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(5)
Introduction 


Never has it been so easy to start a technology company as it is right now. Especially 
 when we are talking about software companies, which is the focus of this paper. By a 
 push of a button the product in question can be scaled without it costing an extra cent. 


This is truly remarkable, but of course being a software company does also come with 
 its downsides. It has also never been this easy to copy your competitors’ product, or 
 have your product copied by others for that matter.  


In this day and age technology companies, and especially technology startups (which 
 will from now on be referred to as “tech startups”), have to focus on multiple aspects 
 all the time in order to succeed in today’s business world. Having a great idea, or a 
 great product is no longer enough if you want to “make it”. The tech startup scene is 
 getting more and more saturated with new businesses coming along every day. This 
 makes it increasingly tougher if you want to succeed.  


Not  only  are  there  more  and  more  tech  startups,  but  the  chances  of  you  having  a 
 unique product is fairly small, i.e. it is likely that what you do is also being done by 
 multiple other companies at the same time. E.g. how many social photo-sharing apps 
 exist?  Why  is  it  that  some  succeed  and  others  do  not?  Why  did  Facebook  buy 


“Instagram” for $1 billion and not some other random photo app (New York Times, 
 2013)?  


A tech startup therefore needs to focus not only on building a great product that its 
 customers, or potential customers, want to use, but also on “getting the word out”, i.e. 


if you have a truly great product but no one knows about it then what is the point? 


You need to be able to gain users, spread the word, and get people excited about your 
 product.  It  is  very  likely  that  there  already  exists  one  of  multiple  other  companies 
 doing exactly what you are doing, so you have to give users a reason to choose you.  


So, it is commonly known that not even a great product, nor a great marketing team, 
will  make  or  break  your  company.  You  have  to  be  great  in  all  aspects  of  your 
business. But, in a tech startup the funds are in most cases limited and scarce. Both in 



(6)financial – and human capital terms. You will probably not be able to hire the best 
 computer programmers/engineers because of financial constraints, and the marketing 
 department  might  just  consist  of  one  person,  so  how  do  you  not  only  build  a  great 
 product  but  also  make  sure  you  are  ahead  of  your  competition  in  branding  and 
 marketing with the limited options/possibilities you have available? 


When the funds are fairly limited in the startup phase every last cent should be spent 
 carefully seen as the competition is assumed to be extremely fierce. E.g. three out of 
 four start-ups fail (WSJ, 2012), so what makes one company succeed and another one 
 fail if the products are more or less the same? E.g. why did Foursquare succeed and 
 Gowalla fail (Techcrunch, 2011)?  


The Silicon Valley tech startup scene has many examples like the one just mentioned 
 and the trend is going global, which is why this topic needs to be examined further. 


The need for a viable set of guidelines is very much real and needed more than ever. 


So, this thesis is expected to be very relevant right now but also in the coming years.  


It is not assumed that every company is the same, nor that there is a “one size fits all” 


solution  to  succeed  in  the  tech  scene,  but  a  general  set  of  guidelines,  which  all 
 companies  should  be  able  to  benefit  from,  is  to  be  expected  as  an  outcome  of  the 
 paper. Most problems that tech startup companies face are assumed to be universal, 
 which  would  make  the  solutions  that  apply  more  or  less  the  same.  Of  course, 
 depending  on  where  in  the  world  your  business  is  situated  certain  options  or 
 conditions  might  vary,  or  not  be  available  at  all.  Political  conditions  certainly  vary 
 from country to country, but certainly also from state to state (if you are located in the 
 US).  


There have been conducted several empirical research studies regarding branding and 
 marketing  in  European  startups  (Witt  and  Rode,  2005;  Bresciani  and  Eppler,  2010; 


Rode  and  Vallaster,  2005),  however,  none  has  been  conducted  in  the  US,  which  is 
why this thesis has chosen that specific area as an area of interest. It is not expected 
that  the  general  conditions  and  circumstances  differ  from  European  to  US  startups, 
however, seen as this has not yet been tested this thesis explores several hypothesizes 



(7)
Problem Statement 


The tech startup scene of today is highly saturated and therefore difficult to succeed 
 in. Yet, new companies are being started on a continuous basis in the face of both the 
 economic  hard  times  and  the  conditions  for  tech  startups  in  particular.  This  thesis 
 wishes to explore US startups and investigate their operations in order to gain insights 
 into what they are doing right and what they are doing wrong with regards to resource 
 allocation focusing on branding and marketing. The research question is therefore: 


1.  How should US tech startups approach branding and marketing?  


Furthermore,  this  thesis  is  going  to  explore  what  the  established  literature  of  those 
 two key areas say and will compare its held tenets to the practices of actual ‘real’ life 
 tech startups mainly situated in Silicon Valley, California, which is the California hub 
 of tech startups. 


Prior research findings have shown that startups, and tech startups in particular, tend 
 not to focus their scarce and limited resources on the marketing and branding aspects 
 of  the  business.  This  thesis  wishes  to  explore  this  in  an  empirical  study  and  to 
 investigate  whether  the  same  is  the  case  for  the  actual  startups  investigated.  This 
 empirical  study  also  wants  to  investigate  the  views  and  strategies  with  regard  to 
 branding and marketing employed by the startups included in the study.  


On  this  basis,  the  evidence  from  the  established  literature  and  theory  will  be 
 compared to the findings in the empirical study and an analysis will aim to arrive at 
 new  insights  with  regard  to  finding  guidelines  for  a  viable  way  of  starting  a  new 
 venture – should more emphasis in fact be put on marketing and branding in US tech 
 startups,  or  should  a  different  or  alternative  approach  be  adopted  with  regard  to 
 allocation of funds on marketing and branding?  


Lastly, on the basis of the answers to above questions this thesis wishes to develop a 
new  framework  which  can  serve  to  help  tech  startups  navigate  the  uncertainty  that 
surrounds a newly founded venture by providing a guide to how one should allocate 



(8)the scarce and limited resources that inevitably go hand-in-hand with starting a new 
business.  
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Research Methodology 


Research Strategy 


In  order  to  discover  which  strategies  are  employed  by  US  tech  startups  within  the 
 fields  of  branding  and  marketing  a  multiple  explorative  case  study  has  been 
 conducted.  This  approach  has  been  chosen  because  using  a  single  case  study  of  a 
 single company would not have been able to produce the sufficient depth and breadth 
 of information deemed necessary for constituting a valid basis for the purpose of this 
 thesis.  In  order  to  be  able  to  generalize  from  the  empirical  data  collected,  a  larger 
 number of startups have been interviewed with the purpose of creating a broader basis 
 for  increasing  the  validity  and  reliability  of  this  study.  Further  commentary  of  the 
 validity and reliability of the paper will be made later on in this chapter.  


