and was naturally more than 
large enough for two people. Gertrud and Oscar never had any children; 
nonetheless, young people were regular guests in the hospitable house, known 
as “An der Fernsicht” (translated as “at the expansive view”), where young 

artists came and went. Most of these artists were still unrecognised, and 
almost all of them had in common that they always were lacking money and 
public recognition. Troplowitz supported them in two ways. The first was 
material support, but second, he also took them seriously. He saw his 
relationships with the young artists as a mutual give-and-take.  
Oscar Troplowitz was just about to enter the stairs of his house when the 
entrance door was opened and a woman emerged. Her eyes were directed 
down towards the ground and her face half-turned away.  
“Frau Schmidt, was ist denn los?” Oscar asked, although he had an idea what 
it all was about. 
“Herr Dr. Troplowitz, I have lost my job”, she answered, her trembling voice 
revealing that she was close to tears. 
Oscar was not surprised, as he had experienced this situation several times 
before. This was not the first time the housekeeper was fired by his beloved 
wife. 
“Oh, I see”, he answered and nodded, as though the situation was quite clear 
to him. He looked at her for a short moment before he continued: 
“Frau Schmidt, as a matter of fact, I am looking for a new worker in my 
factory. Would you be interested in working there?” 
Mrs. Schmidt brightened up and answered without hesitation: 
“Oh ja, Herr Dr. Troplowitz, I would love to!” She was well aware of the fact 

that Troplowitz’s factory had a very good reputation in Hamburg. The 

employees were so well treated that no one wanted to leave the company. 
“Gut, come by my office tomorrow morning, and let us discuss the 
conditions”, Oscar suggested before they said good-bye, and Mrs. Schmidt 
left. Oscar could remember a number of former housekeepers, currently 
working in his factory, as a result of his wife’s slightly dominant character. 
“Guten Abend, mein Trudel”, Oscar greeted his wife while entering the dining 

room, where she was busy laying the dinner table. She looked up and smiled 
at her husband. 
“Oscar my dear”, she answered. 
“How are you?” Oscar continued, carefully watching her face react. Had she 
seen him talking to Mrs. Schmidt? If not, he would rather keep quiet about the 
agreement. He was a rational man, and because he also was human and keen 
to keep his word to the fired woman, he wished to avoid a conflict situation in 
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this moment. It seemed as though Gertrud was unaware of the meeting at the 
entrance door. She took a break from the work and turned towards him. 
“Today there has been some trouble”, she said, and it seemed as though she 

tried to justify herself a bit. “I just had to let Mrs. Schmidt go, but I am sure 

that I will soon get another and better housekeeper from the association.”  
To simplify the recruitment of new domestic servants, Oscar had let his wife 
be a member of “Hamburger Hausfrauenverein”. He was keen to rationalise 

things, and this arrangement had been of very useful to them.  
 “Oscar”, his wife continued, now looking concerned, “I was really terrified 

this morning, as I saw the ugly picture of the shrunken woman opposite your 
desk. Why have you put it there? My brother was also quite upset by it. We 
don’t even understand why you insisted on buying it in the first place!” 
“Hm”, Oscar muttered while going through today’s mail, “You might not see 

the point in it, but I do. I like the picture – it’s special to me. If you watch the 

painting, you can see that the artist has seen people suffering – there is 
compassion. And don’t forget what I have said earlier – this artist might be 
famous one day.” 
“Famous?!” Gertrud raised her voice and laughed. “I have never heard of him 

before, neither has anyone else I have met. People think that you are out of 
your mind buying stuff like that. Where is it from - Spain?” 
“Ja, genau”, Oscar ignored the irritation in his wife’s voice. This matter had 
been discussed earlier, and he was tired of defending his investment in an 
artist almost unknown in Germany. “Die Absinthtrinkerin” was probably the 

only painting of this artist in Germany at the time being, and he had received 
much criticism due to this purchase. 
“What was his name again?” Gertrud asked and frowned as if she was trying 

to remember. 
“Picasso”, Oscar answered. “Pablo Picasso.” 
“Hm, strange name”, his wife commented, laying flowers on the table. 
“You’d better put that Renoir opposite your desk”, she said. “Das 

Damenbildnis” - that lady suits our home better than the other woman. My 
brother agreed on this suggestion.”  
Troplowitz smiled for himself. Hanns Mankiewicz had many ideas, but he, 
Oscar, was used to handling “die Geschwister” (“the siblings”), which he 

usually called his wife and her brother. Troplowitz watched the painting again. 
He had acquired the picture because of his own conviction, and he knew that 
following his intuition was the only path for him in life2.  

4.2 Growth into an international company 
This narrative sheds light on the characteristics and personal interests of this 
man, who purchased the laboratory from Paul C. Beiersdorf in Altona in 1890 
                                                        
2 The narrative is based on real events and facts as described in the literature in the reference list. 
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and then quickly expanded this into an international company, selling leading 
branded goods (Kaum, 1982). The men who developed the company from the 
very beginning plays an important role in the manner in which Beiersdorf 
presents itself as a company today (e.g., N. Krapp, interview September 28, 
2001; Beiersdorf, 2011). The company’s values, which are mainly ascribed to 

Troplowitz, are emphasised and associated with the Nivea brand. The 
narrative introducing this chapter illustrates Troplowitz’s interest in art. Oscar 

Troplowitz commissioned advertisements from the famous artists Hans Rudi 
Erdt, one of the first graphic artists specialising in promotional art at the turn 
of the century, and Friedrich Ahlers-Hestermann, a Hamburg painter whom 
Troplowitz met in Paris (Beiersdorf, 2001). The narrative also illuminates 
Troplowitz’s interest in social issues. From the company’s side, it is often 

claimed that it has influenced the company to the present day (e.g., N. Krapp, 
interview September 28, 2001; Beiersdorf, 2011).  

Troplowitz’s innovative spirit was reflected in the product development, 
which followed the purchase of Beiersdorf’s company in 1890. He launched 

the first toothpaste in the world and purchased a soap factory (Kaum, 1982). In 
the first years of the 20th century, Troplowitz introduced a whole range of 
products, such as pomades, mouthwash, and shaving soap. In 1906, the lip 
care product Labello was introduced. The concern for the employees’ social 

situation and the product introductions indicate that Troplowitz was a pioneer 
who was able to meet the spirit of the times. This is also illustrated by his 
investment in a painting of Picasso before the artist had become famous in 
Germany (see Kaum, 1982).  

In December 1911, Oscar Troplowitz launched the new, white cosmetic 
cream on the market and named it Nivea. The name derives from the Latin 
adjective “niveus/nivea/niveum”, which means snow-white. (Kaum, 1982) 
The cream was sold in a yellow tin, and the fanciful decoration of green 
tendrils reflected the artistic trend of the period, Art Nouveau (Beiersdorf, 
2001). 

4.3 The brand management of Nivea 
At the time of the interview, cosmetics and body care was covered by the 
Cosmed division at Beiersdorf AG. Treatment of diseased and damaged skin 
was one of the main tasks of the Medical division (N. Krapp, interview 
September 28, 2001). Later, the company was divided into two areas. The 
Consumer business segment has replaced the divisions of Cosmed and 
Medical, concentrating on the international skin care market. The Tesa 
business segment focuses on self-adhesive product and system solutions for 
industry and consumers. Since 2001, the Tesa business segment is a separate, 
independent unit within the Beiersdorf Group. (Beiersdorf, 01.02.2011) 
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The focus of the company is on one brand and the goal is that Nivea is the 
world leader of skin care, the number one in various countries and segments. 
The corporate philosophy is: “Only market leaders can be profitable.” Nivea 
consists of 14 product categories. The company does not communicate the 
master brand Nivea on the market, but the specific product categories are 
advertised separately. (F. Schmiedebach, interview April 17, 2002) 

4.4 The Nivea brand 
Nivea is a master brand with a number of sub-brands, but it is inseparably 
related to Nivea Creme. When people make associations to Nivea, they 
usually do not think of the umbrella brand, but the cream. (N. Krapp, 
interview April 17, 2002) Consumers’ primary associations to Nivea are 

always the blue and white colours. The blue colour of the box, the white 
logotype, the typical Nivea-script, and the white cream. The cream is very rich 
and has a special scent that is representative of Nivea, a scent of roses. For 
most people, the first contact with Nivea is in the childhood. Although there 
are 300 different Nivea products, many people still have Nivea Creme as the 
main product in mind as they think of the physical aspect of Nivea. (F. 
Schmiedebach, interview April 17, 2002) 
The basic idea of all Nivea products is to help people to feel better. “The 

positioning of Nivea is: ‘Nivea cares for your skin, your beauty, and you’. So I 

physically care for your skin, I physically care for your beauty, and I care for 
you, as a person.” (F. Schmiedebach, interview April 17, 2002) 

Nivea is apprehended as a national brand in almost all countries where 
Nivea is on the market (I. Hollmann-Peters, N. Krapp, F. Schmiedebach, 
interview April 17, 2002). In Italy, the Italians think that Nivea is an Italian 
brand, in France, they think that it is French, in Germany they think that it is 
German and so on (F. Schmiedebach, interview April 17, 2002). „Es ist a 

national brand, it’s not an international brand.”, Mrs. Schmiedebach (interview 

April 17, 2002) states and explains that there are few exceptions, the United 
States is one. 

The brand extension of Nivea resulted in a number of product-groups, 
representing 14 sub-brands: 

 Hand and body care: Nivea Creme, Nivea Body, Nivea Hand 
 Face care: Nivea Visage, Nivea Vital 
 Body and face care: Nivea Soft 
 Baby care: Nivea Baby 
 Sun care: Nivea Sun 
 Men’s Cosmetics: Nivea For Men 
 Deodorant: Nivea Deodorant 
 Bath Care: Nivea Bath Care 
 Hair Care: Nivea Hair Care 
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 Colour Cosmetics: Nivea Beauté 
 Lip Care: Nivea Lip 

(Beiersdorf, 2001) 
Recently, Beiersdorf has started to replace a number of sub-brands with a new 
Nivea logotype: 

Beiersdorf begins rolling out its new NIVEA umbrella brand logo 
(…). By 2011, a total of 14 NIVEA sub-brands will successively 
adopt the new logo, giving consumers a more consistent brand 
image. Only NIVEA Visage, NIVEA FOR MEN, NIVEA Baby, and 
NIVEA Sun will keep their own sub-brand names in the logo to 
assist identification. (Beiersdorf, 2009, p. 8) 

In the next section, the brand personality of Nivea is described. 

4.5 The personality of Nivea 
Mrs. Hollmann-Peters (interview, April 17, 2002) describes the personality of 
Nivea as the consumer’s best friend, an advisor, who helps the consumer to 

feel better in the skin with various products in all situations in life. Nivea is 
not only one person, it could also be a whole family, since it is a family-
oriented brand, however, it is rather personalized in the female friend. Nivea is 
also characterized in more concrete terms, as a woman with family and 
friends: 

Dann denkt man eher an eine Frau, eine blonde Frau mit blauen 
Augen. Man denkt an eine sehr natürliche Person, die Freunde hat, 
die Familie hat, die sehr beliebt ist, die aber kein Star ist, nicht 
reich oder materiell etwas Besonderes ist, sondern die als Mensch 
ehrlich ist, der man vertrauen kann, die auch hilft, die aktiv ist. (F. 
Schmiedebach, interview April 17, 2002) 
Than you rather think of a woman, a blond woman with blue eyes. 
You think of a very natural person, who has friends, family, who is 
very well liked, but not a star, not rich or materially something 
special, but honest as a person, someone that you can trust, who 
also helps, who is active. (F. Schmiedebach, interview April 17, 
2002)  
Sie wäre sicherlich eine sehr angenehme Frau, die zwei Kinder hat 
und im Mittelstand lebt. Eine anständige Nachbarin, eine gute 
Freundin, die man gern nebeneinander hatte. (N. Krapp, interview 
April 17, 2002) 
She would surely be a very pleasant woman, who has two children 
and lives a middle class life. A decent neighbor, a good friend that 
you would like to have near you. (N. Krapp, interview April 17, 
2002) 
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Mrs. Schmiedebach (interview April 17, 2002) describes Nivea as „ehrlich, 

vertrauenswürdig, hilfsbereit, offen, keine Übertreibung“ (“honest, 

trustworthy, helpful, open, no exaggeration“). Mr. Krapp (interview April 17, 
2002) characterizes Nivea as trustworthy and a person that you can rely on. 
Furthermore, he adds: “Sie hat Humor und Wissen.“ (“She has humour and 

knowledge.“)  

4.6 The market communication of the brand  
The communication of Nivea is described in similar terms as the personality 
of the brand. Mr. Krapp (interview April 17, 2002) explains that for many 
people, Nivea has become a reliable friend, a part of life that is not much 
reflected upon. It is quite simple there, it is in the house, the blue box or 
another product of Nivea. Mrs. Schmiedebach (interview April 17, 2002) 
describes Nivea as a daily product. It is like drinking milk, in the same way 
the consumers take care of their skin with the products of Nivea.  

The goal is that Nivea communicates as a partner, on the same level as the 
consumer (I. Hollmann-Peters, interview, April 17, 2002). The company 
attempts always to communicate with the consumer in an open and honest 
way (I. Hollmann-Peters, N. Krapp, F. Schmiedebach, interview April 17, 
2002), which is a direct reference to the product quality and the reliability of 
the products (N. Krapp, interview April 17, 2002). Nivea does not 
communicate ”top-down”, but as a partner and as a friend (I. Hollmann-Peters, 
F. Schmiedebach, interview April 17, 2002). The communication of Nivea is 
also described as ”verständlich” (”understandable”, Eng. translation) (I. 
Hollmann-Peters, N. Krapp, interview April 17, 2002), ”vertrauenswürdig, 

ohne Übertreibung” (”trustworthy, without exaggeration”, Eng. translation) (F. 
Schmiedebach, interview April 17, 2002), ”direkt, klar, deutlich, (…) 

verläβlich” (“Direct, clear, obvious, (…) reliable”, Eng. translation) (N. 
Krapp, interview April 17, 2002).  

Mrs. Hollmann-Peters (interview April 17, 2002) emphasizes that it is 
important for the company to communicate an emotional message, not only 
product benefits: ”Was für uns auch ganz wichtig ist (…) das Herz des 

Verbrauchers zu treffen, nicht nur den Kopf.“ („What is very important for us 

(…) to hit the heart of the consumer, not only the brain.“, Eng. translation) 
In regard to the market communication of Nivea, Mr. Krapp (interview 

April 17, 2002) uses an illustration of Nivea in the form of an island. When 
people are described on the island, there are happy people, pleasant families, 
and pleasant children. There are no dragons, snakes, spiders, or anything like 
that, “sondern das ist eine heile Welt” (“but it is an uninjured world”, Eng. 

translation). 
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4.7 Brand associations 
The brand managers refer to brand associations in terms of “Werte der Marke” 

(“brand values”, Eng. translation). In this thesis, the concept of brand 

association is used in the same meaning as the term “Werte der Marke” or 

“brand values”. 
Nivea stands for brand associations that are similar to the values that are 
important in the society; trust, harmony, love, honesty, respect, and openness. 
(I. Hollmann-Peters, interview, April 17, 2002) According to Mrs. 
Schmiedebach (interview April 17, 2002), Nivea stands in the first place for 
skin care for everybody. It is for everyone, not only for rich or poor, or black 
or white, people. It does not matter from with culture people are or which 
class in society, if it is a man or woman, a child or a baby. Nivea is “a friend 

for everybody”. Second, Nivea stands for good quality at a reasonable price. 
Mildness and skin friendliness are more rational associations. The emotional 
associations are trust, partnership, friendship, timelessness, honesty, 
authenticity, and naturalness. (F. Schmiedebach, interview April 17, 2002) Mr. 
Krapp (interview April 17, 2002) distinguishes between the brand associations 
that are related to the personality of Nivea and those that are related to the 
products. The brand associations related to the personality of Nivea are 
confidence, trust, and honesty. The products stand for reliability, durability, 
and quality at a reasonable price.  
According to the brand manual (Beiersdorf, 1996), Nivea’s brand personality 

represents “a universal complex of positive human values closely woven 
together”. The brand associations are divided into three dimensions: 

Fundamental Values of Human Co-existence: 
Confidence, generosity, responsibility, social orientation, honesty, 
reliability, respect, humanity, love, harmony, understanding, 
sympathy, liking, warmth 
“Competence” values: 
Authority, authenticity, security, naturalness, gentleness, innovative 
“Pragmatism” values: 
Timelessness, simplicity, easy accessibility, fair price 

My interpretations of the interviews with the brand managers in regard of the 
brand associations of Nivea are summarized in Table 1, as well as the 
previously mentioned brand associations that are listed in the brand manual 
(Beiersdorf, 1996). 
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Table 1 Brand associations of Nivea 
Source Nivea Brand 

Philosophy 
Inken 
Hollmann-
Peters  

Norbert 
Krapp 

Franzisca 
Schmiedebach  

Brand 
associations 

    

confidence X  X  
generosity X    
responsibility X    
social 
orientation 

X    

honesty X X X X 
reliability X  X  
respect X X   
humanity X    
love X X   
harmony X X   
understanding X    
sympathy X    
liking X    
warmth X    
authority X    
authenticity X   X 
security X    
naturalness X   X 
gentleness X    
innovative X    
timelessness X   X 
simplicity X    
easy 
accessibility 

X    

fair price X  X X 
skin care for 
everybody 

   X 

quality at a 
reasonable price 

  X  

competence  X   
durability of 
products 

  X  

mildness    X 
trust  X X X 
partnership    X 
friendship    X 
respect  X   
openness  X   
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4.8 The target group of Nivea 
The target group of Nivea is everybody (I. Hollmann-Peters, N. Krapp, F. 
Schmiedebach, interview April 17, 2002). Mr. Krapp (interview April 17, 
2002) claims that the company does not differ between poor and rich, from the 
city or the country side, “sondern wir machen Produkte für die Menschen” 

(“but we make products for people”, Eng. translation).   
Many products are advertised parallel and every product has a specific 

target group (F. Schmiedebach, interview April 17, 2002). For example, the 
target group of Nivea for Men is men, of course, and the target group of Nivea 
Visage is women (N. Krapp, interview April 17, 2002). 

Nivea is the trustworthy , honest brand that refers to that type of 
consumers. The consumers of Nivea prefer to see a natural beauty that derives 
from themselves. Their personality and their inner values are more important 
than their outward image. Still, of course, they also want to look good. The 
consumers of Nivea think that the products of Nivea bring out their 
personality and their inner beauty. Social values are more important to the 
consumers of Nivea than the consumtion itself. (I. Hollmann-Peters, interview, 
April 17, 2002) Similarly, Mrs. Schmiedebach (interview April 17, 2002) 
means that the consumer’s character is more important than the outward 

beauty. The consumers of Nivea would like to be seen as a friend, as a partner, 
as spirited, as a natural person, as a natural beauty that has character and 
personality (F. Schmiedebach, interview April 17, 2002). 

In regard of Nivea, Krapp (interview April 17, 2002) claims that the 
consumers can identify themselves with “das Mädchen, die Frau von nebenan” 

(“the girl, the woman from the next door”, Eng. translation). She is attainable. 
It has not changed the last 90 years. The advertising the last 90 years is 
pervaded by “Bodenhaftung” (“a sense of down-to-earth”, Eng. translation). 

Everyone can imagine themselves in the situations that are illustrated in the 
advertisements. (N. Krapp, interview April 17, 2002) 

4.9 The brand as reflection of the organization 
Mrs. Hollmann-Peters (interview April 17, 2002) states that the Nivea 
products derive from Nivea Creme, “ein sehr einfaches und ehrliches Product” 
(“a very plain and honest product”, Eng. translation). She says that the 

company has tried to keep this honesty until today and it is very important 
always to try to offer the best quality to a fair price. Mr. Krapp (interview 
April 17, 2002) claims that „Nivea ist entstanden aus dem Bemühen eines 

Apothekers“ (“Nivea derives from the efforts of a pharmacist“, Eng. 

translation), referring to Paul Beiersdorf who founded the company in 1882 
(Beiersdorf AG, 1982). 

According to Mrs. Schmiedebach (interview April 17, 2002), the Nivea 
products derive from the Beiersdorf culture. “Die Beiersdorf-Kultur, das sagen 
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ja viele, ist eben ähnlich wie die Marke Nivea. Das heiβt, das eine kommt aus 
dem anderen. Es wäre ungewöhnlich, wenn eine Kultur anders wäre als die 
Marke, die man vermittelt. („The Beiersdorf culture, many people say so, is 

similar to the brand Nivea. It means that one thing comes from another. It 
would be odd if a culture would be different from the brand that you 
communicate”, Eng. translation.) She means that the culture of Beiersdorf 
takes care of people and can be characterized by harmony. The culture is not 
aggressive, it is pervaded by security, and is like a partner in relation to the 
retailers, the consumer, the society, and the employees. Similarly to Mrs. 
Schmiedebach, Dr. Wittern (interview April 17, 2002) suggests that the values 
of the organization are the same as the brand associatins of the Nivea brand.  

Mr. Krapp (interview 28.09.2001), on the other hand, means that some of 
the brand associations of Nivea are also valid for Beiersdorf, but the company 
is too complex to say that the brand associations would apply to the firm. The 
three divisions are very different. He points out that it is essential to differ 
between the corporate identity and the brand associations, although there 
inevitably is a relation between the concepts. 

In the next section, three themes are presented; science, family-life, and 
democracy. The themes have emerged as a result of my interpretation of the 
empirical study and constitute a description of how the interviewees present 
the own organization.  

4.10 Descriptions of the organization 
4.10.1 Science 
Science is the backbone of Beiersdorf, it has been an important part of the firm 
from the very beginning (T. Finke, interview February 23, 2012). Product 
development is a highly market driven process. It is emphasized that the 
company makes an effort to develop products that are relevant for the 
consumers. Market research is of vital importance to learn to know the 
consumer and this knowledge makes up the basis for brand extension (N. 
Krapp, interview September 28, 2001). 

Product quality is the primary principle of the product development of 
Nivea and the brand strategy; providing high quality products at a reasonable 
price. The quality must be very well tested, from the consumers’ side and from 

a scientific aspect. Every product is developed and tested according to very 
high quality standards. The security of the products is especially important; 
the mildness, the skin friendliness, and the care. It is a principle of every 
Nivea product that it must be better than the competitive products in regard to 
mildness and skin friendliness. For example, a deodorant of Nivea must 
protect against transpiration as good as the competitive products, but it must 
be more gentle and caring to the skin. (F. Schmiedebach, interview April 17, 
2002) 
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As product innovation ideas are evaluated in the organization, two 
questions are being asked; whether the ideas are possible to realize and 
whether they fit the brand strategy (N. Krapp, interview April 17, 2002). In the 
first stage, Mr. Krapp (interview September 28, 2001) says, it is wise to 
develop a core competence, it is called Skin care in the case of Cosmed. 
Thereafter, it is possible to go from Skin care into Personal care, or into 
Beauty or into other areas. 

A new product is defined as not older than five years. It should be totally 
new or a real improvement compared to the former product, which for 
example exclude another scent or package. More than 30% of the turnover of 
Cosmed consists of new, innovative products. (K-P. Wittern, interview April 
17, 2002) Mr. Wittern explains that an innovation at Beiersdorf means a 
product benefit, or a product improvement, that is perceptible to the consumer. 
It is difficult to develop a product that the consumer actually experiences as an 
improvement to the former product. 

4.10.2 Family-life 

Mr. Krapp (interview April 17, 2002) states that Beiersdorf is a small firm in 
comparison to the competitors: “Wir kennen uns. Es gibt ja eine besondere 
und sehr angenehme Art des Umgangs mit einander.“ („We know each other. 

There is a special and very pleasant way to relate to one another.”) Mrs. 
Schmiedebach (interview April 17, 2002) describes the communication 
between colleagues in the Cosmed division in a similar way: “Ständig; per 
Telefon, per E-Mail, beim Mittagessen, privat. It’s a big family.” 

