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The study investigates the research problem with the help of three research questions,
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1 INTRODUCTION

Brand and branding are not considered to be new concepts, they have been
around for hundreds of years. A brand is a way for companies to differentiate
themselves and their products from their competition. It is one of the most valu-
able assets an organization can have. (Keller et al. 2011.) According to Keller et al.
(2011) a brand has various meanings: it can be considered as a symbol of quality
to customers, a competitive advantage, way to legally protect unique features of
a product or products and much more.

Companies have realized that there is significant value in having a strong
corporate brand. In business-to-business (B2B) branding is about creating a pos-
itive image and reputation for the company as a whole. It is believed that having
a strong and well-known corporate brand can result in an increased number of
sales and more profitable relationships. A well-known brand can also be consid-
ered as a large competitive advantage. B2B brands are much more complex than
brands in consumer markets because of the number of people involved from the
company side and from all the targeted market segments. The level of complexity
requires involvement from the marketing and communications teams, and they
play a vital part in successful B2B branding. (Keller et al. 2011.)

According to Kapferer (1992), companies typically focus on the corporate
brand instead of product brands. Corporate brands are seen to have strategic im-
portance while product brands are considered to serve short-term goals with vis-
ually appealing advertisement campaigns, for example. However, companies do
not have to pick either or, corporate or product brands because they have differ-
ent purposes. It is up to a company to choose whether a product brand is worth
investing in because similar to a corporate brand, it requires time, money and
consistent efforts both internally and externally. (Hatch & Schultz, 2003.)

For a brand and branding to be successful, internal communication is key.
It is crucial for all stakeholders within the company to believe in the brand’s val-
ues and see the brand in a similar light. The alignment between stakeholders will
make it more likely that the brand is communicated and portrayed to customers
in the correct light. (Leek & Christodoulides, 2011.) The role of internal processes,
including internal communications, in brand alignment is the target of research
in this master’s thesis.

1.1  Research gap

Both corporate and product brands are competing within today's global markets
(Yu Xie & Boggs, 2006). Given the intense rivalry in the marketplace, establishing
robust brand value, both internally and externally, is vital for any company to
maintain a lasting competitive edge (Kabiraj and Shanmugan, 2011). The
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understanding that a brand is much more than the name and logo is still not fully
understood in B2B industries. Leek and Christodoulides (2011) have researched
the challenges of B2B branding. Although their research is very comprehensive,
they have identified various questions for future research under six themes: B2B
brand concept, decision making process, brand architecture, internal brand com-
munication, brand relationships and brand equity (Leek & Christodoulides,
2011). To connect their research with the topic of this thesis, the further research
directions specifically for internal brand communication are highlighted below.

Theme Further research directions

Internal brand communication o Arebuyers perceiving the brand as
companies want them to? How rel-
evant are concepts such as brand
image and brand personality in
communicating B2B brand bene-
fits?

o  What internal company processes
are required to generate consistent
brand perceptions amongst em-
ployees?

o What processes will enable em-
ployees to convey a consistent
brand image to industrial buyers?

Table 1. B2B branding: future research directions for internal brand communica-

tion (Leek & Christodoulides, 2011).

In addition to Leek and Christodoulides (2011), a special issue of the Journal of
Brand Management (2018), authored by Piehler et al., discusses the importance
of internal brand management and existing research on the topic. Piehler et al.
(2018) introduce five all-encompassing domains for future research. Firstly, they
identify the need to investigate the importance of Internal Brand Management
(IBM) in relation to a company’s success. They identify that future research
should look into customer satisfaction, brand commitment, brand awareness and
also investigate how valuable the brand is to the company. Secondly, Piehler et
al. (2018) identify the need to ensure that the findings around IBM relate to a
wider range of situations and can be useful to various companies, industries, and
countries. The third focus area is to enhance the understanding of the IBM frame-
work by looking into how it impacts employees. Recent studies on employee-
related IBM outcomes, have highlighted the importance of emotional commit-
ment. More knowledge needs to be gained about the results tied to employees,
the tools managers can use to influence these outcomes and the factors that can
influence the connections between said outcomes as well as between the mana-
gerial tools and the outcomes. The fourth direction for future research is to ex-
pand the scope of IBM by taking into account brand portfolios, not only focus on
the corporate brand. (Piehler et al. 2018.) This future research direction was also
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highlighted by Baumgarth and Schmidt (2010) who focused their research on cor-
porate brand only and identified the need to look into the differences between
internal brand value of corporate and product brands. Lastly, the fifth future re-
search area involves improving research techniques by integrating a variety of
data sources and embracing different study approaches. Many existing IBM stud-
ies rely on self-reports from employees as the primary data source. As a result,
there is a growing demand to incorporate alternative sources of data, such as as-
sessments from management, supervisors, colleagues, or customers, along with
objective measures and data. (Piehler et al. 2018.)

This master’s thesis will aim to contribute to the identified research gaps
by investigating the topics through a case study. The contributions will shed light
on some of the questions outlined in table 1, including internal company pro-
cesses that are required to generate consistent brand perceptions amongst em-
ployees, and investigate potential processes that can enable the employees to con-
vey a consistent brand image to the buyers. This study will not investigate IBM
as a whole concept but dive deep into a specific branch under IBM: brand align-
ment.

Therefore, in addition to the above, this thesis will contribute to four of the
five future study directions outlined by Piehler et al. (2018), in a marginal manner:
the first, second, fourth and fifth. The thesis will contribute to the first research
area by investigating the value of the FilX brand to the case company, throughout
the organization as well as look at the importance of brand alignment in relation
to a company’s success. This can be deduced from the amount of brand alignment
between brand image and brand identity. The second area is about having re-
search from a wider range of situations, industries, countries and companies.
This thesis will add a new industry and company to already existing research.
Fourth research direction is about focusing on product brands, instead of purely
looking at the corporate brand. This was not only highlighted by Piehler et al.
(2018) but also by Baumgarth and Schmidt (2010). The fifth and final research
area is about having a variety of data sources and asks for assessment from man-
agers. The interviewees in this thesis will cover a wide range of roles and will
include assessments on the current situation of brand alignment between brand
image and brand identity from management as well as the specialist level.

In addition to the theoretical contributions outlined above, this is a timely
topic for the case company’s filtration segment as the FilX product family brand
is still very well known in the industry by end-customers, and there are issues
with competitors trying to utilize the brand name to their advantage. Therefore,
a good level of internal brand alignment would help with market recognition and
sales as well.



1.2  Research questions and objectives

All research projects begin with an idea which eventually develops into a precise
research problem. After the problem is identified, the researcher should create
questions which can be transformed into the research objectives. (Hair Jr. et al.,
2015.) The research problem of this study is to better understand what the role of
internal processes is in the level of brand alignment between brand identity and
brand image in a B2B setting. This will be investigated through a case: FilX prod-
uct family brand. The product family is owned by the case company, and due to
several acquisitions and mergers over the past years the FilX brand knowledge
has diluted within the organization, and it appears that it is not as well appreci-
ated and understood as what the business owners, who are also the brand owners,
would require. As an added challenge, the case company’s current single brand
strategy prohibits the use of the old FilX logo, making it slightly more challenging
to spread awareness of the case company’s ownership of the brand, heritage, and
know-how.

This study investigates the research problem with the following research ques-
tions (RQ):

RQ1: How aligned is brand image and brand identity?

The goal of this question is to understand the level of alignment between brand
image and brand identity, at this moment for the case company’s FilX product
family brand.

RQ2: How have the recent changes been perceived and what kind of
implications have they had to your understanding of the product
family brand?

This will shed light on why there is either alignment or a gap between brand
image and brand identity. This will also give a good basis for managerial impli-
cations for future internal brand communication plans in company transfor-
mations and acquisition situations.

RQ3: What internal processes are required to generate consistent
brand perceptions amongst employees?

This question was taken directly from Leek and Christodoulides (2011) future
research directions and aims to understand the needed internal processes for en-
suring that brand image and brand identity are aligned throughout the organi-
zation. This will shed light on how the case company should plan their internal
processes going forward and additionally give valuable insights to other compa-
nies utilizing a legacy brand as a product family brand.
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This research will purely focus on the Filtration segment: covering the FilX
product family offering, including the capital equipment as well as the aftermar-
ket offering, including spare and wear parts and lifecycle services. Other Busi-
ness Lines within the case company also have products which fall under the FilX
product family brand, but this thesis will purely focus on the filtration solutions.

In order to gather more focused and accurate data, it was decided that
instead of conducting a worldwide study, this research would concentrate on
two selected Market Areas (MA) which are currently key focus areas for the fil-
tration segment. The chosen MAs are North and Central America (NCA) and
South America (SAM).

1.3  Case company

The case company is a global solutions and services provider for aggregates, min-
erals processing and metals refining industries. The company aims to improve
its customers’ sustainability by focusing on energy and raw material efficiency,
water management and safety. (Case company, 2023.) In 2020 the case company’s
Minerals Business and another Finnish company merged, resulting in a name
change (The case company, 2020). In early 2023, the case company announced
another name change, which was reasoned by allowing the company to focus on
further developing one, strong unified brand. (Case company, 2023.)

The case company is divided into five Business Areas which cater to the
different customer segments of the company. Each Business Area is then further
split into Business Lines which then are divided into Product Groups. In addition
to being split into Business Areas, the case company is split into Market Areas
who are responsible for sales and local activities such as marketing. The case
company has eight Market Areas: Africa, Asia Pacific, China, Central East Asia,
Europe, Middle East, and India, North and Central America as well as South
America. (Case company, 2023.)

Business Area Market Areas
e Profit and loss end-to-end. e Leadership of local Market
e Leadership of global business Area organization.
organization. e Implementation of business
e Strategy, targets, organization strategies.
and resourcing. e Customer access, relationships
e Development and manage- and satisfaction.
ment of offering including e Operative management of sales
quality and digital. and account management.
e Go-to-market strategy and e Operative management of field
model. service and HSE.
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Pricing strategy, targets and
guidelines.