This  thesis  has  from  its  outset  had  as  its  aim  to  discover  the  actual  activities  and 
 initiatives conducted in and by tech startups, and as this is an understudied field, an 
 explorative approach has been chosen because it has been estimated that this would be 
 the best way to bring forward the desired information. The study aims to discover the 
 practices  of  US  tech  startups  by  the  collection  of  primary  empirical  data  from  the 
 immediate  sources  based  in  the  companies.  Since  not  much  research  has  been 
 conducted in this type of company, there is little readily available research (Hackley, 
 2003) which covers the fields of branding and marketing within US tech startups. An 
 explorative approach to the subject is therefore needed as it lends itself to providing 
 potentially new insights.  


Research Design 


The  research  for  this  thesis  is  based  upon  primary  data  collected  through  semi-
 structured interviews of US tech startups. This design was chosen because currently 
 data concerning the fields of branding and marketing in tech startups hardly exist, and 
 the open-ended interviews would present an opportunity to bring forward such data. 


In  order  to  enhance  the  validity  and  reliability  of  the  thesis,  the  primary  data  are 
compared  to  secondary  data  from  similar  and  larger  studies  conducted  within 
European tech startups. The data are then compared to different theories regarding the 
branding  and  marketing  of  tech  startups  in  order  to  facilitate  the  creation  of  a  new 



(10)framework and potentially provide new insights which can then be fed back into the 
 existing knowledge while putting this knowledge into relief. The different theories are 
 collected through various articles in academic journals, books and monographs, a few 
 select newspaper articles, and occasionally when it has been the only option through 
 popular Internet blogs.  


The  questions  constituting  the  groundwork  for  the  semi-structured  interviews  in  the 
 primary data collection phase are derived from a combination of the theories explored 
 in  the  literature  review  section  of  this  paper  as  well  as  the  data  on  European  tech 
 startups which are used as secondary source of data.  


The  primary  data  collection  for  this  thesis  is  based  upon  the  hermeneutic  approach 
 because it opens up for interpretation (Hackley, 2003), which has been deemed quite 
 important in this study as the aim is to clarify, understand and subsequently to create 
 new  realizations  pertaining  to  the  field.  With  the  opportunity  for  interpretation  the 
 data sample creates a basis for valid analysis while keeping in mind that one has to be 
 careful  when  interpreting  the  data,  and  that  analyses  need  to  be  conducted  with 
 respect to context and that one should at all times endeavor to remain objective and 
 unbiased.  Thus  the  strength  of  the  method  is  the  flexibility  and  openness  to 
 adaptability to context, but exactly this is simultaneously the point of critique of the 
 hermeneutic approach to its application in conducting research.  


Based upon the research done regarding European startups (Witt and Rode, 2005) this 
 thesis sets out to test several hypothesizes. Since not much research has been done in 
 the field of startups it is deemed important to test the validity and reliability of the few 
 already  conducted  studies  regarding  branding  and  marketing  in  startups  (Bresciani 
 and  Eppler,  2010;  Witt  and  Rode,  2005;  Rode  and  Vallaster,  2005).  Therefore,  the 
 hypotheses are as follows: 


Hypothesis #1: 


Since European startups do not use marketing and branding sufficiently in the startup 
phase  of  building  a  business,  it  is  assumed  that  US  tech  startups  are  lacking  in  a 
similar fashion. 



(11)Hypothesis #2: 


With  regard  to  European  startups  it  is  proposed  that  said  companies  would  benefit 
 from adopting strategies within the fields of marketing and branding in the early days 
 of  building  their  business,  therefore,  it  is  assumed  that  US  tech  startups  will  also 
 benefit from an implementation of said strategies. 


Multiple case studies 


This thesis has its data from multiple case studies. The data was collected through in-
 depth semi-structured interviews with managers and CEOs of US tech startups mostly 
 situated in Silicon Valley, California.  


The open-ended questions of personal meetings open up the opportunity for exploring 
 the everyday work approach within the companies. The case studies comprise data on 
 the  thoughts  and  strategies  behind  the  companies,  and  the  interview  method  was 
 chosen  in  order  to  discover  similarities  between  the  companies  selected  and 
 subsequently  underpin  the  construction  of  knowledge  of  what  the  general  trend  is 
 among US tech startups.  


Qualitative Research Method 


The type of information which it was necessary to gain access to in order to get the 
 kind  of  data  which  will  lead  to  new  insights  could  only  be  collected  through 
 qualitative  methods  as  it  was  held  by  private  individuals  and  companies  and  not 
 available in objective quantifiable form and public records; nor was it possible for this 
 type of data collection to establish control groups for comparison and correlation of 
 results. There were two approaches open to the collection of this type of data, namely 
 questionnaire surveys and interviews.  


The  method  chosen  for  collecting  data  for  this  thesis  was  done  through  qualitative 
interviews  because  it  is  an  explorative  study  and  the  interview  as  a  method  has  the 
advantage  of  being  flexible.  By  using  a  qualitative  method  instead  of  a  quantitative 
one, it was to a larger degree easier to obtain the information needed for the analysis 



(12)of this thesis and instead of having a fixed set of questions, which one would have in 
 a questionnaire survey, it was highly important that it was possible to follow up on 
 particular aspects as they were uncovered during the interviews.  


Sample Selection 


The data sample used for this thesis was selected on the basis of a number of factors 
 described below. The requirements for the companies selected were for them to be a 
 tech startup situated in the US and preferably in Silicon Valley. In order to be eligible 
 for selection a company had to not be older than five years, and they had to already 
 have  launched  their  initial  product  into  the  market  place.  Several  startups  were 
 approached on the basis of them being mentioned on well-known tech blogs (such as 
 Mashable.com, techcrunch.com, etc.). 


The sample of case companies were selected in such a way that they can be viewed as 
 representative of the entire US tech startup industry, which in practice means that the 
 guiding  principle  was  diversity  but  within  a  predefined  limit.  The  selection  of 
 companies  ranges  from  pure  software  companies  to  companies,  which  use  software 
 solutions to help people in the physical world, to companies which use a combination 
 of software and hardware solution in order to service their customers.  


In  combination  with  this  fact  the  selection  of  companies  for  this  thesis  are  based 
 across the entire area of Silicon Valley so they represent diversity of product, within 
 the limits described above, and diversity of geographical location. The diversity is in 
 support of the case for the selection being representative and thus making a case for 
 the results of the study becoming generalizable for the genre of tech stat-ups. Clearly, 
 one study such as the present one will only be a limited contribution to the field, and 
 more studies are needed in this new field. 


Interviews 


The data was collected using explorative qualitative interviews (Kvale & Brikmann, 
2008). Because there was a need for being able to follow up on certain questions and 
answers,  it  was  not  considered  feasible  to  use  a  quantitative  approach  with  set 
questions, and because certain instances called for interpretation of the data in order 



(13)to convert it into viable information, the interpretative hermeneutic approach was the 
 only  approach  which  was  suited  to  the  purpose  (Hackley,  2003).  Furthermore,  the 
 explorative  nature  of  the  study  called  for  open-ended  questions,  i.e.  the  only  viable 
 option was to conduct semi-structured qualitative in-depth in order to gain access to a 
 pool of knowledge which through analysis and interpretations could be drawn on to 
 answer the questions posed by this thesis.  