(“Constantly; via phone, E-mail, at lunch, private.”, Eng. translation) 

According to Mrs. Hollmann-Peters (interview April 17, 2002), the firm is 
characterized in that way that the employees relate to one another with a great 
deal of respect and humanity. Mr. Krapp (interview April 17, 2002) 
emphasizes that the cooperation with the other departments in the Cosmed 
division is “auf einen partnerschaftlichen Basis” (“in a partnership-oriented 
way”, Eng. translation).    

The employees at Beiersdorf are internally called ”Die Beiersdorfer”. The 

expression means that the employees constitute a big family (“die Mitarbeiter 

sind eine groβe Familie”), a phenomenon that has its heritage from Oscar 

Troplowitz. ”Die Zugehörigkeit ist sehr stark” („The fellowship is very 

strong“, Eng. translation), Mr. Finke says. ”Es war (und ist teilweise noch 

immer) für viele Mitarbeiter nicht nur ein Job, sondern eine Lebensaufgabe.” 

(“It was (and partly still is) not only a job for many employees, but a mission 

of life.”, Eng. translation) The employees stay for a very long time in the 
company, at least at Beiersdorf AG in Hamburg. If someone has only worked 
at Beiersdorf for ten years, it is considered as a short time. It is not unusual 
that the employees work in the company for 30 years, or come here directly as 
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they enter the working life and then stay until they retire. At least it has been 
like that, it has changed a bit lately. (T. Finke, interview February 23, 2012) 

Mr. Krapp (interview September 28, 2001) emphasizes the importance of 
employing people, who stay in the firm for a long time. At the time of the 
interview, he had worked at Beiersdorf for more than 31 years. In a 
supplement of the internal magazine Beiersdorf Journal (2001), the retiring 
employees between June 1 and November 1 in 2001 are presented. Out of 34 
persons, all had stayed between 14 and 45 years in the company. Half of them, 
17 persons, had stayed 30 years or more at Beiersdorf. According to Mr. 
Krapp (interview September 28, 2001), those numbers are quite normal in the 
company. His explanation is a mutual satisfaction of the management and the 
employees and, as a consequence, a good working climate.  

Mr. Krapp (interview September 28, 2001) refers to Oscar Troplowitz as 
the person who laid the foundation for taking care of the employees. He calls 
Troplowitz ”der Vater des Hauses” (“the father of the house”, Engl. 

translation) and tells that he did things, which were very unusual at the time 
being. For example, he decreased the working hours and gave the employees 
vacation. He also introduced a kindergarten and free lunch. He did many 
things, which bound the employees to the company for decades. Some of 
those things also affect the employees today, such as the kindergarten that still 
exists. The statements are confirmed in a biography about Troplowitz (Kaum, 
1982). Of the eight workers and three employees, which Troplowitz took over 
in 1890 as he bought the company, only one single of them had quit after 25 
years. The wages were considerable over average in Hamburg. Already in 
1892, Troplowitz, as the first one in Hamburg, reduced the working hours per 
week from 60 to 56 hours with full pay, later to 52 hours and then to 48 hours. 
In 1911, Troplowitz introduced free lunch. (Kaum, 1982)  

4.10.3 Democracy 

The organization is characterized by a large degree of respect and humanity in 
the relations between the employees. The employees have a high scope to act 
and make decisions. „Es ist ein relativ demokratisches Unternehmen, nicht 

sehr zentralisiert.“ (“It is a relatively democratic company, not very 
centralized“, Eng. translation). The company is rather characterized by 

harmony-orientation than conflict-orientation. (I. Hollmann-Peters, interview 
April 17, 2002)   

Mr. Krapp, Mrs. Hollmann-Peters, and Mrs. Schmiedebach work very tight 
with the departments that support them in the process to introduce products 
internationally on the market. There are so called small expert-teams and these 
teams have a high degree of responsibility and a high degree of scope to act 
and make decisions to produce the new products. There are many teams in the 
organization; project-teams, expert-teams, and so on. The brand managers 



65 

have continuously meetings with the various teams. (F. Schmiedebach, 
interview April 17, 2002) 

The organizational culture of Beiersdorf is expressed in different ways. For 
instance, the culture is reflected in the interior decoration: 

…ist corporate, ja, sachlich, einfach, aber nicht irgendwie 
übertrieben und… Sie sehen ja, das ist das Zimmer, in dem ich 
arbeite, und es ist nicht besonders gro oder nicht besonders 
elegant oder nicht besonders aufgeräumt oder nicht besonders... 
Hier wird gearbeitet. (Norbert Krapp, interview 28.09.2001) 
(“…is corporate, yes, pertinent, plain, but not in any way 
exaggerated and… You see, this is the room that I am working in, 
and it is not especially big or not especially elegant or not 
especially elated or not especially… Work is being done here.”) 

The interior of the house, where Cosmed is situated, is plain and the 
dominating colour is light grey. The interior reflects the values of the 
organization and the way things are done, internally and in communication 
with the consumers and the retailers (Norbert Krapp, interview September 28, 
2001). Mr. Krapp describes the style of Beiersdorf as ”angemessen” 
(“adequate”, Eng. translation): 

„Show und ähnliche Sachen sind nicht Stil des Hauses.“ („Show 

and things like that are not the firm’s style.”, Eng. translation) 
(Norbert Krapp, interview 28.09.2001) 

The description of the organization corresponds to the way Nivea is previously 
characterized; as a part of daily life. Using Nivea products could be compared 
to drinking milk (F. Schmiedebach, interview April 17, 2002), or relying on a 
good old friend (N. Krapp, interview April 17, 2002). Similar expressions are: 
Nivea is ”Begleiter des ganzen Lebens” (“companion of the whole life“, Eng. 

translation), in sports as well as in other situations, and ”Nivea ist immer in 

der Tasche” (“Nivea is always in the pocket”, Eng. translation) (T. Finke, 

interview February 23, 2012). 
Mr. Finke (interview February 23, 2012) states that democracy could be 

associated to the fact that the employees stay for a very long time in the 
company, at least at Beiersdorf AG in Hamburg. If someone has only worked 
at Beiersdorf for ten years, it is considered as a short time. It is not unusual 
that the employees work here for 30 years, or come here directly as they enter 
the working life and then stay until they retire. At least it has been like that, it 
has changed a bit lately. (T. Finke, interview February 23, 2012) 

Mr. Finke (interview February 23, 2012) means that Nivea did democratize 
the cosmetic industry. From the beginning, it was an elite who could use 
cosmetic creams. As Nivea was introduced on the market, the cream became a 
mass-market product, available for everybody at a comparable quality.  
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4.11 Continuity 
Historically, there has been a high degree of continuity in the management of 
Beiersdorf (N. Krapp, interview September 28, 2001; T. Finke, interview 
February 23, 2012). Lately, there have been other strategies and more changes 
than earlier (T. Finke, interview February 23, 2012). Change is often 
expressed in terms of innovation on the company. The balance of continuity 
and innovation is pointed out in the marketing of Beiersdorf as a strategic 
strength: 

The controlled balance of innovation and continuity in a brand is 
one of Beiersdorf´s strategic strengths. This is done, as with NIVEA, 
by carefully and continually updating the appearance of the 
product, by continuously improving the product and the structure of 
the range, as well as through advertising and pricing. In this way 
both the core competence skin care and marketing skills have 
continually developed and increased. (Beiersdorf, 31.08.2001) 

Mr. Krapp (interview September 28, 2001) emphasizes that building brands is 
a long-term process and the balance of continuity and innovation. The 
management structures of Beiersdorf have been relatively similar during the 
years and there have been only a few CEOs in the history of the company. The 
brand strategies of Nivea have had the same main direction over the years. 
The message in the communication has been about the same, even if the 
means of communication have differed. The advertisement between the first 
and second world war illustrates that the continuity in the brand management 
of Nivea has been kept for decades. The continuity is also valid for other 
brands in the portfolio, such as Labello, born in 1906. (N. Krapp, interview 
September 28, 2001) 

The continuity is also reflected in the organization. There have been few 
changes in the organization of Cosmed. Changes are only made when 
necessary, for example as a natural step of growth (N. Krapp, intervew 
17.04.2002). Continuity does not mean that everything remains as it was, but 
that people proceed with things that have been right during the coming years. 
Continuity means that new products are developed or that products are 
changed when necessary. (N. Krapp, interview September 28, 2001) 
Regarding changes of an existing product, Mr. Krapp (interview September 
28, 2001) points out that the best change is a change that the consumer does 
not notice, but that leads to a better product. 

4.12 Sub-brands 

4.12.1 Introduction 
Four sub-brands are chosen for this study: Nivea Creme, Nivea Body, Nivea 
Visage, and Nivea Sun. Together, they constitute the core of the Nivea brand 
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(M. Carlsson, interview November 4, 2004). The previous chapter outlines the 
current personality of the master brand Nivea. In this chapter, the personality 
of each sub-brand is described based on internal documentation collected from 
Beiersdorf in Kungsbacka and Hamburg and the advertising agency TBWA 
International in Stockholm. The advertising analysis that follows is structured 
by sub-brand. The descriptions of the sub-brands’ personalities illustrate 
Nivea in the 2000s. The representation of Nivea in the previous chapter and 
here constitutes an empirical frame of reference for the advertising analysis, 
where brand associations of Nivea are described from a historical perspective.  

4.12.2 Nivea Creme 
”Vad är egentligen Nivea-Creme?” (”What is Nivea Creme, actually?”) The 
question was introduced in a 1928 letter from “P. Beiersdorf & Co. A.G.” to 
distributors of Nivea Creme. The text says that Nivea Creme can be used in so 
many ways that it is impossible to list them all in the letter. Therefore, the 
company will provide information about them another time. However, it is 
emphasised that Nivea be recommended as protection against rain and wind: 
“Rekommendera emellertid redan nu Nivea-creme som skydd mot regn och 
blåst och därav framkallad röd och sprucken hud.” (“However, we already 
recommend Nivea Creme as protection against rain, wind and their effect, red 
and cracked skin.”)  

In 1930, Beiersdorf sends tips to its distributors on how to increase sales of 
Nivea Creme. According to the letter, the distributors should recommend 
Nivea Creme for skin care, as protection against sunburn, to facilitate shaving, 
for their children, for athletes, as protection against the weather, and as a hand 
cream for housewives. According to Beiersdorf (2001, p. 73),  

Every promotional tool used for a product in the NIVEA range 
makes a contribution to updating all the other NIVEA products and 
to their image. This synergistic effect is shared by all NIVEA 
products, but NIVEA Creme continues, as ever, to hold a very 
special position. Almost every consumer becomes familiar with the 
brand during childhood. It is mainly the fragrance, consistency and 
colour of NIVEA Creme that are part of the experience of childhood 
for many people  

It is claimed that “NIVEA Creme is the mother of the brand (…) and as such, 
passes on the brand mythology” (Beiersdorf, 2001, p. 73).  

It was for this reason that Beiersdorf continued to run ambitious campaigns 
all over the world, especially for Nivea Creme (Beiersdorf, 2001). This is not 
the case in Sweden though, where Nivea Creme has not been advertised since 
the beginning of the 1990s in printed media or in commercials (M. Carlsson, 
interview November 4, 2004). 

The sub-brand characters of Nivea Creme are internally described as 
“trustworthy, uncomplicated, harmonious, generous” (Nivea Brand 
Philosophy, 1996, p. 36). Nivea Creme “fulfills all skin-care needs for 
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everybody” (Beiersdorf, 2005a). Nivea Creme “carries the Nivea myth and 
core values into the future”, “has the key-function of ‘first contact’ with 
Nivea”, and “provides all other sub-brands with Nivea’s mild care and 
emotionality” (Beiersdorf, 2005a).  

4.12.3 Nivea Sun 
The long tradition of Nivea products as sun protection goes back to the 1930s. 
In the company’s presentation of Nivea Sun, the decades of experience and 
special expertise of research in skin care are emphasised as a guarantee for the 
consumer (Beiersdorf, 2001). According to internal documentation, the key 
benefits of Nivea Sun are as follows:  

Safe protection against UVA and UVB. To avoid sunburn and 
premature ageing of the skin. Nivea is unique on the skin caring 
aspect (moisture) and, together with international competitors, is 
excellent on protection. Protection is the key word. (Beiersdorf, 
2004, 2003-09-10) 

The image and positioning of Nivea Sun are described as follows: 
Nivea Sun is perceived by consumers as a reliable and trustworthy 
brand. Both classical and trendy. Nivea is on top of one’s mind 
when consumers are asked about sun protection. Nivea Sun 
advances research relating to sun protection and introduces new 
products in accordance with the most recent scientific findings. 
Nivea Sun also closely follows discussions and research on the 
harmfulness of sun filters and acts quickly in accordance with new 
findings. Nivea Sun is always ahead on new trends/product 
concepts. 
To the industry, we are the clear market leader, both in quality and 
quantity. Our objective is to be perceived as the reliable and 
profitable partner within sun care. (...) Nivea is strongest on the 
values that are relevant for sun care - trust and confidence.” 
(Beiersdorf, 2004, 2003-09-10) 

Nivea Sun is associated with “responsible, competent, well-being, harmony 
among people” (Beiersdorf, 1996, p. 36). The sub-brand is claimed to offer the 
“safest sun protection for enjoying the sun” (Beiersdorf, 2005b). The strategic 
role of Nivea Sun is to enrich “Nivea’s skin care expertise with the highest 
competence in sun protection” (Beiersdorf, 2005b). 

The attitudes of the target audience for Nivea Sun Lotion are care-oriented 
women who are “concerned about their and their family’s safety in the sun”. 
The attitudes of the target audience for Nivea Sun Spray are care-oriented 
women and men seeking convenience. (Beiersdorf, 2005b) 

4.12.4 Nivea Body 
The sub-brand Nivea Body is constituted by “Nivea Body Milk” and “Nivea 
Body Lotion". Nivea Body was previously called “Nivea Milk and Lotion”. 
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Nivea Body is characterised as “pleasurable, well-being, and intimate” 
(Beiersdorf, 1996, p. 36). Nivea Body has associations that include enjoying 
life - “the intensive and active way”, looking good and expressing what you 
feel. Nivea Body is described as a partner, always close, for support and 
inspiration. Nivea Body stands for “the latest scientific findings and the most 
pleasurable products”. (Beiersdorf, 2004-03-03)  

The strategic role of Nivea Body is to reinforce “the Nivea image of 
harmony between body and mind”, upgrade “Nivea’s expertise, even in 
sophisticated body care”, and to enrich “Nivea’s image with feminine and 
beauty elements in the body category” (Beiersdorf, 2005c). Nivea Body Milk 
is internally described as “the core product in the assortment, carrying many of 
Nivea’s brand values” (Beiersdorf, 2004-03-03). Further, Nivea Body is “the 
classic body care, with mild products of high quality. The blue Nivea Body 
Milk bottle takes the classical Nivea values of trustworthiness, simplicity, 
harmony and generosity into the future.” (Beiersdorf, 2004, 2003-10-05) 

4.12.5 Nivea Visage 
The face care range of Nivea is called Nivea Visage, earlier known as Nivea 
Face Care. It is said to offer a complete care programme containing “a 
comprehensive and very individual treatment for any type of skin” 
(Beiersdorf, 2001, p. 147). Nivea Visage is claimed to be “especially suitable 
for meeting the multi-dimensional expectations of women today” (Beiersdorf, 
2001, p. 147).  

Internal documents describe the strategic role of the sub-brand. Nivea 
Visage is said to upgrade and enforce “Nivea’s cosmetic skin- and face care 
expertise by offering innovations” (Nivea Brand Philosophy, 1996). Nivea 
Visage upgrades “Nivea’s brand image with feminity and cosmeticity” 
(Beiersdorf, 2004/2005). 

The sub-brand characters of Nivea Visage are described in terms of 
“‘accessible expertise’, cosmetic, feminine, natural” (Beiersdorf, 1996, p. 36). 
Further, Nivea Visage is described as “trustworthy face care that visibly 
enhances the beauty of the skin” (Beiersdorf, 2004/2005). The sub-brand is 
claimed to have “skin-driven expertise”, to be an “insight-driven trendsetter”, 
and to offer “efficient solutions that work in harmony with your skin” 
(Beiersdorf, 2004/2005). 

4.12.6 Brand associations of the sub-brands 
In Table 2, I have summarized the brand associations that are previously 
described in relation to the four sub-brands. 
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Table 2 Brand associations of Nivea sub-brands 

Sub-brand Brand associations 
Nivea Creme Care, generosity, harmony, mildness, skin care for 

everybody, trust, uncomplicated  

Nivea Sun Care, competence, confidence, expertise, harmony among 

people, innovative, reliability, responsibility, safety, trust, 

well-being  

Nivea Body Femininity*, generosity, harmony, innovative, intimate, 

mildness, partner, pleasurable, trust, uncomplicated, well-

being 

Nivea Visage Cosmeticity, expertise, femininity, harmony, innovative, 

naturalness, trust 

* Bold letters mean that the brand association specifically represents a sub-
brand. 

The brand associations are presented in alphabetical order and are based on 
internal documentation collected from Beiersdorf or the advertising agency 
TBWA International. 

The brand associations in Table 2 are listed in Figure 1, where the sub-
brands are depicted in relation to the time periods they are advertised in 
Swedish advertisements. In the next chapter, the advertising analysis of Nivea 
is presented that spans a time period of 72 years.  
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Figure 1 Nivea sub-brands over time 
 

Time 

Sub-brands 

Nivea Creme 

Creme 

Nivea Sol/ 
Nivea Sun 

Nivea Milk and Lotion/ 
Nivea Body 

Nivea Face/ 
Nivea Visage 

1932-1992 

1942, 1958→ 

1963→ 

1985→ 

Care 
Generosity 
Harmony 
Mildness 
Skin care for 
everybody 
Trust 
Uncomplicated 

Care 
Competence 
Confidence 
Expertise 
Harmony among 
people 
Innovative 
Reliability 
Responsibility 
Safety 
Trust 
Well-being 

 

Femininity 
Generosity 
Harmony 
Innovative 
Intimate 
Mildness 
Partner 
Pleasurable 
Trust 
Uncomplicated 
Well-being 

Cosmeticity 
Expertise 
Femininity 
Harmony 
Innovative 
Naturalness 
Trust 

 

Brand associations 
associations: 
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Picture 1 Nivea Creme, United Kingdom, 1933 
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Picture 2 Nivea Creme, Sweden, 1943 
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5 NIVEA FROM 1932 UNTIL 2004 

In this chapter, the advertising analysis is presented, including 674 Swedish 
advertisements from 1932 to 2004. First, a description of the advertisements is 
presented chronologically according to sub-brand. Symbolic devices are then 
discussed, followed by a report on how brand associations are transferred in 
product introduction advertisements for Nivea Sun, Nivea Body, and Nivea 
Visage. The chapter concludes with a summary of the main results of the 
advertising analysis. 

5.1 Advertising analysis 
5.1.1 Introduction 
The purpose of this investigation is to explore how brand associations are 
transferred in multiple brand extensions. Thus, advertisements that present 
product introductions are especially interesting in understanding how brand 
associations are transferred from one product category to another. The unit of 
analysis is brand associations, which are exhibited in advertisements (see 
Keller, 1987), comprising words and images. Descriptions of the 
advertisements introduce this chapter to provide an understanding for the 
context of the brand associations.  

The advertisements from the 1930s, 1940s, and 1950s is presented under 
the sub-brand Nivea Creme, as Nivea was not yet divided into different sub-
brands at the time. Sometimes other Nivea products are advertised in 
combination with Nivea Creme. Nivea Ultra Creme, a special water-free 
cream for sports and winter use, began to be advertised alongside Nivea 
Creme in 1932. The creams have often been advertised together, and Nivea 
Ultra Creme is currently included under the sub-brand Nivea Creme for this 
investigation. 

The material is spread over decades and comprises a sample of Nivea 
advertising during the period from 1932 until 2004 except for one period: 
1945 to 1957. The explanation is that Nivea, which was regarded as a Jewish 
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brand due to its owners, was confiscated during the Second World War. As a 
consequence, the trademark Nivea in Sweden did not belong to Beiersdorf AG 
until 1958, and in Germany in 1957, when the rights to the brand were 
purchased by the company (T. Finke, interview February 23, 2012) This 
means that the company archives in Hamburg and Kungsbacka did not supply 
any material from this period of time. Today, Beiersdorf has regained 
ownership of the Nivea trademark rights worldwide. (Beiersdorf, 2001)) 

 
The advertising analysis includes both brand and line extensions. The 

absolute number of advertisements differs between years. The 1930s and 
1940s include a very large number of advertisements. For example in 1940 
alone, the company issued over 50 different advertisements. Therefore, the 
descriptions of advertising during these decades are the most comprehensive. 
This period of time also laid the foundation for Nivea’s brand personality on 
the Swedish market. The variation in themes and the richness of words in the 
advertising have no future equivalent in history. It appears as though the 
consumers had the time and patience to read long texts – sometimes even 
stories – in advertising. At the time of the Second World War, Nivea kept a 
somewhat lower profile. The company advised consumers to use Nivea Creme 
sparingly. However, war did not substantially affect the advertising. 
Increasingly, the number of advertisements decreased from the 1960s until 
today. Since the 1990s, each campaign has run for about two years, with some 
running for three years (A. Nolendorfs, interview January 13, 2005). This 
trend depends on the awareness of production costs and means that the total 
number of different advertisements has essentially dropped in recent decades.  

 
In the 1950s, only photos, mainly black and white, and no drawings are 

presented in the advertising. In the 1960s, more photos are coloured, though 
most remain in black and white. In the 1970s, almost all photos are in colour 
except for a few, which is partly dependent on the publication featuring the 
advertising. The 1960s featured a style of advertising much more modern than 
advertising in the 1940s, which applies to all sub-brands in the study. The 
texts are shorter and the pictures are in general bigger in relation to the space 
of the text. This development continues to the 1970s, during which the text 
takes up progressively less space. In the 1980s, the visual impression is totally 
in focus, the photos are dominating the entire space of the advertisements, and 
the text is printed on the pictures, apparently playing a minor role in the 
context. This trend is maintained during the 1990s and the first years of 2000, 
when very little product information is presented in the text. The photo 
technique becomes increasingly advanced, not least in the colour setting.  

The selection of models appears to be increasingly strict over time. The 
models portrayed in the 1970s ads looked more like average people, whereas 
the advertisers in the 1990s and the first years of 2000 appeared to have 
recruited mostly top models. According to interviews with the brand managers 
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at Beiersdorf AG, a conscious strategy is never to use well-known models 
such as Claudia Schiffer, as the competitors do, as fame and glamour do not fit 
into the brand associations of Nivea. The Nivea models are said to be natural 
and to have a beauty that is not quite impossible for common people to reach. 
(F. Schmiedebach, interview April 17, 2002). This statement was applicable to 
the advertising of Nivea in the 1970s; however, even though the models today 
generally have a natural look, they still give the impression of being top 
models. Blue colours dominate the advertising in the 1990s and the early 
2000s and may be the signature characteristic of Nivea advertising. Table 3 
shows the time periods during which different sub-brands were advertised in 
Sweden. 
Table 3 Advertisements of Nivea sub-brands 

Sub-brand 1932-48 1958-62 1963-84 1985-90 1991-2004 
Nivea Creme × × × × Not advertised 

in Sweden 
Nivea Sun (1942) × × × × 
Nivea Body - - × × × 
Nivea Visage - - - × × 

5.1.2 Nivea Creme 1932-39 
All advertisements of Nivea Creme during this period are in black and white. 
Except for a few, the pictures consist of drawings, in combination with text 
underneath one or two headlines, highlighting the theme of the advertisement. 
The advertisements are characterised by different themes. These themes 
specify the environment of the advertisements and some kind of activity and 
also indicate the utility and benefits of using Nivea Creme in this situation. An 
example of such a theme is a woman using Nivea Creme on the beach as sun 
protection. Sometimes other Nivea products are advertised alongside Nivea 
Creme: Nivea Ultra-creme, Nivea Nutoil, Nivea Oil, Nivea Ultra-oil, and 
Nivea Fotcreme. All advertisements are signed “A. Sandström & Co., 

Göteborg” in the end, representing the general agent for Nivea in Sweden at 
the time. Most advertisements also contain the information “Svensk 

tillverkning” (“Swedish manufacturing”). According to the advertisements, 

except for the cases when the text “Generalagentur för Sverige” (“General 

agency for Sweden”) is enclosed, the consumer has no reason to doubt that the 
origin of Nivea Creme is Swedish. 