Manufacturing, supply chain
and project delivery including
HSE (Health, Safety, Environ-
ment).

Price realization (within Busi-
ness Area guidelines).

Local operational efficiency
(quality + cost).

Business process compliance.
Functional compliance.

e Business policies and pro-
cesses.

e Functional compliance.

Table 2. Case company’s organizational responsibilities (Case company, 2023).

Filtration Business Line (from here on “Filtration BL”) is one of the seven busi-
ness lines within the Business Area that is being research in this thesis. As the
name suggests, Filtration BL focuses on the filtration portion of the process in
mining, metals and industrial applications. Filtration is a crucial step in minerals
processing, metals refining and industrial applications such as pulp, paper, food,
and pharmaceuticals. It is the separation of solids from liquids where the separa-
tion happens by an outside force such as pressure or vacuum. The end product
of filtration can either be a solid, filtrate or both. (Case company, 2023.)

The case company’s filtration portfolio is the most versatile offering on
the market with more than 10 different filter types. In addition to filtration solu-
tions, the case company also has comprehensive testing capabilities with several
testing locations worldwide. Out of the several different filters, the case company
has in its portfolio, five belong to the FilX product family. In addition to equip-
ment, the case company also has a wide range of aftermarket solutions including
lifecycle services, wear and spare parts, upgrades, and inspections. The aftermar-
ket offering for filters specifically belongs to another BA, under the Filtration
Product Group (from here on “Filtration PG”). The Filtration PG has an offering
which is specifically relevant to the FilX product family. The Filtration services
team is there to support the FilX customers throughout the entire lifecycle of the
filter. (Case company, 2023.)

1.3.1 FilX product family brand

The FilX brand was established nearly 50 years ago in 1970s. From the beginning,
the brand was not only known for exceptional filtration equipment, OEM (Orig-
inal Equipment Manufacturer) spare parts and services but for having good re-
lationships, both from a customer and personal angle. (Salovaara, 2007.) Over the
years, FilX became a major player in the filtration business and in 2009 it was
acquired by another Finnish company. FilX’s portfolio, expertise and know-how
turther strengthened former Finnish company’s position as the leading provider
of filtration solutions and services to the mining, metals and other industrial in-
dustries. (Case company, 2023.) Since the acquisition, FilX's growth journey has
continued, and the brand has continued to set industry standards in mining,
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metals, and industrial applications. Currently, FilX is a product family brand un-
der the corporate case company brand, which consists of filters and aftermarket
solutions. (The case company, 2023.)

1.4  Structure of the thesis

This thesis consists of five main chapters: introduction, theoretical framework,
research methodology, research finding and discussion as well as conclusions.
Additionally, this thesis includes a list of references and the interview framework
in the appendices section.

The introduction chapter begins with identifying the research gap and tak-
ing a look at the research questions and objectives. These are followed by some
background information to the study with an introduction to the case company,
the business environment, and the FilX brand which is the case that is utilized for
this research. Finally, the chapter concludes with delimitations of the study and
the overview of the structure of the thesis.

The second chapter focuses on theoretical framework, including coverage
of the B2B brand as well as concepts such as brand identity and brand image.
Followed by internal brand management and brand alignment, finally walking
through the AC4D Test Framework which will be used to analyse the current
state of brand alignment within the case company. Next, the third chapter is ded-
icated to research methodology, followed by a chapter on research findings and
discussion. The fifth chapter concludes the thesis by focusing on the theoretical
contributions, outlining managerial implications, as well as listing some limita-
tions of the study along with directions for future research.

In this thesis the researcher used Al-based tools, more specifically
ChatGPT 3.5, in the theoretical framework portion to determine whether an arti-
cle is relevant to the thesis and worth reading. The researcher would insert the
introduction of an article into the Al tool and ask it to summarize the article in an
easy-to-understand format. Then the researcher made the call whether the article
seemed relevant for contributing to the thesis’ theoretical framework chapter,
and if the topic seemed relevant, the researcher would read the full article. This
utilization of Al allowed for the researcher to skip reading the full articles which
seemed to be of an irrelevant topic based on introduction.
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2 THEORETICAL FRAMEWORK

Branding started more than a century ago when farmers identified their cattle by
using branding irons. This enabled the ranchers to know which animals were
theirs when they moved around. After this, in the 19t century when packaged
goods became available, suppliers put their mark on the product to distinguish
where it is from. Therefore, it can be stated that brand, simply put, is the non-
generic name for a product that helps the user identify the supplier of the product.
(Forbes, 2011.) Branding is about adding extra value to products by giving them
a name and making them special. Branding started off with being only for eve-
ryday items, but that is not the case anymore. It works for all sorts of products,
solutions and services. The key is that while the idea of branding stays the same,
how we use it might change depending on what is being sold. In the business-to-
business context, branding is a more recent concept than many would believe,
and research has shown that branding is important. Both in B2C and B2B markets,
brands need to build trust and connect with people in both logical and emotional
ways. (Leek & Christodoulides, 2011.)

This chapter will first introduce B2B brand, brand identity as well as brand
image. After that there will be a theoretical review for internal brand manage-
ment, brand alignment, completed with ACID Test Framework.

21 B2B branding

In the past it was thought that branding is not as important for B2B as it is for
B2C. However, for many years now, it has not anymore been enough for B2B
companies to only offer great products, but the importance of brand has risen
rapidly over the years. The B2B environment has become increasingly competi-
tive and one of the only ways for a company to differentiate themselves is to cre-
ate a strong, distinctive brand. (Kotler et al. 2006.) B2B companies have stopped
selling products and services, they now sell solutions which is considered to in-
clude the companies’ various products and services (Everi, 2011.). According to
Everi (2011) this makes the offering in the B2B markets complex. Creating a
strong brand can be one way of simplifying the offering for customers. Compa-
nies are discovering that traditional marketing tools are not enough to communi-
cate the essence of their brand anymore, so they are constantly looking for new
approaches. A brand cannot be made, a brand is something that is created and
moulded over time. A company can guide, nurture, and shape a brand, create a
name but not make it. It is crucial to understand that everything a company does,
says and shows is a reflection to its brand, and will influence how the brand is
perceived on the market. (Everi, 2011.)
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Figure 1. All interactions effect the perception of a brand (Modified from Everi,
2011).

Product Other
description customers

Figure 1 visualizes the variables of brand perception to a customer, and although
there are multiple branches, the perception of a brand is not only limited to these
factors. Building a successful brand is a long process and everyone in the com-
pany needs to be committed to it. A brand is built and represented by all com-
pany employees, suppliers, agents, and partners, not only by the team that is re-
sponsible for brand. (Everi, 2011.) Everything a company does on a daily basis
when communicating with customers, employees, investors and other stakehold-
ers can and does have an effect on the company’s brands, corporate and product
(Pranjal & Sarkar, 2020).

2.1.1 Brand identity

There are numerous views on brand identity in the existing branding literature
(Csaba & Bengtsson, 2006). Many researchers have tried to compare these differ-
ent views to create a comprehensive understanding of brand identity. However,
it is challenging because the definitions and frameworks related to brand identity
often do not correspond with each other. This lack of agreement could be because
the concept of brand identity has evolved and developed differently over time.
(Holt, 2002.)

Brand identity can be considered a company’s unique fingerprint (Lee et
al. 2014) and the way a company perceives its brand (Burmann et al. 2009). This
viewpoint is often referred to as an "inside-out perspective" and it is what sets a
company apart and shows the world who they are (Burmann et al. 2009).
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Companies use branding to communicate their identity and the value they offer
to customers and others (Lee et al. 2014).

Brand identity is made up of brand vision, brand positioning and person-
ality. Brand vision represents the core purpose of a brand and is based on a set of
values and culture that provide direction and guidance. Brand positioning aims
to highlight the unique characteristics and attributes that make the brand special.
It conveys the benefits that the brand offers to consumers. Lastly, personality,
which stands for the emotional characteristics of the brand, influenced by its po-
sitioning and the values as well as culture of top management. Vision and culture
also influence the relationships between employees, customers, and other stake-
holders. The company is the one to communicate the brand promise, while the
employees are the ones to demonstrate the brand behaviour. (Lee et al. 2014.)

To create a strong and genuine brand identity in today's B2B world, com-
panies need to engage with the people who care about their brand. A successful
brand is one that holds meaning and relevance for its audience, so building a
brand should be a collaborative process. A robust and relatable brand identity
needs ongoing interaction and feedback from the people that the brand targets.
This means that managers should embrace a new approach to brand manage-
ment. Instead of rigidly sticking to the original brand identity, they should be
open to allowing it to evolve over time while preserving its fundamental values.
(Iglesias et al., 2019.)

As stated earlier, brand image can be defined in multiple ways (Csaba &
Bengtsson, 2006). In 2011, Silveira et al. identified that there is still the question
of what exactly brand identity is, is it purely what managers intend it to be, or is
it a mix of both, including how consumers perceive the brand. They conclude
that there is no straightforward answer and that the lines between brand identity
and brand image can be blurry (Silveira et al., 2011). To clarify, in this thesis,
brand identity is looked at as the inside-out view. Meaning, it is what the com-
pany wants its brand to be, the company’s definition and vision for their brand.
Brand image is defined in the following section.

2.1.2 Brand image

There have been various definitions of brand image throughout the years, start-
ing already in the 1950s (Lee et al., 2014). Lee et al. (2014) breaks down the evo-
lution of the definitions by three time periods: 1950s to 1970s, 1980s, and lastly,
1990s to the present. During the 1950s to 1970s brand image was seen as the com-
bination of what customers thought and felt about a brand, along with the phys-
ical attributes of the product. People did not distinguish between "product im-
age" and "brand image" at this time. The two terms were used interchangeably,
although a brand is an idea in your mind, while a product is physical item. In the
1980s, the concept of brand being a symbol became popular. Brand image was
defined in terms of symbolic meanings and associations in people's minds. This
period focused on the symbolic meaning of products, and the separation between
product image and brand image started to become more apparent. The last shift
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in thinking has happened rather recently, from the 1990s to the present day. The
idea of brand image being separate from product image started in 1990s, and this
thinking included services as well. It developed into brand image being seen
from the perspective of the sender, and it was separate from the product image.
(Lee et al. 2014.)