Moreover,  in  order  to  obtain  the  most  honest  answers  from  the  respondents  the 
 interviews were conducted in a quite organic fashion, i.e. every interview started off 
 with  small  talk  in  order  to  get  the  interviewee  in  a  more  relaxed  state,  and  the 
 interviews were conducted on their premises (at their place of choice, which in most 
 cases was their place of business). The fact that the interviews were conducted at a 
 place and time chosen by the respondents were conducive in creating an atmosphere 
 which facilitated openness to the very important element of follow-up questions and 
 the possibility of returning to emerging themes in the interviews as they progressed.  


The difficulty of the interview method is according to Kvale and Brinkmann that the 
 interviewer  wants  to  get  as  much  knowledge  as  possible “while  at  the  same  time 
 respecting  the  integrity  of  the  interview  subjects”  (2009:  174).  In  this  light,  it  is 
 important  to  establish  an  atmosphere  of  trust  between  the  interviewer  and  the 
 interviewees  who  in  reality  are  revealing  confidential  information  about  their 
 companies. The questionnaire method would not serve this purpose in the same way, 
 and it would be much more formal, if from no other perspective then alone from the 
 perspective that written expressions are more formal than oral ones. It would also be 
 much easier to dismiss, i.e. lead to non-responses, and perhaps the responses would be 
 more guarded and not so spontaneous and honest. The advantage of a questionnaire 
 method would be that every subject would get the same exact question and therefore 
 comparisons would be easier, but the drawbacks were judged to be stronger than the 
 advantages. 


The interviews were conducted three different ways. Those three ways were in person 
interviews, Skype interviews, and phone interviews. The preferred interview method 
was in-person interviews, which also was the predominate one (only two interviews 
was  not  conducted  this  way),  i.e.  besides  one  Skype  interview  with  ’99  Dresses’ 



(14)located  in  New  York  City,  and  one  phone  interview  with  ‘Cooliris’,  all  interviews 
 were  conducted  in  person  in  Silicon  Valley  during  the  period  of  September  6-11, 
 2013.  All  interviews  were  recorded  using  an  audio  recorder  in  order  be  able  to 
 accurately  recall  the  data  at  a  later  time.  The  interviewees  agreed  to  this  without 
 reservations and at no time did they ask for confidentiality clauses to be signed. The 
 recordings  of  the  interviews  are  to  be  found  online.  The  links  to  the  interviews  are 
 located in the bibliography section of the thesis.  


The interviews were based on a combination of general questions regarding branding, 
 marketing,  and  product  development  and  follow-up  questions  related  to  statements 
 made by the subjects during the interview. Even though the selected companies in the 
 case  studies  fulfilled  the  same  general  criteria  for  tech  startups  as  described  above, 
 each case company was different, which is why the strategy to base the interviews on 
 broad, general and open questions was used and combined with follow-up questions 
 adapted  to  each  case  when  necessary  rather  than  adopting  the  same  fixed  set  of 
 specific questions.  


In  each  case  the  company  being  interviewed  was  asked  to  start  by  briefly  talking 
 about  the  company  in  order  to  get  the  background  story  and  get  the  actual  person 
 being  interviewed  to  relax  somewhat,  thereby,  creating  a  more  friendly  and  less 
 formal  setting  for  the  interview.  This  can  help  the  subject  to  become  more  open 
 towards  the  interviewer  thereby  creating  more  valid  data  for  the  thesis  (Kvale  & 


Brinkmann, 2008). 


Critique of Methodology 


The advantages of the chosen research methodology were outlined above, but every 
study and research paper has its shortcomings and critique points. In the next sections 
the limitations as well as the validity and reliability of this thesis will be discussed in 
relation to the objectives of this thesis. The reflection in itself and the awareness of 
some  of  the  drawbacks  of  the  chosen  methodology  can  to  some  extent  be  said  to 
contribute to the heightened understanding of the reliability and validity of the study 
and in preparing for the shortcomings some of these may be alleviated. 



(15)Limitations 


The research conducted for this thesis has its limitations like all research and some of 
 these have already been pointed out above. One of the main aspects of critique can be 
 placed  on  the  sample  size  for  the  data  collected.  The  sample  size  is  merely  6  case 
 companies. Therefore, a valid point of critique is the degree to which it is possible to 
 extract generalizations which are based upon the findings of this thesis. It would be 
 difficult,  however,  to  significantly  expand  the  sample  size  within  the  constraints  of 
 time and space of a master’s thesis.  


Another  constraint  is  that  it  is  difficult  to  make  contact  and  make  agreements  with 
 these  new  startups  which  have  themselves  little  interest  in  participating  in  such  a 
 study.  However,  in  realizing  the  shortcomings  of  the  sample  size,  one  needs  to 
 interpret  the  data  collected  in  a  careful  fashion  and  to  draw  conclusions  from  the 
 results  mentioning  the  conditions  and  limitations.  The  findings  of  this  thesis  should 
 therefore not be seen as conclusive evidence, but more as a stepping-stone for a larger 
 and  more  detailed  study  on  the  subject  of  branding  and  marketing  within  US  tech 
 startups (Hackley, 2003). The study can, however, point to clear tendencies which are 
 general traits appearing out of the data collected. 


Another point of critique of this study is the manner in which the data was collected, 
 namely through qualitative explorative in-depth interviews. There is an actual risk of 
 skewing  the  data  because  it  has  to  be  interpreted  by  the  interviewer,  which  can 
 compromise the validity of the study. However, because this was a known factor prior 
 to the interviews being conducted, a conscious effort has been made to treat the data 
 collected in a fashion as unbiased as possible when dealing with qualitative interviews 
 (Hackley,  2003),  and  the  interpretation  of  responses  have  been  subjected  to  careful 
 deliberation. 


Reliability 


One of the questions that need to be answered is whether the study can be replicated 
by other researchers. The data collection for this thesis is deemed to be replicable by 
others; however, since the in-depth interviews are conducted in an explorative semi-



(16)structured fashion, others who wish to test the findings of this study need to have the 
 appropriate basis for conducting such interviews.  


Certainly, every case company and situation is influenced by the interviewer, which 
 can  lead  to  a  dataset  that  does  not  have  as  high  a  reliability  level  as  a  quantitative 
 study would have, but when operating within the restraints of a qualitative research 
 study,  the  level  of  reliability  is  deemed  high  (Hackley,  2003).  It  should  be 
 remembered  when  interpreting  in-person  interviews  that  the  interviewer  in  not  the 
 only personal factor, and the interviewee is also personally involved and thus may be 
 subjective, but the ‘truth’ is presented as it is perceived by the interviewee, and it is 
 this  perception  that  forms  the  basis  for  strategies  and  actions  within  the  companies 
 and thus in effect becomes reality resembling facts. 