Most of the advertisements during this period of time illustrate a single 
woman, sometimes in company with a man or a child. In rare cases, two 
women are in the same picture, often on the beach. Some advertisements show 
a single man or single men. In most of these cases, the headlines are 
emphasising sportiness of a relatively high degree, e.g. “Högt uppe i fjällen” 

(“High up in the mountains”) or involving expressions such as “aktiv 
sportsman” (“active sportsman”) or “vintersportare” (“Wintersportsmen”). 

Single men are also models in drawings from 1936 and 1937, where men are 
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suggested to use Nivea Creme before shaving. The pictures illustrate a single 
man shaving, and the headlines clearly indicate the benefits of the cream. 

The advertising from 1932, the first year of the analysis, is focused on 
sports, weather, shaving, and night cream. In 1933, the focus on sun protection 
is stronger. Other themes are introduced over the years, representing and 
emphasising different brand associations. The period of time from 1932 until 
1939 includes the themes Sun, Weather, winter, and sports, Beauty, 
Baby/Children, Hands, Shaving, and Professional woman. 

Some advertisements could be classified into more than one theme. For 
instance, an advertisement presenting children playing in the snow could be 
referred to the theme “Weather, winter, and sports” as well as to 
“Baby/children”. In such cases, the advertisement is classified into the theme 
that appears to be most obvious in the advertising regarding the picture, 
headline, and text. This means that one advertisement is always classified into 
only one theme, which also applies for the other periods of time presented in 
this chapter. 

Nivea Creme was advertised from the beginning as a sun cream, protecting 
the skin from burning and drying out. The environment pictured in 
advertisements is often a sandy beach, sometimes with a boat, for instance, a 
woman on the shore with sailboats in the background or a woman canoeing or 
sailing. The advertisements show mostly a single woman, sometimes 
accompanied by a child. The sun and a healthy life style, often represented by 
outdoor-life including sports, is a focus in these advertisements. The headline 
“Med Nivea i luft och sol” (“With Nivea in air and sun”) was introduced in 
1934 and used as a slogan for many years to come, often as a headline or at 
the end of advertisements.  

The concept of protection is emphasised in the advertisements with the sun 
theme, often with a message of opposition between good and bad. For 
example, an advertisement from 1936 has the headline “Med Nivea i luft och 
sol! Brun! Frisk!” (With Nivea in air and sun! Tan! Healthy!” (see Illustration 
6). The picture shows a woman at the seashore in front of sailing boats on the 
water. The sun is shining and she is waving a scarf and smiling, as if she has 
caught sight of someone. She seems to be enjoying life; her pose is sporty and 
relaxed. The advertisement breathes happiness and freedom. In contrast, the 
text reminds the consumer of the danger of the sun and offers protection by 
Nivea Creme and Nivea nut oil. The sun represents an imminent threat unless 
the consumer uses Nivea. In this way, the role of Nivea as caretaker, helper, 
and protector is emphasised. 

One pervasive theme from the beginning is the weather, including Nivea 
Creme as sun protection, as presented in the previous section. In 1934, the 
headline “Vått Kallt Nu Nivea” (“Combat Wet and Cold with Nivea”) was 
introduced in the advertising, which came to be a headline for several years 
(see Illustration 4). Other advertisements advise consumers to use Nivea 



78 

Creme as protection from snow, cold, rain, and wind. The people in the 
pictures are smiling and look healthy. 

 The cream is recommended for use day and night for various parts of the 
body. It is made clear that Nivea Creme is an all-purpose cream for 
everybody. All advertisements specify the effects of Nivea on the skin. Very 
often, the compound Eucerit is mentioned in the last half of the advertisement, 
including information about how it strengthens the skin and prevents wrinkles. 
The themes are often mixed together, for example, the blending of sport life 
with professional life. Several advertisements from the 1930s focus on beauty, 
with illustrations of a single woman. Different benefits of Nivea Creme as a 
beauty cream are claimed. The advertisement advises women to use Nivea 
Creme not only as foundation for make-up, but also as a cleanser or make-up 
remover. This emphasis on different uses for face care paves the way for the 
range of products that would later become Nivea Face and Nivea Visage. 
Another use for Nivea Creme emphasised in the advertising during these years 
is as a night-cream.  

In 1933, advertisements focused on children were introduced. In 1935, a 
Nivea Creme advertisement pictures a baby in a bed with a beautiful woman 
leaning over it. The baby stretches its arms towards the mother and touches 
her mouth with its little hand. The picture is emotional and may evoke 
associations of love, care, and harmony. The word “protection” is emphasised 
in the text, implying that Nivea Creme takes care of the baby. An 
advertisement from 1939 also illustrates protection of children. A headline 
reading, “Vad kan nu hända henne?” (“What can happen to her now?”), sits 

above a photograph of a girl protected by an umbrella with a doll in her lap. 
The message of the advertisement is that the child and her skin are safe, thanks 
to Nivea Creme, protected from the threat represented by the rain and the 
snow, and all evil in the world. Although her big umbrella seems to protect her 
and her “child”, the text explains that her mother knows how fragile the girl’s 

skin is and how easily painful, ugly chapped lips could appear. Therefore, she 
regularly applies Nivea Creme to the girl’s face and hands before she lets her 

go out. The message implies that nothing bad could occur to a child that is 
protected by Nivea. Again, Nivea is presented to be something more than a 
cream, possessing supernatural abilities and acting as a protector and helper 
beyond human limits.  

In summer of 1936, the “Nivea boys” show up in the advertising. These 

boys were very popular in Germany in several campaigns (Beiersdorf, 1977, 
Beiersdorf, 2001). Two boys in bathing suits look at the view of the sea, 
pointing at something, perhaps a sailing boat. The headline “En NIVEA-
pojke” (“A NIVEA boy”) is also to be found in an advertisement from 1937, 
illustrated by a smiling boy wearing winter clothes (see Illustration 38).   

Advertising with a focus on hands in relation to a housewife’s tasks was 

introduced in 1933. A 1934 advertisement further developed and emphasised 
the housewife hand-protection theme. A woman dressed in an apron, making 
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an apple pie, is illustrated in the advertisement. From 1935 on, promoting 
Nivea Creme as a hand cream constitutes a specific theme, with illustrations of 
hands and headlines and texts describing the benefits of using Nivea Creme 
for dry hands, often referring to some kind of domestic task. Sometimes only 
the hands themselves, washing dishes, are visible in the pictures; sometimes a 
woman is fully shown doing some housework. An advertisement from 1939 
shows a woman dressed in an apron, holding a head of cauliflower over a 
bowl of water. In contrast, a small picture in the right corner shows a woman 
dressed in evening gown at a party, suggesting that the woman using Nivea 
Creme has different roles in life and that the cream makes her hands suitable 
for more glamorous events as well. 

Beginning in 1937, a woman in business suit, who seems to be working as 
a secretary, holding some documents in front of a man in a chair, is illustrated 
in some advertisements. Although the text is presented in a positive way, it 
explains that this woman is short of time and, under normal circumstances, 
would be tired from her duties all day long and even in the evenings. The 
message here is clearly that Nivea is a caretaker, as always, but also a helper. 
The text indicates that if this woman did not rely on Nivea, her life could be 
stressful and not as pleasant as now. The advertisement, like many others, 
presents Nivea as a helper and a friend. The advertisement could be 
interpreted to suggest that Nivea was the solution of a whole range of 
problems, including how to find more time in life. Another advertisement 
from 1939 shows a woman busy writing at a desk, under the headline 
“Yrkeskvinnan och Nivea” (“The professional woman and Nivea”). Another 

picture in an advertisement from the same year with the same text depicts a 
woman sitting on a desk, writing in a calendar while talking on the phone. The 
women look fresh, calm, and satisfied, with a hint of a smile on their lips. 
They give the impression of being in control of their lives.  

There are also advertisements pointing in a scientific direction, such as two 
from 1936 and 1937, where the text explains the scientific benefits of using 
Nivea Creme. Apart from this theme, the general tone in the advertisements is 
tangibly normative. To summarise, Nivea Creme advertising from this period 
presents Nivea as a woman in different roles: as a sporty woman in summer 
and winter, as a wife or a girlfriend, as a mother, as a housewife, and as a 
professional woman. The picture of Nivea, if she were characterised as a 
person, is complex. She is presenting an ideal image difficult to attain, yet at 
the same time, she seems to be real and alive. The comprehensive image of 
Nivea, emerging from this examination of the advertisements, provides an 
image of what kind of personality Nivea would have. She would probably be 
the person described in the interviews: She is blonde and has blue eyes, she 
has family and friends, and she is fit and sporty, friendly, helpful, caring, 
human, and natural. She also cares for her body, health, and beauty.  
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5.1.3 Nivea Creme 1940-48 
This period of time is characterised by the same themes as in the last section. 
Although most of the illustrations are black and white photographs, a growing 
number are once again drawings, some in full colour. The structure of the 
advertisements is similar to that in the 1930s; themes are often based on the 
weather or the actions and roles of the models. The effects of Nivea Creme are 
specified, often including information about the benefits of Eucerit at the end 
of the advertisement. Advertisements used in 1940 or 1941 sometimes 
reappeared in 1944 or 1945. The products advertised are similar to those 
advertised during the 1930s, with the addition of newly introduced, baby-
specific products.  

In 1941, the advertisements for Nivea Creme as a sun-cream began to be 
presented in the form of postcards, written by a daughter, son, wife, husband, 
grandfather, or friend. The postcards are written with language and content 
that seem to address different target groups, such as those based on gender or 
age. The main message on these postcards is how Nivea has helped them 
during their vacation to protect their skin from sun damage. The texts are 
relatively personal and informative compared to former Nivea advertising. 
These advertisements clearly stand out from the crowd and many of them 
constitute a creative achievement. The relatively long texts require consumers 
to take some time to read the advertisements. It is obvious that cameras have 
been introduced for the consumer market because the postcards feature 
photographs of the senders and they often mention that someone has taken a 
photograph of them while they were engaged in an outdoor activity. Family 
life is made central by the fact that the cards usually address a family member. 
Protection against the sun is emphasised in the text of the advertisements. It is 
mainly the form of advertisement that differs from earlier advertising. One 
new aspect of the content of the text, though, is the suggestion of a shortage of 
Nivea Creme. Because of the scarcity of raw materials due to the Second 
World War, there was a limited supply of Nivea Creme until 1944; this was 
mentioned in the advertisements in Sweden.  

One postcard from a grandfather to his daughter Britta about his 
granddaughter, featuring a photograph of a pretty little girl, ends with the 
expression: “en äkta liten Nivea-tös…” (“a genuine little Nivea lass”) (see 

Illustration 43). Another postcard from a father to his wife about their little 
daughter ends with the expression “sin lilla Nivea-flicka” (“his little Nivea 

girl”). One advertisement from 1940 has the headline “Mors älskling är 

NIVEA-barn” (Mother’s darling is NIVEA child”). The introduction of the 

expressions “Nivea girls” and “Nivea boys” could be interpreted as a way of 
further personalising Nivea, making Nivea to seem more like a person than a 
product. The little Nivea girl personalises and symbolises everything that 
could be loved and admired in the world. The advertisements’ messages about 
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a grandfather’s or father’s love for their granddaughter or daughter are 

emotional.     
Other advertisements are on the sun theme, showing pictures of a single 

woman as a model, always outdoors, often on the beach, sometimes practising 
a sport like sailing or canoeing. Some advertisements illustrate two girlfriends 
on a beach. One advertisement from 1940 features a photograph of two girls 
on a bridge, fighting for a ball (see Illustration 8). Some advertisements from 
1942 depict a mother and son. One advertisement shows a mother and her 
little son on a sandy beach. The impression here, as in several other 
advertisements, is that the effects of Nivea are more than care and protection. 
The message is that mother and son are able to enjoy the lovely summer, the 
sunshine, the water, and the fresh air as a consequence of using Nivea. 
Furthermore, it seems as if Nivea is irreplaceable; there are never any 
indications about choosing a cream among alternatives. 

Increasingly, the advertisements become more precise about the sun 
protection benefits of Nivea Creme, in addition to the usual information about 
how Nivea protects the skin from sunburn and dryness. One advertisement 
from 1940 tells the consumer that it is necessary to use sun protection like 
Nivea-Ultra-Oil at sea. Although the advertisement does not provide any 
information about how the cream and the oil affect the pigments of the skin, it 
is the first time that the text starts with scientific information instead of 
introducing a specific situation related to the weather, actions, or social roles. 

Although the weather, winter, and sports still constitute consistent themes 
throughout the advertisements, advertisements addressed to men and women 
are obvious different. Some advertisements emphasise masculinity in a way 
considerably different from traditional Nivea advertising, which targeted both 
men and women. For example, an advertisement from 1941 shows two men 
skiing downhill among whirling snow. Another advertisement dated 1941 
illustrates two men at a lake lighting a fire between two tents. There are also 
advertisements with an obvious feminine touch. One advertisement from 1941 
illustrates a young girl playing the  harmonica at the wall of a wooden cottage 
with mountain scenery in the background. She is wearing a dress with short 
sleeves; the wind and cold seem far away. The text indicates that Nivea is a 
helper and protector and informs the consumer that the girl can be relaxed and 
free of worry because she has treated her skin with Nivea Creme. The air is 
described as healthy and clean, characteristics that could apply to Nivea 
Creme, as well.  

Different sports are frequently featured in the advertisements as earlier. 
Outdoor activities like skiing, tobogganing, hiking, bicycling, and sailing are 
illustrated in the pictures. Nivea Creme is sometimes promoted as a product 
for daily use. For example, in an advertisement from 1940. The picture shows 
a pair of skis and poles and, in a small picture, a person skiing downhill. Nivea 
Creme is mentioned in the context of food and clothing and described as just 
essential as other necessities in life. Children are protected by Nivea Creme 
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while playing in the snow. An advertisement from 1942 shows a child with ski 
poles; the text says that his mother has applied Nivea Creme to the little boy’s 

face, shielding his delicate skin from harm. The role of Nivea as a helper and 
protector is apparent. An advertisement from 1940, illustrated by a happy 
child who has just tumbled down on his skis in the snow, has a similar 
message in the text. 

The advertisements continually present cold weather, snow, rain, and sun 
as threats to the skin, for adults as well as children, while Nivea Creme 
represents the caretaker, helper, and protector. The advertisements show Nivea 
as representing a healthy lifestyle. One example from 1940 depicts a laughing 
girl dressed in ski suit with a pair of ski poles beside her. The text informs the 
reader that she will be twice as happy in the office tomorrow after a day in the 
fresh, clean air in nature; she is not afraid that the chill will have hurt her skin 
because she has protected herself with the special cream Nivea Ultra. The 
advertisement characterises Nivea as a happy person, who lives a healthy and 
sporty life, enjoys life, and, unlike most other women at the time, works in an 
office. She seems to be an admirable person, easy to look up to, yet not 
unapproachable because she at the same time is an ordinary person. This 
portrayal of Nivea is a pervading theme in the advertisements from this time.  

Beauty is a common theme in the 1940s, as in the 1930s. A typical 
example from 1941 advises consumers to use Nivea Creme every night before 
going to bed and every morning before leaving home. In 1941, baby powder 
appears in the advertising. The illustrations depict a baby, a mother with a 
baby, or an older brother with a baby. Again, Nivea is represented as a helper. 
Another advertisement shows a woman with a baby in her lap. The text could 
be interpreted as if almost all of the problems of the baby’s first years could be 

solved with Nivea Creme. Thus, Nivea not only is a caretaker, helper and 
friend but also transcends difficult circumstances. The advertising indicates 
that the baby’s development will be quite normal because it is treated by 

Nivea Creme. Thus, Nivea is associated with security, trust and confidence, as 
if Nivea were trustworthy and secure beyond human ability. Other examples 
from 1942 and 1943 are illustrated with a happy baby, sometimes with its 
mother.   

Older children are often featured in the illustrations. The headline 
“Solskensbarn” (“Sunshine-children”) recurs several times (see Illustration 7). 
Two children are shown in the photograph, from the back, carefully climbing 
the stairs. The girl holds her little brother’s hand; their skin is in focus. It is 

summer and the girl is wearing a bathing suit, while the boy is not wearing 
any clothes at all. The message of the advertisement is that Nivea Creme 
protects the children from the dangerous sun.   

Advertisements from 1940, 1941, 1942, and 1945 related to hand care still 
refer to the role of a housewife. In 1943, advertisements related to hands, but 
not connected to housewives, appeared. The advertisements feature 
illustrations of a pair of hands, with the following headlines: “Vackra, vita 
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händer berätta” (“Beautiful, white hands tell”) and “Vita, välvårdade händer” 
(“White, groomed hands”). The shaving theme is frequently advertised during 
the 1940s. Most of the advertisements are similar to the ones from the 1930s. 
During the Second World War, the scarcity of Nivea Creme is frequently 
mentioned, sometimes merely implied at the end of the advertisements, 
sometimes stated more obviously.  

5.1.4 Nivea Creme 1958-69 
In 1958 and 1959, there are two different advertisements of the same kind, 
both personifying Nivea. The headline from 1958 reads: “Vårvinden smeker 

Nivea-kinden” (“The wind of the spring caresses the Nivea cheek”). The 

picture shows a beautiful woman dressed in a knitted pullover. Her curly hair 
is blowing in the wind and she holds a bouquet of spring flowers to her chest. 
The advertisement from1959 has the headline: “Vacker som en Nivea-dag!” 

(Beautiful as a Nivea day!”). A smiling woman holds up a tin box of Nivea; 
the focus is on her face. These advertisements are the first where there is a 
clear indication of competition from other skin care products. It is pointed out 
that Nivea constitutes a part of our daily life, something that we do not reflect 
much about, but which is as much a life necessity as sleep and fresh air. At the 
same time, it elevates Nivea to a higher level by adding associations to nature. 
The expressions “Nivea-kind” (“Nivea cheek”) and “Nivea-dag” (“Nivea 

day”) could be seen as a way to personify Nivea, as could as the expressions 

“Nivea-barn” (“Nivea child”), “Nivea-tös” (“Nivea lass”), “Nivea-flicka” 

(“Nivea girl”) and “Nivea-pojke” (“Nivea boy”), introduced earlier. It is a way 

to make Nivea into something more than a cream. “Nivea-kind” (“Nivea 

cheek”) is here related to spring and wind. “Nivea-dag” (“Nivea day”) could 

be interpreted as a metaphor for a spring day or a day out in nature. This is in 
accordance with earlier advertising themes of Nivea Creme, e.g., the themes 
“weather, winter, and sports” or “sun,” where nature plays an important role 

and underlines associations of Nivea with qualities such as naturalness and 
health.  

The strategy of emphasising the weather as a danger and Nivea Creme as 
the protector is still obvious, as in an advertisement from 1959. Although the 
advertisements still refer to various themes, most advertisements from 1958 
directly address the effects of Nivea as a skin cream. Advertisements from the 
1960s contain many family pictures and family themes, as they did earlier in 
history. The pictures often illustrate couples or one parent with a child. The 
winter theme is still common in the 1960s. A campaign from 1962 to 1966 
shows mostly happy couples on winter vacation or on holiday in the 
mountains. In 1959, 1960, 1967, and 1970, there are advertisements 
representing children playing and romping in the snow. The texts emphasise 
the importance of protecting their sensitive skin and that their mother applied 
Nivea Creme to the face of the child, sometimes this is also illustrated by the 
photograph. There are also pictures showing mother and child in a sleigh. This 
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kind of winter advertising based on a family theme with children in focus 
constitutes a high degree of continuity from the 1930s. This theme disappears 
in the 1970s, however, as does the winter-theme in general. The 1970s 
advertising is mostly for Nivea Ultra Creme, a forerunner to Nivea Sun, which 
would later represent only summer themes. 

Beginning in 1967, the advertising reflects a new spirit of the times, which 
is realised in different ways. While the “old” themes are still present, new 

ideas concerning family life and the roles of men and women seem to emerge. 
Several advertisements point out that Nivea Creme is for everybody in the 
family, including the man or the father, for instance after shaving, and for the 
children. The advertisements from the 1960s seem to target women and men 
in the same campaigns. In 1972, the last advertisement advising use of Nivea 
Creme after shaving is seen, here also in combination with the message that 
the cream can be used by everybody, around the clock. 

In 1968, it is the older brother, not the mother, who applies Nivea Creme to 
the nose of his little brother before playing ice hockey. In 1969, a little girl 
puts a dab of Nivea Creme on her father’s nose. Father and daughter smile and 

look very happy. In the same year, a little girl applies a dab of Nivea Creme to 
her mother’s nose while laughing. These advertisements can be characterised 
by warmth and humour. As in all other Nivea advertisements that include 
children, there is a mutual respect shown between children and parents.  

Nivea Creme is also advertised as a creator of beauty; the consumers are 
advised to use it as a day- and night-cream. In this kind of advertising, a single 
woman represents Nivea most of the time. This phenomenon is followed up 
later in the advertisements for Nivea Face and Nivea Visage later, which build 
on this strategy, as do those for Nivea Milk and Lotion and Nivea Body. In 
1960, a couple of advertisements emphasise Nivea as a modern woman.  

Increasing competition in the skin care industry is revealed in 
advertisements from the 1960s. For instance, one headline from 1961 reads: 
"EN Creme räcker” (“ONE Creme is enough”). The text tells us that Nivea 

Creme is the leading beauty cream. The emphasis on the message that Nivea 
Creme is the only cream one needs is in contradiction to the brand extension 
strategy, which would soon be realised systematically. In 1963, Nivea Milk 
was introduced to the market. In 1964, advertising for Nivea Creme was 
sometimes coordinated with advertising for Nivea Milk. Furthermore, at this 
time several different products for sun protection under the brand name Nivea 
already existed.  

5.1.5 Nivea Creme 1970-79 
The tightening competition in the skin care area is clearly revealed in an 
advertisement from 1974 with the headline “Snövit och de sju dvärgarna” 

(“Snow White and the seven dwarves”). Nivea Creme is placed on a throne on 

the left side of the picture, while seven competitive products are illustrated on 
the right side. The verbal message reveals that Nivea has to take up the fight 
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with its competition, but at the same time, it shows a great deal of self-
awareness and self-confidence. The advertisement emphasises Nivea’s 
associations with naturalness, authenticity, and a fair price. The text tells us 
that Nivea, like Snow White in the fairy tale, does not make a great fuss, 
despite her many virtues and her status as the most beautiful woman in the 
country. Nivea is here represented, like Snow White, in a unique position. 

From 1968 until 1973, a campaign for Nivea Creme ran under the headline 
“Tvål, vatten och… Nivea” “Soap, water and…Nivea”) (see Illustration 13), 

sometimes combined with a campaign for Nivea Milk using the same 
headline. The naturalness of the ingredients is emphasised as well as the 
simplicity of skin care. The campaign further establishes the image of Nivea 
as a daily product, as essential, natural, and simple as soap and water, a 
necessity, always there, so obvious that the consumer does not reflect upon it 
(see Table 1).  

In 1976, a campaign was introduced that combined a new kind of 
advertisement design with old, traditional brand associations of Nivea Creme. 
A large box of Nivea Creme was depicted in a drawing, surrounded by a 
landscape of hills, trees, flowers, animals, and a house. The logotype on the 
box of Nivea Creme spells out the headline. Under the box, a Swedish 
folksong from Gotland is quoted. The other advertisement of the same kind 
shows a drawing of a box of Nivea Creme full of flowers. Again, the headline 
is in the logotype of Nivea Creme. Another Swedish song is quoted under the 
box of cream. The song texts are well known among Swedes, immediately 
recognisable at a glance. Poetic and expressive, they refer to the image of 
Nivea as a deeply Swedish brand. The advertisement as a whole is emotional, 
with associations to the Swedish summer, possibly reminding consumers of 
their childhood experiences with Nivea Creme. This strategy of inducing 
nostalgia is also, as we have seen examples of before, a way to elevate Nivea 
to a higher level. Nivea is here more or less presented as the Swedish summer, 
as a metaphor. The pictures show Nivea Creme embedded in flowers and 
green foliage. The advertising suggests that Nivea Creme is as much a 
traditional and obvious element in life as a Swedish summer is for most 
Swedes. Only a very strong and well-known brand can market itself with 
credibility in this way. This campaign was re-launched in 1992. A similar 
advertisement from 1977 and 1978 inserts four additional pictures, 
representing Nivea Creme as a day cream, a night cream, a moisturising cream 
and a protection cream. The message is that Nivea Creme is an all-purpose 
cream for everybody. 