The concept of brand image has evolved over time, from a combination of
cognitive and affective perceptions with physical attributes to a symbolic repre-
sentation of a brand's meaning and associations in people's minds (Lee et al. 2014).
Today, brand image can be defined as the mental picture a person has of a brand.
It is moulded by the associations people have with the brand, as well as their
thoughts and feelings towards the brand. (Jenama et al. 2017.)

Brand image plays a crucial role in decision making (Wijaya, 2013). Gard-
ner and Levy (in Nandan, 2005) believe that a brand’s personality can weigh
more in decision making than the product features. Therefore, it can be con-
cluded that brand image is an essential concept for companies who wish to build
a successful product brand.

As earlier stated, the distinction between brand identity, brand image, and
brand positioning can be hard to clarify (Silveira et al. 2011). Therefore, to reiter-
ate, in this thesis brand image refers to the way Market Area representatives per-
ceive the brand identity.

2.2  Internal brand management

Originally, branding was seen as something that companies control and com-
municate to customers, a one-way street where companies tell customers what
their brand means, and customers are expected to accept it. However, more re-
cently, there's a different way of looking at branding. This perspective sees
branding as a social process. It's not just about what companies say, it's about
how everyone involved with the brand, for example employees, customers, and
other stakeholders, interact. In other words, it is a group effort where everyone
has a say in what the brand stands for and what the brand values are and will be.
(Zhang et al. 2014.)

Employees play a big role in spreading the company's brand message to
customers. Building relationships and working together with stakeholders are
seen as essentials in creating a brand that people connect with. (Zhang et al. 2014.)
Therefore, brand equity is largely affected by a company’s internal behaviour. It
has been found that employees who think positively about how their company's
brand are more likely to want to stay with that company. (Leek & Christodou-
lides, 2011.) This also affects how well employees do their job and how much they
go above and beyond at work to support the brand (Baumgarth & Schmidt, 2010).
This approach can be called the stakeholder perspective of branding. It is all
about communication and interaction between the company, its employees,



17

customers, and other stakeholders to build and shape the brand. In a way, it is a
more collaborative and inclusive way of doing branding. (Zhang et al. 2014.)

Baumgarth’s (2008) research has important implications for B2B manage-
ment. Firstly, it confirms that systematic brand management is crucial for success
in B2B industries, and it directly impacts market performance and indirectly af-
fects economic performance. Secondly, it is vital for managers and employees at
all levels to embody the brand values, norms, and artifacts. Without this internal
alignment, professional brand management becomes challenging. (Baumgarth,
2008.) Finally, Baumgarth (2008) concludes that effective brand management is
key in B2B, and aligning internal practices with brand values is essential for suc-
cess.

2.2.1 Brand alignment

Brand alignment refers to arranging different aspects of a company's brand, such
as vision, culture, identity, and personality, in the right way across the entire or-
ganization. Recently, this idea of brand alignment has expanded to include not
just people inside the company but also external groups such as customers, part-
ners, and other stakeholders. With the rise of new technologies and the ways
people can connect and share information, companies need to ensure their brand
is aligned across the different stakeholder groups and platforms. Companies
used to focus on advertising, but now it is more about making sure everyone who
interacts with the company sees and understands the brand in a consistent man-
ner. (Pranjal & Sarkar, 2020.)

Managing a brand in a B2B environment means constantly checking to
make sure everything around the brand is in alignment, both internally and ex-
ternally. Various aspects of a brand need to be aligned, for instance image and
identity, for a brand to work to its full potential. In the B2B world, it is especially
important to align brand values because it helps with building strong relation-
ships. An internal lack in alignment can hurt business relationships and the
brand as a whole. The company needs to ensure that the way its brand is seen
corresponds with the company’s views. It is a dynamic process that requires or-
ganizational adjustments and communication to align with all stakeholders” per-
spectives. (Pranjal & Sarkar, 2020.)

Pranjal and Sarkar (2020) found that brand alignment is all about being
authentic and true to what the brand represents. They identify that managers
have a big role in brand alignment because they receive information from various
sources, they are capable of leading by example, and if they authentically believe
in the brand, most likely employees in the company will follow. Communication
and experiences are important in telling the brand's story, and managers are one
of the main groups in making sure the whole organization understands the
brand’s promises and feel aligned with the values. (Pranjal & Sarkar, 2020.)

The importance of internal alignment is also emphasized by Baumgarth &
Schmidt (2010), who state that there are four aspects that can tell how strong a
brand is within a company. These are: brand orientation, internal brand
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commitment, internal brand knowledge, and internal brand involvement. Brand
orientation is about how much a company focuses on its brand when creating
their business strategy. Internal brand commitment refers to how much employ-
ees feel connected to the brand. The stronger the connection, the more likely em-
ployees are to act in a way that supports the brand and works hard to achieve the
brand goals. Internal brand knowledge is about how well employees know and
understand the brand. The more they know about the brand, the better they can
behave in a way that fits with what the brand stands for. This knowledge comes
from internal training and internal communication. Lastly, internal brand in-
volvement, which is about how much the brand matters to employees personally,
their emotional connection to the brand. When employees care about the brand
and believe it is important for the company's success, they are more likely to pay
attention to brand related aspects and drive forward the brand values because
they are not only interests of the company, but also interests of the employee.
(Baumgarth & Schmidt, 2010.)

As stated above, brand image and brand identity need to be aligned for a
brand to work to its full potential (Pranjal & Sarkar, 2020). This is why, this thesis
will focus on gaining a better understanding of the level of brand alignment be-
tween brand identity and brand image among sales personnel and brand owners
in a B2B setting. This relationship is represented in figure 2 which has been con-
structed by summarizing the theoretical framework discussed above.

Brand identity Brand alignment Brand image

Figure 2. Alignment between brand identity and brand image is essential to max-
imize end-customer satisfaction.

Brand image is how people see the brand from the outside, meaning it is the
brand's reputation. Brand identity is what the brand is on the inside, the defini-
tion of it, meaning it is the brand’s personality. (Christodoulides & Chernatony,
2010.) According to Burmann et al. (2009) these two brand concepts together cre-
ate brand equity, which is a term that dates all the way back to the 1980s and its
meaning has not changed much over the decades. It refers to the intangible value
a brand has in its relationship with customers (Christodoulides & Chernatony,
2010). For brand equity to be managed in an effective way, marketing strategies
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should take a long-term approach. It should be recognized that changes in mar-
keting campaigns in the short-term may affect campaigns in the future because
campaigns running on short-term can affect the views customers have on the
brand. (Keller et al. 2011.) Everi (2011) points out that good marketing, to build a
strong brand, is consistent and tailored to each target group.

Nandan (2005) echoes Pranjal and Sarkar’s (2020) thoughts: to maximize
customer satisfaction, the connection between brand identity and brand image
needs to be strong. This is because brand identity plays a crucial role in forming
brand image. To clarify, it means that a company needs to be able to deliver on
their branding claims and have alignment between what the brand says and what
it does. (Burmann et al. 2009.)

2.2.2 AC4D Test Framework

To investigate the research problem of this study, Balmer’s (2012) AC4D Test
framework will be utilized. It is used to analyze and align different aspects of
brand. It helps with strategic brand management and is all about making sure
the brand image and identity are aligned. Originally the framework dates back
to the 1990s (Balmer and Soenen, 1999) but Balmer’s (2012) refreshed model aims
to help marketing teams keep their brands relevant and valuable to the company,
its shareholders, and other stakeholders. It can also be considered a tool for senior
executives to guide them in building, managing, and maintaining brands suc-
cessfully. The framework also recognizes that brands can change and evolve over
time, and when such changes occur, it can result in a domino effect of misalign-
ments between brand identity and brand image. The ACID Test is a tool that
helps companies identify and address these misalignments to create a more co-
herent and effective brand. It can be used in three different ways by choosing to
focus on present and future at the same time or separating the two and looking
at only the present or the future. (Balmer, 2012.)

Identity type Explanation Underpinning con-
struct

Actual identity What the company’s | Image

identity is irrefutably

found to be
Clommunicated brand | The brand identity as | Brand communication
identity communicated by the

company
C?onceived brand iden- | What the brand is seen | Images/stakeholder
tity to be identifications
C3ovenanted brand | What the brand prom- | Brand
identity ises to be
Ctultural brand identity | What the brand culture | Brand culture

is found to be
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Ideal brand identity What the brand needs to | Brand strategy
be
Desired brand identity | What managers wish the | Brand vision
corporate brand to be
Table 3. ACAD test of corporate brand management and the identities forming
the corporate brand constellation (modified from Balmer, 2012).

The ACYID Test framework in comprised of seven brand identities: Actual iden-
tity; Clommunicated brand identity; C?onceived brand identity; C3ovenanted
brand identity; Ctultural brand identity; Ideal brand identity; and Desired brand
identity (Balmer, 2012). The seven identity types are outlined in table 3, and fur-
ther explained below.

Actual identity refers to the characteristics that set the organization apart,
considering aspects such as function, legal status, and financial dimensions. In
other words, this lists the company's core strengths and competencies. Identify-
ing and defining the actual identity is essential because it reveals what the organ-
ization is truly good at. To determine the most important qualities of the actual
identity, the A, B, C, D, E, F approach should be followed. It involves prioritizing
elements based on whether they are:

e Advantageous for achieving the organization's goals.

e Beneficial for customers, shareholders, and other stakeholders.

e Central to the core of the organization's identity.

e Distinctive for differentiating the organization from others.

¢ Enduring and evolving, having lasted over time.

e Favorable in backing up the brand promise.

This approach emphasizes relying on factual information rather than only being
dependent on what the organization claims. The continuity of actual identity is
crucial for organizations that have a long history. Understanding a company's
actual identity is very important because it provides valuable information about
how well the company is doing, the quality of its products and services and how
the company behaves. Additionally, it's important to remember that the promises
a brand makes are based on the company's actual identity. In summary, this is
why the actual identity is extremely important within this framework. Therefore,
the relationship between the actual and covenanted identities deserves special
attention. (Balmer, 2012.)