One of the potential critique points of the reliability aspect of a qualitative study is the 
 transparency of the data collected (Hackley, 2003). This critique cannot be applied to 
 this thesis because every interview was recorded with an audio recorder. Therefore, 
 every researcher who wishes to analyze or use the original data collected is able to in 
 principle.  This  therefore  increases  the  reliability  of  this  thesis,  and  in  effect  this 
 enables scrutiny of the collected data. 


Validity 


The issue of validity discusses whether the research done can be applied outside the 
 area of the studied field, i.e. can the results of a study be applied in a different context 
 from which the findings do not originate? Furthermore, it raises the question whether 
 the findings of a particular study can be generalized beyond the scope of the original 
 study (Hackley, 2003). For example, can one use the findings of this thesis to make 
 generalized  statements  about  the  entire  US  tech  startup  scene,  or  tech  startup 
 companies around the world?  


The data obtained in this study are deemed valid because the situations and problems 
which  the  case  companies  are  encountering  do  not  apply  solely  to  tech  startup 
companies and not solely to a particular type of tech startup. The issues which have 
surfaced in the data make it clear that the difficulties these companies struggle with 



(17)reach  beyond  their  own  particular  place,  time  and  type  of  business.  Hence,  the 
 research done for this study can be applied outside the field of the original scope of 
 this thesis but within the limitations discussed later in the thesis.  


The  findings  of  the  research  are  viewed  as  issues  and  problems  which  can  be 
generalized  to  the  entire  tech  startup  world  in  the  US  and  not  simply  to  Silicon 
Valley. Tech companies are in most cases founded by one or two computer engineers, 
i.e.  the  issue  pertaining  to  a  lack  of  focus  on  branding  and  marketing  is  seen  to  be 
universal across the entire industry.  



(18)
Branding - Literature Review  


Introduction 


Traditional branding literature does not mention a great deal about start-ups, let alone 
 tech  start-ups.  The  studies  which  have  been  conducted  within  the  field  of  branding 
 have been carried out on already established corporations (Rode and Vallaster, 2010). 


Within the world of startups and in particular tech startups only a handful of studies 
 have been conducted so far. It is therefore an interesting field in which to study the 
 concept of branding.  


Furthermore, the studies conducted have only been on non-US startups e.g. European 
 startups  in  Germany,  Austria,  etc.  (Rode  and  Vallaster,  2010).  This  thesis  aims  to 
 examine and to test the central findings of those existing studies on branding within 
 start-ups. It also sets out to conduct one of the first, if not the first, study on US tech 
 startups  with  regard  to  branding;  despite  persistent  efforts  and  searching  through 
 journals  and  databases,  it  has  at  the  time  of  writing  turned  out  to  be  close  to 
 impossible  to  find  any  empirical  studies  conducted  in  the  US  on  tech  startups  and 
 their branding practices.  


The importance of branding in startups 


Branding  is  an  important  aspect  of  doing  business  regardless  of  which  industry  a 
 business  is  in.  A  successful  approach  to  branding  can  lead  to  new  customer 
 acquisition,  long-term  retention  of  users,  and  help  any  business  reach  a  higher 
 potential in the market place (Bresciani and Eppler, 2010). Branding can help startups 
 to elevate their business to the next level. The aspect of branding has been studied a 
 great deal within already established corporations and the conclusion in those studies 
 is  clear;  branding  and  being  able  to  successfully  undertake  a  branding  strategy  is 
 beneficial for any business.  


With  regards  to  startups  branding  is  also  highly  important;  however,  so  far  the 
mechanisms which can help startups to brand themselves have yet to be uncovered in 
the case of US tech startups (Rode and Vallaster, 2005). According to the few studies 



(19)conducted  on  European  startups  a  successful  branding  of  a  startup  can  mean  the 
 difference between a successful and failing business (Bresciani and Eppler, 2010). It 
 is  therefore  assumed  that  the  same  is  true  for  US  tech  startups.  This  particular 
 hypothesis will, however, be tested later on in this thesis.  


Branding Aspects for Startups 


According to Witt and Rode (2005) a startup should be doing branding in two overall 
 areas, namely, with regards to Corporate Identity and Corporate Image. The findings 
 from their study comes from 311 German startups, which is one of the biggest, if not 
 the biggest, empirical study on startups to date and the results from the study can be 
 characterized as fairly reliable and valid. Both constructs have a number of subsets, or 
 aspects  of  action,  which  need  to  be  undertaken  in  order  for  a  business  to  deploy  a 
 successful branding strategy. Those will be described below. 


Corporate Identity 


The area of corporate identity can be very elusive, i.e. the research literature on the 
 topic puts forward different definitions of what constitutes corporate identity.  


The  two  prominent  sources  on  this  issue,  namely  Witt  and  Rode  (2005)  on  the  one 
 hand  and  Heding  et  al.  (2009)  on  the  other  hand  have  different  approaches  and 
 different  definitions.  According  to  Witt  and  Rode,  corporate  identity  is  defined  as 
 comprising the subsets of corporate culture, corporate design, corporate behavior, and 
 corporate communication. Each of these is briefly defined as follows: 


Corporate Culture 


Witt  and  Rode  believe  corporate  culture  is  made  up  of  five  key  components: “the 
contents  of  the  start-up’s  mission  statement,  the  goals  of  the  mission  statement,  the 
founders’ goals, the goals of the corporate culture, and the instruments to implement 
this culture…” (Witt and Rode, 2005: 276). 



(20)Corporate Design 


Here,  Witt  and  Rode  defines  corporate  design  as  a  combination  of  “…its 
 visualization, its economic goals, and the diversity of persons who participate in its 
 creation…” (Witt and Rode, 2005: 277) 


Corporate Behavior 


The  construct  behind  this  term  is:  Human  resource  management  and  personnel 
 development (Witt and Rode, 2005).  


Corporate Communication 


Finally,  this  aspect  of  branding  is  comprised  of  three  major  areas  of  quality  of 
 communication, and these are “…the general quality of the start-up’s communication, 
 the  quality  of  its  communication  with  external  parties,  and  the  quality  of  internal 
 communication.” (Witt and Rode, 2005: 278) 


Corporate Image 


Corporate  image  is  defined  as “…the perception of the corporate brand by external 
 stakeholders  like  customers,  investors,  analysts,  journalists,  suppliers,  and  others.” 