5.1.6 Nivea Creme 1980-92 
The advertisements of the 1980s represent continuity with the brand 
associations of Nivea Creme, but these are communicated in a new, modern 
way. One campaign, including several different advertisements for a whole 
range of Nivea products, presents the logotype of Nivea in huge letters at the 
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top or, in the advertisement for Nivea Creme only, at the bottom of a large 
picture covering the whole advertisement. The message is still the same; 
mildness, warmth, and a sense of humour.  
 

In one of the advertisements for Nivea Creme from 1983, the long history 
of Nivea Creme and its continuity is emphasised. The picture shows a 
laughing young couple; the woman presses her nose into the man’s cheek 

while putting a dab of Nivea Creme on his other cheek. It is emotional and 
shows a spirit of love, tenderness, and humour. Another advertisement from 
the same year and in the same campaign constitutes an obvious contradiction 
to the advertising of new Nivea products. It strongly emphasises that the 
consumer needs only one cream and nothing else, rather than specific creams 
for day or night or for different parts of the body. The advertisement provides 
insight into the problem of advertising an all purpose-cream alongside sub-
brands such as Nivea Face and Nivea Milk and Lotion.  

In 1986, 1987 and 1988, the last new advertisements for Nivea Creme in 
the Swedish press can be found. The advertising from 1986 maintained the 
same messages that have pervaded the advertising of Nivea Creme over time. 
Inserted pictures illustrate all kinds of people, representing different ages, who 
are participating in different kinds of sports. The weather and sports are in 
focus, followed by information that there is no better or more useful skin 
cream than Nivea Creme, no matter what it costs. The last advertisement from 
1988 shows a picture of a smiling mother holding her arms around two little 
girls (see Illustration 17). The wind is in the hair and they are dressed in light 
summer clothes. A huge logotype of Nivea Creme constitutes the background. 
The headline underlines the tenderness in the picture: “När du vill vara riktigt 

mjuk mot någon. Nivea.” (“When you would like to be quite gentle to 

someone. Nivea.”) The continuity from the 1930s is obvious; even the 

reference to Eucerit is still present. The advertisement breathes warmth, love, 
care, and harmony. The advertisements for Nivea Creme exhibit a high degree 
of continuity until the end.  

The common thread through Nivea Creme advertisements over time is that 
the product is an all purpose cream for everybody. The pictures illustrate a 
mix of single women, men, couples, children and families. Nivea as a 
housewife has not been found since the 1940s, nor has Nivea Creme as a 
cream especially for hands. Advertisements in which Nivea Creme was 
suggested as suitable after shaving ceased in the 1970s, as did advertisements 
for Nivea Creme as a winter cream. Nivea in her professional role is not 
emphasised after the 1940s, even if there is an implicit understanding that she 
is working away from home. In the last decades, the theme of “the invisible 

helper” is toned down. On the other hand, the advertisers in the 1970s and 
1980s emphasise Nivea as the best skin cream in the world. Thus, the 
“greatness” of Nivea Cream remains in the advertising. Babies have not been 
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present in the advertising since the 1940s, even though children have been in 
focus throughout the years.  

Nivea as a woman is presented as splendid in all her roles, no matter what 
she does. In this sense, she represents the perfect woman, who could be 
compared to the leading characters in girls’ books. Above all, in the 1930s and 
1940s, she is very feminine, and the men presented are masculine. The 
relationships depicted in the advertising are characterised by harmony, 
affection, warmth, tenderness, and respect. Children are foregrounded in 
Nivea Creme advertising, and love between parents and their children is a 
constant theme. Care of children is a task highly valued as a responsibility and 
a source of happiness and joy. Nivea’s role as a mother is prominent through 

all the years. The image of Nivea as a Mother with a capital “M” is kept until 

the 1970s in pictures as well as in text. Visually, Nivea’s role as a mother 

remains during the 1980s as well. Nivea Creme and the mother role are 
inseparable entities. This phenomenon could be interpreted in a deeper sense 
because the woman’s role as a mother has been elevated in various cultures 

and religions in history, for instance, the Madonna in Catholicism and Mother 
Earth in ancient religions. 

5.1.7 Nivea Sol/Nivea Sun 1942 and 1958-59 
Nivea’s first sun product was called Nivea Solfilter (“Nivea Sunfilter”). Nivea 

Solfilter is advertised in 1942 in two advertisements as an independent 
product, not in combination with Nivea Creme. The pictures show a single 
woman dressed in a bathing suit, enjoying the sunshine. Next to the logo at the 
bottom of the advertisement, a square bottle of glass is illustrated. The text 
emphasises that the product protects from the damaging, burning rays of the 
sun, while letting the bronzing rays pass. Brand associations like protection 
and safety are highlighted. Like other advertisements of the 1930s and 1940s, 
the message focuses on the consumer and the product benefits. 

The next sun products found in the collection of advertisements in the 
company archives are from 1958. “Nivea AERO Tan” is called “sensationell” 

(“sensational”) in an advertisement for the new product. Two other 

advertisements from 1958 promote Nivea Aero Tan, while another from the 
same year promotes Nivea Sol Spray and Nivea Ultra Spray. A letter dated 
15.04.1958 from Nivea Aktiebolag to retailers indicates that the products were 
introduced in summer 1957. In 1959, there is an advertisement for Nivea Aero 
Tan, similar to the first one from 1958. There is a variety of different types of 
advertisements for Nivea Aero Tan, Nivea Ultra Spray, and Nivea Sol Spray 
in the year of 1959. In the advertisements from 1958 and 1959, the company 
introduces new products and promotes products from the last year with an 
obviously high degree of self-confidence. The choice of words is quite 
positively loaded. Terms such as “sensationell” (“sensational”) and 

“epokgörande” (“momentous”), as well as superlatives such as “den 
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modernaste” (“the most modern”) and “den populäraste” (“the most popular”) 

are common in the advertisements.  
The advertisements show a new direction in comparison to the advertising 

of the 1930s and 1940s. The company producing Nivea is emphasised in the 
advertising for the first time. Researchers and technicians are explicitly 
mentioned and elevated in two advertisements, which has not been the case 
before. Emphasising the expertise of the company is a new way for the 
marketers to create trust for the brand and for new products. The 
advertisements are less focused on emotions and more informational, and the 
texts mainly employ rational arguments. The consumer is no longer invited to 
a world of dreams but is confronted to a greater degree with chemistry and 
technical solutions. Earlier, the texts did not contain as much information 
about ingredients and their effects or new packaging and its technical function. 
The advertisements are highly research-oriented and focused on new 
innovations. The advertisements of the years 1958 and 1959 seem to indicate 
the direction of the sub-brand Nivea Sun for years to come. As previously 
stated, Beiersdorf has focused on research from its early years, but this focus 
had not been communicated as clearly before. The advertisements for Nivea 
Sol (“Nivea Sun”) in the years of 1958 and 1959 emphasise protection and 
correspond to associations of competence, expertise, and innovation. 

5.1.8 Nivea Sol/Nivea Sun 1960-2004 
In the 1960s, there is a mix of couples, single women, and single products 
pictured. The role of the blue Nivea bath ball increases. In some 
advertisements, consumers are offered the chance to win a blue ball. The 
Nivea ball remains in advertising until 1975. It becomes a symbol for 
playfulness and having fun. The picture from a 1961 advertisement 
exemplifies the playful theme, showing a couple laughing in the water under 
the headline: “Kom ihåg Nivea - kom hem solbrun…” (“Remember Nivea – 
come home tan…”). This text remained a slogan from 1958 until 1965. In 

1968, an advertisement shows a family including a mother, father, and 
children playing with a blue Nivea ball on the beach. In 1969, the family 
theme and imagery of playing with the Nivea ball accelerates. The pictures 
seem to become increasingly playful, showing people having fun due to the 
introduction of the Nivea ball. Advertisements from this time indicate that the 
blue ball made the playful theme accelerate over a short period. 

In the 1970s, the themes representing family life, playfulness, and having 
fun are still current. The pictures show mostly couples or families. Nobody is 
alone in the pictures with one exception: advertising for “Nivea Brun utan sol” 

(“Tan without sun”) shows in most cases a single woman. A campaign for sun 

products shows an elderly man or woman, probably a grandfather and 
grandmother, applying cream to the back of a child in an environment of an 
idyllic Swedish summer (see Illustration 22). Sometimes couples appear in the 
pictures as well. The advertisements breathe love, care, and harmony. In 1984, 
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themes of family life and playfulness are still present in the advertisements, 
but now the surroundings appear to be a tropical beach. In 1987, a single 
woman is a model for Sunmilk under the headline “Brun men inte bränd” 

(“Tan but not burned”) as part of an international campaign. 
 
Between 1992 and 2004, the advertisements often illustrate emotional 

pictures of family members, represented by two or more persons showing care 
for one another. The advertisements are characterised by fellowship, warmth, 
love, and harmony. They also reflect humour, ease, and sportiness. In other 
words, the brand associations of Nivea Creme are represented. Additionally, 
brand associations related to competence are in focus, such as safety, 
expertise, and innovation. Nivea Sun from this period represents what most 
people are thought to dream about: a family to love and care for. The 
surroundings depicted are a tropical beach with white sand. Most 
advertisements show more than one person; in 2002, a single woman is 
presented, which is the first time since 1987. As a result of the introduction of 
Children’s Sun Lotion and Children’s Sun Spray, single children appear as 
models as well. 

5.1.9 Nivea Milk and Lotion/Nivea Body 1963-69 
In 1963, the first advertisement for Nivea Milk appears. A woman is applying 
cream to her body with pleasure. A single woman is usually depicted in the 
photographs, applying cream to her body. The message of the advertisements 
focus on body care and how to get soft, fresh skin. The models wear few 
clothes and the skin is the focus of the photographs. In 1967, the 
advertisements take a bit of a new turn. Slightly provoking messages are 
introduced, in accordance with the times. Some headlines could be interpreted 
as double entendres: “Hur mycket vågar du visa?” (“How much do you dare to 

show?”) and “Vad gör du efter badet?” (“What are you doing after the bath?”). 

This phenomenon is quite new in Nivea advertisements and does not fit into 
the previous image of Nivea. These ambiguous messages do not constitute the 
beginning of a new trend, but could rather be regarded as a temporary period, 
reflecting the spirit of times rather than the brand associations of Nivea. From 
1968 until 1973, there is a campaign called “Tvål, vatten… och Nivea” 
(“Soap, water… and Nivea”), emphasising the naturalness of Nivea Milk, and 
the simplicity of body care.  

5.1.10 Nivea Milk and Lotion/Nivea Body 1970-79 
In 1970, consumers were advised to use Nivea Milk after bathing. Women, 

men and children are models in the photographs, sometimes together as a 
family. In 1974, an advertisement shows a photograph of a huge bottle of 
Nivea fuktmilk (Nivea moisturising milk) (see Illustration 28). The sea is in 
the background. The headline reads: “Du behöver ingen annan lotion hava 

jämte mig” (“You do not need any other lotion than me”). The milk is 
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advertised as the most natural lotion the consumer could imagine: pure, white 
and without colouring agents. The intertextuality of the headline, referring to 
the Old Testament, is the first advertisement selected for this investigation. 
The headline elevates Nivea to a new level, equating Nivea Milk with God. 
This is the only advertisement where Nivea obviously is used as a metaphor 
for a higher power, in this case the Judeo-Christian God. This is worth noting 
because the advertisement is for Nivea Milk and not Nivea Creme, which 
carried brand associations related to mysticism in earlier years. It has been 
argued that mythical status became part of the Nivea brand during earlier 
decades (Beiersdorf, 2001). The advertisement can be interpreted as a way for 
Nivea to differentiate itself from the competition with a great deal of self-
confidence and self-awareness.  

In 1977 and 1978, there is a campaign including different advertisements 
with the headline: “Den stressade huden” (“The stressed skin”). A drawing of 

skin layers is featured in each of the advertisements, and the text describes in 
more detail what Nivea fuktmilk does for the skin. The campaign differs from 
earlier advertising by including more text and more information. There is even 
information about what Nivea fuktmilk costs in comparison to its competitors 
on a certain date; Nivea has the lowest price. To summarise, Nivea Milk 
advertisements in the 1970s are more family-oriented than those in the 1960s. 
There is obviously more focus on men and children as target groups. The 
advertisements are also more research-oriented than has been the case before.  

5.1.11 Nivea Milk and Lotion/Nivea Body 1980-2004 
Gentleness, fitness, and freshness could be descriptors of advertisements for 
Nivea Milk and Lotion/Nivea Body in the 1980s. Most of the time, a single 
woman is presented in the pictures. Naturalness is still emphasised. For 
instance, the slogan in a campaign from 1984 reads: “Inget är naturligare” 

(“Nothing is more natural.”). The same associations are emphasised in both 
the 1990s and the 1980s, and a woman is the model in all advertisements. The 
skin is in focus, as earlier, which means lightly dressed models, radiating 
sensuality, but never appearing provocative. Fitness, sportiness, naturalness, 
freshness, and sensuality characterise the pictures. In 1994, the Nivea Body 
logotype is introduced. The text “Gentle Care for Sensitive skin” is written in 

English under the logotype. The sub-brand has now an international touch and 
image.  

In 1997, Firming Body Lotion is presented in an advertisement that shows 
a model with an aesthetically pleasing body in a confident and satisfied pose, 
dressed in sporty underwear. A question comprises the headline: “Vill du ha 

fastare hud?” (“Would you like firmer skin?”) The advertisement radiates 

individualism and firm resolution. In 2003, Firming Body Cream Q10plus is 
introduced under the same headline as the above advertisement (see 
Illustration 30). A flexible model in sporty underwear performs difficult 
stretching exercises, radiating self-confidence.  



91 

5.1.12 Nivea Face/Nivea Visage 1985-2004 
In 1985, a skin care line was introduced under the name Nivea Face, which 
included Cleansing Milk, Skin Tonic, and Beauty Milk. A woman’s face and 
hair was featured in the illustration, and under the logotype was the slogan 
“Ren skönhet är enkel skönhet” (“Pure beauty is plain beauty”). The visual 
and verbal focus of the advertisement is beauty. In 1992, the Nivea Visage 
logotype appears, as well as new packaging. The slogan below the logotype 
reads: “Nivea Visage aktiverar din naturliga skönhet” (“Nivea Visage 
activates your natural beauty”). During this year and the following, new 
products are frequently introduced. A woman’s face or the products are in 
focus in the pictures. A few advertisements show only the products. 
Innovation and scientific information is in focus. The text of the 
advertisements often emphasises naturalness, mildness, and freshness.    

A single woman is the model in all advertisements, and in most of them, 
her hair is not shown; the emphasis is on her face and the skin. New products 
and variants of existing products are frequently launched, and the product 
benefits are emphasised in the text. There is a clear focus on innovation and 
scientific research. This is underlined by the text at the bottom of the 
advertisement: “from Nivea Skin Research”. The advertisements for Nivea 
Visage, like recent advertisements for Nivea Body, are characterised by 
individualism. It is implied that the woman in the photographs is modern and 
competent. In the next section, the symbolism that has been revealed in the 
advertising analysis is further discussed.     

5.2 Symbolic devices 
The previous descriptions of Nivea advertisements over time show that a 

number of symbolic devices have been employed as pervasive themes. The 
devices can be classified into six categories: “Umbrella”, “Ball”, “Sun”, “Air 
and Water”, “Snow”, and “Rain, Snow and Wind” as presented in Table 4. 
The symbolism of these devices is further elaborated in the next sections. 
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Table 4 Symbolic devices of Nivea sub-brands 
Symbolic device Symbolizes Sub-brand Period of time 
Umbrella3 Protection Nivea Creme, 

Nivea Sol/Sun 
1930s, 1940s, 1970s 

Ball4 Children, family, joy of 
living, fun5 

Nivea Creme, 
Nivea Sol/Sun  

1940s, 1960s, 1970s 

Sun6 
 

Joy of living, quality of 
life, good mood, fun7 

Nivea Creme, 
Nivea Sol/Sun 

1932-2004 

Sun Threat: Sunburn  Nivea Creme, 
Nivea Sun 

1932-2004 

Air, water8 Freshness, purity, health Nivea Creme, 
Nivea Sun 

1932-2004 

Snow9 Purity, health, family  Nivea Creme 1930s, 1940s, 1960s, 
1970s 

Rain, snowing, 
wind10 

Threat to the skin Nivea Creme 1930s, 1940s 

5.2.1 Umbrella 
The umbrella is a pervasive theme in advertisements for Nivea Creme in the 
1930s and 1940s. It protects the skin from the water, but only to a certain 
extent; beyond that, Nivea takes over the role of protector. The text in an 
advertisement from 1941 says that the umbrella can only protect its carrier 
from becoming completely wet, but it cannot protect the skin from damage 
(see Illustration 42). In two similar advertisements from 1973 and 1974, the 
umbrella appears again, now in advertisements for Nivea Sol that later became 
the sub-brand Nivea Sun (see Illustration 21). The message of the 
advertisements is that it is possible to get a tan even in rainy weather thanks to 
the new product “Brun utan sol” (“Tan without sun”). Other attributes also 
symbolise protection. For example, the boat in an advertisement for Nivea 
Creme from 1986 (see Illustration 16) may symbolise protection against water. 
The tent in the same advertisement can also symbolise protection (T. Finke, 
interview February 23, 2012). 

5.2.2 Ball 
The ball occurs for the first time in 1941 in an advertisement for Nivea Creme. 
In the 1960s and 1970s, it is used in campaigns for Nivea Sun, now blue in 
colour with the text “Nivea” in white letters. In Germany, the ball was first 

                                                        
3 See picture 3, 21, 42 
4 See picture 7, 18, 19, 49 
5 Thorsten Finke, interview February 23, 2012 
6 See picture 6, 10, 41, 43, 44 
7 Thorsten Finke, interview February 23, 2012 
8 See picture 16, 18, 20, 49 
9 See picture 12, 41, 46 
10 See picture 3, 4, 42 
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introduced in advertising in the 1930s. In the 1950s, it was more frequently 
used. At this time, German families often travelled to southern Europe on 
vacation, where Nivea balls were provided to tourists. The ball is a symbol for 
"Kinder, Familie, Lebensfreude, und Spaβ” (“children, family, joy of living, 
and fun). It is associated with “Sonne und Strand” (sun and beach) and also 
symbolises “Gemeinschaft” (“fellowship”). The Nivea ball is the three-
dimensional representation of the brand. The ball is everywhere the brand is. It 
is universal; for everybody, young and old, as is Nivea. It extends through 
generations, gender, and nations (T. Finke, interview February 23, 2012). 

5.2.3 Sun, Air, water, and Snow 
The sun is frequently emphasised in advertisements for Nivea Creme 
throughout the years, especially in the 1930s and 1940s. At the end of the 
1950s, specific sun products are introduced. The sun is a symbol of 
“Lebensfreude, Lebensqualität, Gute Laune, und Spaβ” (“joy of living, quality 
of life, good mood, and fun”) (T. Finke, interview February 23, 2012). 
However, the advertising analysis shows that the sun also represents a threat in 
terms of sunburn. Thus, it represents good and bad at the same time.  

Air and water is also a pervasive theme in advertisements for Nivea Creme 
and Nivea Sun over the decades. Water is pictured in the form of the sea, often 
in relation to sport-related activities such as playing with a ball on the beach or 
sailing. In the 1930s, the slogan “Med NIVEA i luft och sol!” (“With NIVEA 
in air and sun!”) frequently occurred in the advertisements (see Illustration 5). 
Air and water represent freshness, purity, and health.  

Snow was a common theme in advertisements for Nivea Creme in the 
1930s, 1940s, 1960s, and 1970s, often in relation to sport activities and family 
life (see Illustration 12, 46). Snow can be regarded as a metaphor for Nivea 
Creme. “Nivea” means “white as snow” in Latin. The blue colour of Nivea’s 
logo represents water, sky, and freshness, while the white colour stands for 
purity (T. Finke, interview February 23, 2012). Snow in the advertisements 
can be regarded as representing purity, health, and family.  

Advertisements for Nivea Creme from the 1930s until the 1970s comprise 
illustrations from winter and summer, where playful sports, such as riding a 
sleigh and playing with a ball on the beach, are a pervasive theme, closely 
connected to family life. The theme is also used for Nivea Sun over the years 
and, more recently, Nivea Body. The sport activities related to Nivea Creme 
and Nivea Sun are all performed outdoors, where the weather and the 
surroundings play an essential role, especially in advertisements from the 
1930s and 1940s, but also in the 1960s, 1970s, and 1980s (see Illustrations 5, 
8, 12, 16, 19, 41, 46). The advertisements for Nivea Body in the 1990s and the 
2000s illustrate a single woman indoors, often dressed in sport clothes, 
engaged in some kind of exercise or stretching (see Illustration 30, 32).  

The advertising analysis shows that attributes related to sports, such as the 
ball, sailboat, skis, and sleigh, represent movement, physical strength, and 
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health. Sport is a pervading theme in the advertisements over time, but the 
context changes. In the course of time, the sport attributes decline and that last 
ones are visible in advertisements from the 1970s. Physical strength is in 
recent years emphasised by lightly dressed, fit models in advertisements for 
Nivea Body (see Illustration 30, 32). Sports can be related to the formal brand 
association of naturalness.  

5.3 Symbolism as transfer of brand associations 
The Nivea ball is visible in advertisements in the 1960s and 1970s, and new 
products are sometimes introduced in the same advertisements as pictures of 
the ball, for example, Nivea Solbad and Nivea Ultraolja in 1962 and Solcreme 
in a campaign in 1968. The symbolic meaning of the ball can be connected to 
the brand association “harmony among people” of Nivea Sun (see Table 2). 
The ball is also illustrated in an advertisement in 1941 (see Illustration 7). The 
ball does not appear as much in Swedish advertisements as in German ones, 
where it was introduced already in the 1930s, and where it has also been used 
in winter, for example in the mountains (T. Finke, interview February 23, 
2012). The transfer of brand associations through the ball would probably be 
more evident in an analysis of German advertisements. 

The sun is a symbol in advertisements for Nivea Creme and Nivea Sun, 
transferring brand associations that are related to the symbolic meaning of the 
sun: joy of living, quality of life, good mood, and fun. Similarly, as in the case 
of the ball, this symbolic meaning can be connected to the brand association 
“harmony among people”. In advertisements for Nivea Creme and Nivea Sun, 
the sun, the ball, and other sport activities, often in relation to air and water, 
are associated with fellowship between family members or friends that may 
represent formal brand associations of Nivea such as friendship, partnership, 
likability, and care. Health is also associated with the themes of sun, air, 
water, and sports. Health could be related to naturalness, also a formal brand 
association (see Table 1). The advertising analysis also shows that the sun is 
related to the pervasive theme of protection, evident in advertisements for 
Nivea Creme since the beginning of the 1930s. Protection could be connected 
to Nivea Sun brand associations such as reliability, safety, and trust (see Table 
2). In summary, the advertising analysis shows that the symbolic devices of 
sun, air, and water, and the sport activities that are related to these, are carriers 
of brand associations that are transferred from Nivea Creme to Nivea Sun.  