Communicated identity, also called brand communications, is all about
what a company tells its customers and stakeholders regarding a brand, and this
often includes mentioning the unique promises the brand offers. This perspective
relies on stakeholder theory and the principles associated with it. Stakeholder
theory emphasizes the importance of considering the interests of all parties in-
volved. For brands, this is crucial because they need to communicate with both
customers and various stakeholder groups. In the world of branding, it is vital to
understand that communication should be tailored to different stakeholders.



21

Some stakeholders may have more power or urgency in their relationship with
the organization, and these factors should be considered. With brands it is not
only about what is communicated but also who the message is directed to. This
means understanding and managing relationships with various stakeholders,
considering the diverse perspectives, and forming informal agreements that ben-
efit both the organization and the brand community. (Balmer, 2012.)

Conceived identity is all about how individuals or groups perceive the
brand identity. It stems from corporate reputation theory, which focuses on how
the brand is seen in the eyes of stakeholders. Understanding how people perceive
a brand is essential, as these perceptions can significantly impact brand meaning
and acceptance. This complexity arises because brands can be embraced, adapted,
or even rejected by different individuals or groups. In essence, there are not only
brand supporters but also critics and, in some cases, even those who might ac-
tively oppose the brand's message. The principles of stakeholder theory are
highly relevant to this brand identity as well, especially in the context of commu-
nicated identity. This means that considering and understanding how stakehold-
ers perceive the brand is vital when managing brand. (Balmer, 2012.)

Covenanted identity is about what stakeholders think a brand stands for.
It is closely tied to how the brand is seen in the eyes of stakeholders and involves
aspects such as image and reputation. Understanding how people perceive the
brand is crucial because it can affect how the brand is interpreted and whether it
is embraced or rejected. This is important because some stakeholders support the
brand while others may be unsure of their feelings towards the brand, and some
stakeholders may even actively oppose it. The principles of stakeholder theory,
as discussed earlier, play a big role in this aspect of branding, especially when
considering how stakeholders view the brand. (Balmer, 2012.)

Cultural identity is the shared perception and emotional connection that
employees have with the brand. This is shaped by the values, beliefs, and histor-
ical aspects related to the brand. The cultural identity is significant because it sets
the stage for how employees interact with each other and with various groups,
including customers. (Balmer, 2012.) The importance of cultural identity is also
backed up by the four aspects identified by Baumgarth and Schmidt’s (2010) for
determining the strength of a brand. They spoke about the connection employees
have with the brand and how the strength of a connection supports the brand
(Baumgarth & Schmidt, 2010). In cultural identity, employees play a crucial role
as the face of the brand, but the concept can also extend to customers and other
stakeholders who are part of the corporate brand community (Balmer, 2012).

Ideal identity is the envisioned strategy for the brand. The main goal is to
establish the best possible position and image for the brand within its markets
during a specific period. This approach is based on the belief that having a single,
well-defined brand strategy is effective. It relies on insights from strategic plan-
ners and experts, considering the company's abilities and future prospects while
taking into account how the brand will fare in the overall business landscape.
(Balmer, 2012.)
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Lastly, desired identity is what the leaders envision for their brand. It is
their vision for how they want the brand to be. Sometimes, this desired identity
has a more significant impact on the company's strategic direction than the ideal
identity. (Balmer, 2012.)

Covenanted Communicated

Conceived

Figure 3. Simplified corporate brand constellation, focusing on the present
timeframe (Balmer, 2012).

As stated earlier the AC4ID test framework can be used to either analyze present
and future or choosing to focus on only the present or the future. This thesis will
focus on analyzing the present state of the brand, as shown in figure 3. This
means that not all seven brand identities will be utilized and analyzed but instead,
will focus on the actual, communicated, conceived, cultural and covenanted
identities. This will enable analyzing of the present state of the organization’s
brand alignment.
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3 RESEARCH METHODOLOGY

This chapter will introduce the chosen research methodology, walkthrough the
data collection method, interview questions and choosing of the research subjects,
in other words interviewees, as well as the approach to data analysis.

3.1 Qualitative research & data collection

Research methods can be categorized into two main types: quantitative and qual-
itative. Quantitative research is used for collecting and understanding numerical
data, whereas qualitative research focuses on the non-numerical data. (O’Gor-
man and MacIntosh, 2014.) For this thesis, qualitative research methodology was
chosen because it is best suited for examining multi-layered topics. This research
type enables gaining in-depth knowledge and understanding of the issue at hand.
Qualitative research is about collecting, analysing, and interpreting data by ob-
serving what people do and speak. There are various methods for data collection
but the most used are questionnaires, interviews, document-based information
gathering and observation. (Tuomi & Sarajdrvi, 2002.) Interviews can be classi-
tied into a few different categories: questionnaires, semi-structured, unstructured,
in-depth and qualitative interviews. However, there is no academic consensus on
what each interview type should be comprised of. (Hirsjdrvi & Hurme, 2008.)

In this study, a semi-structured interview method was chosen. With pre-
determined questions each interview will follow the same format, but the an-
swers of the interviewees will not be guided in any direction due to not having
any set answer alternatives. The qualitative research methodology will enable
focus on the knowledge and opinions of the interviewees. It will create clarity
around the research questions and allow for analysis of further actions. (Hirsjarvi
& Hurme, 2008.)

Semi-structured interviews can be conducted either with individual peo-
ple or within groups (Mariampolski, 2001). For the purpose of this thesis, each
interview will be conducted individually. This will eliminate the possibility of
the interviewees influencing each other’s answers (Mariampolski, 2001). The data
gathered from interviews will strictly be for the purpose of this thesis. Therefore,
the data collected can be considered empirical (Eriksson & Kovalainen, 2015). The
selected interview method is flexible in nature. The open-ended questions allow
for the interviewees to answer in a way that they feel comfortable, and in their
own words. This will help with the reliability of the research and decrease the
possibility of the interviewer influencing the answers somehow. It also enables
for additional questions to be asked if needed to guide the conversation towards
a different direction to get a more in-depth answer for example. (Hair et al. 2015.)
There are also some disadvantages in the semi-structured interviews, for
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example they are more time-consuming for the researcher, compared to ques-
tionnaires for example, and the collected data can prove to be difficult to gener-
alize to answer the research question or questions. (O’Gorman and Maclntosh,
2014.) Despite the disadvantages of the semi-structured interviews, for the pur-
pose of the thesis it can be said that it is the best available method for data collec-
tion and will allow for a more in-depth sampling.

The semi-structured interview questions were divided into themes based
on the research questions. The questions designed to get an understanding of the
level of brand alignment, were divided into two themes: brand identity and
brand image. The brand identity questions were targeted towards the global role
interviewees and the brand image questions towards the Market Area interview-
ees. Questions under both themes were designed with the AC4ID test framework
in mind, enabling the researcher to gather relevant information in order to utilize
the ACAD framework for the analysis. The framework was introduced in sub-
chapter 2.2.2. Additionally, there were questions under the themes of name
changes as well as internal processes and internal communication to gain insights
on research questions two and three.

To create a better understanding of the terminology linkage in this thesis,
table 4 connects the AC4ID Test Framework terminology to the earlier explained
theoretical framework: brand identity and brand image.

ACHD Test Framework terminology

Linkage to thesis terminology

Actual identity

Brand identity

Communicated identity

Brand identity

Conceived identity

Brand image

Covenanted identity

Brand image

Cultural identity

Brand identity & brand image

Table 4. ACAD Test terminology linked to theoretical framework utilized in the-
sis.

O'Gorman and Maclntosh (2014) suggest that once a researcher has deter-
mined all interview questions, a pilot interview should be conducted. This will
enable the researcher to assess whether the interview questions are appropriate
and understandable, and that they cater to the research objectives, ultimately en-
abling answering the research problem (O'Gorman & Maclntosh, 2014). After
conducting the trial interview, the researcher gained a better understanding of
the possible responses and also had a chance to practice the interviewing process.
During the trial interview, the researcher realized that it is better to always refer
to either “FilX product family” or “FilX filters” to avoid the misunderstanding
that the questions are about the FilX company brand, which has not existed since
another Finnish company acquired FilX Oy in 2009. Therefore, this adjustment
was made to the set of interview questions after the trial interview and prior to
starting the actual thesis interviews. It is worth noting that the information
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collected during the pilot interview was not included or analysed in the dataset
of the study. The interview questions can be found in Appendix 1.

The interviews with each participant were conducted remotely through
Microsoft Teams. Each interview was recorded with the record function in Mi-
crosoft Teams and transcribed afterwards with the help of Microsoft Word. Prior
to the interviews, each participant received three GDPR forms: consent form, fi-
nal notification, and privacy notice. The forms covered the research topic, pro-
gress of the study as well as processing of the interviewee’s personal data. The
only personal data saved from the interviews was the audio recording of the in-
terviews, which was removed after the completion of this thesis. This research
did not involve processing of personal data of special categories.

It is worth noting that in addition to references listed at the end of this
Master’s thesis, the researcher also utilized ten other sources of information in-
cluding press releases, webpages and books. These were left out of the references
list in order to keep the case company and product family brand anonymous.

3.1.1 Research subjects

In research, sampling is the process of methodically selecting individuals from a
pre-determined group to participate in a study (Sharma, 2017). The quality of
research heavily depends on the understanding of sampling methods (Berndt,
2020). Berndt (2020) states that there are two primary methods of sampling: prob-
ability sampling and non-probability sampling. Qualitative research cannot uti-
lize probability sampling (Berndt, 2020); therefore, this thesis will utilize the non-
probability sampling method. Berndt (2020) categorizes non-probability sam-
pling into four methods: purposive, quota, snowball, and self-selection. For the
purpose of this research, only one of these methods will be utilized: purposive.
Purposive sampling refers to the selection of participants based on specific char-
acteristics, and it is sometimes referred to as judgmental sampling as it purely
depends on the researcher’s judgment when choosing the research subjects
(Berndt, 2020).

