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Branding is essential for a business success although it may be difficult to decide what 

branding strategy to use. The purpose of this paper is to investigate the concept of branding, 

and more explicitly the strategies of umbrella branding and brand extensions and how it 

relates to value, in practice. A case study of an ice cream company, SIA Glass, was conducted 

to answer the research question of how SIA Glass’ branding strategy affect its’ brands. The 

method used was based on a deductive approach with semi-structured interviews. The 

findings indicate that SIA Glass’ decision to offer a more diverse brand portfolio created 

problems in its’ internal communication and the focus was lost on brands less prioritized. Instead 

of focusing on the SIA Glass brand, the company wanted to connect SIA Glass to its’ corporate 

heritage and the Bertegruppen group, and offer products in new segments with less connection to 

the SIA Glass brand. Conclusions from the study imply that it is difficult for a company with 

limited resources to have an extended brand portfolio. In addition, as brand value is co-created 

with consumers and customers it demand more emphasis in practice, as well as in branding 

research.  
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 “Even though there is a logo on the package, it is named Berte Glass. It is not SIA Glass. If it 
would have been called SIA luxury, super premium or something, then maybe we would have 

found those loyal people who usually purchase SIA Glass.”  
– Ulf Henningsson, Product Developer/IT, 2013.  

 

Many fast moving consumer goods companies (FMCG) have decided to use a marketing 

strategy where instead of marketing products and brands as independent, the brands are 

marketed as being a part of the larger corporate brand. (Johansson, 2009) On the contrary, 

SIA Glass, a Swedish FMCG, have recently gone in the opposite direction and marketed some 

of its’ brands as more autonomous. The impact of brands will come to play an important role 

of a business future success, whereas the choice of deciding what branding strategy to use is 

not an easy task. (Simon, 2011) The world and market is far more different today than it was 

only a couple of decades ago and when looking at a company’s total assets, there have been 

changes regarding where the focus should be placed. In 1980, the major assets for a company 

were tangible, such as specific products, although today these are only accountable for about 

30 to 40 percent of the company’s total assets. The focus has changed and the intangible 

assets, such as the brands have come to play a more important role. This has led to an 

increased focus on branding strategies, where brands are seen as essential assets within a 

company’s portfolio. (Simon, 2011) 

 

A company that includes several brands within its’ brand portfolio will most likely spread its’ 

risks and benefits among them (Johansson, 2009). However, brands are not only actors of risk 

avoidance and trust, they are also acting as indicators of longevity, representing familiarity, 

being iconic or experimental, or functioning as emotional drivers. There are several strategic 

ways in which companies can manage its’ portfolio of brands and two of these strategies are 

umbrella branding and brand extensions. Umbrella branding implies the inclusion of brands in 

the brand portfolio that are more or less related, whereas brand extensions means using the 

same brand name on products in different categories (Johansson, 2009). These strategies may 

reduce consumers’ uncertainty about a new product since they may develop expectations of 

the product based on their previous experiences with the brand it is connected to. (Erdem & 

Chang, 2011) Furthermore, failure of one brand can result in negative consequences for the 

overall corporate brand when the same brand name is used (Schultz & Kitchen, 2004). 
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The Swedish founded ice cream company SIA Glass is one of the companies using the 

strategies of umbrella branding as well as brand extensions. In addition, SIA Glass is also a 

part of the Bertegruppen group, together with other companies within the FMCG industry. 

SIA Glass previously marketed themselves as an independent company, launching products 

clearly branded as SIA Glass products. Recently with the launch of for example Berte Glass, 

the strategy changed since the product possessed a low connection to the SIA Glass brand. 

Berte Glass was a way of connecting SIA Glass to the Bertegruppen group and increase 

consumer awareness about the group as a united entity. (SIA Glass, 2013b) 

!"!#$%&'()*+,-.+,-&/#!

There is limited knowledge about the reasons why companies choose specific branding 

strategies and why existing strategies are changed (Mann & Kaur, 2013), as they were for SIA 

Glass. One reason for this could be that the world is becoming smaller and therefore 

companies need to re-think its’ marketing strategies to best suit the new markets in order to 

best reap the possible benefits (Naylor, Lamberton & West, 2012) and reach the consumers. 