(Witt and Rode, 2005: 279) 


The  overall  typology  established  by  Witt  and  Rode  comprises  several  layers  of 
 subsets  for  each  component  of  the  two  major  constructs  of corporate  identity  and 
 corporate image and as such they have constructed as fine-tuned instrument for both 
 theory  and  practice.  In  general  terms,  the  emphasis  is  on  setting  goals  for  culture, 
 design, behavior and communication and ways of managing and developing these. 


The Established Viewpoint 


The  study  of  German  start-ups  by  Witt  and  Rode  (2005)  is  interesting  not  only 
because it is one of the first on start-ups in the general, but also because it builds on 
such  comprehensive  empirical  material  specifically  concerned  with  branding  that  it 



(21)can  be  used  as  a  benchmark  for  branding  of  startups.  As  demonstrated  above, 
 however,  the  definitions  used  in  order  to  help  startups  employ  a  better  branding 
 strategy  are  quite  complex  and  perhaps  too  demanding  for  smaller  businesses  and 
 inexperienced owners and entrepreneurs.  


Therefore, this thesis will be reviewing other approaches to branding, which might be 
 easier  to  apply  to  US  tech  startups  in  particular  the  approach  called The  Identity 
 Approach, which  was  developed  by  Heding  et  al.  (2009).  This  approach  was 
 developed with already established corporations in mind, but a closer examination of 
 the  central  aspects  of  this  approach  show  that  they  are  quite  similar  to  the  ones 
 developed by Witt and Rode (2005). The advantage of The Identity Approach is that 
 there  are  fewer  layers  to  manipulate  and  the  typology  is  simpler  and  thus  easier  to 
 manage for new enterprises, which have few resources to devote to branding.  


The Identity Approach 


Four main concepts of the identity approach 


In  accordance  with  the  name  of  the  approach  the  pivotal  concept  is  identity, “The 
 core  theme  of  the  identity  approach  is  brand  identity.” (Heding  et  al.,  2009:  55). 


Brand identity is divided into four main parts: 


-  Corporate identity 
 -  Organizational identity 
 -  Corporate Image 
 -  Corporate Reputation 


The purpose of the first two (Organizational identity and Corporate identity) is to help 
 the  company,  or  corporation,  build  brand  identity  from  an  internal  point  of  view. 


Under  these  two  concepts  there  is  no  focus  on  external  factors  such  as  customers, 
investors,  or  other  stakeholders.  These  factors  external  to  the  company  are 
concentrated  on  under  the  concepts  of  ‘Image’  and  ‘Reputation’,  which  exclusively 
focus  on  external  factors.  The  four  parts  which  together  make  up  the  entire  brand 
identity of the identity approach are described in detail in the next section.  



(22)Corporate Identity  


There  are  two  strains  of  schools  of  thought  encompassed  in  this  construct  and  both 
 need to be present in order for a company to have successful corporate identity. The 
 two are: 


-  A visual perspective 
 -  A strategic perspective 


It  is  a  combination  of  the  two,  which  make  up  the  corporate  identity  of  an 
 organization, so both need to not only be present in any giving company, but both also 
 need to be managed sufficiently and properly in order for the corporate identity to be 
 as strong as possible. In addition, the content and the management of the two need to 
 work in unison to constitute an effective corporate identity. 


The visual perspective 


The visual perspective consists of items like company logo, signs, symbols, etc. It has 
 its  root  in  graphic  design, which helps the company become more streamlined in its 
 visual/physical  expression,  “The  visual  school  focuses  on  tangible  visual 
 manifestations  of  corporate  identity  and  on  how  these  manifestations  can  affect 
 leadership behaviour and company structure and vice versa.”  (Heding  et  al.,  2009: 


56) 


The Strategic Perspective 


This part of corporate identity focuses on the over-all ideas of the company. It is here 
you  answer  some  of  the  big  questions  which  help  guide  the  company  and  the 
individual  employee  navigate  in  the  right  direction.  This  is  where  answers  to 
important  questions  are  asked  and  answered,  e.g.  who  are  we?  What  are  our  core 
competencies? Within the strategic perspective the corporation at hand needs to deal 
with the “central ideas of the organization” (Heding et al., 2009: 57) like the mission 
statement of the company, what the vision should be, and general philosophy of the 
corporation. 



(23)  


Organizational Identity 


The internal identity of any giving corporation or company is made up of mainly two 
 aspects. 


-  The behavioral aspect 
 -  The cultural aspect 


These  two  aspects  in  combination  are  concerned  with  how  employees  act  in  the 
 organization,  how  they  feel  about  their  company,  and  what  they  believe  the 
 organization stands for. Some definitions of culture say that culture is behavior.  


In  essence,  therefore  both  the  behavioral  and  the  cultural  aspect  are  expressions  of 
 behavior, but culture is more than behavior in that it also includes philosophies and 
 norms. Trompenaars and Hampden-Turner define culture as “[…] the way in which a 
 group  of  people  solves  problems  and  reconciles  dilemmas”  (1997:  6).  This  is 
 reflected in Heding et al. and their view on corporate culture, “Organizational culture 
 is  closely  linked  to  employee  commitment  and  performance,  which  is  why 
 organizational  identity  is  so  pivotal  for  consumers’  evaluation  of  brand  identity.” 


(2009: 57). Organizational identity can affect how consumers see the company even 
 though  it  is  a  focus  inward  towards  internal  practices,  cultural  aspects,  and  general 
 behavioral  patterns  of  the  company,  but  because  employees  have  relations  to 
 costumers and others of importance to the running of the company, the internal aspect 
 will also impact on the external reality in which the company operates. 


Corporate Image 


Consistency  is  crucial  to  corporate  image  formation  and  maintenance.  The  idea 
behind having a corporate image, and preferably a good positive corporate image, is 
to  have  a  consistent  image  across  all  aspects  of  the  company.  Building  a  good, 
valuable, corporate image means to have a consistent outward image. Every aspect of 
the business needs to be aligned with each other and be in perfect sync. Of course, in 
reality this is rarely the case, but in a perfect world, this would be the case.  



(24)Nowadays,  however,  corporate  image  is  very  hard  for  a  company  or  corporation  to 
 control.  It  is  an  external  factor,  i.e.  the  image,  or  perception,  of  a  company  is  not 
 solely in the hands of the business in question. What makes up a corporate image is a 
 combination of multiple aspects. In this day and age of the Internet and the Web 2.0, 
 the  consumer  has  gained  a  great  deal  of  power  over  brands,  companies,  and 
 corporations.  Some  might  even  go  so  far  as  to  say  that  consumers,  in  most  cases, 


‘own’ the brand. They certainly have a great amount of power over brands with sites 
 like ‘Yelp’ (Nielsen, 2013). But, corporate image is, of course, not only the result of 
 consumers’  own  attitudes  toward  a  brand,  or  the  brand’s  own  efforts  to  sway  the 
 consumers’ opinions. Factors like other corporations, governments, etc. also have the 
 ability to affect the corporate image of any given business, “The corporate image is 
 hence not what the company believes it to be, but exists in the mind of the audience.” 