The research subjects were selected based on their organization and role,
to best answer the research problem and support the research objectives. Inter-
viewees one to five are the owners of brand identity. They are in a global role
within the Filtration segment. To connect with the AC4ID Test Framework, they
are the interviewees who will shed light on actual identity as well as the commu-
nicated identity, therefore making up the terminology of brand identity in this
thesis. Interviewees six to ten are from the Market Area organization, also known
as the customer-facing organization. They will shed light on the conceived as well
as covenanted identities in the AC4D Test Framework, in this thesis making up
the definition of brand image. All interviewees will contribute to the cultural
identity theme. Interviewees six to eight are from North and Central America
giving a perspective on that Market Area, whereas interviewees nine and ten are
from South America, giving a perspective on that Market Area and geographical
location.
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Table 5 lists the research subjects, their responsibility area, time employed
in the company and finally the interview lengths. In order to keep interviewees
anonymous, the time employed in the company has been generalized to three
categories: Less than 10 years, 10-15 years, 15-20 years, and more than 20 years.

Interviewee Responsibility area | Time employed in | Interview length
company (mm:ss)
I1 Global 15-20 years 33:30
12 Global 10-15 years 26:28
I3 Global Less than 10 years 48:14
14 Global 10-15 years 26:01
15 Global More than 20 years 29:41
16 Market Area (NCA) | 10-15 years 42:25
17 Market Area (NCA) | 10-15 years 40:05
I8 Market Area (NCA) | Less than 10 years 28:40
19 Market Area (SAM) | 15-20 years 20:35
110 Market Area (SAM) | Less than 10 years 39:14

Table 5. List of research subjects, including their responsibility area, time em-
ployed in company and interview lengths.

3.2 Data analysis

According to Braun and Clarke (2006), thematic analysis should be the primary
method for analysing data from qualitative studies. Thematic analysis involves
studying, arranging, and discussing themes within a data sample. It is considered
flexible and allows for diverse as well as complex interpretations. (Braun &
Clarke, 2006.) Braun and Clarke (2006) recommend following six steps when im-
plementing the method of thematic analysis: understanding the collected data,
creating codes, exploring themes, analysing the themes, describing the themes
and finally, reporting the themes. In these steps, a theme refers to a reoccurring
pattern that a researcher finds in the data sample collected. It is a way to catego-
rize and understand the key ideas and concepts that repeat themselves in the
collected data. The themes help researchers make sense of the information and
enable making conclusions from it. (Braun & Clarke, 2006.) For the thematic anal-
ysis in this thesis, the interview transcriptions in Microsoft Word were divided
into themes which were identified based on theory. The researcher used Mi-
crosoft Excel to support with the division of interview data into the identified
themes.



27

4 RESEARCH FINDINGS & DISCUSSION

In the following chapter, the interviews are discussed by themes which are de-
termined by the research questions and theoretical framework. The first sub-
chapter 4.1 is set to answer the first research question: how aligned is brand im-
age and brand identity? This sub-chapter and theme focuses on the AC4D Test
as it is a framework utilized for analysing brand image and identity. The second
theme, sub-chapter 4.2 is focused on company name changes which will be used
to answer the second research question and the third theme, sub-chapter 4.3 will
concentrate on internal processes, and answer research question three.

4.1 ACH4D Test Framework

The first sub-chapter will focus on the ACID Test Framework which will be uti-
lized to analyse the level of brand alignment between brand identity and brand
image. This thesis will focus on analysing the present timeframe of brand align-
ment, therefore, utilizing five of the seven identities from the AC4ID Test Frame-
work: actual identity, communicated identity, conceived identity, covenanted
identity and cultural identity. Each identity will be constructed based on inter-
views conducted with the ten interviewees from global and Market Area organ-
izations. Table 4 in sub-chapter 3.1. shows the linkage between the framework
terminology and the thesis terminology.

4.1.1 Actual identity

This sub-chapter will discuss the actual identity of the product family. It is di-
vided into the A, B, C, D, E, F approach, as recommended by Balmer (2012) in the
theoretical framework.

Advantageous for achieving the organization's goals

The FilX product family, and sales of the products as well as services in it, is in-
strumental for achieving the organization’s goals. The sales not only contribute
to the Filtration segment’s overall profitability and targets but also to the com-
pany as a whole. It is clear throughout the interviews that the organization has a
lot of trust in the FilX product family and there are also concrete figures and facts
to back up these assumptions. FilX product family’s flagship product had a rec-
ord year in sales in 2022 and 2023 is going to be a record year when it comes to
profitability. It was also noted that concentrates filtration is a business that con-
tinues to grow 5-7% on an annual basis. Therefore, the need for high quality fil-
tration solutions will not disappear.
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“FilX is something we should be proud of, and it brings great profitability in
numbers. We should utilize it and realize there is a great future for that.” - In-
terviewee 5

“Very, very, very high profitability, not just only on the capital side, but also the
number one profitability for services and spare parts. So as a segment, absolutely
critical for case company.” - Interviewee 2

The trust in FilX product family’s ability to continue its growth and profitability
is also shown by the effort put into the continuous development of processes and
solutions. The organization is committed to further improving and developing
its products and making sure that they are the best possible filtration solutions
available on the market. The company has invested greatly in the research, test-
ing and manufacturing which further backs up the claims of the global interview-
ees about having a bright and profitable future ahead. As a concrete example, the
company has invested approximately three million on manufacturing in Finland.

Sustainability is one of case company’s strategic priorities. All the equip-
ment in the FilX product family portfolio are considered to be sustainable prod-
ucts, meaning they are more energy and/or water efficient than the market base-
line, can help customers reduce CO2 emissions or achieve other sustainability tar-
gets. The sales of the FilX product family equipment contribute to the company’s
sustainability strategy as a whole.

Beneficial for customers, shareholders, and other stakeholders

FilX product family as a whole guarantees a high-quality product but addition-
ally, it guarantees a safe lifecycle for the equipment. FilX is associated with vari-
ous positive descriptors such as being the best, on-time delivery as well as guar-
anteed lifecycle support, and it is a well-known product brand throughout the
organization and market. The philosophy behind the FilX product family is that
it is the best filtration solutions that are available on the market today but also,
through the continuous research and development, it is the best that is available
tomorrow.

“We are not just known as FilX filtration technology but also as the company that
does not leave the customer alone. We are there to help them in their business.
Customers can rely on us. That is the DNA we have.” - Interviewee 1

“It will be delivered on time. It will be delivered with constant quality. It’s like
Mercedes in the car business.” - Interviewee 3

Central to the core of the organization's identity

The FilX brand originates from a small city in Finland and the identity of the FilX
product family brand still largely, in people’s minds, associates to Finland and
especially to the originating city in Finland. All employees in the original location
know that the land the case company is currently standing on is originally FilX
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and it is where FilX originated almost 50 years ago. FilX did not invent pressure
tiltration, but it was the first company to bring the tower press technology to the
market and develop it into the market leading brand that it is today.

“There is a very strong identity of FilX in our city. All the new and old employees
know us as FilX here. We are also proud of the case company, but FilX is deep in
our backbone.” - Interviewee 1

Although the original city and Finland are heavily tied to FilX, it is crucial for the
organization to accept and understand that the brand lives on as a product family
brand, not as a company brand anymore. It is important for everyone to be able
to utilize the new overarching brand of the case company, to its full potential.
Use the recognition of the case company brand to increase awareness of the FilX
product family solutions. Throughout the business segment interviews (I1 to I5),
it was clear that everyone has a very positive view on FilX being a part of the case
company nowadays.

The people working with the FilX product family are very proud that they
get to work with world-class solutions. They confidently state that they are proud
to promote the FilX product family brand globally, to customers and to friends.
They feel a sense of pride, working with a premium product and supporting the
premium products throughout the lifecycle. They felt confident that they are
working with the best equipment available on the market.

Distinctive for differentiating the organization from others

The FilX name has become widely known throughout the target industries over
the years. Especially in the mining industry, owning a FilX filter brings a sense
of pride, and the customers know that they have a solution that will last for dec-
ades. The case company has also paved the way on the industrial side and when
speaking to chemical processing customers nowadays, it is more than likely that
they will also recognize the brand right away. The common thought between in-
terviewees was that FilX filters equal robustness and that the solutions last for a
long time because they also equal quality.

New competitors are emerging on the market all the time. With this, it is
getting harder to differentiate because also competitor technology is getting bet-
ter. This used to not be the case some years ago. However, due to the long history
of FilX and the work of the companies that have acquired the brand, the FilX
product family has remained to keep its strong presence in the market. The orig-
inal FilX filters will always have a differentiation when it comes to competing
equipment. This is substantiated by results, and it is what the market recognizes,
and why the end-customers continue to choose the case company’s FilX product
family solutions. A large differentiator of FilX solutions, compared to competitor
solutions, is the long lifetime and the fact that a FilX filter will be a long-term
investment which could potentially even be moved from mine site to mine site.
The case company is currently the industry-setting benchmark for filtration so-
lutions and competitors are following the example set by the company.
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Enduring and evolving, having lasted over time

The FilX brand started off with the pressure filter and later grew its filter selection
by acquiring other brands. In 2009, FilX was acquired by another Finnish com-
pany, and during that era, the FilX brand name was not used to its full potential.
Despite this, it stood the test of time. When the case company merged with the
Finnish company that had purchased FilX, a brand study was conducted on the
market, and it was realized that the brand name still carries a lot of value in the
eyes of the customers, and it can even be stated that FilX can be considered to be
a synonym for filters. That is why the case company made the decision to take
the brand name back into use.

Favorable in backing up the brand promise

The case company communicates the FilX product family brand to be the original
equipment manufacturer and spare part provider. Additionally, the brand prom-
ises reliability, high quality, and support throughout the lifecycle. This can be
backed up with existing reference cases throughout the world. The organization
knows that the brand promise is widely known in the industry and that it should
be used as sales argumentation and justification for the higher pricing of the FilX
product family solutions. The brand promise is also something that case com-
pany’s competitors do not have; it is a big advantage.