SIA Glass, as well as several other companies, has used the strategy of opening the corporate 

umbrella and to market brands as part of the corporate family during the 21th century (Schultz 

& Kitchen, 2004). Also, when looking at the latest commercials and marketing campaigns, it 

is evident that more companies, for example Procter & Gamble and Unilever, have decided to 

adopt this strategy (YouTube, 2013a; YouTube, 2013b). However, by connecting the brands, 

a failure of one brand can result in negative consequences for the overall corporate brand 

(Schultz & Kitchen, 2004). Therefore, some brands within the corporate family will benefit 

from being marketed more as independent. This may also be a solution if the brand is 

believed to be better of on its own, for example Perrier at Nestlé or Ben & Jerry´s at Unilever. 

(Johansson, 2009)  

 

Mann & Kaur (2013) suggest that there is a conflict in the current academic debate on the 

most effective branding strategy. Where some researchers argue for a clear connection 

between the brands among FMCG companies, others state that independent branding is the 

most efficient. For example, Laforet (2011) argue that corporate brands do not generate any 

value and will not influence purchase on products in the FMCG sector. In addition, several 

authors mean that the company itself does not determine the value of the brand; rather it is 

created by all actors involved. (Sawhney, 2004; Vargo & Lusch, 2008; Merz, Yi & Vargo, 

2009) For a FMCG company like SIA Glass this means that they cannot decide the value of 
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its’ brands, rather they need to include consumers in the branding process. To investigate how 

companies work with its’ branding strategies in order to create value, a case study of SIA 

Glass will be conducted. 

!"0#$1%2&3)#+/4#5)3)+%67#81)3,-&/ 

This paper aims to investigate the concept of branding, and more explicitly the strategies of 

umbrella branding and brand extensions, in practice. A case study of a FMCG company, SIA 

Glass, that uses both umbrella branding and brand extension, will be conducted to gain a 

greater understanding of the use of branding and how it is connected to value. Hence, this 

paper will explore the following research question:  

• How does SIA Glass’ branding strategy affect its’ brands? 

!"9#:;2)6,)4#5)3)+%67#<&/,%-'1,-&/#

According to Mann & Kaur (2013), there is limited knowledge on why particular branding 

strategies are chosen by companies. For example, the use of brand extension is a complex 

area and there is little known about why some extensions of a brand fail whereas others 

succeed (Laforet, 2011). Brands are the fundamental assets of a business today and play a 

major role in contributing to the value of the business. The relationship between branding and 

value should therefore be elaborated further. (Brodie, Glynn & Little, 2006) Also, in order to 

assess brand value a more process-oriented approach is needed, and the focus on the actors 

that together decide the value of the brand is in need of further investigation (Merz et al., 

2009). To decrease this gap, this paper takes a process-oriented approach when investigating 

how new products and flavors are developed at the case company SIA Glass. Hence, the focus 

lies on the process of brand building in order to understand the value being created with 

branding, as well as who is involved in creating it. 

 

With this paper, the authors aim to contribute to branding research through investigating the 

strategies of branding and brand management. By exploring the relationship between 

branding and value, the authors wish to elaborate the theoretical findings and contribute with 

an understanding of how the two concepts influence each other. Furthermore, the empirical 

contribution is delivered through investigating the branding strategy at the case company SIA 

Glass.  
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The thesis will start with presenting a theoretical foundation that will elaborate on theories 

concerning branding and value. The methodological approach will then be presented, 

followed by the empirical investigation, which will show how the company of the case study, 

SIA Glass, works with branding strategy in practice. Finally, the empirical findings will be 

analyzed with the use of the theoretical framework. The study will end with a concluding 

discussion and suggested areas for future research.&&

 

72',8#."#+6&%-'9"%:#;."<''

The theoretical framework consists of theories with a focus on two pillars, branding and 

value. Branding is further on developed through concepts of brand portfolio management, 

umbrella branding, brand extension and spillover effects, whereas a definition of the concepts 

can be found in appendix I. To conclude the theory section, the research streams of branding 

and value are intertwined into a conceptual framework to create the foundation on which the 

empirical investigation is built upon. This will contribute to further understanding of the 

importance of branding within a company and different strategic approaches that may be 

utilized in relations to value.  