5.4 Transfer of brand associations 
The advertisements for Nivea Sun, Nivea Body, and Nivea Visage that 
introduce new products have been selected and analysed verbally and visually 
in search of brand associations. The results are presented in Tables 5, 6, and 7. 
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Nivea Creme is not included because only one product under the Nivea brand, 
Nivea Ultra Creme in 1936, was introduced before Nivea Solfilter in 1942. 
Nivea Ultra Creme was introduced as a special winter cream as protection 
against the sun and coldness. The advertising analysis shows that brand 
associations are transferred in various ways. Apart from the use of symbolic 
devices that has been elaborated as above, these ways can be classified as 
follows: 

• Visual message similar to former advertisements 
• Verbal message similar to former advertisements 
• Explicit verbal expression of brand associations 
• Explicit reference to the parent brand  

Visual and verbal messages similar to former advertisements 
From the previous discussion on symbolic devices, it is evident that pictures 
are carriers of brand associations and that they can be transferred from one 
product to another. For example, family life-expressing brand associations like 
love, care, and harmony are exhibited in advertisements for Nivea Creme and 
Nivea Sun (see Illustrations 17, 23). Brand associations can also be implicitly 
expressed in words. Advertisements for Nivea Visage, for example, often 
describe the scientific discoveries that lead to new ingredients and emphasise 
the benefits of the product for the skin (see Illustrations 33, 35, 36). The visual 
and verbal message of the advertisements emphasises the brand associations 
of innovation and expertise that are specific to Nivea Visage (see Table 2). 
Both of these strategies are summarised in Tables 5, 6, and 7 under the 
heading “Main message of advertisement”.    

Explicit verbal expression of brand associations 
The text of the advertisements often explicitly expresses formal Nivea brand 
associations (see Table 1), specific associations for the sub-brand (see table 2), 
or words with similar connotations. The text may also express associations 
that have been mentioned in publications that describe Nivea advertisements 
in a historical perspective (Beiersdorf, 1977; Beiersdorf, 2001).  

There are four main concepts that classify according to the category of 
brand associations that have been mentioned in publications that describe 
Nivea advertisements in a historical perspective: “protection”, “sport” or 
“sportiness”, “health”, and “helper”. The association of “protection” is 
mentioned several times in relation to advertisements for Nivea Creme and 
Nivea Sun in a historical perspective (Beiersdorf, 2001). Protection may 
correspond to formal associations such as security, safety, and trust. The 
meanings of the brand associations are not easy to distinguish and they are 
often intertwined. As we have seen in the previous sections in this chapter, the 
term “sport” is associated with Nivea, for instance, as symbolised by the blue 
Nivea ball in the 1960s. In 1943, the words “För hem och sport” (“for home 
and sport”) were added to the blue tin box that Nivea Creme was packaged in 
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(see Illustration 2). However, “sport” or “sportiness” are not formal 
associations of Nivea, nor is “health”, which obviously are descriptions that fit 
the Nivea brand (see Beiersdorf, 1977; Beiersdorf, 2001). The formal brand 
association of naturalness is relatively close to associations of sport and 
health. Finally, Nivea as a person is described as someone who helps (I. 
Hollmann-Peters, F. Schmiedebach, interview April 17, 2002), and the 
products of Nivea are characterised as products that help people take care of 
their skin and feel well (I. Hollmann-Peter, F. Schmiedebach, interview April 
17, 2002). Thus, the term “helper” fits into descriptions of Nivea. The formal 
associations work together and have similar connotations. The brand 
associations that are mentioned verbally in advertisements are presented under 
the heading “Explicitly expressed brand associations” in Tables  5, 6 and 7.  

Explicit reference to the parent brand  
A new product may also be introduced by referring to the parent brand, Nivea 
Creme. As Nivea Creme was extended to Nivea Milk, the new product was 
advertised in 1963 as “Nivea Creme i flytande, gräddlik form” (“Nivea Creme 
in fluid, cream-like form”). A similar advertisement from 1964 is used in this 
thesis (see Illustration 25). The association “soft” is added, which applies to 
Nivea Creme as well. Nivea Milk is called an all-around cream, like Nivea 
Creme, at the same time that the benefits of Nivea Milk are emphasised. The 
text of the advertisement ends with a statement that Nivea Milk is as beneficial 
for the skin as Nivea Creme. Similarly, Nivea Aerotan is introduced in 1958 
with the words “Nivea Creme i len, luftburen konsistens” (“Nivea Creme in 
soft, aerated consistency”) and “Nivea Creme i ny, luftig konsistens” (“Nivea 
Creme in new, airy consistency”). In 1974, the new product Nivea fuktmilk is 
described as “flytande hudcreme” (“fluid skin cream”) (see Illustration 28). 
The words “Ren. Vit.” (“Pure. White.”) at the end of the text obviously also 
refer to Nivea Creme. Transfer of brand associations by explicitly referring to 
the parent brand ceased over time. 

Another way brand associations were transferred from Nivea Creme to 
Nivea Milk in the 1960s is through use of a cursive script of the word “Milk” 
on the bottle similar to the script of “Creme” on the tin jar (see Illustrations 
25, 26, 27). Furthermore, the design and the blue colour of the blue bottle of 
Nivea Milk are similar to the blue box for Nivea Creme. 

Advertisements for Nivea Sun, Nivea Body, and Nivea Visage 
Tables 5, 6 and 7 show how brand associations of the sub-brands Nivea Sun, 
Nivea Body, and Nivea Visage are transferred in advertisements that introduce 
new products. 
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Table 5 Advertisements of Nivea Sun 
Nivea Sun Transfer of brand associations 
Year New products/ 

sub-brands 
Main message of 
advertisement 

Explicitly expressed 
brand associations 

1942 Nivea Solfilter Product benefits, well-
being 

Skydda (protect)  

 Nivea Solfilter Product benefits, well-
being 

 

1958 Nivea Solspray, Nivea 
Ultraspray, Nivea Aerotan  

Product benefits  

 Nivea Aerotan Product benefits, 
expertise, innovative 

Milda, skydda, mjuka, 
len (mild, protect, soft, 
gentle) 

 Nivea Aerotan Product benefits, 
expertise, innovative 

Skydda, naturliga, 
friskare (protect, 
natural, more healthy) 

1962 Nivea Solbad, Nivea Ultraolja  Product benefits Naturligt, skyddar 
(natural, protect) 

1968 Nivea Solcreme  Product benefits, 
family-life, joy of 
living 

 

 Nivea Solcreme Product benefits, skin-
care for everybody 

Säkrare (safer) 

 Nivea Solcreme Product benefits Säkrare (safer) 
 Nivea Solcreme Product benefits Säkrare (safer) 
1973 Nivea Brun utan sol Product benefits, 

warmth, humour 
Frisk (healthy) 

1979 Nivea Sol (sub-brand): 
Sunmilk med solfaktor 5 

Product benefits, care, 
harmony among 
people 

Skyddar (protect) 

1987 Nivea Sun (sub-brand): 
Sunmilk med solfaktor 3 

Product benefits, well-
being 

Skydd (protection) 

1996 Moisturising Sun Milk (Active 
Cell Protection) 

Product benefits, 
family-life, joy of 
living 

Skyddar, mjuk (protect, 
soft) 

2002 Children’s Sun Spray Product benefits Skydda (protect) 
2004 Pampering Protection Mousse Product benefits, well-

being 
Säker, mjuk, mild, len 
(safer, soft, mild, gentle) 

The verbal message of advertisements for Nivea Sun is characterised by 
the words “protect” and “safe”. This is in accordance with the internal 
descriptions of the sub-brand that include the concepts of competence, 
confidence, expertise, reliability, responsibility, safety, and trust (see Table 2). 
The pictures that often show more than one person can be described as 
exhibiting well-being, joy, and harmony. There is an obvious similarity among 
advertisements for Nivea Creme over time. In recent years, especially in the 
1990s and the 2000s, the models and the products are emphasised more, in 
contrast to earlier decades when the surroundings were emphasised. 
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Table 6 Advertisements of Nivea Body 

Nivea Body Transfer of brand associations 
Year New products/ 

sub-brands 
Main message of 
advertisement 

Explicitly 
expressed brand 
associations 

1963 Nivea Milk (sub-brand) Well-being Mjuka  (soft)   
1974 Nivea fuktmilk Product benefits, 

well-being, 
superiority 

Kosmetiskt, mjuk, 
enkelt, naturliga 
(cosmetic, soft, 
simple, natural)  

1986 Nivea Lotion Product benefits, 
well-being 

Omtanke, mjuk (care, 
soft) 

1987 Nivea Milk intensive Product benefits, 
well-being 

Skydd, omsorg 
(protection, care) 

1997 Nivea Body (sub-brand): 
Firming Body Lotion 

Product benefits, 
expertise, 
innovation, well-
being, sportiness 

“Mild omtanke” 
(”mild care”) 

2001 Caring Milk Product benefits, 
well-being, joy of 
living 

♥ (=love) (“I ♥ my 
body”) 
On the package: 
“Skyddar och vårdar” 
(protects and takes 
care) 

2003 Renewal Night Cream Product benefits, 
well-being 

Mjuk (soft) 

 Firming Body Cream 
Q10plus 

Product benefits, 
expertise, 
innovation, well-
being, sportiness 

Vårdande (caring) 

 Multi-Active Care Lotion Product benefits, 
sportiness 

Skyddar, care 
(protect, care) 

Advertisements for Nivea Body are mostly characterised by a sense of 
well-being, which is in accordance with the brand association of pleasure that 
is specific to the sub-brand. The main message of the advertisements in Table 
6 reveals that this well-being often applies to advertisements that introduce 
products as well. Brand associations like gentleness and care frequently occur 
in the text of the advertisements. The advertisements in Table 6, with the 
exception of Nivea fuktmilk in 1974, which is described in the previous 
advertising analysis, show a single female model and radiate a touch of 
femininity that is a brand association specific to Nivea Body and Nivea Visage 
(see Table 2). In recent years, especially in the 1990s and the 2000s, the 
advertisements for Nivea Body can be characterised by the brand association 
of intimacy specific to Nivea Body. The association is made through the fact 
that the models are lightly dressed and often touch their bodies, for example, 
while stretching a leg (see Illustration 30). In this way, the models show care 
for their own bodies.       
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Table 7 Advertisements of Nivea Visage 
Nivea Visage Transfer of brand associations 
Year New products/ 

sub-brands 
Main message of 
advertisement 

Explicitly expressed 
brand associations 

1985 Nivea Face (sub-brand): 
Cleansing Milk, Nivea Face 
Skin Tonic 

Product benefits Mild, hudvänlig, 
vårdande, mjuk, enkel 
(mild, gentle to the skin, 
caring, soft, simple) 

 Nivea Face Beauty Milk Product benefits Hudvänlig, vårdande, 
mild, len, mjukt, 
naturligt, enkel (gentle 
to the skin, caring, mild, 
gentle, soft, natural, 
simple)  

1992 Nivea Visage (sub-brand): 
Liposome-products  

 Skyddar (protect) 

1994 Nanosphere-products  Product benefits, 
expertise, innovation 

Vårdande, skyddar, 
naturliga (caring, 
protect, natural) 

 Hydro Intensive Gel Product benefits, 
expertise, innovation 

Mjuk, naturlig (soft, 
natural) 

 Foaming Water Cleansing Gel, 
Eye Make-up Remover Lotion, 
Quick Purifying Cleansing 
Mask 

Product benefits Varsamt, skyddar, mild 
(gentle, protect, mild)  

 Firming Gel Creme Product benefits, 
expertise, innovation 

Friskare, naturligt, 
varsamt, mjuka (more 
healthy, natural, gentle, 
soft)  

 Liposome-products:  
Creme Liposomes, 
Eye Zone Gel, 
Firming Gel Creme Serum 

Product benefits, 
expertise, innovation  

Naturliga (natural) 

 Vital Energizing Care Product benefits, 
expertise, innovation 

Vårdar, skyddar (care, 
protect) 

1995 Optimale Product benefits, 
expertise, innovation 

Skydd (protection)  

 Firming Radiance with natural 
AHA Complex 

Product benefits, 
expertise, innovation 

Naturliga, varsamt, 
skyddar (natural, gentle, 
protect) 

1996 Total Youth Protection Product benefits, faith 
in the future  

Skyddar (protect) 

 Optimale Product benefits, 
science, innovation 

Vård, innovation, skydd 
(care, innovation, 
protection) 

1998 Antiwrinkle Q10 (day cream 
and eye cream)  

Product benefits, 
expertise, innovation 

 

 kao bioré Clear-up Strip (for the 
nose area) 

Product benefits Enkelt (simple) 

1999 kao bioré beauty flash Product benefits, 
expertise, innovation 
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 kao bioré Clear-up Strip Chin 
and Forehead 

Product benefits  

 Anti-wrinkle Q10 Night Cream Product benefits, 
expertise, innovation 

 

 Eye & Lip Make-up Remover Product benefits, 
expertise, innovation 

 

2000 Alpha Flavon  Product benefits, 
innovative 

Naturligt, skyddar, mjuk 
(natural, protect, soft) 

 Soft Cleansing Wipes Product benefits Mjuka, enklare (soft, 
more simple) 

 Anti-wrinkle Q10 Night Cream Product benefits, 
expertise, innovaton 

 

2001 All Day Aqua Product benefits, 
expertise, innovation 

Mjuk (soft) 

2002 Oily Skin Range  Product benefits, 
expertise, innovation 

Enkla, innovationen,  
♥ (=love) (simple, the 
innovation)   

 Anti-shadow Eye Cream Product benefits  
 Perfect Contour Serum Product benefits, 

expertise, innovation 
Naturliga (natural) 

 Anti Wrinkle Q10 Plus Product benefits, 
expertise, innovation 

Naturligt (natural) 

2003 Nivea Visage Young (skin care 
range)  

Product benefits Mild, naturliga (mild, 
natural) 

 Pure Energy Product benefits, 
innovative, well-being 

 

 Complete Protection Product benefits, 
expertise, innovation 

Skydd (protection) 

Advertisements for Nivea Visage are characterised by expertise and 
innovation, especially in recent years. Table 7 reveals that new products and 
new formulas are frequently introduced. The advertisements show the face of 
a woman, with the new product illustrated in the foreground. Femininity and 
cosmetics fit into the descriptions of the advertisements, as do harmony and 
naturalness. Words like mild, gentle, care, and natural are common. Natural 
ingredients are sometimes emphasised in the formulas.    

In the two advertisements from 1995, in one from 1996, and in one from 
1998, the opposition between good and bad evident in earlier advertisements 
for Nivea Creme is present. The text of the advertisements claims that the 
products protect from external detrimental effects on the skin that may be 
caused by ultraviolet light or free radicals. 

5.5 Main results 
In this section, the main results that have emerged as a result of the 
interpretation of the advertising analysis are summarised. First, several brand 
associations that are at the core of Nivea Creme are transferred to Nivea Sun, 
such as care, trust, and harmony among people. Family life is often illustrated 
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in the pictures in an emotional sense (see Illustrations 17, 23). The 
associations of love and care for family members that are a pervasive theme in 
the advertisements for Nivea Creme over time are transferred to Nivea Sun. 
Advertisements for Nivea Body also project brand associations of love, care, 
and harmony. However, the context is different because the pictures only 
show a single woman. The models seem to be satisfied with themselves and 
they radiate a sense of pleasure (see Illustrations 26, 29, 30). The love and care 
is now directed towards the woman’s own person and body. Thus, brand 

associations are transferred from Nivea Creme, and perhaps also from Nivea 
Sun, to Nivea Body, but in another context that changes the meaning of the 
brand associations. For the first time, Nivea advertisements are now 
characterised by individualism. 

Second, the individualism illustrated in advertisements for Nivea Body is 
transferred to advertisements for Nivea Visage that also show only single 
models; this time the face is the focus. Beauty and femininity characterise the 
pictures (see Illustrations 33-36). The pictures in advertisements for Nivea 
Body and Nivea Visage can be described by femininity, a brand association 
specific to these sub-brands (see Table 2). It is evident that femininity and the 
context of individualism have been transferred from Nivea Body to Nivea 
Visage.  

Third, advertisements for Nivea Visage exhibit associations of expertise 
and innovation to a degree that has no equivalence in advertisements for Nivea 
Sun and Nivea Body. This means that the brand associations of innovation that 
have been transferred to Nivea Visage have also been reinforced. Considering 
the results presented in Chapter Four, it seems that the scientific orientation of 
the company plays a role in the reinforcement of the brand associations of 
Nivea Visage.   

Finally, the advertising analysis shows that the various roles and actions of 
Nivea, especially in the 1930s and 1940s, are related to certain brand 
associations. Nivea’s role as a mother, for example, emphasises associations 
of love, care, and harmony. The role and actions of a sporty person illuminate 
associations of health and naturalness. Thus, the actions and roles of Nivea 
constitute descriptors of Nivea as a person. The personification of Nivea, for 
example, in terms of Nivea boy, Nivea girl, and Nivea spring, is another way 
to personify the brand. The results of the study are further discussed in the 
next chapter, in light of the theory presented in Chapter Two. 
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Picture 3 Nivea Creme, Sweden, 1932 
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Picture 4 Nivea Creme, Sweden, 1935 
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Nivea Creme, Sweden, 1935 
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Picture 5 Nivea Creme, Sweden, 1935 
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Picture 6 Nivea Creme, Sweden, 1936 
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Picture 7 Nivea Creme, Sweden, 1940 
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Picture 8 Nivea Creme, Sweden, 1941 
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Picture 9 Nivea Creme, Sweden, 1935 
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Picture 10 Nivea Ultra Creme, Sweden, 1938 



111 

 
Picture 11 Nivea Ultra Creme, Sweden, 1940 
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Picture 12 Nivea Ultra Creme, Sweden, 1967 
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Picture 13 Nivea Creme, Sweden, 1970 
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Picture 14 Nivea Creme, Sweden, 1978 
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Picture 15 Nivea, Sweden, 1983 

 
Picture 16 Nivea Creme, Sweden, 1986 
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Picture 17 Nivea Creme, Sweden, 1988 
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Picture 18 Photo from an advert of Nivea Sol/Sun, Sweden, 1964 
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Picture 19 Nivea Sol/Sun, Sweden, 1968 

 
Picture 20 Nivea, Sweden, 1980 
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Picture 21 Nivea Sol/Sun, Sweden, 1973 



120 

 
Picture 22 Nivea Sol/Sun, Sweden, 1977 



121 

 
Picture 23 Nivea Sun, Sweden, 2000 
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Picture 24 Nivea Sun, Sweden, 2004 
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Picture 25 Nivea Milk, Sweden, 1964 
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Picture 26 Nivea Milk, Sweden, 1966 
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Picture 27 Nivea Milk, Sweden, 1967 
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Picture 28 Nivea Milk, Sweden, 1974 
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Picture 29 Nivea Lotion, Sweden, 1986 
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Picture 30 Nivea Body, Sweden, 2003 
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Picture 31 Nivea Body, Sweden, 2004 
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Picture 32 Nivea Body, Sweden, 2004 
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Picture 33 Nivea Visage, Sweden, 2000 
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Picture 34 Nivea Visage, Sweden, 2002 
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Picture 35 Nivea Visage, Sweden, 2002 
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Picture 36 Nivea Visage, Sweden, 2003 
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6 DISCUSSION AND CONCLUSIONS  

In this chapter, the research question, “How are brand associations transferred 

as the brand is extended into different product categories?” is answered by 

three main results: 
1) The context of the brand associations changes as they are transferred 

to a new product, although the word information of the brand 
associations remains the same. 

2) Brand associations are transferred not only from parent brand to 
extended product but also from extended product to other products 
introduced later on in the brand extension process. 

3) Brand associations of extended products are reinforced by corporate 
associations, which means that there is a transfer of associations from 
the organisation to the extended products. 

The main results are discussed under the headings 6.4 and 6.6. 

6.1 Brand personality 
6.1.1 Personification and symbolism 
During earlier decades, Nivea has continuously been elevated to a higher 
dimension, representing something or someone above and beyond a cream, 
able to protect adults and children from bad. This representation serves as a 
way to personify Nivea. The personification of brands is discussed in the 
literature that emphasises the relationship between consumer and brand 
(Aaker, 1997; Aaker and Fournier, 1995; Fournier, 1998). Aaker and Fournier 
(1995, p. 394) state that “…although brands are not people, they can be 
personified”. Nivea has been personified mainly by using metaphors, referring 
to nature, persons and, explicitly or implicitly, a higher power. The metaphors 
comprise symbolic associations, contributing to represent Nivea as a symbolic 
brand in a deeper sense. Thus, Nivea has been communicated as a symbolic 
brand in the sense that the advertising reflects not only symbolic associations 
in terms of non-product-related attributes (see Keller, 1993; Park et al., 1986; 
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Park et al., 1991) but also mysticism, referring to a world beyond the earthly. 
This phenomenon can be described as showing that “a mythical status” has 

become part of the Nivea brand (Beiersdorf, 2001).  
The advertising analysis reveals that Nivea was personified at a very early 

stage in history and that the brand for a long time has represented more than 
products only. In 1936, “the Nivea boys” (see Illustration 38) show up in the 
advertisements for Nivea, representing a new step in the marketing 
communication of the brand (Beiersdorf, 2001). The expressions “Nivea-barn” 

(“Nivea-child”), “Nivea-tös” (“Nivea-lass”) and “Nivea-flicka” (“Nivea-girl”) 

were found in advertisements in 1941. In 1958, a headline reads, “Vårvinden 

smeker Nivea-kinden” (“The spring wind caresses the Nivea-cheek”). A 

similar advertisement from 1959 has the headline, “Vacker som en Nivea-
dag!” (“Beautiful as a Nivea-day!”) 

The message in the advertising for Nivea Creme is often ambiguous, with 
different levels of interpretation, especially in the advertisements from the 
1930s and 1940s. A certain amount of mysticism can be identified. Nivea 
Creme is presented as not only a cream but also a higher power, to protect and 
save adults and small children from evil, as explicitly expressed in the form of 
burning sunbeams, rainy or cold weather, or skinlessness (see Illustration 3, 4, 
5, 7). The implicit message is that Nivea protects consumers from more than 
these threats, which is implied, for example, in an advertisement for baby 
powder in 1941 with the use of comforting words: “Babyn trivs och kan 

utvecklas ostört” (“The baby is happy and can develop undisturbed”). Thus, 

the brand associations of Nivea, such as care and mildness, do not only apply 
to the products of Nivea. The advertisements imply that Nivea Creme has a 
supernatural ability and takes care of the whole person. The analysis shows 
that this kind of advertising ceased over time. However, the dualism between 
good and bad still has been expressed in advertisements for Nivea Visage in 
the 2000s. Nivea Visage plays the role of protector against threats to the skin 
such as unhealthy radiation of the sun. Thus, Nivea still represents good 
against bad. 

The dualism between good and bad in the advertising is also expressed in 
the form of symbols, mainly in relation to Nivea Creme. As previously 
explained in chapter five, I have categorised the symbols that are salient in the 
advertisements as “Umbrella”; “Ball”; “Sun”; “Air, water, snow”; “Rain, 

snowing, wind”; and “‘Dot’ on the nose/cheek”. The sun is a symbol of 

“Lebensfreude, Lebensqualität, Gute Laune, und Spaβ” (“joy of living, quality 

of life, good mood, and fun”) (T. Finke, interview February 23, 2012). In 
contrast, the sun also represents a threat in terms of sunburn, which has been a 
pervading theme in the advertising for Nivea Creme and Nivea Sun. The same 
phenomenon applies to water and snow, which, on the one hand, may 
represent freshness, purity, and health but, on the other hand, may cause 
damage to the skin. Nivea always represents protection against threats of 
various kinds, sometimes symbolised in the shape of an umbrella. Other 
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elements in the advertisements may also symbolise protection, such as a tent 
or a boat, as in an advertisement from 1986 (see Illustration 16) (T. Finke, 
interview February 23, 2012).  

The symbols are used to transfer brand associations from one product to 
another. The sun and water in the form of the sea are pervading themes in 
advertisements for Nivea Creme from the 1930s and have been pervading 
themes in advertisements for Nivea Sun since 2000. The Nivea-ball, 
symbolising “Kinder, Familie, Lebensfreude, und Spaβ” (“children, family, 

joy of living, and fun”) (T. Finke, interview February 23, 2012), was used in 
campaigns in the 1960s. During this time, several new products in the range of 
Nivea Sun were introduced. In Germany, the Nivea-ball was already 
introduced in the 1930s and was more frequently used in the 1950s (T. Finke, 
interview February 23, 2012). The advertising analysis shows that pictures of 
an umbrella appeared regularly in advertisements for Nivea Creme in the 
1930s and 1940s (see Illustration 3, 42). In the 1980s, 50 years later, an 
umbrella was illustrated in an advertisement for Nivea Sun (see Illustration 
21).  