“Proven to be reliable. The flagship product has more than 1300 installations.” -
Interviewee 5

“Our customers have 20 years old filters or even over 20 years old still working
well and they don't want to change it to competitor equipment because we can
take care of them throughout the lifecycle.” - Interviewee 3

The actual identity was constructed by using the responses of interviewees one
to five. All but one of the respondents have been in the company for more than
10 years. However, even the interviewee with the least amount of time spent in
the company and no prior experience from the original FilX company, the re-
sponses to questions were very similar. Therefore, it can be stated that in the busi-
ness segment, there is no correlation between the time spent in the company and
the thoughts, feelings, and perceptions one has of the FilX product family brand.

4.1.2 Communicated identity

The communicated identity is also built by utilizing data from discussions with
interviewees one to five. Based on the interviews there are five messages that the
Filtration business wants to communicate when it comes to the FilX product fam-
ily brand. Firstly, the team identifies that one of the strengths of the FilX product
tamily brand is the legacy. From the very early days of the FilX company a large
focus area was building brand awareness, making the FilX name known
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throughout the globe. That work was carried on throughout the years and can be
said that it paid off due to the fact that FilX is considered a synonym for pressure
tilters nowadays. Tied together with the legacy is the brand awareness. It can be
stated that the majority of existing and potential customers know the FilX filters.

Secondly, the descriptive attributes: premium, quality, performance, and
reliability. These are the features and benefits that should be used when selling
FilX product family solutions.

“Premium product in the mining industry. High quality, high performance, high
reliability.” - Interviewee 1

“Proven technologies, you can rely on the thing that you get, and you know what
you're getting. FilX products are the best filtration technology.” - Interviewee
5

“There are very few unknowns for the customer when they choose FilX to be their
filter.” - Interviewee 3

Third, the people: in the early days of the FilX company, people were in focus. It
was not only about promoting the world-class equipment but also the people,
support organizations, lifecycle support and the fact that when a customer pur-
chases a FilX filter, they are not left alone. There is an organization to support in
whatever is needed. People is still in great focus when communicating the FilX
product family services, and one of the pillars of FilX marketing is that it is not
only the equipment but also the people behind the equipment.

The fourth message is the strength of the research and testing capabilities.
The current testing facility was built in 2015 but testing has been performed on
the original site already prior to this. The team has the capability to also test di-
rectly on customer site. They do lab, pilot, and bench scale testing.

“FilX is known all the way from the testing to the products.” - Interviewee 1

“Good knowledge and understanding about the processes and the applications has
been built by continuous test work.” - Interviewee 3

The fifth message is the original slogan, which still lives on as it is the first sen-
tence that came to the interviewees” minds when asked for one sentence to de-
scribe the FilX product family. The same sentence is still used in FilX product
family marketing to this day and is also visible on the outside of the original site’s
main office building.

Four out of the five interviewees (I1, 12, I3 and I5) identified pricing as a
weakness for the FilX product family solutions. However, they believe that there
is a way to justify the slightly higher price to the customers. There is a belief that
for the premium price, the customer gets something that no competitor can offer
such as the support throughout the lifecycle.
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4.1.3 Conceived identity

The FilX product family brand is perceived in a very positive light throughout
both Market Areas which were interviewed for this topic. It was clear that there
is a positive perception for the product family. The interviewees used very simi-
lar adjectives, such as premium and high quality, to describe the product family
as what the Filtration business personnel, also known as the brand owners in this
case. The general perception can be summed up by stating that the FilX product
family does the filtration job correctly, they have high performance, and the
brand is very well known. Several interviewees, 16, I7 and I8, also mentioned the
long history and expertise as a value proposition.

“The technology is the best in class I would say, and we do not do any shortcuts
as far as far as the performance is concerned.” - Interviewee 7

Similar to interviewees one to five, who represent the global roles, also interview-
ees from the Market Areas, interviewees six to ten, identified pricing as a weak-
ness. However, contradictory to the business segment interviewees’ statements,
the Market Area personnel do not think that the higher price is justified as easily.
Their opinion was that the price is something that should be lowered in order to
be more competitive on the market. They state that it is difficult to say that cus-
tomers should be paying so much extra, compared to competitor equipment just
because the case company is claiming that the FilX filtration solutions are the best.

“Proving the value is a challenge in our industry.” - Interviewee 7

The FilX product family is also perceived as somewhat confusing. In three of the
five MA interviews, it became clear that there is no understanding of which prod-
ucts actually belong underneath the FilX umbrella. Additionally, there was some
disagreement with the decisions made by the Business Line for what filters to
keep underneath the FilX product family and which of them were dropped out
to just be under the case company brand.

“There was a decision made that FilX name will be kept in some filters and on the
other filters it will be dropped out. I understand but it is a little bit confusing.” -
Interviewee 9

It can also be identified that the FilX product family is not relevant to all sales
personnel. To one interviewee all the filters are just the case company brand. To
some extent this is true because of the case company’s single brand policy but the
FilX name is now a product family brand which the business has taken a careful
decision on to keep and to continue boosting.

“We don’t see it as FilX product family. We only see the overall filtration portfo-
lio.” - Interviewee 10
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4.1.4 Covenanted identity

On a positive note, the ideas that the stakeholders have for what the product
family brand stands for are quite similar to how the business segment thinks.
They describe the product family with very similar attributes. The interviewees
spoke about reliability, trust, and performance. In addition, the awareness and
knowledge of the brand in the industry was mentioned as a strength by two of
the interviewees (I7 and I8).

“A reliable technology solution to your solid liquid separation.” - Interviewee 8
“Well known for filtration technology. Brand you can trust.” - Interviewee 7

To continue on the same track as the business segment interviewees (I1 to 15) did
in their interviews, the MA personnel (I6 to I10) also highlighted the important
of people and aftermarket capabilities as a significant strength for the FilX prod-
uct family. It was stated that many of the case company’s competitors also offer
aftermarket support but not on the level the case company does, offering lifecycle
support for the next 20 to 50 years.

“The experience and the knowledge that comes from the FilX brand is incredible,
there a lot of dedicated and passionate people, and the products themselves are far
superior to competition.” - Interviewee 6

Also, the testing capabilities in Finland were highlighted by two of the interview-
ees (16 and 17) in the Market Area. Due to the large test data base, there is concrete
justification for why the filter being sold works in the application that is in ques-
tion.

“I think around 40,000 test work data over the years. We have done that in the
last 40 years, that gives us a very good base for what we propose, so we have
experience with more or less, all the applications.” - Interviewee 7

4.1.5 Cultural identity

It was clear throughout the interviews that interviewees from the business side
as well as the Market Area side have a certain level of emotional connection to
the brand and the legacy company. However, it should be noted that for the
interviewees (I3, I8, I10) who have worked with the company for less than 10
years, this sort of emotional connection cannot be determined. The others, who
have worked in the company for more than 10 years and have also had the chance
to work already for the FilX company, there was a strong sense of pride and con-
nection to the original FilX brand and through that to today’s product family
brand. Surprisingly, even interviewee 7 who only had a chance to work for FilX
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for a few weeks before the acquisition in 2009, always had this thinking that FilX
was the best filtration technology available on the market.

“I am very proud of FilX, was proud to work for FilX and am proud to work with
FilX today.” - Interviewee 2

“At FilX we were proud, but we were not arrogant, and this has been carrying us
a long time, it still separates the best from the rest.” - Interviewee 4

“FilX was a good company in the sense that you felt that your work is really ap-
preciated. They had aggressive marketing. I still have these same feelings about
the FilX product family.” - Interviewee 9

Some interviewees spoke about their experience with customers. It was recom-
mended that everyone working for the case company and that are involved with
the FilX product family brand that may not be familiar with it from the past,
should go and see the offering in action. It will help everyone understand the
feelings and thinking that is associated with the brand. Others highlighted the
fact that customers are very loyal to the FilX product family. There are several
cases to prove that once a customer purchases a FilX filter, they will in the future
also, only be purchasing FilX product family filters. Once they have a FilX filter,
they join the journey of the brand and the lifecycle of the filter.

“They started with FilX. They stick with FilX.” - Interviewee 9

“I recommend everyone to go and see the appreciation and passion for FilX. At
the customer sites and workshops. It all then gets passed on and that helps with
the name.” - Interviewee 6

4.1.6 Brand alignment in present time frame
Taking into account the above descriptions for actual, communicated, conceived,

covenanted and cultural, the following chapter will continue to analyse the pre-
sent status of brand alignment between brand identity and brand image.
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Proven, profitable, sustainable,
safe, realiable, robust, Finnish

“Separates the best from the
rest”
Proud about the Larox legacy, Reliabletechnology,

feeling of joint journey with trustworthy, robust, aftermarket Premium product, premium
customers support, testing price, proven, highquality, high
performance, expertise, know-
how, testing

Best-in-class technology, well-
known brand, too expensive,
unsure of offering

Figure 4. Present timeframe in the case company, utilizing Balmer’s (2012) sim-
plified corporate brand constellation.

Looking at Figure 4 which summarizes sub-chapters 4.1.1 to 4.1.5, it can be con-
cluded that there is brand alignment between brand identity and brand image to
some extent. The misalignment is between covenanted and conceived identity,
this is indicated in the figure with a red ‘x’. This misalignment stems from two
factors: pricing and poor understanding of the portfolio. Brand identity has the
belief that the premium pricing can be easily justified by the benefits of the prod-
uct family. However, in brand image, it is believed that the product family is
simply too expensive and impossible to justify to end users. Another misalign-
ment is with the offering itself. It is unclear, especially in SAM, what solutions
belong to the FilX product family portfolio. Therefore, it can be stated that the
level of brand alignment is significantly better in NCA, compared to SAM. Iden-
tifying the main factors of misalignment will enable corrective actions to be taken
within the company, meaning that brand alignment will be a goal that can tangi-
bly be reached with some additional efforts from managers.