0"!#@%+/4-/A#

New alternatives and new solutions to consumers problems always needs to be developed 

further in order to keep an updated position as well as remain competitive on the market (Ng, 

2011). Selling products to consumers is no longer the only focus for corporations, but also to 

create a desired and recognized brand name (Simon, 2011). The marketing purpose of brands 

is to identify and to differentiate one product, or company, from another. Any company wish 

that its’ brands would accomplish a memorable status associated with positive values about 

the product or the company (Ballantyne & Aitken, 2007), which can be achieved by using the 

right branding strategies. 

 

A branding strategy is defined as “/.../the way companies mix and match their corporate, 

house, family and individual brand types for their products or services. This mix and match of 

brand types generate a variety of options for the companies from which they can select a 

suitable branding strategy for a product/service” (Mann & Kaur, 2013:1). How the consumers 
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perceive the brand depends on several different factors, hence the work and focus on the 

branding strategies needs to be taken into account. Brands are a part of the interaction 

between the company and the consumers, as well as internal between managers and 

employees, and can in some way be seen as the face of the company. (Vel & Suhail, 2012) 

 

The way the market receives the brand is seen as an implication for the understanding of 

brand effects, and depends to a great extent on the brand personality. Brand personality is 

defined as, “the set of human characteristics associated with a brand” (Aaker, 1997:47). 

Managers need to continuously work with improving the personality of the brands, and 

mediate this perception. It could although be difficult to transfer a perception since the 

intended brand personality may differ with the receivers actual perception of the brand. A 

careful definition of the brand personality is therefore required and managers must ask 

themselves what qualities and characteristics they want the brand to be associated with and 

which properties that may not fit. To achieve an implementation of brand personality from a 

company towards the market, as well as internally, is not an easy task. (ibid, 2011) However, 

human beings are in need of emotional anchors to be able to develop a relationship towards it 

(Prahalad & Ramaswamy, 2000). Strong and successful brands do not just happen; rather they 

are the result of excellent branding strategies with a large amount of dedicated and committed 

work behind it (Malär, Nyffenegger, Krohmer & Hoyer, 2011). Hence, the strategies used for 

branding and the overlying business strategies needs to be combined and sensitive towards 

each other to be able to function in the best possible way. The business strategy needs to take 

the branding strategy into consideration, and vice versa, both when it is developed as well as 

in the on-going practical process. The interconnection within the company is of great 

importance and the brands and brand management also needs to be interconnected to be able 

to be of worth to the company. (Uggla & Lashgari, 2012) 

72121'="%04'!."+$.-6.'>%0%?#:#0+''

How to manage different brands within the same brand portfolio could differ in many ways. A 

portfolio is seen as too big if the profits can be increased by cutting one brand of, and too 

small if the profits can be increased by adding brands. (Keller, 2013) The basic principle 

when designing a brand portfolio is to maximize the coverage of the market to be sure that 

there is no ignorance of potential customers, but also to minimize the overlap between the 

brands so that no brands are competing in gaining the same customers approval.  (ibid, 2013)  
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Designing the perfect brand portfolio could be complicated, and although a perfect balance 

may be seen as the optimal idea, it may not be the best solution. This is because, when sharing 

innovation and ideas between two brands of equal size, there are risks of negative effects on 

the brand perception and the impact of both brands could decrease by half. Hence, this could 

lead to internal weaknesses. Having a large brand portfolio may be seen as a useful asset, but 

having a too extended portfolio could also lead to decreasing the quality in segments less 

prioritized. Some companies have, for example, decided to concentrate its’ resources to only 

the brands that are profitable for the company and deliver value to its shareholders. The 

growing pressure on the market may force companies to limit its’ number of brands in order 

to avoid spreading its’ investments over several brands. This strategy may improve the 

internal operations within the company and increase the companies’ profitability. (Uggla & 

Lashgari, 2012) 

 

While some companies are minimizing its’ brand portfolio, there are also companies that have 

decided to do the opposite, and extend its’ portfolio with new brands and launches. By 

extending existing brands beyond its’ product categories there is a possibility to reduce the 

risk and cost of entering new product categories. The optimal idea is that an already 

established brand could extend consumers perception about quality and characteristics by 

using the familiar brand name on a new product and taking advantage of an already 

established position. (Erdem, 1998) There are several ways to manage the brands within the 

portfolio. Two of them are umbrella branding and brand extension.  