The use of metaphors in the advertisements provides an opportunity for 
deeper interpretations. The metaphors are mainly used in the advertising for 
Nivea Creme but are sometimes used in the advertising for Nivea Milk. In 
1974, Nivea is evidently used as a metaphor for a spiritual dimension in an 
advertisement for Nivea Milk (see Illustration 28). The headline equates Nivea 
with God and is the only advertisement where the brand explicitly is used as a 
metaphor for a higher power. In 1958, competitors are recognised for the first 
time in the advertising. In the 1960s and 1970s, Nivea was represented as a 
superior brand in relation to the competitors as in the prior example. 

The previous discussion reveals that the Nivea brand has been loaded with 
symbolic associations over the decades. Some associations, such as care and 
protection, are found in German advertisements from 1912 (Beiersdorf, 2001). 
The meaning of the brand has its roots in the past and has evolved over a 
century as the meaning was influenced by different owners, shareholders, 
managers, marketers, consumers, and changes in the environment. The 
meaning of the brand has survived two world wars and has been a part of the 
consumers’ world through times of rapid technological and industrial 

development. We know, from the view of the product range, that Nivea is a 
different brand today compared to what it was in the 1930s. Nevertheless, the 
brand seems to have, to large extent, represented similar associations since 
2000 as it did in the 1930s. The advertisements during recent decades show 
brand associations consistent with the advertisements of the past, even if some 
of the core brand associations are less emphasised and presented in a different 
context. The informational and symbolic content of the advertisements have 
gradually decreased over time since the 1930s and 1940s. However, 
advertisements for Nivea Visage since 2000 still have exhibited symbolism 
with indications of the dualism between good and bad.   
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6.1.2 Actions and roles 
From the brand managers’ descriptions the Nivea brand personality, we can 
conclude that the brand personality includes more traits than just personal 
traits, such as gender, appearance, class, family situation, and life style (N. 
Krapp, interview April 17, 2002; F. Schmiedebach, interview April 17, 2002). 
Thus, the brand managers’ view of the brand personality corresponds to 
Plummer’s (1985) definition of brand personality rather than the stricter 
definition presented by Azoulay and Kapferer (2003). 

The descriptions of Nivea in the interviews correspond to the “me” or 

“self” that Hall and Lindzey (1957, p. 467) define as “the sum total of all that 

a man can call his—his body, traits, and abilities; his material possessions; his 
family, friends, and enemies; his vocations and avocations and much else”. 

For a marketer, certain advantages might be evident from including more 
items than only personal traits in the description of a brand (see Plummer, 
1985). Items such as gender, age, and class are relevant because brands reflect 
consumers (Sirgy, 1982). The traits of Nivea are described in the interviews as 
honest, reliable, trustworthy, and helpful (I. Hollmann-Peters, interview April 
17, 2002; N. Krapp, interview April 17, 2002; F. Schmiedebach, interview 
April 17, 2002). These descriptions are in accord with her “extended self” (see 

Belk, 1988); she has family and friends and is well liked by people. The 
advertisements for Nivea Creme, which focus on harmonious family life and 
where Nivea’s prominent role as a mother is salient, typically correspond to 

the descriptions of Nivea. Advertisements for Nivea Sun, where several 
people are illustrated in the pictures, reflect this image as well.  

Nivea Creme is the major carrier of the core brand associations of Nivea. 
The impression of Nivea in advertisements for Nivea Creme in the 1930s and 
the 1940s is that she represents a unique personality, worth inspiring many 
people. In a way, Nivea is reminiscent of a leading character in a girls’ book. 

She stretches the frame of reference regarding the roles and possibilities for 
ordinary women at the time. Apart from a traditional role as a mother and a 
housewife, she lives a relatively exciting life, including holidays abroad, 
parties in cultivated circles, and different sports such as sailing and skiing. 
Most of the time, she is surrounded by family and friends. Nivea is even a part 
of the professional life, working in an office, which means that she plays an 
important role in society. Her life is filled with interesting challenges, 
tenderness, love, care, and harmony. She led a life that most people at the time 
possibly could only dream of. As we can see, Nivea not only represents a 
product or a brand but also a lifestyle (see Fournier, 1998). Hence, the 
advertisements clearly illustrate the different actions and roles (see Aaker, 
Fournier, and Brasel, 2004) of Nivea.  

From the 1960s, the image of Nivea as a strong personality slightly fades 
over the course of time, and the different actions and roles of Nivea are no 
longer as frequently and obviously revealed. The advertisements for Nivea 
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Creme perform with continuity in regard to brand associations over time; 
however, the last advertisements for Nivea Creme in Sweden are found in 
1992 (M. Carlsson, interview November 4, 2004 ). In the present 
investigation, the sub-brands Nivea Sun, Nivea Body, and Nivea Visage now 
carry the brand associations of Nivea. Although the sub-brands partly carry 
the same associations as Nivea Creme, they do not entirely cover the context 
of the brand associations related to the parent brand. However, it is important 
to point out that this study does not include all the sub-brands of Nivea and 
that conclusions that apply to the master brand therefore cannot be drawn.  

The brand associations of Nivea Sun are closely related to the associations 
of Nivea Creme, as Nivea Sun was advertised as a sun protection product in 
the 1930s. Nivea Sun shows that Nivea is a person with family and friends, 
enjoying life in nature at the same time that she is safely protected by Nivea 
Sun products. Nivea Sun is characterised by security, trust, love, care, 
harmony, happiness, and joy. The advertising for Nivea Sun since the 1980s 
differs from that of earlier years in the sense that it does not refer to different 
seasons. The early advertising related to sun protection for Nivea Creme and 
later on Nivea Sun included winter activities as well as summer vacation. In 
the 1930s and 1940s, a high frequency of winter and summer themes could be 
found. Since the 1950s, Nivea Sun only presents summer themes, mainly 
activities on the beach. The presentation of winter themes in Nivea Creme 
advertisements ceased in the 1970s. The variety of activities in the 
advertisements is therefore considerably more limited during recent decades. 
This limited variety is also related to the fact that the number of different 
advertisements has considerably decreased since the 1940s. Since the winter 
theme disappeared, Nivea Sun is only advertised in spring and summer. Since 
Nivea Body was introduced, the sub-brand is regularly advertised in the 
media.  

Introducing a greater number of new products and new formulas leads to 
greater innovative for a sub-brand. Every new product and formula is 
communicated in the media (A. Nolendorfs, interview January 13, 2005). The 
advertising analysis shows that Nivea Body is not as innovative and research-
driven as Nivea Sun and Nivea Visage, which limits the exposure in the 
media. In the present study, Nivea Visage represents the most innovative sub-
brand. Advertisements for Nivea Visage frequently present new products, that 
is to say, brand extensions, and new formulas, so-called line extensions. The 
advertisements for Nivea Visage often explain the scientific advantages of the 
products and the benefits for the skin and for the consumer (see appendix). 
Since Nivea Visage was launched in 1985, it represents the most exposed sub-
brand in the advertising analysis.  

According to the advertising for Nivea Body and Nivea Visage, Nivea 
represents a woman taking care of her body and her face. She is healthy, fit, 
and sporty. She has a natural beauty and seems to be in control of her life. 
Brand associations such as security, trust, and harmony fit in. There are 
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implicit indications that this woman has a relatively prominent position 
professionally, and it is implied that she has family and friends. This 
representation also fits with the image of the brand represented in earlier 
advertising, but the image is never portrayed explicitly, as was the case for 
Nivea Creme. In the case of Nivea Body, the models often exercise indoors, 
and the advertisements do not reveal exactly what kind of sport they are 
practising. In the advertisements for Nivea Visage, only the face of the models 
is seen. The photos are beautiful and make a perfect impression; the products 
embody the excellence and scientific advancement of Nivea Skin Research. 
However, this advertising portrays a rather different image of Nivea than that 
portrayed by advertisements for Nivea Creme. The brand associations for 
Nivea Visage correspond to the associations of Nivea Creme that were 
emphasised in the advertising categorised as “Beauty” in the 1930s and 1940s 

in the advertising analysis. These brand associations represent only a small 
part of the Nivea brand over time. Nivea’s personality seems to have become 
more diffuse and difficult to describe by analysing advertisements from recent 
decades.   

In the 1930s and 1940s, the advertising was varied and presented a 
colourful web of different activities and roles. The advertisements clearly 
illustrate how Nivea led her life and what kind of interests she had. Human 
beings are characterised by complexity and variation, and it seemed to be 
easier to characterise Nivea during the early decades. The general impression 
of the advertising for Nivea in the 1990s and the 2000s is that it is 
conventional, follows strict rules, and fits a certain pattern. All together, we 
could state that Nivea no longer represents a woman stretching the frames of 
reference of ordinary people’s lives. Today, being at a tropical beach or 

exercising in a gym cannot be considered to represent a dream that is 
especially difficult to achieve. For most middle class people, deciding what 
kind of vacation they prefer or what kind of sports they wish to practise is 
rather a question of priority. Rather, phenomena in the advertisements that 
would be difficult to attain today would be the beauty of the models or the 
unreal world of blue colours. Harmonious family life can also represent a 
dream that is difficult to achieve for many people. 

The advertising analysis demonstrates that the actions and roles of Nivea 
are of vital importance for the impression of Nivea’s personality in 

advertising. For example, an activity such as skiing represents health and 
sportiness, which generate inferences to core brand associations of Nivea, 
such as naturalness and simplicity (e.g., Beiersdorf, 1996). The roles, such as 
the role of a mother, may evoke associations to love, care, trust, and 
reliability. Another example is constituted by advertisements illustrating a 
woman with a baby, typically representing love, care, and harmony. What we 
see is not actually traits or brand associations but our interpretations of the 
person’s actions and roles. Similarly, previous research suggests that the 

actions and roles of the brand personality generate trait inferences (Aaker and 



141 

Fournier, 1995; Aaker et al., 2004). The longitudinal study of consumer-brand 
relationships conducted by Aaker et al. (2004, p. 14) claimed to support “a 
dynamic view of personality that extends beyond trait snapshots to consider 
the actions committed by the personality and the various character inferences 
that these spark”. The authors propose that “brand personality is best 
conceptualised in terms of relationship roles rather than ascribed traits” and 

refer to the longitudinal patterns as one reason for their results (Aaker et al., 
2004, p. 14).  

In the present study, actions and roles also represent a way to transfer 
brand associations over time and from parent brand to sub-brand. Nivea’s role 

as a mother is most salient in advertisements for Nivea Creme but is also 
salient in advertisements for Nivea Sun. The advertising analysis clearly 
indicates how the actions and roles of the brand personality reveal the 
attributes of the user and usage imagery, which most of the time arise as a 
result of inferences about the user or usage situation (see Keller, 1993). In the 
1930s and 1940s, Nivea’s role as a housewife referred to using Nivea Creme 

as a hand cream, her role as a professional woman referred to using Nivea 
Creme on the face, and sport activities and pictures illustrated on the beach 
emphasised Nivea as a cream for the entire body and as a protection against 
the sun. As a result of the brand extension strategy, the actions and roles of 
Nivea are related to different product categories and sub-brands, representing 
specific target groups. In this way, the results show the close interrelationship 
between product-related and non-product-related associations. 

How has the brand changed over time in terms of actions and roles? How 
do the changes affect the relation between consumer and brand? Was it easier 
for consumers to identify themselves with Nivea when the actions and roles 
were more clearly illustrated? The message today is different. The skin, 
beauty, elasticity, and physical fitness are the focus (see appendix). Earlier, the 
actions and roles were more of a focus and were clearly illustrated. These 
differences may be a reflection of time - have we changed our ideal image 
from what we do to who we are? 

In the 1930s and the 1940s, obvious actions and roles of Nivea were 
illustrated. The advertising analysis shows that actions and roles generate trait 
inferences. In the 1960s, 1970s and 1980s, these actions and roles became 
more diffuse. In the 1990s and the 2000s, we see a major change, and the 
actions and roles are toned down. As a result, the traits of the brand 
personality become more diffuse. In the 1930s and 1940s, consumers knew a 
great deal about Nivea and could delineate her life. Since Nivea Creme 
declined, we do not know so much about Nivea as a person, her family 
situation, interests, or professional life. From the advertisements for Nivea 
Body and Nivea Visage in the 1990s and the 2000s, we know above all that 
Nivea is beautiful and that she has a fit body. From the advertisements for 
Nivea Sun, consumers receive additional information about Nivea as a person 
who enjoys life and has family and friends. How do these changes affect the 
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brand personality in a long-term perspective? The changes are, to a large 
extent, a consequence of the cannibalisation of the parent brand, Nivea Creme, 
the main carrier of the core brand associations of Nivea. 

6.2 Brand extension as market communication 
Nivea was extended in a very early stage in history. There was a broad range 
of Nivea products already in the 1930s; however, systematic brand extension, 
resulting in a number of sub-brands, occurred as late as the 1980s. There were 
forerunners to almost all the Nivea products, which later were introduced in 
the brand portfolio of Nivea, for example, lipstick was introduced in the 
1930s. There were also face creams, which were forerunners to Nivea Visage. 
In 1933, there was Nivea toothpaste (T. Finke, interview February, 23, 2012). 
Most of the products in the 1930s were later withdrawn from the market. 
Similar products were launched several decades later as a systematic brand 
extension strategy emerged. However, in the meantime, Nivea Creme was 
advertised for different usage situations (see Baker et al., 1986; Keller, 1993) 
long before the actual products were introduced into the market, e.g., as a 
cream for hands, for baby care, and for shaving (see Illustration 9, 40, 37). The 
brand associations of Nivea as a hand cream began to be transferred 50 years 
before the actual hand cream was introduced to the market. In other words, the 
transfer of brand associations from parent product to extended product began 
decades before the brand was extended to the new product category. Hence, 
consumers had a very long time to get used to Nivea as a cream for hands. 

As previously stated, extant research has shown that brand associations are 
transferred from the parent brand to the new product in the process of brand 
extension (e.g., Aaker and Keller, 1990; Aaker, 1991) and that this process is 
enhanced by advertising (e.g., Bambauer-Sachse et al., 2011; Lane, 2000; 
Sheinin, 1998). The idea to let consumers get used to a new product in the 
brand portfolio before the product is introduced to the market might be a 
strategy for companies to seriously take into consideration. Furthermore, the 
historical record of Beiersdorf’s brand extension process as divided into two 

“steps” raises questions about how brand extension actually should be defined. 

Mr. Finke (interview February 23, 2012) states that “Die Frage ist wie man 

Brand Extension definiert. Was wird damit gemeint? Ist es ein breites 
Sortiment, oder systematisch verschiedene Sub-Brands zu entwickeln?” (“The 

question is how you define brand extension. What does it mean? Is it a broad 
range of products or to systematically develop various sub-brands?” )  

Ambler and Styles (1997, p. 13) argue that “(…) bringing new products 

onto the market as extensions should be viewed more as a process of brand 
development than new product development.” The authors point out that the 

branding decision is made before new product is launched. In the case of 
Nivea, this statement applies to the systematic brand extension strategy that 
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emerged mainly in the 1980s. However, it is more difficult to judge in this 
case regarding the broad range of Nivea products in the 1930s. What we can 
see, though, is that brand extension does not occur at a specific point of time 
but is a continuous process and includes market communication as well as 
product introduction.  

6.3 Brand associations 
Brand associations are called “brand values” in the interviews as well as in 

internal documents, such as media briefs, brand briefs, and the brand manual 
(Beiersdorf, 1996). However, from a theoretical point of view, brand values 
are called “brand associations” in this thesis. The master brand (see Farquhar 
et al., 1992) is called the “umbrella brand” at Beiersdorf (N. Krapp, interview 
September 28, 2001), which means the brand name “Nivea” without any 

conjunction, including the entire brand portfolio. In regard to the brand 
extension process, the parent brand (see Aaker and Keller, 1990) from the 
beginning is Nivea Creme, which also constitutes one of the four sub-brands 
in the present study. The parent brand, Nivea Creme, in this case, is the same 
as the parent product (see Park et al., 1991) and refers to the round, blue tin 
box of white cream. 

The brand associations of Nivea are most often used in the form of 
adjectives converted into nouns (e.g., simplicity, reliability, and safety). Some 
of these words are verbs converted into nouns (e.g., understanding, liking) or 
nouns and verbs (e.g., respect, care) that could be put in adjectival form (e.g., 
respectable, caring). One group of brand associations cannot be categorised as 
any of the former ones: easy accessibility, fair price, quality at a reasonable 
price, and skin care for everybody. These brand associations differ from the 
others in the sense that they cannot be used to characterise a person; that is, 
they do not represent “traits” of a brand personality (see Aaker, 1997; 

Plummer, 1985). The brand associations “easy accessibility” and “fair price” 

are listed in the brand manual as “pragmatism values” (Beiersdorf, 1996).  
Some brand associations of Nivea seem to be reduplicative in terms of 

being almost synonymous with one another or at least difficult to distinguish. 
For example, it could sometimes be difficult to see a difference between the 
brand associations of safety and security, trust and reliability, and mildness 
and gentleness. These brand associations are, as we can see in chapter four and 
five, at the core of the Nivea brand. Some associations that are frequently seen 
in the advertisements for Nivea are still not formal brand associations; that is, 
they are neither mentioned by the interviewees or in the media and brand 
briefs or in the brand manual (Beiersdorf, 1996) as brand associations of 
Nivea. These associations are sportiness, freshness, and health. These concepts 
are sometimes used in descriptions of Nivea in the marketing communication 
of the brand, mostly in relation to descriptions of Nivea in a historical 
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perspective (e.g., Beiersdorf, 2001). The listed brand associations that could 
be considered to be closest to these or somehow related to them are 
naturalness and simplicity; however, these associations do not entirely cover 
the meaning of sportiness, freshness, and health. Protection is another 
association that is mentioned in the descriptions of early advertising for Nivea 
(Beiersdorf, 2001). This association is also frequently seen in the advertising 
analysis over time and can partly be substituted by brand associations such as 
safety and security.  

The brand personality of Nivea is a pervading theme through the 
advertisements throughout history, which means that symbolic associations 
(see Keller, 1993; Park et al., 1986; Park et al., 1991) or attributes of user and 
usage imagery (see Keller, 1993) play a fundamental role in the transfer of 
brand associations over time. The results show that symbolic associations play 
the role of “a glue” between product categories, comprising the “fit” or 

similarity that is necessary to transfer brand associations from one product to 
another (see Aaker and Keller, 1990). The advertising analysis shows that 
symbolic associations are transferred from parent product to extended 
products and, in the case of the sub-brands Nivea Sun and Nivea Visage, from 
extension to extension. Brand associations are transferred from Nivea Sun to 
Nivea Visage in terms of innovation, competence, and expertise. Likewise, the 
brand association of femininity, which is specific for the sub-brands Nivea 
Body and Nivea Visage, is transferred from Nivea Body to Nivea Visage in a 
context of individualism; that is, only one person is seen in the pictures. 

Previous research has shown that brand associations are transferred from 
extended product to extended product in the minds of consumers (Dawar and 
Anderson, 1994; Keller and Aaker, 1992). The present study differs in how 
brand associations are transferred in advertising, which is management’s way 

to communicate brand associations to consumers (see Keller, 1991). 
Advertising reveals two aspects of a brand: the product range and the 
contextual information of the products, which reveals information about the 
intended user and the usage situation (see Keller, 1993). The results reveal that 
brand associations are transferred accordingly in the advertising of the brand, 
that is, from extended product to extended product. These results are not 
surprising because advertising has an impact on consumer evaluations of the 
extensions (e.g., Boush, 1993; Bridges et al., 2000; Lane, 2000). Hence, this 
investigation shows the opposite side of how brand associations are 
transferred in multiple brand extension than has been investigated earlier and 
provides an opportunity to analyse the contextual information of brand 
associations (see Raaijmakers and Shiffrin, 1981).  

As Nivea Creme was extended to other product categories, the symbolic 
associations of mildness and care were transferred to the extended products (F. 
Schmiedebach, interview April 17, 2002; N. Krapp, interview September 28, 
2001). These brand associations bind the products together across various 
categories. Thus, the brand associations of mildness and care create the “fit” in 
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terms of similarity in the brand extension process (see, e.g., Aaker and Keller, 
1990). For example, a deodorant of Nivea has to protect against transpiration 
as well as the competitors’ products; however, it must to be more mild and 
caring to the skin in relation to competing products (F. Schmiedebach, 
interview April 17, 2002). The brand managers talk about the brand 
associations of Nivea in a sense that mixes product-related and non-product-
related associations. 

The brand associations of mildness and care in terms of skin friendliness 
are directly product-related (see Keller, 1993). However, mildness is also used 
as a trait of Nivea’s personality in terms of being friendly, helpful, and caring. 
Here, a parallel can be drawn to the word information and the contextual 
information of brand associations in consumer memory (Raaijmakers and 
Shiffrin, 1981). Mildness and care constitute word information that can be 
related to various contexts, representing product-related or non-product-
related associations. For example, an advertisement illustrating a mother with 
her daughters may evoke associations with love and care (see Illustration 17), 
representing non-product-related, or symbolic, associations that are applicable 
to any Nivea product. In this way, the core brand associations of mildness and 
care work as a glue between product categories.  

6.4 Contextual changes of brand associations 
As previously noted, the meaning of a brand changes as a result of brand 
extension (Dacin and Smith, 1994). The present study adds detailed 
information on how and why the brand changes, in particular, how the brand 
associations change as a result of transfer from one product to another. This 
investigation reveals the context of the brand associations (see Raaijmakers 
and Shiffrin, 1981), in this thesis defined as attributes of user and usage 
imagery, providing information about the user and usage situation (see Keller, 
1993).  

The results show that the context of brand associations changes, especially 
in the case of Nivea Creme and Nivea Body, where, for example, love and 
care have disparate meanings depending on the context. In the case of Nivea 
Creme, family life constitutes the context, while advertisements for Nivea 
Body are characterised by individualism. Advertisements for Nivea in a family 
context show traits such as friendliness, caring, and helpfulness (see 
Illustration 17). Theoretically, the advertising analysis shows that the context 
of the brand associations changes as they are transferred to a new product, 
although the word information of the brand associations remains the same. 
The contextual changes are related to symbolic associations of different sub-
brands that are closely related to product-related brand associations. For 
example, as Nivea Creme was extended to Nivea Milk and later Nivea Body, 
the core brand associations for Nivea Creme of love and care were transferred 
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to Nivea Milk. Nivea Creme was an all-round cream for the entire family, 
where family life was a natural context of the brand associations love and 
care. However, Nivea Milk was a body lotion intended for women. As a 
consequence, the advertisements for Nivea Milk comprised pictures of single 
female models. The core brand associations of love and care were now in 
another context, and the love and care was now directed towards the woman’s 

own body (see Illustration 26, 30). As a consequence, family life was now 
replaced by a sense of individualism. The results show that product-related 
and non-product-related associations are closely interrelated.   

As the core brand associations are mainly carried by a parent brand, in this 
case Nivea Creme, and this brand declines, one or a number of other sub-
brands must take over the role as carrier of the core brand associations. Thus, 
not only brand associations in terms of word information such as love or care 
are required but also contextual information about what kind of love and care 
the brand associations represent. Love and care may have disparate 
representations depending on the context. Love and care for one’s own skin 

and body may represent individualism and self-dependence. Love and care for 
a baby could represent deeply emotional feelings in terms of love, tenderness, 
and harmony. Love and care between a parent and an elderly child might 
mean respect, democracy, and humour. 

The brand associations of Nivea are not contradictory over time, but 
certain associations have been more obvious and emphasised over time. For 
instance, the focus on individualism has increased, while the traditional 
emphasis on family life has decreased. Family life has been one of the core 
brand associations of Nivea Creme from the beginning (Beiersdorf, 1991). 
The introduction of Nivea Milk and Lotion/Nivea Body resulted in the 
replacement of the context of family life by individualism, which later was 
transferred to Nivea Visage. As a consequence, brand associations such as 
partner, helper, and friend appear less salient in the advertising of these sub-
brands. Thus, the meaning of the core brand associations of love and care 
gradually changes as the context of the concepts changes from love between 
family members, as in the case of Nivea Creme, to love for one’s own skin 

and body, as in the case of Nivea Body. 
It has been claimed that Nivea Body has replaced Nivea Creme as the 

parent brand as Nivea Creme declined (Beiersdorf, 2004-03-03; Beiersdorf 
2004, Beiersdorf, 2003-10-05; M. Carlsson, interview November 4, 2004). 
The question is whether Nivea Body Milk really take over the role that Nivea 
Creme has played over decades. Even if Nivea Body Milk to a certain degree 
carries the same brand associations as Nivea Creme, the contexts of the brand 
associations differ between the two sub-brands. The advertisements mainly 
differ in the sense that advertising for Nivea Body only represents single 
models in the shape of a woman. This fact excludes the possibility for 
marketers to show brand associations such as care, harmony, and generosity in 
relation to other people. The advertising for Nivea Creme reflects care for 
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children and care between man and woman. Advertisements for Nivea Body 
show a woman’s care for herself and her skin. The brand associations and the 

images of Nivea Creme and Nivea Body Milk in the internal documentation 
differ as well (see Table 2).  