(Heding et al., 2009: 59) 


Corporate Reputation 


Unlike ‘corporate image’, which focuses on the short-term, ‘corporate reputation’ is 
 based on long-term actions. A reputation takes a long time to build and is the result of 
 PR, corporate social responsibility (CSR), sustainability, and multiple other factors.  


‘Corporate  reputation’  is  used  mainly  to  measure  and  evaluate  how  consumers  feel 
 about  a  company’s  brand  identity  externally,  but  can “…also be used internally to 
 guide  employee  behaviour”  (Heding  et  al.,  2009:  59). Many  people  are  under  the 
 impression  that  ‘corporate  reputation’  is  the  same,  or  an  extension,  of  ‘corporate 
 image’,  but  according  to  Heding  et  al  (2009),  the  two  have  distinct  qualities,  and 
 reputation  is  different  from  image,“…because the mechanisms applying to this field 
 are quite different from the mechanisms that apply to the concept of image.” (Heding 
 et al., 2009: 59). 


The  Identity  Approach  is  thus  concerned  primarily  with  internal  and  external 
properties  of  branding  operationalized  around  identity  and  its  component  parts  of 
culture,  visions  and  strategies  to  build  and  maintain  image  and  reputation.  This  is 
parallel  to  the  much  more  detailed  work  by  Witt  and  Rode,  and  both  approaches 
concern themselves with image, culture and identity. Witt and Rode (2005) form their 



(25)detailed  branding  approach  on  a  single  study,  albeit  on  a  fairly  broad  and  sound 
 empirical  basis,  there  is  little  else  in  the  literature  to  support  their  framework. The 
 Identity Approach as put forward by Heding et al. comes out of an established line of 
 work on branding in the traditional world of corporations.  


In continuation of this argument and the fact that Witt and Rode’s approach would be 
 too demanding for start-ups, this thesis chooses a branding approach, which has been 
 developed  for  older  companies  as  its  primary  foundation  and  applies  it  to  new-
 founded  ventures  such  as  US  tech  startups.  The  ultimate  purpose  is  to  discover 
 whether there may be points for which this approach would be incomplete or in need 
 of complementation, or whether it can be said to fulfill the need that US tech startups 
 have for support and system in their branding and marketing. Following from this the 
 thesis  tries  to  find  a  third  perspective  which  would  be  adapted  to  US  tech  startups 
 specifically. 


A Third Perspective 


There is a great abundance of literature on branding. As mentioned above it is nearly 
 entirely based on theory and research concerning well-established companies. So far, 
 this thesis has considered two approaches to branding when dealing with startups, one 
 representing an established perspective and one representing a new perspective, and 
 yet, at closer inspection, basically within the same framework.  


However,  in  the  following,  a  third  option  put  forward  by  Hatch  and  Schultz  (1997) 
will be discussed. This third way is based on the comparison of the two perspectives 
just discussed and compared. Later this third perspective will be put in relief by the 
empirical data collected about US tech startups for this thesis. This approach has been 
chosen  because,  when  dealing  with  startups,  there  is  no  doubt  that  resources  are 
scarce and limited, so if one can simplify the steps necessary for a startup in order to 
deploy a successful branding strategy, then resources, time and attention can applied 
to other vital areas. Therefore, this thesis will be discussing Hatch and Schultz’s 1997 
third  approach  to  branding,  named The Corporate Brand Toolkit,  which  consists  of 
many of the same elements as the two previously mentioned approaches, but which 
only  consists  of  three  main  parts  and  this  approach  has  been  selected  for  closer 



(26)investigation  on  the  basis  of  an  assessment  of  the  needs  and  possibilities  of  tech 
 startups. 


The Corporate Brand Toolkit 


Similar  to  the  general  assumptions  of  the Identity  Approach,  the corporate  brand 
 toolkit  deals  with  internal  and  external  factors,  which  help  determine  whether  a 
 company  has  a  strong  and  successful  brand  identity.  It  looks  at  different  elements, 
 which help managers evaluate the business in question and it gives guidelines on how 
 to better align certain aspects if they are not in sync. Although, the corporate brand 
 toolkit looks very similar to the four aspects of the identity approach, one of the major 
 differences  is  that  there  are  only  three  aspects  to  this  theoretical  framework.  These 
 three are: 


-  Strategic Vision 


-  Organizational Culture 
 -  Stakeholders’ Image 


Strategic Vision 


Here,  the  company  in  question  decides  what  the  general  concept  of  the  business 
 should be, what the entire company should aspire to, and what the overall goal of the 
 startup  is  in  line  with  Heding  et  al.,“…central idea behind what the company does. 


The strategic vision expresses future management aspirations.” (2009: 61) 


Organizational Culture 


This part focuses on how the different entities of the company act toward each other 
and  in  relation  to  each  other,  that  is,  the  way  employees  behave  toward  each  other, 
management,  and  customers  and  how  this  behavior  reflects “…internal values and 
beliefs. Basic assumptions that embody the heritage of the company, manifested in the 
ways employees feel about the company across rank, reflected in behaviour.” (Heding 
et al., 2009: 61). 



(27)Stakeholders’ Image 


“…how external stakeholders perceive the company, in other words, it is the outside 
 world’s overall impression of the company.” (Heding et al., 2009: 61) 


The  general  idea  behind the corporate brand toolkit  is  to  align  these  three  elements 
 within  the  company.  A  simultaneous  alignment  creates  a  strong  a  successful  brand 
 identity according to its originators Hatch and Schultz (1997). It fits very well with 
 the general idea of the identity approach despite the fact that Hatch and Schultz only 
 have  three  elements  compared  to  the  four  of  the  identity  approach.  However,  the 


“…strategic  vision  equals  corporate  identity,  organizational  culture  and 
 organizational  identity  share  common  perspective,  and  stakeholder  images  are 
 equivalent to the two external supporting themes, image and reputation.” (Heding  et 
 al., 2009: 61) 


All  three  aspects  need  to  be  aligned  at  the  same  time  in  order  for  a  company  to 
 succeed. Hatch and Schultz have composed a series of questions, which can be used 
 to detect whether some of the elements are not aligned with each other and thereby 
 help fix the issue(s) at hand.  


The framework can also be used to see if some of the elements need to be adjusted 
 within the corporation. For example, the ambition of management should be aligned 
 with the work and skills of the employees, but if they are not, one of the elements in 
 question needs to be adjusted correctly in order for the company to obtain a proper 
 brand  identity.  So,  if  misalignment  is  found  within  any  of  the  elements  of  the 
 corporate brand toolkit an action plan needs to be formed in order to re-align them. 


Only  when  all  three  elements  are  aligned  correctly  can  the  equilibrium  of  the 
framework be achieved, which should be the goal for any corporation (Heding et al., 
2009).  