72127'@:)"#--%'="%0460?'%04'="%04'AB+#0*6.0*'

Brands can be divided into different levels in the corporate hierarchy, where the corporate or 

company brand is placed at the highest level. Consumers may not always see the connection 

between these brands, or be aware of that the corporation subsumes several companies. When 

branding new products, the corporate or company name is often visible somewhere on the 

products package, although, it is not rare that it is the brand name of the company that is being 

used instead of the corporate name. Most corporations support only a handful of product 

names under its’ brand, whereas the use of a company brand name or a family brand name is 

not unusual. The use of brand names differs depending on the corporation. Some corporations 

decide to use its’ corporate brand name for all of its’ products, whereas others decide to make 

the corporate name almost invisible within its’ marketing. (Keller, 2013) When using the 

same brand name, irrespective if it is the corporate or company, for a range of products it is 



&

*Q'$+&K&#$R%8*+G& \&_PP`&

called umbrella branding. (Erdem, 1998) The definition for Umbrella branding is: “Brands 

that cover a diverse set of products that are still more or less related” (Johansson, 2009:434). 

 

The purpose of umbrella branding is to use an established brand name and transfer the quality 

perception of the brand onto the new product within the same product category. This may 

increase the possibility that the consumers will associate the new product with previous 

experiences of the brand, and therefore decide to purchase the product even though they do 

not recognize it from before. (Erdem, 1998) Umbrella branding can be a successful way for 

companies to link common associations to multiple but different products. The costs of 

launching a new product may also be lower, and the acceptance from the consumers most 

likely higher when an existing and familiar umbrella brand name is applied onto the new 

product. (Keller, 2013) When consumers already have information and experiences associated 

with the umbrella brand, the uncertainty and risks associated with the new product may 

decrease. If umbrella branding turns out successful or not depends to a great extent on if the 

perceptions and associations of the umbrella brand manages to transfer onto the new brand or 

product. (Erdem, 1998)  

 

When using umbrella branding, products and brands with different images are collected 

beneath the overall umbrella brand, which is also marketed towards the consumers. However, 

some companies use the somewhat similar concept of brand extension within its’ marketing 

strategies. A brand extension is defined as: “A product with a well-developed image uses the 

same brand name in a different product category” (Johansson, 2009:435). A brand extension 

does not only use the brand name, but it can also use other elements from the brand as well. 

This mean that the brand extension can keep or modify one or several elements from its’ 

parent brand, but at the same time also adopt new and own brand elements. New elements are 

often important when distinguishing the brand extension from the parent brand and create 

awareness of the new product. (Keller, 2013) The design of the packaging is one of these 

elements that may be modified, and is also seen as a critical factor since it can be difficult to 

establish a brand extension without it. By using the same packaging there is a risk that the 

brand extension is not distinguished enough, although when doing the opposite and using 

different packaging it might result in key elements being left behind, hence the brand 

extension is not successful.  (Keller, 2013) 
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Brands within the same brand portfolio will influence each other depending on how they 

relate to each other and create, so called, spillover effects. Although, how brands are 

associated to each other may differ. Hence, two brands may impact each other to different 

extent and create asymmetric spillover patterns. Brands may, for example, influence each 

other through a membership in the same product category. (Lei, Dawar & Lemmink, 2008) 

By using umbrella branding or brand extension there is an opportunity to transfer the previous 

success of a well-established product into new categories (Johansson, 2009). Thus, when 

using an already well-known brand name together with the launch of a new product on the 

market, consumers’ uncertainty and perceived risks may be reduced due to the association to 

the brand they already share an experience with. Also consumers previous experiences with a 

brand will generate expectations about the new product. (Erdem & Chang, 2011)  

 

Umbrella branding is seen as most beneficial when the brand name is used for brands in the 

same product quality area. High quality brands should therefore preferably be used for high 

quality products. When allowing a high-quality brand to be used in a low-quality segment, it 

could affect the umbrella brand in a negative way. (Erdem, 1998) Perceptions and experiences 

of products within the same umbrella brand are expected to affect the quality perceptions of 

the products with the same brand name. Therefore, the products that are linked to the 

umbrella brand requires careful consideration and design since the associations of the 

umbrella brand may be less favorable and damaged if a connected brand ends up in failure. 