The results illustrate that the brand associations change due to contextual 
changes as a consequence of the transfer to another product. This change, in 
turn, emphasises that product-related and non-product-related associations are 
closely intertwined. For example, Nivea Creme is an all-around cream for the 
entire family for everyday use. Thus, brand associations connected to family 
life are at the core of the product. The target group for the products in the 
range of Nivea Body is women, which excludes men and children in the 
advertisements. The pictures in the advertisements for Nivea Body show one 
single model and can be characterised by individualism.  

To conclude, the word information of a brand association, for example, 
care, can represent several meanings depending on the context, from deeply 
emotional (e.g., the relationship between mother and baby) to a general sense 
of well-being (e.g., care about your body and your skin). Brand associations 
must be described in a context to represent a meaning (Raaijmakers and 
Shiffrin, 1981). It might not matter what kind of words are used in the form of 
the brand associations in the brand manual and in other descriptions of the 
brand as long as the context of the brand associations is not defined. Words 
can evoke a wide spectrum of associations in the minds of consumers, while 
the contextual information directs the thoughts in a specific path.  

Previous research shows that consumer attitudes to and evaluations of the 
extension and the parent brand to a large extent rely upon perceptions of fit 
(Park et al., 1991; Aaker and Keller, 1990). The expression illuminates the 
importance of an extension’s similarity, typicality, or relatedness with the 

parent brand in a physical or conceptual way (e.g., Aaker and Keller, 1990; 
Herr et al., 1996; Nedungadi and Hutchinson, 1985). The expression “transfer 

of brand associations” in extant research focuses on the relation between the 
parent brand and the extension. Brand associations are transferred not only 
from parent brand to extended product but also from extended product to 
other products introduced later on in the brand extension process. Similarly, 
prior research has shown that consumers evaluate a brand extension in relation 
to previous extensions in sequential order (Dawar and Anderson, 1994; Keller 
and Aaker, 1992). 

Furthermore, the present study indicates that not only brand associations 
but also corporate associations are transferred to extended products. Similarly, 
recent research suggests that the consumers’ view of the company, or 
corporate associations, affects the consumers’ evaluations of the extended 
products (Keller and Aaker, 1992; Keller and Aaker, 1998). This knowledge 
leads to the question of whether the expression “transfer of brand 

associations” should be the main issue in regard to the brand extension 
process. Alternative ways to describe the process would be to use the 
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expressions “transfer of associations” or the “transfer of brand associations 

and corporate associations”. The term “transfer” might limit our view on what 
actually happens when an extension that somehow is related to the parent 
brand or that “fits” with the parent brand in the eyes of the consumer is 

launched. Another perspective on the phenomenon would be to describe it as 
the creation of a new product with inspiration from the parent brand, other 
extended products, and the organisation. Then, the focus turns rather towards 
the question of what should be preserved in the new product from the parent 
brand, the prior extensions, and the organisation and what should be changed. 
This question provides a strategic perspective and an integrated approach to 
the issue of brand extension, including the entire brand portfolio and the 
organisation.   

6.5 Cannibalisation 
Current research shows that cannibalisation is unavoidable as a consequence 
of brand extension, as far as the original product and the extended product 
substitute for one another (Sullivan, 1990; Lomax et al., 1996; Buday; 1989; 
Kerin et al., 1978). The results of the present study show that Nivea Creme has 
declined. What happens when the parent brand declines? As previously 
discussed, the results show that the product is the carrier of product-related 
and non-product-related associations that are interrelated. As the parent brand 
declines, the product-related and non-product-related associations of the 
parent brand more or less disappear from the master brand. Nivea Creme is a 
carrier of associations related to family life, representing the target group 
“everybody” in a way that no single extension of Nivea does.  

The empirical study shows how the context of brand associations changes 
as the brand associations are transferred in the brand extension process. 
Cannibalisation means that the context of the brand associations related to a 
product not only changes as a result of brand extension but also disappears 
from the brand portfolio. This process results in a major change in the 
meaning of the brand as long as the extensions do not “cover” the context of 

the original parent brand. In the case of Nivea Creme, the entire family, such 
as mother, father, and children, should be represented as target groups of the 
extensions. Such an investigation is beyond the purpose of this study; 
however, it might be an option for future research.  

Cannibalisation in the context of brand extension means that the brand 
changes much more than if the parent brand would have been preserved. Thus, 
the threat of cannibalisation requires strategies not only to cover losses of 
sales (see Lomax et al., 1996) but also to keep the consistency and continuity 
of the brand. In the case of Nivea, single campaigns for Nivea Creme have 
been used to remind the consumers of the core brand associations (T. Finke, 
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interview February 23, 2012). The Blue Harmony campaign in 2001, for 
example, had the slogan “90 years of love and care” (Beiersdorf, 2011).  

Another way to keep the continuity of the core brand associations of the 
parent product as the product declines is to keep the attributes of user and 
usage imagery (see Keller, 1993) by “dividing” the brand into different 

product categories aimed at different target groups, as in the case of Nivea: 
specifically, Nivea Creme is aimed at the target group “everybody”, Nivea 
Visage is aimed at women, Nivea for Men is intended for men, and Nivea 
Baby is aimed at small children and their parents. Together, the sub-brands 
represent the entire family. However, the difference from the advertising for 
Nivea Creme is that these target groups are not represented in the same 
advertisements, which means that the core brand associations of love and care 
between family members do not exist as long as the sub-brands are not 
advertised in the same advertisements, showing pictures of love and care for 
one another. The single campaigns for Nivea Creme fill this function, and the 
whole family or parts of the family, always more than one person, are shown 
in the pictures in an emotional way. In this sense, these campaigns are not 
primarily intended to increase the sales of Nivea Creme but to strengthen the 
master brand (M. Carlsson, interview November 4, 2004). 

The advertising analysis shows that the brand associations of Nivea change 
as they are transferred to an extension as a result of contextual changes; as a 
consequence, the brand personality also changes. Cannibalisation of the parent 
brand, Nivea Creme, further reinforces the changes of the brand personality. 
Little is known about the effects of cannibalisation of the parent brand on 
consumer evaluations of the extended products. The decline of the parent 
brand should be seriously considered in research and in practice. What does 
this decline mean to the master brand and the brand personality as a whole 
from a long-term perspective? How can continuity and consistency be 
preserved as the parent brand declines? Ideally, companies should have a 
strategy to handle these issues before the brand extension decision is made.  

6.6 The brand as a reflection of the organisation  
The advertising analysis shows that the core brand associations of innovation, 
competence, and expertise are much more emphasised in the advertisements 
for Nivea Sun than in the advertisements for Nivea Creme and are even more 
salient in the advertisements for Nivea Visage than in those for Nivea Sun. 
These results indicate that the brand associations are not transferred in a 
regular meaning from parent brand to extended product or from extension to 
extension. In contrast, the brand associations are reinforced step by step in the 
sequential brand extension process. Nivea Visage is obviously more 
scientifically oriented than Nivea Sun, which was introduced earlier in the 
brand extension process.  
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The importance of innovation in the brand management of Nivea is 
emphasised by the brand managers (F. Schmiedebach, N. Krapp, I. Hollmann-
Peters, interview April 17, 2002). The brand associations of innovation, 
competence, and expertise that characterise Nivea Visage are related to the 
scientific focus of Beiersdorf that has always been the basis of the company or 
“the backbone” of the company (T. Finke, interview February 23, 2012). A 
number of patents formed the main value of the company as Troplowitz 
purchased the firm from Beiersdorf in 1890 (Kaum, 1982). The product lines 
Q10 and Alpha Flavon are protected by several patents and derived from 
innovations in the research centre of Beiersdorf (K-P. Wittern, interview April 
17, 2002; Beiersdorf, 2001).  

Hence, there is an obvious link between the brand associations of 
innovation, competence, and expertise and the strong corporate emphasis on 
science that represents the corporate associations. The study indicates that 
brand associations of extended products are reinforced by corporate 
associations, which means that there is a transfer of associations from the 
organisation to the extended products. It is not clear whether the impact is 
mutual, that is, whether the brand associations affect the organisation. 
However, the results show that brand associations and corporate associations 
are interrelated. Previous research has shown a relationship between corporate 
associations and brand associations. Keller and Aaker (1998, p. 361) show that 
corporate marketing is “beneficial if it reinforces and supports the product 

positioning”. For example, the authors assert that “corporate marketing that 

demonstrates product innovation should help a corporate brand extension that 
is positioned as innovative” (p. 361). 

The quotation “Nivea ist entstanden aus dem Bemühen eines Apothekers” 

(“Nivea derives from the efforts of a pharmacist”) (N. Krapp, interview April 
17, 2002) is characteristic of the integrated perspective that pervades the 
information in the interviews and in the marketing communication of 
Beiersdorf. It has been claimed that Nivea Creme derives from the culture of 
Beiersdorf, which is similar to the Nivea brand (F. Schmiedebach, interview 
April 17, 2002). It has also been asserted that the organisational values are the 
same as the brand associations of Nivea (K-P. Wittern, interview April 17, 
2002). The culture of Beiersdorf is characterised by harmony, care, security, 
and partnership among employees, consumers, and others (F. Schmiedebach, 
interview April 17, 2002). This description can be compared to some of the 
core brand associations of Nivea: care, harmony, security, safety, trust, and 
partnership.  

Nivea is described as “a friend to everybody”, no matter whether the 
person is rich or poor, man or woman, black or white, child or baby (F. 
Schmiedebach, interview April 17, 2002). Thoughts of humanity, democracy, 
and equality provide a pervading theme in the communication of Nivea. This 
characterization is also in accord with the descriptions of the personality of 
Nivea as an ordinary person and with the statements about the organisational 
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culture as reflected in the plain interior decoration. Mr. Krapp (interview 
September 28, 2001) claims that the organisational culture of Beiersdorf is 
reflected in the interior decoration that plays a role as carrier of organisational 
values, reflecting the way things are done in internal and external processes. 
The expression “keine Übertreibung” (“no exaggeration”) regarding the 

characteristics of Nivea (F. Schmiedebach, interview April 17, 2002) 
corresponds to the expression “nicht irgendwie übertrieben” (“not in any way 

exaggerated”) as description of the interior decoration and concepts such as 
“angemessen” (“adequate”) as a description of the organisation (N. Krapp, 
interview September 28, 2001). The quotation “Show und ähnliche Sachen 
sind nicht Stil des Hauses” (“Show and such things are not the style of the 

company”) (N. Krapp, interview September 28, 2001) could be a description 
of Nivea as a person as well. The emotional binding to which the interviewees 
refer regarding the brand Nivea is reflected in the way that they talk about the 
organisation: “It’s a big family” (F. Schmiedebach, interview April 17, 2002) 
and “Wir kennen uns” (“We know each other”) (N. Krapp, interview April 17, 
2002). 

The interviews and the document analysis revealed that three main themes 
emerged in the way that the interviewees described the company and the 
organisation; science, family life, and democracy. The same themes emerge in 
the way that the company presents itself in its market communication. In this 
thesis, the themes are defined as corporate associations (see Keller and Aaker, 
1998; Ind, 1998). The brand associations reflect the corporate associations as 
follows: Science corresponds to innovation, competence, expertise, reliability, 
and safety. Family life reflects associations of love, care, harmony, and trust. 
Democracy refers to partnership, quality at a fair price, and skin care for 
everybody. The brand associations are sometimes interrelated and difficult to 
distinguish; however, the classification facilitates the understanding of the 
relationships between the brand associations and the corporate associations. 

 The historical references of Nivea do not just constitute references. The 
Nivea brand incorporates its history in a sense that the history of the brand 
creates its deeper meaning. Troplowitz is mentioned as not only a historical 
person but also an integrated part of the organisation and the brand of today. 
The brand associations of Nivea are directly linked to the personality and 
management style of Troplowitz, who is mainly referred to in terms of care, 
social responsibility, reliability, and trust, but also open-mindedness and 
innovation: 

Troplowitz’s innovative and open-minded spirit remains the model 
for the group’s corporate culture to this day (Beiersdorf, August 31, 
2001). 

Paul Gerson Unna, the scientist, is mainly associated with competence, 
innovation, and expertise. The two historical front figures seem to cover most 
of the core brand associations of Nivea and the three corporate associations of 
Beiersdorf; science, family life, and democracy. Troplowitz represents 
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associations to family life and democracy, while Unna most often stands for 
the scientific orientation of the company. The employees at Beiersdorf are 
internally called “Die Beiersdorfer”. The expression means that the employees 

constitute a big family (“die Mitarbeiter sind eine groβe Familie”) (“the 

employees are a big family”), a phenomenon that received its heritage from 
Oscar Troplowitz (T. Finke, interview February 23, 2012). Descriptions of the 
company, such as “It’s a big family” (F. Schmiedebach, interview April 17, 
2002), confirm this illustration of the company.  

The study shows that the founders of the company play a crucial role in the 
company’s market communication, explaining the origin of the brand 

associations. It seems that the “traits” of the founders correspond to the 

“traits” of Nivea, that is, the symbolic brand associations of the brand. 

Troplowitz is a caring person, he has a heart for other people, and he is helpful 
(N. Krapp, interview September 28, 2001), which can be compared to the 
descriptions of Nivea as a “helper” and a person who is helpful, “..die auch 

hilft” (“…who also helps”) (F. Schmiedebach, interview April 17, 2002). As 
previously mentioned, Nivea also represents scientific and democratic aspects. 
Furthermore, Nivea is honest, trustworthy, and reliable, traits that apply to 
both Troplowitz and Unna (see Weyers and Ackerman, 2000; Kaum, 1982). 

Beiersdorf’s corporate social responsibility is explained as a heritage from 
Troplowitz (N. Krapp, interview September 28, 2001); however, Troplowitz’ 

impact on the current organisation in the form of social responsibility is above 
all connected to care for the employees. Mr. Krapp (interview September 28, 
2001) calls Troplowitz “der Vater des Hauses” (“the father of the house”) and 

states that many of his actions have benefited the employees over the decades. 
Some of these actions also affect the employees today, such as the 
kindergarten that Troplowitz founded and that still exists. Mr. Krapp mentions 
that “Ich bin (…) immer noch an Troplowtiz dankbar dafür, dass es ein 

Kindergarten gibt” (“I am still grateful to Troplowitz that there is a 
Kindergarten”) (N. Krapp, interview September 28, 2001). It is obvious that 
Troplowitz represents not only a person in the past but someone that still has 
an impact on the organisation.   

To conclude, Troplowitz constitutes an important symbol that is the focus 
of attention, like a guiding star to preserve organisational values, and in that 
way creates continuity and consistency. He is valuable internally as a 
personification of Nivea, and he incorporates the values for which Nivea 
stands. Troplowitz is a role model for the employees, and he serves as a secure 
anchor, unaffected by organisational changes, changes of the product range 
and the brand image, and by changes in the society. Obviously, Troplowitz is 
used to attain consistency in management procedures and values among 
employees all over the world. Recent research has focused on the heritage of 
brands (Urde et al., 2007).   

The study shows that it is impossible to separate the brand from the 
organisation or the organisation from the founders of the company. The 
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concepts are intertwined and difficult to distinguish. Current research suggests 
that corporate associations play a role in consumer evaluations of the extended 
products of a corporate brand (Keller and Aaker, 1998). The present 
investigation shows that brand extension must be regarded from an integrated 
perspective where the organisation is included as part of the process. Four 
concepts describe the interrelations between the organisation, on the one hand, 
and the brand, on the other hand. Founders and corporate associations 
represent the organisation, while brand associations and brand personality 
represent the brand. The founders, corporate associations, brand associations, 
and brand personality constitute an entity, reflecting one another. The 
consumer and the employee, sometimes the same person (Hatch and Schultz, 
1997), compose the main target group of the market communication of the 
brand. The relationships between the concepts are illustrated in Figure 2. 
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Figure 2 The brand as reflection of the organization 
 

 

 

 

 

 

 

 

 

6.7 Conclusions 
6.7.1 Methodological conclusions 
The methodological approach of this investigation is based on a qualitative 
case study of a brand that has been extended into multiple product categories 
over several decades. The focus of the investigation is a real brand and real 
extensions; that is, in comparison to most prior studies in the research area, 
this study is not based on experiments in a laboratory setting (see Grime et al., 
2002). 

The starting point of the methodology is the theoretical point of view that 
brand extension should be regarded from a perspective of marketing 
communication and from a perspective of product introduction (see Ambler 
and Styles, 1997). The present study is focused on a brand extension process 
from the aspect of marketing communication. More specifically, I have 
analysed brand associations of four sub-brands in advertising over a period of 
72 years. The longitudinal approach opens up unique possibilities to analyse a 
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brand extension process in a perspective that reveals change and continuity in 
terms of brand associations over time. The advertising analysis has contributed 
to identify brand associations and the transfer of these associations from one 
product to another visible through text and pictures in a way that is not 
possible using methods such as experiments and surveys.  

The concept of brand association has its theoretical origin in consumer 
research (e.g., Aaker and Keller, 1990; Keller, 1993). Thus, I use an “inside” 

perspective to study how the company wishes to present itself to the 
consumers. This approach has been possible because of the complementary 
data collections in interviews and document analysis that provide information 
about the management of the brand on a strategic level and on an operational 
level.   

However, the brand associations constitute the unit of analysis; a corporate 
brand not only comprises brand associations but also is part of and integrated 
into the organisation (see Balmer 2001b; Balmer and Gray, 2003). I have 
conducted a number of interviews at top management and management level 
to increase the understanding of the brand and the organisation. Internal 
documents in the form of brand briefs and media briefs that are used by the 
advertising agency have been used to provide an image of each sub-brand. The 
briefs comprise detailed information about the positioning of the brands, how 
they are communicated in the media, what kind of brand associations they 
represent, and their strategic intent. The brand manual and other internal 
documents have been used as well. Historical documentation about the 
company and the founders has been used to understand the heritage of the firm 
and the brand. The company’s market communication in the form of books 
published at anniversaries of the company and the brand have been used as 
sources of information, as well as the corporate website. The data collection 
methods have provided complementary information and have illuminated one 
phenomenon, that is, brand extension, from various angles. A rich amount of 
data from various sources has increased the reliability of the results. To 
conclude, the methodology of the present study points out a new path for 
future research in the area of brand extension.   

6.7.2 Theoretical and empirical conclusions 
The advertising analysis shows that brand associations are transferred from 
parent brand to extended product or from extension to extension in two main 
ways: first, through explicit expression of brand associations in text, in a 
similar or in a different context, and second, through the use of symbolic 
devices. Further, brand associations are occasionally transferred by references 
to the parent brand, as in the case of Nivea Milk in 1963. There is a 
continuous transfer of brand associations through the pictures that often 
emphasise similar core brand associations of Nivea. For example, the brand 
associations of love and care in a family context is salient in an advertisement 
for Nivea Creme in Illustration 17 and one for Nivea Sun in Illustration 23.  
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The advertising analysis makes the process of sequential brand extension 
visible to the eye, visually in the form of pictures and verbally in the form of 
text. The longitudinal perspective provides an opportunity to spot changes of 
the brand over time. One interesting finding of the advertising analysis is that 
brand associations were transferred from Nivea Body to Nivea Visage with 
regard to the brand association of femininity, which is specific for these sub-
brands. On a theoretical level, the results show that brand associations are 
transferred not only from parent brand to extended product but also from 
extended product to other products introduced later on in the brand extension 
process. 

Furthermore, the study reveals that brand associations were reinforced in a 
sequential order in the case of Nivea Sun and Nivea Visage. Advertisements 
for Nivea Visage, introduced last in the brand extension process, show the 
highest degree of the brand associations of innovation, competence, and 
expertise in comparison to the other sub-brands in the study. Given that 
Beiersdorf is characterised by a scientific focus and an emphasis on 
innovation, this phenomenon implies that corporate associations have 
reinforced the brand associations of Nivea Visage. Thus, brand associations of 
extended products are reinforced by corporate associations; that is, there is a 
transfer of associations from the organisation to the extended products. 

The advertising analysis shows that the context of brand associations 
changes especially in the case of Nivea Creme and Nivea Body, although the 
word information remains the same (see Raaijmakers and Shiffrin, 1981). The 
sub-brands illustrate that love and care have disparate meanings depending on 
the context. The advertisements for Nivea Creme are characterised by a 
context of family life, where the brand associations of love and care may 
generate trait inferences such as friendliness, caring, and helpfulness (see 
appendix). The advertisements for Nivea Body are characterised by 
individualism, where love and care for one’s own body is the focus (see 
appendix). 

The investigation shows that the context of the brand associations changes 
as they are transferred to a new product, although the word information of the 
brand associations remains the same. The changes in the meaning of the 
brand can, to a large extent, be traced to changes of the contextual information 
shown in the brand advertising. To my knowledge, theories of word 
information and contextual information of brand associations (Raaijmakers 
and Shiffrin, 1981) have not previously been related to brand extension and 
market communication. The advertising analysis has contributed to make the 
context of brand associations, in this thesis defined as user and usage situation 
(see Keller, 1993), visible, which is valuable for understanding how brand 
associations change over time and how they are transferred from one product 
to another and from one sub-brand to another.  

The results show that Nivea is personified not only in the form of a 
metaphor by the brand management but also in the advertising in the shape of 
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“Nivea-pojkar” (“Nivea boys”) and “Nivea-flicka” (“Nivea girl”), for 

example. Furthermore, the Nivea brand comprises a symbolic meaning in a 
deeper sense that can be described in a “mythical” way. The dualism between 

good and evil provides an image of a symbolic brand in a deeper sense. Nivea 
is “Begleiter des Lebens” (“companion of life”), always there to protect adults 

and children from various threats.  
The advertising analysis demonstrates that the actions and roles of the 

brand personality generate trait inferences. For example, Nivea’s role as a 

mother evokes associations of love and care, indicating that Nivea is a caring 
person. Theoretically, these results indicate that actions and roles generate 
“trait” references of the brand personality. This phenomenon has been 
pointed out in prior research (Aaker, Fournier, and Brasel, 2004); however, the 
advertising analysis provides a way to make the attributes of user and usage 
imagery visible in a way that has not been previously presented. The results 
show that the actions and roles of the brand personality can be used in the 
brand extension process to transfer brand associations from one product to 
another.  

Furthermore, the results show that brand extension does not occur at a 
specific point in time but that it is a continuous process that includes market 
communication and product introduction. Brand extension is an integrated 
process, where the whole organisation is involved and constitutes the frame 
for how and where to extend the brand. The firm’s heritage in terms of its 
founders and the persons who played a key role in the early history of the firm 
is emphasised in the company’s market communication. The investigation 

indicates that these persons represent “traits” that are in accord with the brand 
personality and the core brand associations of the master brand, which in turn 
reflect the corporate associations. 

In chapter one, I argued that it is time to focus on the relationship between 
consumer and brand, as has been suggested previously (Czellar, 2003). 
However, the present study suggests that in doing so, not only the brand but 
also the whole firm should be taken into account in brand extension research. 
The results show that the brand extension process is integrated into the 
organisation and that it is not possible to separate it from the firm. 