(28)Other Aspects to Consider  


Startups  vs. Already Established Companies 


In  a  comparison  of  start-ups  and  already  established  corporations,  start-ups  seem  to 
 lack certain qualities, generally speaking. According to Lechner (2002) and Drumm 
 (2002) start-ups lack certain organizational abilities, or structures, which could prove 
 essential in the business market. The informal way of doing business internally in the 
 start-up,  as  well  as  the  informal  way  of  communicating  within  the  business  has  its 
 advantages, but could in the end also be one of the reasons why some start-ups ‘make 
 it’ and others do not.  


“While a start-up owns its statute, resources and decisional processes, it shows a lack 
 of structure and history, as well as an absence of organizational and human resource 
 processes.  Furthermore,  the  start-up  is  characterized  by  an  unstructured 
 communication  infrastructure,  a  small  business  network  and  a  strong  personal 
 influence of the founder himself.” (Rode & Vallaster, 2005: 124). 


One of the major challenges a start-up has, or one of the challenges for the founder(s), 
 is brand identity. Branding identity is a huge undertaking for any corporation as it is 
 for any start-up. It is, however, even more of a challenge for start-ups since it is quite 
 common  that  the  right  measures  are  not  in  place  within  the  company  to  handle,  or 
 guide, the business in the right direction.  


In addition, as stated in the quote from Rode and Vallaster, a start-up lacks history, 
 which means that the company might not have a clear identity formed yet and nothing 
 to  draw  on  with  regard  to  the  reputation  of  the  company.  The  responsibility  of 


‘guiding’ the company in the right direction therefore lies with the founder(s). It is his 
 or her job to create, form, and mold the identity of the company so it fits within the 
 frame of the brand.  


“The challenge lies in the consistency of the founder’s decisions and his or her ability 
to act within the ‘big picture’ of corporate identity.” (Rode & Vallaster, 2005: 124). 



(29)What Startups Lack 


In building a corporate brand identity, corporate behavior is a large part, which can 
 and should not be taken lightly. But, according to the research by Rode & Vallaster 
 (2005),  most  start-ups  are  far  from  equipped  to  handle  the  tasks  that  go  along  with 
 creating a strong a successful corporate behavior that could lead to a more permanent 
 corporate  culture.  This  again  leads  back  to  the  fact  that  in  most  cases  it  is  the 
 founder(s) who are lacking the ability and skills to do what is needed.  


For  example  in  the  study  conducted  by  Rode  &  Vallaster  (2005),  it  was  found  that 
 most  founders  did  not  have  the  necessary  skills  needed  within  ‘human  resources 
 management’  in  order  to  hire  the  right  people  for  the  jobs  they  needed  filled. 


Founder/owners  often  have  great  ideas  or  are  engrossed  in  product  creation  and 
 development,  but  they  may  lack  organizational  experiences  and  skills. “Most of the 
 start-up founders lacked the experience of successfully selecting new employees and 
 to train and to lead them.” (Rode & Vallaster, 2005: 128). 


Other  aspects  which  were  not  giving  much  thought  by  the  founders  were  salary 
 structures  and  internal  communication  structures.  Most  start-ups  did  not  have  the 
 necessary  skills  or  resources  to  implement  the  necessary  functions  related  to  those 
 aspects into the business.  


“A lack of experience and time required to implement the necessary changes seemed 
 to be the major problem in designing an adequate salary system.” (Rode & Vallaster, 
 2005: 128). 


“The  determination  of  the  optimum  degree  of  information  sharing  and  the  way  in 
 which  information  was  shared  however,  proved  to  be  major  challenges  for  the 
 founder(s).” (Rode & Vallaster, 2005: 128). 


In  comparison  to  well-established  corporations  and  companies,  start-ups  in  many 
cases have a long way to go. They certainly have a great deal of areas where there is 
room for improvement. Not only do the founders lack the necessary skills or abilities 
needed,  but  often  they  are  not  even  aware  of  their  shortcomings,  or  the  number  of 



(30)areas that need attention are too numerous for the limited number of employees to be 
 able to cope. Since most start-ups revolve around the founder(s), it very easily falls 
 back to what strengths and weaknesses he or she possesses (Rode & Vallaster, 2005). 


Items Which Can Help Startups with a Successful Branding Strategy 
 Rode & Vallaster (2005) have on the basis of their study on startups compiled a list of 


‘items’,  which  should  be  present  in  a  startup  in  order  for  it  to  be  successful.  These 
 items come from their research and interviews with various start-up companies. Some 
 of the items are, however, not unique to startups companies. Some of the items can 
 also be found in the literature by Heding et al. (2009), who write about branding in 
 general.  


The list of items which should be present in successful start-ups are: 


-  A clearly defined business concept, values and philosophy: In order to have a 
 strong  brand  identity  it  is  very  important  to  have  a  consistent  image  toward 
 one’s  customers,  not  to  mention  one’s  employees,  who  can  become  de-
 motivated if for instance the business concept changes too much or too often. 


Of  course,  in  a  start-up  the  concept  can  be  altered  somewhat  since  the 
 company has to adapt to its surroundings in order to survive, but it should not 
 be changed up too much (Rode & Vallaster, 2005). 


-  Live up to what business concept, values and philosophy should reflect: This 
 is very much focused on the founder. He or she must live up what the business 
 stands for, i.e. he or she should not only deliver on promises on behalf of the 
 company, but the founder must also ‘live’ the brand itself in order to inspire 
 employees  of  the  company.  “It  is  the  entrepreneur  who  must  live  the 
 corporate identity in order to encourage the development of respect and trust 
 among employees…” (Rode & Vallaster, 2005: 131). 


-  Develop  the  right  team  that  is  able  to  transfer  the  start-up’s  identity: 


According to Rode & Vallaster, most founders had no, or little experience in 



(31)human  resources  development,  which  meant  they  made  more  mistakes  than 
 should  be  made  with  regards  to  hiring  new  staff  and  the  development  of 
 existing  personnel. “Most entrepreneurs not only lacked experience, but also 
 tended  to  underestimate  the  difficulties  in  selecting  new 
 personnel…or…leading employees” (Rode & Vallaster, 2005: 131). 


These  are  all  concepts,  which  according  to  Rode  &  Vallaster  (2005)  help  start-ups 
 create a better brand identity. Of course, as they themselves writes at the end of their 
 article,  further  research  into  the  field  of  brand  identity  within  start-ups  need  to  be 
 conducted as there simply is not sufficient data on the subject to date. This thesis will 
 collect data on branding in start-ups, and more specifically on tech start-ups, which is 
 a  field  that  lacks  empirical  research  data  to  an  even  higher  degree  than  start-ups  in 
 general. A combination of the theory behind the writings of Heding et al. (2009) and 
 the work of Rode & Vallaster (2005) will function as a starting point when collecting 
 the  data  on  tech  start-ups.  As  has  become  apparent  in  the  investigation  of  previous 
 literature and research on the topic, there is no framework designed especially for the 
 field of tech start-ups, and it is the aim of this thesis to create a skeleton or outline of 
 such a framework in order to contribute towards filling the current gap in this respect.  