(Keller, 2013) This is in line with the spillover effects of brand extensions since consumers 

may believe that the extension of a high quality brand will most likely be of high quality as 

well (Erdem, 1998). Extending the brand name includes several risks as well as uncertainties 

for the company. For example, Lei et al. (2008) discusses that the strength and directionality 

of the brand association may affect negative spillover from a product scandal within brand 

portfolios. These, in turn, are affected by the amount of associations linked to each brand and 

the prominence of these associations. When products are part of the same brand portfolio and 

marketed accordingly, the risks of doing so should not be underestimated. The parent brand is 

always taking a risk when extending its’ brand name into new products, since one mistake 

could affect the overall reputation and image of the corporate brand. (Erdem & Chang, 2011) 
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Furthermore, Roehm & Tybouth (2006) argue that negative spillover effects may also occur 

with competing brands that possess the same core attributes. The key factors for the spread of 

negative spillover concern accessibility and diagnosticity. The meaning with accessibility 

concern that links between categories or competing brands may be activated depending on 

how strong they are. This can occur if a brand is closely associated to a certain category or if 

there are tight bonds between the targeted brand and the company being scandalized. For 

diagnosticity to be stimulated similarities between brands will not be enough, they rather need 

to be interrelated to a deeper extent through advertisements or the like.  Also, if the 

scandalized brand is targeted as different from other brands within the same product category, 

this will work as an isolation and negative spillover will not occur. (Roehm & Tybout, 2006)  

 

The majority of new products on the market are extended from a familiar brand and the 

majority of these extensions also fail. The reason for this is that the new product is not 

creating additional meaning or is not differentiated enough in the specific segment or 

category. Therefore, it requires more focus on the marketing of the extension and the 

marketing managers needs to be more disciplined and focused during their analyses and 

development of the brands. Companies tend to use extensions as a shortcut when launching 

new products and pay too little attention to the development of the branding and marketing 

strategies that will maximize the equity of the extension, as well as for the parent brand. 

(Keller, 2013) 

0"0#B+(1)#

How and why brands generate value is a key aspect in understanding its’ importance for 

corporations. This section will start with an explanation on the recent theoretical evolution of 

value from the service-dominant logic, continuing with how this relates to brands. 

72721'G%-5#';6+8'D#"F6&#HI.:60%0+'J.?6&''

The traditional way of marketing includes a focus on goods, where the tangible is what is 

exchanged. Recently, however, there has been a shift towards a service dominant logic (S-D 

logic) of marketing where what is offered in goods and services are intangible and include 

interactivity, connectivity and ongoing relationships. What is suggested by Vargo & Lusch 

(2004a) is a more holistic view that include tangible as well as intangible goods and services 

and where the focus is not on the manufactured good itself, but rather what meanings are 

attached to it and what service it possesses. Services are defined as “the application of 
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specialized competences (knowledge and skills) through deeds, processes, and performances 

for the benefit of another entity or the entity itself” (ibid, 2004a:2). For goods and services to 

render its’ full potential, marketing needs to break free from the manufacturing-based model 

that separate the two from each other. In fact, Vargo & Lusch (2004b:4) argues “/…/ that 

economic exchange is fundamentally about service provision.” Hence, a good is only 

providing tangibility to the actual service it offers.  With this said, it means applying the same 

view on marketing, no matter if it is something tangible or intangible being provided. (ibid, 

2004b) The new logic for marketing include eight foundational premises that, to sum, state 

that value can only be co-created together with the consumers and can thus not be determined 

by the company itself (Vargo & Lusch, 2008).  
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One extension of the service logic is the solutions mindset, where the focus is not on the 

product or service per se, but rather on the problem it solves. “The value of a solution can be 

conceptualized as the sum of: The value of individual products and services that make up the 

solution; the value of marketing and operational integration provided by the solutions vendor; 

and the value of customization for the customer´s specific needs and contexts” (Sawhney, 