6.8 Implications 
The results of the present study lead to several implications for all parties 
involved in branding; executives, brand management, shareholders, consulting 
agencies, banks, and financial institutes. The study has shown that brand 
associations can be made visible through marketing communication, in this 
case, in particular advertising. Advertising can be used to increase the 
awareness of how brand associations are transferred in a brand extension 
process. Therefore, market communication can be used as an indicator of how 
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the brand changes as a consequence of brand extension, such as a mirror of the 
brand. To strengthen the relation between consumer and brand, the following 
questions may be useful for companies to consider: 

 How is the brand personified? 
 How are symbolic associations and symbolism used to increase the 

deep meaning of the brand and the ties to the consumers? 
 How does the company use the metaphor of brand personality to gain 

consistency over time? 
 How are actions and roles of the brand personality used to generate 

trait inferences? 
The study shows that brand associations are transferred from one extended 

product to another, as previous investigations have suggested, which makes it 
possible for companies to gradually extend a brand to more distant categories 
by introducing intermediate extensions (Dawar and Anderson, 1994; Keller 
and Aaker, 1992). This strategy should minimise the risks connected with 
brand extension. 

An increased awareness among companies that a new product category in 
the brand portfolio changes the context of brand associations leads to the 
following questions: which brand associations are desirable to preserve in a 
long-term perspective? In which direction should the brand change? 

The case company of the study shows an example of how to use 
advertising to transfer brand associations before the product introduction. 
Usage situations of products introduced on the market decades later were 
exposed in advertisements of Nivea Creme. This finding suggests that 
advertising can be useful even before the brand extension decision is made. 
For example, if a company considers extending a brand into the eyewear 
product category, models in the advertising may wear glasses one or two years 
before the planned launch of the extended products. This strategy provides an 
opportunity for companies to transfer brand associations in the minds of the 
consumers over a long time period. Furthermore, it provides an opportunity to 
conduct research on consumer evaluations before the product introduction and 
decreases the risks of diluting the brand. Therefore, implications of the study 
include the question not only of how but also when companies might 
communicate their brand associations. 

Furthermore, brand extension is not only a matter for the brand managers 
but rather is concern that should be involved in corporate strategy, at least in 
the case of corporate brands. All elements of the organisation that are reflected 
in the brand, such as the company’s heritage in terms of founders and 

corporate associations, should be taken into account.  
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6.9 Limitations and future research  
The view of brand extension presented in this thesis shifts the focus from 
product introduction to market communication. An increased awareness of 
how to use advertising to transfer brand associations in the context of multiple 
brand extension would open up new possibilities for companies to minimise 
the risk of failures in product launches and to avoid the risk of brand dilution.  

The study evaluates four of fourteen sub-brands, which means that the 
entire brand portfolio was not taken into account in the present research. In 
terms of future research, it would be interesting to investigate an entire brand 
portfolio. In addition, it would be fruitful to extend the research design to 
other brands, representing various industries, organisations, and products. 
Furthermore, further research is needed to explore how brand associations are 
transferred in different types of market communication, for example, social 
media. 

Further research is needed on brand extension that takes the firm into 
account, for example, in the form of corporate associations. This research 
could include brands that carry the corporate name as well as other corporate 
brands. Furthermore, it would be valuable to increase the knowledge about 
brand extension from a more holistic view than previous studies, for example, 
by investigating brand extension in relation to organisational values. A 
convergence between the stream of research within the area of corporate 
branding and current brand extension research may be fruitful.  

The results of the present study indicate that cannibalisation reinforces the 
changes of the master brand as a consequence of brand extension. It would be 
valuable to increase knowledge about the effects of cannibalisation on the 
master brand in terms of brand personality and brand associations. To 
diminish the negative effects of brand extension, it is important for companies 
to transfer the core brand associations of a declined parent brand to extended 
products and from extensions to extensions. One interesting topic for future 
research within this area is, for example, to find strategies to transfer the core 
brand associations of a declined parent brand to other products in the brand 
portfolio to keep the continuity and consistency of the brand. 
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APPENDIX 1 

 

 

Picture 37 Nivea Creme, Sweden, 1932 
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Picture 38 Nivea Creme, Sweden, 1937 
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Picture 39 Nivea Creme, Sweden, 1939 
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Picture 40 Nivea Creme, Sweden, 1940 
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Picture 41 Nivea Ultra Creme, Sweden, 1941 
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Picture 42 Nivea Creme, Sweden, 1941 
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Picture 43 Nivea Creme, Sweden, 1941 
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Picture 44 Nivea Creme, Sweden, 1941 
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Picture 45 Nivea Ultra Creme, Sweden, 1968 
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Picture 46 Nivea Ultra Creme, Sweden, 1970 
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Picture 47 Nivea Creme, Sweden, 1972 
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Picture 48 Nivea Creme, Sweden, 1973 
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Picture 49 Nivea Sol/Sun, Sweden, 1970 
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Picture 50 Nivea Sun, Sweden, 2004 
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APPENDIX 2 

Interview guide, Beiersdorf AG, 28.09.2001. 
1. Wie sieht Ihre Organisationsstruktur aus? 
2. Welche sind die Kernkompetenzen Beiersdorfs? 
3. Was bezeichnen Sie als die Kernprodukte des Unternehmens? 
4. Wie haben Ihre Markenstrategien sich bis heute entwickelt? 
5. a) Gibt es ein gemeinsames Konzept für Ihre Markenstrategien? 

b) Wie sieht es aus? 
6. a) Die Grundwerte eines Unternehmens (core values) reflektieren die Werte 

und die Geschichte der Firma und die Werte der Kunden. Was würden Sie 
als die Grundwerte Beiersdorfs definieren? 
b) Wie beeinflussen diese Grundwerte die Einrichtung der Strategie? 
- Produktentwicklung 
- Marktkommunikation 

7. a) Auf Ihrer Homepage ist zu lesen, da ”Troplowitz´s innovative and open-
minded spirit remains the model for the group´s corporate culture to this 

day”. Wie beeinflut der Geist Troplowitz Beiersdorf heute? 
b) Wie wird die Organisationskultur in diese Richtung kontrolliert? 

8. a) Wofür stehen Ihre Marken?  
(Nivea, Labello, Eucerin, Hansaplast u.s.w.) 
b) Stehen die Marken für das Gleiche weltweit? 
c) Welche funktionellen, emotionalen oder symbolischen Werte stellen Ihre 
Marken dar? 

9. Wie wird Juvena neu positioniert, um in das Markenportfolio Beiersdorfs 
einzupassen? 

10. a) Wie erhalten Sie das Gleichgewicht der Marke zwischen Kontinuität, also 
u.a. Wiedererkennungswert, und Innovation, also Weiterentwicklung? 
b) Welche Richtlinien werden in dieser Sache in der Firma aufgestellt? 
- Produktentwicklung 
- Entwicklung der Auswahl 
- Marketing/Werbung 
- Festsetzung der Preise 
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c) Welche innerbetrieblichen Beurteilungen werden gemacht? 
11. Können Sie Beispiele geben, wieviel man ein Produkt verändern kann, und 

gleichzeitig das Vertrauen der Kunden behalten? 
12. a) Neigen einige nationale Märkte mehr als andere dazu, neue Innovationen 

anzunehmen? 
b) Was für ein Muster können Sie hier sehen? 

c) Werden Ihre Strategien nach dieser Neigung angepat? 
13. Wie werden Ihre Strategien sonst nach verschiedenen nationalen Märkten 

angepat? 
- Sortiment 
- Marktkommunikation 
- et c. 
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Interview guide, Beiersdorf AG, Cosmed, International Brand Management, 
17.04.2002. 
Die Identität von Nivea  

1. Der physische Aspekt von Nivea 
a) Was ist Nivea konkret? 
b) Was tut Nivea? 
c) Wie sieht Nivea aus? 

1. Die Persönlichkeit von Nivea 
a) Was für eine Person würde Nivea sein, wenn es menschlich wäre? 
b) Wie kommuniziert Nivea? 
c) Was für ein Charakter ist Nivea? 

2. Die Kultur von Nivea 
a)   Aus welcher Kultur kommen die Niveaprodukte? 
a) Welche grundsätzlichen Prinzipien steuern die Produkte und die 

Kommunikation der Marke? 
b) Welche Werte werden mit der Marke verbunden? 
c) Steht Nivea für eine spezielle nationale Kultur? 
d) Wenn ja, welche? 

3. Die Beziehung von Nivea 
a) Was für eine Beziehung symbolisiert Nivea? 
b) Welche grundsätzliche Idee liegt den Niveaprodukten und ihre Werbung 

zugrunde? 
4. Die Reflexion der Kunden 

a) An welche Verbraucher wendet sich Nivea? 
b) Wie wollen Leute, die Nivea benutzen, gesehen werden? 
c) Mit welchem Vorbild würden Verbraucher von Nivea sich 

identifizieren?  
6. Welche Zielgruppe hat Nivea? 
7. Die Selbstprojektion der Kunden 

a) Welches Bild haben die Verbraucher von sich selbst, die Nivea 
benutzen? 

b) Welche Art von Gedanken und Selbst-Image demonstriert Nivea? 
Die Organisation 
8. Welche sind die Grundwerte der Firma? 
9. a) Wie arbeiten Sie mit anderen Abteilungen zusammen? 

b) Wie arbeiten Sie mit den anderen Divisionen der Firma zusammen? 
c) Wie kommunizieren Sie mit Kollegen in verschiedenen Bereichen der 

Firma? 
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10. a) Arbeiten Sie mit zeitbegrenzten Organisationsstrukturen? 
b) Wie? 
c) Arbeiten Sie mit kleinen Teams? 
d) Wie? 

11. a) Wie macht man am schnellsten Karriere bei BDF? 
b) Welche Arten von Verhalten werden in der Firma geschätzt und belohnt? 
c) Welche Belohnungssysteme gibt es in der Firma? 
d) Sind einige Belohnungssysteme relatiert an Innovationen der Firma? 

Innovation 
12. a) Wie fängt ein neuer Produktentwicklungsprozess an? 

b) Welche Personen beginnen mit dem Prozess? 
13. a) Wie kann eine Organisation Innovationen fördern? 

b) Wie werden Innovationen bei BDF gefördert? 
14. a) Welche Werte in einer Organisation fördern innovatives Benehmen? 

b) Welche Werte bei BDF fördern innovatives Benehmen? 
15. Welche Aspekte im Verhalten einer Leitung können Innovationen fördern? 
16. Wie würden Sie die Innovation Management bei BDF beschreiben? 
17. a) Gibt es Ausbildungsprogramme für Innovation Management bei BDF? 

b) Wenn ja, könnten Sie bitte diese beschreiben? 
18. a) Welche Rolle spielt Jobrotation für Innovationen bei BDF? 

b) Gibt es Jobrotation zwischen Cosmed, Tesa und Medical? 
19. In einer Organisation gibt es meistens einen gewissen Widerstand gegen 

Veränderungen, und dadurch auch gegen Innovationen. Wie gehen Sie damit 
um?  
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Interview guide, Beiersdorf AG, Cosmed, R&D, 17.04.2002. 
1. a) Wieviele arbeiten in der Abteilung R&D? 

b) Welche Arbeitsaufgaben gehört zur Abteilung? 
2. Wie würden Sie die Innovationsstrategien bei BDF beschreiben? 
3. a) Welche Richtlinien gibt es für Innovationen bei BDF? 

b) Welche Richtlinien gibt es für Entwicklung neuer Niveaprodukte? 
4. Wie würden Sie die Innovationsprozesse der Firma beschreiben? 
5. Welche Personen/Rollen sind im Innovationsprozess entscheidend? 
6. a) Wie fängt ein neuer Produktentwicklungsprozess an? 

b) Welche Personen beginnen mit dem Prozess? 
7. a) Wie arbeiten Sie mit anderen Abteilungen zusammen? 

b) Wie arbeiten Sie mit den anderen Divisionen der Firma zusammen? 
c) Wie kommunizieren Sie mit Kollegen in verschiedenen Bereichen der 
Firma? 

8. a) Arbeiten Sie mit zeitbegrenzten Organisationsstrukturen? 
b) Wie? 
c) Arbeiten Sie mit kleinen Teams? 
d) Wie? 

9. Wie würden Sie die Organisationskultur von BDF beschreiben? 
10. Welche sind die Grundwerte der Firma? 
11. a) Wie kann eine Organisation Innovationen fördern? 

b) Wie werden Innovationen bei BDF gefördert? 
12. a) Welche Werte in einer Organisation fördern innovatives Benehmen? 

b) Welche Werte bei BDF fördern innovatives Benehmen? 
13. Welche Aspekte im Verhalten einer Leitung können Innovationen fördern? 
14. Wie würden Sie die Innovation Management bei BDF beschreiben? 
15. a) Wie macht man am schnellsten Karriere bei BDF? 

b) Welche Arten von Verhalten werden in der Firma geschätzt und belohnt? 
c) Welche Belohnungssysteme gibt es in der Firma? 
d) Sind einige Belohnungssysteme relatiert an Innovationen der Firma? 

16. a) Gibt es Ausbildungsprogramme für Innovation Management bei BDF? 
b) Wenn ja, könnten Sie bitte diese beschreiben? 

17. a) Welche Rolle spielt Jobrotation für Innovationen bei BDF? 
b) Gibt es Jobrotation zwischen Cosmed, Tesa und Medical? 

18. In einer Organisation gibt es meistens einen gewissen Widerstand gegen 
Veränderungen, und dadurch auch gegen Innovationen. Wie gehen Sie damit 
um?  
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37. Camilla Fahlgren, 2011. Microorganisms in the atmosphere (mikrobiolo-
gi/microbiology), ISBN: 978-91-86491-63-5. 

38. Goran Orozović, 2011. Resistance to neuraminidase inhibitorsin influenza A 
virus isolated from mallards (biokemi/biochemistry), ISBN: 978-91-86491-66-6. 

39. Peter Hultgren, 2011. Det dubbla statushandikappet och sjukförsäkringens 
moraliska praktiker – en aktstudie om sjukpenningärenden som får negativa beslut 
på Försäkringskassan (sociologi/sociology), ISBN: 978-91-86491-67-3. 

40. Dieter Samyn, 2011. Structure/function relationships of inorganic phosphate 
transporters (biokemi/biochemistry), ISBN: 978-91-86491-68-0. 

41. Wirginia Bogatic, 2011. Exilens dilemma: att stanna eller att återvända. Be-
slut i Sverige av polska kvinnor som överlevde KZ-lägret Ravensbrück och räddades 
till Sverige 1945-1947 (historia/history), ISBN: 978-91-86491-69-7. 

42. Yushu Li, 2011. Essays on Statistical Testing using Wavelet Methodologies 
(statitstik/statistics), ISBN: 978-91-86491-70-3. 

43. Ausra Reinap, 2011. Aerosol deposition to coastal forests: a wind tunnel ap-
proach (miljövetenskap/environmental science), ISBN: 978-91-86491-71-0. 

44. Maria Mikkonen, 2011. Internal Migration, Labour Market Integration, and 
Job Displacement: An Ethnic Perspective (nationalekonomi, economics), ISBN: 
978-91-86491-72-7. 



 

45. Johan Vessby, 2011. Analysis of shear walls for multi-storey timber buildings 
(byggteknik/civil engineering), ISBN: 978-91-86491-73-4. 

46. Anna Augustsson, 2011. Climate change and metal mobility in an environ-
mental risk perspective (miljövetenskap/environmental science), ISBN: 978-91-
86491-74-1. 

47. Mia Berglund, 2011.  Att ta rodret i sitt liv. Lärande utmaningar vid långva-
rig sjukdom (vårdvetenskap/caring science), ISBN: 978-91-86491-76-5. 

48. Eva Pettersson, 2011. Studiesituationen för elever med särskilda matematiska 
förmågor (matematik med didaktisk inriktning/mathematics education), ISBN: 
978-91-86491-77-2. 

49. Veronica Lundgren, 2011. Phytoplankton defense mechanisms against grazing: 
the role of grazing infochemicals (akvatisk ekologi/aquatic ecology), ISBN: 978-
91-86491-78-9. 

50. Eva Gustafsson, 2011. Characterization of particulate matter from atmospheric 
fluidized bed biomass gasifiers (bioenergiteknik/bioenergy technology), ISBN: 
978-91-86491-80-2. 

51. Ulla Gadler, 2011. En skola för alla – gäller det alla? Statliga styrdokuments 
betydelse i skolans verksamhet (pedagogik/education), ISBN: 978-91-86491-81-
9. 

52. Mikael Hilmersson, 2011. Establishment of Insidership Positions in Institu-
tionally Distant Business Networks. -The entry of medium sized multinational ex-
porters in emerging markets (företagseknomi/business administration), ISBN: 
978-91-86491-82-6. 

53. Joakim Stoltz, 2011. L’alternance codique dans l’enseignement du FLE. Étude 
quantitative et qualitative de la production orale d’interlocuteurs suédophones en 
classe de lycée (franska/french), ISBN: 978-91-86491-83-3.  

54. Fredrik Håkansson, 2011. Standing up to a Multinational Giant. The Saint-
Gobain World Council and the American Window Glass Workers' Strike in the 
American Saint Gobain Corporation in 1969 (historia/history), ISBN: 978-91-
86491-87-1. 

55. Henning Henschel, 2011. Towards Macromolecular Systems for Catalysis (or-
ganisk kemi/organic chemistry), ISBN: 978-91-86491-88-8. 

56. Fabio Kaczala, 2011. Wastewater and Stormwater from the wood-floor indus-
try:Towards an integrated water management (miljövetenskap/environmental sci-
ence), ISBN: 978-91-86491-93-2. 

57. Carina Elmqvist, 2011. Akut omhändertagande – i mötet mellan patienter, 
närstående och olika professioner på skadeplats och på akutmottagning (vårdveten-
skap/caring science), ISBN: 978-91-86491-95-6. 



 

58. Karoline Johansson, 2011. Properties of wave-front sets and non-tangential 
convergence (matematik/mathematics), ISBN: 978-91-86491-96-3. 

59. Stina K. Carlsson, 2011. Effects of adenosine and acetylcholine on the  
lacrimal gland (biomedicinsk vetenskap/biomedical sciences), ISBN: 978-91-
86491-97-0. 

60. Peter Nyman, 2011. On relations between classical and quantum theories of infor-
mation and probability (matematik/mathematics), ISBN: 978-91-86491-98-7. 

61. Olof Engstedt, 2011. Anadromous Pike in the Baltic Sea (akvatisk ekolo-
gi/aquatic ecology), ISBN: 978-91-86491-99-4. 

62. Lise-Lotte Ozolins, 2011. Beröringens fenomenologi i vårdsammanhang 
(vårdvetenskap/caring science), ISBN: 978-91-86983-00-0. 

63. Naghi Momeni, 2011. Blood based biomarkers for detection of autistic spectrum 
disorders (biomedicinsk vetenskap/biomedical sciences), ISBN: 978-91-86983-
01-7. 

64. Emina Hadziabdic, 2011. The use of interpreter in healthcare. Perspectives of 
individuals, healthcare staff and families (vårdvetenskap/caring science), ISBN: 
978-91-86983-04-8. 

65. Lina Lindell, 2011. Environmental Effects of Agricultural Expansion in the 
Upper Amazon. A Study of river Basin Geochemistry and Hydrochemistry, and 
Farmers´Perceptions (miljövetenskap/environmental science) ISBN: 978-91-
86983-05-5. 

66. Helmer Belbo, 2011. Efficiency of accumulating felling heads and harvesting 
heads in mechanized thinning of small diameter trees (skogs- och träteknik/forestry 
and wood technology) ISBN: 978-91-86983-08-6 

67. Linda Olofsson, 2011. Studies of terpene metabolism in trichomes of Artemisia 
annua L. (biokemi/biochemistry) ISBN: 978-91-86983-12-3. 

68. Ann-Sofie Bergman, 2011. Lämpliga eller olämpliga hem? Fosterbarnsvård 
och fosterhemskontroll under 1900-talet (socialt arbete/social work) ISBN: 978-
91-86983-11-6. 

69. Lisbeth Sandvall, 2011. Överskuldsättningens ansikten. En studie av vägar in 
i och ut ur ekonomiska svårigheter (socialt arbete/social work) ISBN: 978-91-
86983-13-0. 

70. Niclas Eberhagen, 2011. Understanding the Designing of Knowledge Work 
Support Tools as a Situated Practice (datavetenskap/computer science) ISBN: 
978-91-86983-15-4. 

71. Charlotte Hommerberg, 2011. Persuasiveness in the discourse of wine. The 
rhetoric of Robert Parker (engelska/English) ISBN: 978-91-86983-18-5. 



 

72. Anette Almgren White, 2011. Intermedial narration i den fotolyriska bilder-
boken.  Jean Claude Arnault, Katarina Frostenson och Rut Hillarp (litteraturveten-
skap/comparative literature) ISBN: 978.91-86983-20-8. 

73. Mairon Johansson, 2011. I dialogens namn – idén om en överenskommelse 
mellan regeringen och ideella organisationer (socialt arbete/social work) ISBN: 
978-91-86983-21-5. 

74. Zara Bersbo, 2011. ”Rätt för kvinnan att blifva människa – fullt och helt.”  
Svenska kvinnors ekonomiska medborgarskap 1921-1971 (historia/history) ISBN: 
978-91-86983-23-9. 

75. Anders Bremer, 2012. Vid existensens gräns – Etiskt vårdande och profession-
ellt ansvar vid hjärtstopp utanför sjukhus (vårdvetenskap/caring scinece) ISBN: 
978-91-86983-25-3. 

76. Viacheslav Mutavchi, 2012. Solid waste management based on cost-benefit 
analysis using the WAMED model (miljövetenskap/environmental science), 
ISBN: 978-91-86983-30-7. 

77. Stina Israelsson, 2012. Tissue tropism and oncolytic potential of enteroviruses 
(biomedicinsk vetenskap/biomedical sciences), ISBN: 978-91-86983-32-1. 

78. Susanne Sandberg, 2012. Internationalization processes of small and medium-
sized enterprises: Entering and taking off from emerging markets (företags-
ekonomi/business administration), ISBN: 978-91-86983-35-2. 

79. Karina Adbo, 2012.  Relationships between models used for teaching chemistry 
and those expressed by students (naturvetenskap med utbildningsvetenskaplig in-
riktning/science education), ISBN: 978-91-86983-36-9. 

80. Kirsten Husung, 2012. Écriture comme seul pays. Construction et subversion 
des discours identitaires : hybridité et genre chez Assia Djebar et Nina Bouraoui 
(franska/french), ISBN: 978-91-86983-41-3. 

81. Anna Thurang, 2012. Vardagslivet och vårdandet för kvinnor och män med al-
koholberoende. En studie om alkoholberoende kvinnor och mäns levda erfarenhet av 
att leva med och vårdas för alkoholberoende (vårdvetenskap/caring science) ISBN: 
978-91-86983-43-7. 

82. Cecilia Jonsson, 2012. Volontärerna: Internationellt hjälparbete från missions-
organisationer till volontärresebyråer (socialt arbete/social work) ISBN: 978-91-
86983-44-4. 

83. Per Nilsson, 2012. Interactions between platelets and complement with impli-
cations for the regulation at surfaces (biomedicinsk vetenskap/biomedical science) 
ISBN: 978-91-86983-46-8. 

84. Lina Hellström, 2012. Clinical pharmacy services within a multiprofessional 
healthcare team (vårdvetenskap/caring science) ISBN: 978-91-86983-47-5. 



 

85. Magdalena Sterley, 2012. Characterisation of green-glued wood adhesive bonds 
(byggteknik/civil engineering) ISBN: 978-91-86983-57-4. 

86. Nina Jonsson, 2012. Development of novel methods for studying picornaviruses 
(biomedicinsk vetenskap/biomedical science) ISBN: 978-91-86983-59-8. 

87. Therese Sjödén, 2012. Sensitivity Analysis and Material Parameter Estima-
tion using Electromagnetic Modelling (fysik/physics) ISBN: 978-91-86983-60-4. 

88. Neus Latorre-Margalef, 2012. Ecology and Epidemiology of Influenza A virus 
in Mallards Anas platyrhynchos (zoonotisk ekologi/ zoonitic ecology) ISBN: 978-
91-86983-61-1. 

89. Stefan Karlsson, 2012. Modification of Float Glass Surfaces by Ion Exchange 
(glasteknologi/glass technology) ISBN: 978-91-86983-62-8. 

90. Kaisa Lund, 2012. Transfer of brand associations over time: The brand exten-
sion of Nivea (företagsekonomi/business administration) ISBN: 978-91-86983-
63-5. 
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