4.2 Company name changes

Overall, the merger of the case company with another Finnish company, along
with the most recent name change in 2023 has been perceived very positively
throughout both the global organization as well as the Market Area organizations.
The thinking is that the merger of the two companies brought a lot of new op-
portunities because the combination of the two portfolios enables offering cus-
tomers end-to-end solutions. It also brought many new resources to both compa-
nies, enabling the capabilities to do larger projects and serve a wider range of
customers.
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“In order to give FilX the ability to grow, you need bigger shoulders, which the
case company is now offering. The case company is enabling FilX and the whole
filtration business to grow. We would not be where we are today if we would have
stayed as FilX, the company.” - Interviewee 1

“It enhances us even further because now the case company is a one stop shop
from end to end from crushes, mills, floats, thickness conveyors and everything
all the way through to tailings filters.” - Interviewee 2

The consensus was also clear that the merger is the reason why the brand name
FilX was able to be taken into use again. The global organization interviewee’s
felt that there was no room for FilX as a product family name during the previous
company time but once the companies merged, the name was taken into use
again as a product family name. This is seen as a very positive development.

“In the previous company there was this idea that no other brand names should
be used, FilX was very hidden. In the case company there is more space for FilX,
compared to what it was.” - Interviewee 5

It can also be concluded that the interviewees did not see that the company name
before FilX carries too much weight. The important fact is that the FilX name lives
on and the FilX product family solutions continue to be offered.

“Whatever is in front of FilX, who is the owner, who is the mother company, I
think that that doesn't matter.” - Interviewee 3

Despite the positive perception of the merger and the recent name change, it was
clear that there is much confusion that has stemmed from the changes. Even the
global organization believes the name changes to be confusing to the organiza-
tion overall and speculate that it is most likely confusing to the customers as well,
since the company itself cannot comprehend it fully.

“Everyone is a little confused about the company. There are a lot of different names
here and there and it's confusing.” - Interviewee 1

“How are we supposed to communicate the brand name? Is it [Old company name]
FilX, [Case company, old company name] FilX, [Case company] FilX or just
FilX?” - Interviewee 10

Regardless of the overall attitude being positive towards the name change, there
was also concern for the brand recognition. It was speculated that the constant
changes of the owner company have probably had effect on the brand recogni-
tion. Especially recently with a competitor also trying to utilize the FilX name to
their advantage.
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“There was even confusion about can we talk about the FilX brand at all. Some
Market Areas thought the brand went to a competitor.” - Interviewee 4

The second research question was about name changes: “How have the recent
changes been perceived and what kind of implications have they had to your
understanding of the product family brand?”. Based on the interview data, the
company name changes are a big contributing factor to brand alignment not hap-
pening fully within the company. The continuous changes have caused a lack of
understanding of product offering, its naming and value propositions.

Therefore, it can be concluded that there are various factors affecting the
level of brand alignment. Figure 5 showcases the most important factors includ-
ing both: negative and positive ones. Factors in black boxes are the negative fac-
tors that are causing misalignment, whereas factors in the red boxes are positive
factors and therefore sources of alignment between brand image and brand iden-
tity.

Company name Sense of pride

Portfolio

understanding Technology

Brand

Pricing Overall offering

alignment

Figure 5. Factors affecting brand alignment in case company at present timeframe.

4.3 Internal processes

In addition to the FilX product family having multiple benefits from a business
and profitability perspective, the global organization also believes that having
this separate product family within the filtration portfolio makes communication
easier and more streamlined. The solutions selected to be a part of the product
family share similar features and benefits, they are considered to be a premium
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choice. Therefore, it is easy to create the communication around the entire prod-
uct family and make that message consistent.

There was a clear consensus between the business and Market Area inter-
viewees: the recent efforts to boost the FilX brand have been noticed and have
paid off. The overall knowledge of the FilX product family, both name and offer-
ing, has increased significantly. They think that the communication is on the right
track, and it should be continued and should be taken to the next level. Inter-
viewees one to five felt that the knowledge within the company has increased
due to the FilX awareness campaign. Interviewee 7, from the Market Area organ-
ization, felt that all material is much more organized and readily available.

The responses between the two Market Areas that the interviewees were
from, North and Central America (NCA), and South America (SAM), were very
similar through all the questions. Key differences and similarities can be seen
from Figure 6.

Similarities
NCA R . . SAM
ecent, increased communication
Good understanding of the efforts have been noticed and * Insufficient understanding
FilX product family brand appreciated. of the Filtration portfolio

as a whole and the FilX
product family offering.

and what is stands for. Need for concrete substatiation in

Better knowledge of Media form of references to be able to
Portal as a central justify purchasing to customers. + No use of Media Portal at
marketing and all as a source of
communication material information and materials.
location.

FilX product family offering is not
entirely clear.

Figure 6. Key differences and similarities between NCA and SAM Market Areas.

The most significant difference between the two Market Areas was the fact
that there is a need for not only FilX product family related training in South
America, but it is also key to train the personnel on the full filtration portfolio
and educate them on the end-to-end offering that the case company currently has
capability of offering. Another differentiating point between NCA and SAM was
their sources for marketing materials. All NCA interviewees identified Media
Portal as the location they go to when they are looking for any sorts of material
or communication on the FilX product family. However, neither of the interview-
ees from South America mentioned Media Portal as their source. In fact, for SAM
it can be concluded that they believe there are better ways of storing and distrib-
uting the communication packages, and that there is no need to use Media Portal.

One MA interviewee also identified the disappearing of FilX knowledge
as a concern. Many employees who have worked for the FilX company are start-
ing to retire which means that unless the knowledge is passed on and the newer
generation understands the value and the passion behind the name and behind
the products, the brand value will begin to dilute over time despite the efforts of
the business, the brand owners.
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“We run very lean as an organization and there's a lot of people that are retiring
or they’re moving on and we need to, we need to be able to continue to grow and
one way to continue to grow is to transfer that knowledge and have more people
who understand.” - Interviewee 6

Finally, the third research question: “What internal processes are required to gen-
erate consistent brand perceptions amongst employees?” will be answered by
analysing and summarizing the data covered in this sub-chapter.

There was a clear consensus on what is missing from the communication
package. There is a need for references. They feel that having reference cases will
help understand the portfolio better but also help them sell the product to cus-
tomers. It makes proving the value easier when there is concrete quantification
to back up the claims. References are crucial for customers to see and to believe
that the solutions work. If they see quantification for solutions working at an-
other site, it is easier for them to believe that the solution can do the same for
them. Also, it was identified that it is crucial to have references for various appli-
cations. As an example, a FilX pressure filter reference from concentrates will not
work when selling a FilX pressure filter to a starch customer.

There is a need to keep working on the basics of brand awareness and
making sure that the sales organizations know that the case company is utilizing
the FilX brand when it comes to their filtration solutions. It was also highlighted
that there should be special attention paid to the fact that the FilX product family
solutions do not only cater the mining industry but there are also filtration solu-
tions for the hundreds of industrial filtration applications that the company
serves.

/ NCA \ / Global \ / SAM \

* General brand awarness. + Continue overall * Basic level training needed
awareness campaign by for filtration portfolio and

Montoring tthat global building global FilX product family.
communications are seen communications assets.

and understood. * General awareness of FilX

* Ensure clear product family.
communication on the fact
that the product family
caters to both, the mining
industry as well as

\ / \industrial applications / \ /

Figure 7. Overview of next steps for internal communication.

Product family training,.

As stated earlier, there is much confusion around the FilX product family
portfolio. Therefore, in addition to general brand awareness promotion it is ex-
tremely important to focus on clarifying the offering. This is essential for sales
personnel to understand, so they can sell the product to the best of their ability.

When the business organization was asked about the message of the FilX
product family and whether it should be tailored to the different geographical
locations, answers were similar. The overall message should be the same, it
should follow the same patters and same value proposition. However, based on
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the interviews, there are differences in terms of the level of education in the Mar-
ket Areas. Therefore, the communication should start at a more basic level for
those Market Area organizations where there is no understanding of the FilX
product family offering. Meaning, in the case of NCA and SAM, the communica-
tion for NCA should be more about boosting brand awareness, ensuring every-
one remembers to promote the FilX product family brand when speaking to cus-
tomers. On the other hand, with SAM, the starting point should be with more of
the basics: going through the portfolio and ensuring that there is understanding
about the five products within the portfolio, and explaining why those products
are in the portfolio. Once the offering is understood, the FilX product family
brand can be promoted further. These steps are visualized in figure 7, above.
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5 CONCLUSIONS

The focus of this master’s thesis was on the role of internal processes in brand
alignment. The goal was to also take into account the name changes and make
conclusions on how they have affected the level of alignment internally. This
chapter will first evaluate the quality of this research, then discuss the theoretical
aspects that this research has contributed to by relating back to chapter 1.1 where
the research gap was highlighted. This will be followed by managerial implica-
tions which will help the brand owners and Marketing Managers in future plans
for internal communication to create a better level of brand alignment. Lastly, the
chapter will make some suggestions for future research.