2004:10). Companies need to go beyond the product or service offerings and understand the 

needs of the consumers, hence adopting a solutions-centric mindset. Offering solutions to 

overarching problems will also allow companies to be more integrated in the customers 

business, which could lead to further business opportunities. (ibid, 2004) 

 

While some authors suggest that companies need to adapt a solutions mindset that focus on 

solving problems rather than on the product per se (Sawhney, 2004), others argue that 

purchasing a service solution does not always mean that it will solve a problem. It may just as 

well work in a promotional way. At the point of purchase, the customer wants to be reassured 

that the service will live up to its’ expectations and this is where the brand plays its’ part. 

(Ballantyne & Aitken, 2007) “The brand (as a tangible mark) serves to signify the nature of 

the firm´s promise and implicit obligations, and customers and other stakeholders project 

these or any other value they see fit back into the brand (as a socially constructed value 

system)” (ibid, 2007:2). However, in order to avoid hypocrisy the strategic vision, 

organizational culture, and corporate image needs to meet the customers perceived reality. 

This implies, moving away from a one-way media factory where the corporation feed the 

consumers with brand messages and instead move towards integrating the S-D logic. From a 
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management point of view, this means combining interaction and communication, instead of 

seeing them as separate processes. It is argued that; “communication can be informational, 

communicational, and dialogical” (ibid, 2007:5). Hence, brand advertising should not only 

seek to inform, they should also be grounded in consumer interaction and an open-ended 

dialogue (ibid, 2007). 
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With the aim of investigating the concept of branding, umbrella branding and brand 

extensions in practice and how it is connected to value, the theoretical framework firstly 

presented the concept of branding. By introducing branding as a way of creating associations 

and perceptions to something tangible or intangible, thus creating a memorable impression 

and differentiate from others, the theories emphasize the importance of branding strategies. 

This includes designing a well-balanced brand portfolio that either focus on a few but strong 

brands or spreads to create a larger, but more diversified, brand portfolio. If the company 

wants to extend its portfolio, umbrella branding or brand extensions may be utilized. The 

difference between the two strategies is that when the same brand name is used on new 

products within the same product category, umbrella branding is used; while when the brand 

is extended into other product categories it is called brand extensions. Branding several 

products with the same brand name both has its’ benefits as well as its’ drawbacks, since the 

associations that are attached to a particular product may generate spillover effects to other 

products possessing the same brand. The perception connected to the brand is connected to 

what value it generates. In line with S-D logic, the company itself cannot determine this 

value, but rather all actors involved in the process of creating the brand own the power to 

influence it, hence the brand becomes a signifier of value. 

 

This paper suggests that the two concepts of branding and value are intertwined. Branding is 

not only a method to communicate a name; it is more importantly a platform where 

interaction may take place between actors (Vel & Suhail, 2012). Thus, the appropriate 

branding strategy may offer opportunities for value to be created and companies should place 

more focus on the meanings attached to the brand, rather than the tangible product itself 

(Vargo & Lusch, 2004a). To enhance the perceived value by customers and consumers, the 

company´s management should involve these actors when using umbrella branding or brand 

extensions. Furthermore, as spillover effects in brand portfolios are created from consumers 

expectations, this is yet another reason for the need of a unified framework. (Erdem & Chang, 
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2011) In addition, since managers need to continuously work with improving the personality 

of a brand and mediate this perception, without the insights from external actors such as 

customers and consumers, the intended brand personality may differ with the receiver’s actual 

perception of the brand (Keller, 2013). This more integrated conceptual framework of 

branding and value will provide guidance in analyzing the empirical findings. More 

specifically it will be investigated how integrated the consumers are in the brand building 

process and what platforms that are created by the company to enable co-creation of value. 