Why ‘The Corporate Brand Toolkit’? 


The framework of the corporate brand toolkit has been chosen for this thesis on the 
 basis  of  its  transparency  and  simplicity.  This  particular  framework  consists  of  three 
 elements, which makes it very straightforward and easy to use in practice. Given the 
 premise  that  tech  start-ups  have  a  very  limited  amount  of  resources,  it  becomes 
 paramount that to be useful a proposal for a framework should be easy to implement 
 and its components transparent.  


The goal is not to make the everyday life of tech start-ups more difficult, or burden 
them  with  excessive  workloads,  but  try  to  make  the  everyday  hassle  of  starting  a 
business easier while at the same time enhancing the chance of survival. This is why 
The Corporate Brand Toolkit  is  going  to  be  the  basis  of  brand  identity  within  this 
thesis. The interesting and exciting part will be to see if ‘real life’ tech start-ups use 
elements from this framework, even though they might not realize it. The assumption 



(32)is  that  most  companies  do  not  on  a  conscious  level  use  this  framework,  but  some 
 might  be  using  it  on  a  subconscious  level  without  having  realized  it,  or  actually  be 
 familiar with the theory and research behind the framework.  


Managerial Implications 


Creating a strong a viable brand identity is a difficult task. It does indeed take a great 
 deal  of  insight,  or  research  if  you  will,  and  a  great  deal  of  skill  on  the  part  of  the 
 managers of the corporation. It is not only a question of being able to create a strong 
 sense of brand identity, but the ability to maintain it also requires a substantial amount 
 of work and effort. Managers need to have the right set of skills and competences in 
 order  for  it  to  succeed.  The  employees  need  to  be  educated  in  the  field  of  brand 
 identity too if the company in question wants to uphold a strong a successful brand 
 identity (Heding et al., 2009).  


Of course, creating and maintaining a brand identity within an already established and 
 possibly successful corporation is one thing, it is a completely different thing trying to 
 build or maintain a strong brand identity for a startup company, and especially a tech 
 start-up  is  in  a  very  different  position  because  the  industry  is  ever-changing  and 
 product  development  and  technology  proceed  at  very  high  speeds  compared  to  the 
 surrounding world (Bresciani & Eppler, 2010).  


Aligning the Different Components  


What  creates  a  strong  brand  identity,  according  to  Heding  et  al.  (2009),  is  not 
 necessarily  an  ambitious  management,  over-committed  employees,  or  engaged 
 consumers.  What  creates  a  good  and  strong  brand  identity  is  the  alignment  of  the 
 three  components  from  the  framework  by  Hatch  and  Schultz  (2001).  The  goal  is 
 therefore to have all three elements be in sync. A misalignment, or the wrong way of 
 doing  it,  would  be  to  have  an  overambitious  management  compared  to  the 
 engagement of the employees.  


If  both  parties  are  not  working  towards  the  same  goals  and  in  accordance  with  the 
same philosophy and culture, the company cannot create, or maintain, a strong brand 



(33)the  way  management  is  trying  to  make  it  look,  or  feel.  Launching  a  marketing 
 campaign,  which  does  not  reflect  the  image  that  consumers  have  of  the  company 
 could  end  up  hurting  the  corporation  a  great  deal.  Managers  need  to  learn  that  the 
 different aspects of what makes up a strong brand identity have different drivers.  


The Vision: 


The vision of the company, or corporation, is created and developed by management. 


They  control  which  goals  are  set  for  the  company  and  pass  those  goals  onto  the 
 employees. 


The Culture: 


The culture of the corporation is largely controlled by the employees. How they feel 
 about the company affects in large part how the company culture is perceived and this 
 is expressed in their behavior (Moodian, 2009).  


The Image: 


The image of the company is controlled by the stakeholders of the company, that is, 
 consumers,  shareholders,  etc.  Management,  to  a  large  extent,  does  not  have  the 
 ability, or power, to influence how for instance consumers view the company, or the 
 brand identity of the company. 


Alignment 


All three aspects, or elements, need to be aligned in order for a company to have a 
strong brand identity. It is important to emphasize that there is not a certain formula 
one  can  follow  in  order  to  create  a  perfect  and  strong  brand  identity.  There  are  not 
particular aspects which need to be present with either category. There is not a ‘magic 
bullet’ solution to creating a strong brand identity. The vision, culture, or image of a 
company  does  not  have  to  be  in  a  certain  way.  It  is  the  alignment  of  the  three  that 
matters, not how they are on an individual level.  



(34)What to Choose? 


When building any company the aspect of brand identity is important as it is to tech 
 start-ups. One of the difficult things for a start-up can be to identify which approach 
 to  take  when  trying  to  build  a  solid  and  strong  brand  from  the  ground  up. The 
 Corporate Brand Toolkit is a solid way to go. It helps formulate the basic ideals of the 
 company not only to customers but also employees. Through the three aspects (Hatch 
 and Schultz, 2001) any company should be well on its way to creating a strong and 
 valid brand identity if implemented correctly.  


The challenge for tech start-ups, or any start-up for that matter, is to incorporate these 
 aspects  into  the  everyday  routine  of  the  business.  Start-ups  in  most  cases  do  not 
 consist of more than the founders in the start-up phase, which means it could be a big 
 challenge. The founders in question might not have the necessary skills or resources 
 to  implement  such  measures  right  away.  It  will  therefore  be  very  interesting  to  see 
 how ‘real life’ tech start-ups handle the aspect of brand identity on a day-to-day basis.  


Moving from micro to macro 


In all the branding literature discussed it is very clear that the branding aspect should 
 not just consist of a micro level, e.g. each product should not be branded individually, 
 but instead the branding aspect should come from the corporate side of the business. 


A company should have a unified brand, which seeds through the entire organization 
 instead  of  each  product  being  branded  individually.  This  will  give  the  company  a 
 much stronger identity compared to doing business the other way around (Heding et 
 al., 2009).  


Another way of looking at it is to view product branding as a short-term goal, i.e. ads 
 for individual products are of course needed in order to push certain products, but if 
 you wish to create a more powerful corporate identity and brand, the long-term notion 
 of  corporate  branding  should  be  taken  into  consideration. “Corporate  branding 
 involves  the  whole  organization  and  emphasizes  the  pivotal  role  employees  play  if 
 they are to succeed in the creation of a strong corporate brand.” (Heding et al., 2009: 


51). 



(35)Creating a corporate brand can be a very powerful thing which links all aspects of a 
business  together,  internal  as  well  as  external  components,  e.g.  management, 
employees, customers, etc. (Schultz et al., 2005). 
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