5.1 Evaluation of research

According to Stenfors et al. (2020) breakdown evaluation of qualitative research
into five areas: credibility, dependability, confirmability, transferability, and re-
flexivity. This research will now be evaluated based on these criteria. In order for
the research to be credible, the researcher should clearly explain and justify their
chose methodology, data collection methods should be suitable for the chosen
approach and the selection criteria for study participants should be well reasoned
(Stenfors et al. 2020). This thesis clearly explains the chosen research method,
and why it is suitable for conducting the research. It was stated that there are
disadvantages to semi-structured interviews but despite them, it was the best
method available for conducting this research. Each of the research subjects had
a clear role in providing the researcher with enough information to answer the
research questions. However, in order to make the findings more credible, the
research could have taken a wider look at the organization. This research was
limited to only two of the eight Market Areas, meaning that conclusions about
the level of brand alignment can be only made for the two interviewed markets.
Second, dependability refers to the fact that the research should be written in a
way that it can be replicated (Stenfors et al. 2020). As stated for the reasoning of
credibility, this thesis clearly reasons the chosen research methodology, selection
of research subjects and explains how thematic analysis was used for data anal-
ysis. Therefore, making it possible to replicate to another brand or company.
Third, confirmability is defined as establishing a link between the data and the
tindings with clear explanations and use of quotes to back up claims (Stenfors et
al. 2020). This research utilizes quotes to back up claims and findings stated
throughout the research findings and analysis chapter. Fourth, transferability,
which means that the finding can be applied to another setting and context (Sten-
fors et al. 2020). This research was conducted as a case study, focusing on the FilX
product family brand. Therefore, the applicability of the research to other legacy
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brands in other companies is difficult to assess. It can also be stated that the find-
ings cannot be generalized to be applicable to other legacy brands that the case
company is currently utilizing in their product portfolios. The fifth and last area
of evaluation is reflexivity which is about the researcher’s role in the study and
should be an ongoing process throughout the research process (Stenfors et al.
2020). This is an area that could have been taken into account slightly better
throughout the study. The researcher is the Marketing Manager of said product
family brand and works closely with the research subjects on a weekly basis.
However, it can be stated that the role of the researcher did not affect the research
findings negatively as all the research subjects were very honest even when talk-
ing about negative aspects of the internal processes that have been led by the
researcher.

Stenfors et al. (2020) also suggest considering the ethical aspects of
research, such as ensuring all research subjects have consented to being inter-
viewed and they are aware of how their personal data is going to be handled.
This was taken into account by sending each research subject a consent form,
final notification and privacy notice prior to the interviews taking place.

5.2 Theoretical contributions

The research problem of this study was to better understand what the role of
internal processes is in the level of brand alignment between brand identity and
brand image in a B2B setting. The problem was investigated through three re-
search questions which have been answered in-depth in sub-chapters 4.1.6, 4.2
and 4.3. To summarize, it can be concluded that there is brand alignment between
brand identity and brand image to some extent. The misalignment is due to the
lack of understanding on offering as well as the pricing point of the filtration
solutions. It can also be concluded that the level of brand alignment is signifi-
cantly better in NCA, compared to SAM. The name changes of the company have
also to some extent had an effect on brand alignment because the changes have
causes insufficient understanding of product offering and its naming.

Taking all of the above into account, it can be stated that internal processes
have a significant role to play when it comes to brand alignment. In order to im-
prove the level of brand alignment between brand identity and brand image, the
internal communication efforts need to be increased and monitored carefully to
assess the communications success and effectiveness.

Reflecting to the identified research gaps, the following sub-chapter will
reiterate the future research directions identified in sub-chapter 1.1 and explain
how this thesis contributes to said gaps. Leek and Christodoulides (2011) out-
lined future research directions for internal brand communication by highlight-
ing two questions: 1) What internal company processes are required to generate
consistent brand perceptions amongst employees? and 2) What processes will
enable employees to convey a consistent brand image to industrial buyers? Based
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on the research conducted in this thesis while investigating the FilX product
brand one of the keys for brand alignment is understanding of the offering. In
order to achieve this a consistent, structured process should be followed. A key
part of this process is internal trainings and consistent internal communication
which needs to be monitored to be sure that the communication and information
is reaching all relevant stakeholders all over the globe. This structured commu-
nication and training will ensure brand alignment and enable consistent commu-
nication by employees to external stakeholders.

In the research gap chapter, it was identified that this thesis will contribute
the first, second, fourth and fifth research area identified by Piehler et al. (2018).
To recap, it was stated that this thesis will contribute to the first research area by
investigating the value of the FilX brand to the case company, throughout the
organization as well as look at the importance of brand alignment in relation to
a company’s success. This can be deduced from the amount of brand alignment
between brand image and brand identity. From the research data, it can be con-
cluded that the value of FilX product family is very significant. It not only has a
significant potential to contribute to the profitability of the Filtration segment,
but it also plays a significant role in helping the segment reach its sustainability
targets which are then tied to the company’s sustainability targets as a whole. As
stated in chapter 4, there is brand alignment between brand identity and brand
image to some extent. This is also shown in the research results when looking at
the company’s success. This year and 2022 showed recorded numbers for the FilX
pressure filter but it is worth noting that there are four other filters in the FilX
portfolio which have much more sales potential. As stated in some of the inter-
views, there is potential for further growth and development and the full poten-
tial of the product family has not been unlocked. This can further be achieved
with improving the level of brand alignment.

The second area was about having research from a wider range of situa-
tions, industries, countries and companies. This thesis has added a new industry
and company to already existing research. Providing a different view and an ad-
ditional comparison point for previous findings.

Fourth research direction was about focusing on product brands, instead
of purely looking at the corporate brand. In addition to Piehler et al. (2018), this
was also highlighted by Baumgarth and Schmidt (2010) as a future research di-
rection. This thesis did not look at the corporate brand of the case company, but
the product brand, FilX. Therefore, providing the missing viewpoint.

The fifth and final research area was about having a variety of data sources
and asks for assessment from managers. The interviewees in this thesis covered
a wide range of roles and all conclusions are drawn based on feedback provided
from management level all the way to front-facing sales positions.
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5.3 Managerial implications

This research can be used as guidance for the filtration segment as a whole, in-
cluding the business personnel as well as the marketing teams, to plan for inter-
nal processes, including internal communication. Overall, it was clear that the
communication needs to be increased and it should be more consistent and reg-
ular. There is also a need to monitor that the Market Area personnel are seeing
and reading the information. Firstly, it is important to focus on increasing brand
awareness and brand recognition. This is for both Market Areas: NCA and SAM.
However, the level of brand alignment was significantly better in North and Cen-
tral America, compared to South America. This can be since NCA has more ex-
isting and potential customers for the FilX product family, compared to SAM.
This means that the personnel working in MA NCA have more experience work-
ing with the FilX product family solutions. Therefore, more focus should be
placed on SAM communication in the future.

For South America, the communication should go back to the basic level.
It needs to be explained that the FilX product family exists, it would also be good
to give reasoning for why the Filtration segment chose to keep the name and why
it was selected for the five filters which belong to the product family.

One important learning from the research was that there needs to be more
open communication on the pricing of the FilX product family filters. There is not
enough justification for the premium level pricing which makes it very hard for
the sales to understand and communicate forward.

Lastly, since there are thousands of references available for the FilX prod-
uct family filters, they should be utilized in the communication. If there are con-
crete results to back up the value propositions and marketing claims, it will be-
come easier for the sales to sell and promote, and to justify the premium level
pricing. This can also be backed up by Zhang et al. (2015) who state that custom-
ers typically trust each other more than companies who are trying to sell their
products and services. References would in a way act as customer-word-of-
mouth.

54  Suggestions for future research

There are various ways in which this research could be expanded and
studied in the future. For instance, to further justify the results of this study, it
would be beneficial to investigate the other six market areas that were not inter-
viewed for the purpose of this thesis. This would enable a better understanding
of the level of brand alignment and the role internal processes have in it. Secondly,
this research could be expanded to the portfolio in the other BL which also be-
longs to the FilX product family. This would give a wider look at the entire prod-
uct family portfolio and not only be limited to filtration solutions.
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Outside of the scope of the FilX product family, the research could be ex-
panded to investigate other legacy brand names that the case company has and
seeing if there is correlation between the research findings of the FilX product
family brand name and the other brand names.

Lastly, the research results could be further verified by conducting similar
research for a legacy brand in a different industry, outside of mining but still
remaining within the B2B sector and looking at original equipment manufactur-
ers. Additionally, it would be important to conduct further research by focusing
only on the product brand, not taking the wider corporate brand outlook, as most
research at the moment does.
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APPENDIX1 Interview questions

Background information

How many years have you been in the company?
Please tell me about your role.
Please explain how your role is related to FilX filters.

Brand identity (Global roles)

Can you tell me about FilX filters? // Can you tell me about FilX product
family brand?
What do you think about the FilX product family brand?
What kinds of feelings does the brand raise in your mind?
What do you see as the key strengths and weaknesses of the FilX filters?
How do you feel the FilX filters differentiate on the market?
How do you feel, are there any values and beliefs associated with the FilX
product family brand?

o Continuance question: can you please elaborate on the values and be-

liefs.

In your opinion, what sentence best describes FilX product family?
How confident are you in the FilX product family’s ability to grow and main-
tain profitability? Please give reasoning to your statements.
What business strategy goals does the (increased) sales of FilX filters support?
What in your opinion characterizes the target audience or ideal customers of
FilX filters?

Brand image (Market Area roles)

Can you tell me about FilX filters and product family?
What kinds of feelings does the FilX product family brand raise in your mind?
Has anyone in your family worked for FilX or the previous Finnish company?
In your opinion, do the FilX filters have an emotional connection to the min-
ing industry?

o And does this somehow have an effect of the filter selection/purchase?
How do you see the FilX product family brand?

o Can you elaborate further what it stands for?
What do you see as the key strengths and weaknesses of the FilX product
family brand?
What kind of values and beliefs you promote to the customers when selling
FilX filters?
Do you have any certain value propositions you use when selling FilX filters?
How would you describe the target audience or ideal customer for the FilX
tilters?
Do you tailor your message/ description of FilX filters to each customer?
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Name changes

How do you see the recent name changes of the company (first in 2020 and
then to current name in 2023)?
o Do you feel they’ve influenced your perception of the FilX brand? If
yes, how and what?
Do you feel that there have been changes in communication during and af-
ter the company changes?
o What kind of potential changes (for e.g. has the focus shifted from
product features to brand value etc.)
What about the way you communicate about the brand when you speak to
customers. Do you feel that there have been behavioural changes when
speaking to customers?

Internal processes and communication

Do you feel that any internal communication so far has given you new infor-
mation or new views on the FilX brand?

Do you feel that you have received sufficient information on the FilX prod-
uct family in order to communicate its benefits, value proposition etc. to the
customers?

What internal tools or channels do you use to look for information on FilX
and why?

What would enable you to get a better understanding of the FilX product
family brand?

What would help and what you would need in order to be able to communi-
cate the FilX product family values and benefits to the customers in a better
manner?
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