&
&
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This section will discuss the methodology of this study. It will start by discussing the choice 

of literature on which the paper is built upon, in line with a deductive research approach 

(Saunders, Lewis & Thornhill, 2009:124). By using a deductive approach the theoretical 

considerations will together with the empirical findings be analyzed and the results will be 

connected back to the foundation of the theory (Bryman, 2011:26). Furthermore, a case study 

of SIA Glass will be explained and the cross-sectional data collection will be clarified 

(Saunders et al., 2009:155). The section will end with a description of the analysis of the data.  
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The literature on which the theoretical framework is built upon consists of books as well as 

articles from academic journals. The relevant literature was found through identifying key 

words relevant to the research area, which in this case was: branding, brand management, 

branding strategies, umbrella branding, brand extension and value (Bryman & Bell, 2007: 

112). Moreover, the obtained literature was evaluated in relations to its relevance and value 

for the purpose.   

 

The empirics in the study mainly consist of primary data (Saunders et al., 2009:256), 

collected through a qualitative data collection technique (ibid, 2009:151). This technique has 

been chosen in order to capture the essence behind strategic branding decisions. The decision 

to conduct a case study of SIA Glass was made due to the purpose of investigating branding 

strategies, in practice. SIA Glass turnover rate for 2012 was SEK 410 million and the 

company is market leader in Sweden within the segments; home used ice cream, sorbet, 

lactose free ice cream, ecological ice cream, and scoop ice cream. (SIA Glass, 2013f) Hence, 
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SIA Glass is an interesting company to investigate. Qualitative investigations are often more 

restricted than quantitative ones, as interviews are conducted with a relatively small number 

of individuals. Therefore, it may also be difficult to generalize. However, the choice of 

making a single case study of SIA Glass was made to gain in-depth knowledge about a unique 

case. The research will add towards an understanding of how managers strategically work 

with branding and issues of branding strategies, and therefore the contribution will be of 

relevance to others as well.  (Bryman & Bell, 2007:423) To learn more about the corporation 

in focus for the study, secondary data was collected (Saunders et al., 2009:256). This 

information was gathered from the company’s websites as well as from within-organization 

data, assembled by the CEO of the target company.  
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Access to the focus company in the study was made through e-mail contact and self-selection 

sampling (Saunders et al., 2009:241). E-mails where the research purpose was presented were 

sent to companies that fulfilled the criteria set. The criteria included factors such as the 

company having more than one brand within its’ portfolio and the company also needed to be 

Swedish in order to conveniently make contact with those in charge of strategic decisions. 

(ibid, 2009:173ff) The receiver of the initial e-mail sent to SIA Glass, forwarded the request 

to the CEO of the company that found the subject of interest to them. He, hence, acted as 

gatekeeper in gaining access to the company. (ibid, 2009:170) Physical access was gained 

after discussing time and place of conducting the interviews. The suitable sample size was 

determined with relevance in mind. Not everyone in the company is involved in the strategic 

branding decisions. Hence, keeping in mind the purpose of this paper it would not benefit the 

study to include persons who lack information about branding.  (ibid, 2009:235ff)  

 

All employees with relevance of the purpose of the study were interviewed and the 

organizational chart in appendix II provide an overview of the company and shows the 

relationship between all interviewees. Since there was no organizational chart available that 

contained the latest changes, the organizational chart in appendix II has been modified and 

translated by the authors in consultation with the CEO of SIA Glass. Hence, the CEO has 

approved the organizational chart. To assure that the interviewees would speak their mind and 

not let anything be a hinder to this, confidentiality and anonymity were offered. Also, as the 

paper was finished, the subjects got the opportunity to read what had been written before the 

paper was published. (Saunders et al., 2009:199)  
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Eight interviews with employees at SIA Glass were conducted and a list of the interviewees 

with information about the interview and the individual can be seen below.   

MF#"F6#;'.$'+8#'30+#"F6#;##*!

Time for Interview          Name                         Position       Years of employment      

09.00am, 2013-03-25        Rolf Frid                    CEO SIA Glass & Berte Qvarn   14 years 

11.00am, 2013-03-25        Tomas Nilsson           Product Manager   37 years 

13.00pm, 2013-03-25        Per-Arne Thonäng     Sales Manager  8 years    

13.45pm, 2013-03-25        Eva Lindström           Sales Support  18 years 

14.30pm, 2013-03-25        Anna Helgesson         Product Manager  3 years 

15.30pm, 2013-03-25        Ulf Henningsson        Product Development/IT  25 years 

10.00am, 2013-04-17 Lena Gustafsson        Product Manager  5 years 

10.00am, 2013-04-18         Alexandra Thorn       Product Developer  2 years 
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The interviews with participating employees were semi-structured, which allowed the 

interviewers to adapt the questions to best suit the climate of the interview (Saunders et al., 

2009:320). Six of the interviews were conducted face-to-face to enable best possible contact 

with the interviewees. The remaining two interviews were conducted through the online 

telephone service Skype, due to limitations of availability. The location for the face-to-face 

conducted interviews was at the corporate head office in Slöinge, Sweden. This could lead to 

the interviewees feeling overlooked by their fellow colleagues, however it also brought the 

interviewees comfort by its familiarity. For logistical and resource issues the interviews 

conducted face-to-face were made in conjunction to each other and the interviews through 

Skype were conducted two weeks later due to the availability of the interviewees.  

 

In addition, the nature of the questions was formulated as open, thus avoiding yes or no 

answers and promoting elaborative answers (Saunders et al., 2009:337). The questions were 

based on the chosen theoretical concepts and further explanation on how they are connected is 

to be found in appendix III. By using the semi-structured interview approach, some interviews 

and questions did not follow on exactly as in the outlined schedule, and some questions that 

previously were not included in the guide were asked due to follow up questions on an 

interesting and relevant subject. Although, in large, all the questions were made by the same 

interviewer and asked in similar wordings. (Bryman & Bell, 2007: 474) Pauses were allowed 
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to signal to the interviewee that the person had opportunities to reflect and amplify an answer. 

To make sure that the interviewee understood the question, but also to get the most accurate 

information as possible. (Bryman & Bell, 2007:486) To get the complete information 

generated and to be sure that the interviews were truthfully retold in the study, technical 

devices were used to record all the interview data (Saunders et al., 2009:339). This was also 

required to be able to interpret the information not just by what the interviewee said, but also 

in which way s/he said it (Bryman & Bell, 2007:489). The interviewees were only briefed 

about the overall theme of the investigation before hand. This choice was made to avoid the 

interviewees from influencing each other. The choice was also made to not use theoretical 

concepts in the interviews, to avoid misinterpretations.  
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After the interviews had been conducted, all interviews were transcribed into written text 

(Saunders et al., 2009:485). The data was then summarized, categorized and structured in 

order to be able to analyze the non-standardized data collected from the interviews. The 

patterns found were matched in relations to the theoretical framework (Perreault & Leigh, 

1989), in line with a deductive approach. The risks concerning reliability may appear when 

the data is interpreted and since qualitative interviews do not rely on raw data, it is up to the 

interviewer to make sense of what has been expressed (Bryman & Bell, 2007:423). To avoid 

misinterpretations, the interviews were conducted in Swedish, which is the first language of 

the interviewees as well as the interviewers (ibid, 2007:423). After the empirics were coded, it 

was translated from Swedish into English by using the method of back translation (Brislin, 

1970). The empirical material was coded with the theoretical terms that constitute the theory 

of this paper and were found valid to .87, which achieve the requirements of reliability 

(Perreault & Leigh, 1989). The result of the coding indicated different themes, hence the 

empirical material was divided into four sections; an introduction to the case company, new 

ice creams at SIA Glass, Världens Glass and Berte Glass, and collaborative initiatives. The 

empirical findings were presented through the use of story telling and supported by quotations 

from the interviewees.  

 

To create a foundation for the analysis, the empirical findings were again coded together with 

the theoretical framework and found valid to .89, hence it achieved the requirements of 

reliability (Perreault & Leigh, 1989). The coding resulted in five sections for analysis; 

branding with a learning-by-doing approach, an unclear brand portfolio, the value created 
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with the brand perception, the connection between the brands, and spillover effects at SIA 

Glass. This analysis leads to the authors being able to answer the research question of how 

SIA Glass’ branding strategy affect its’ brands. 
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The following section will describe the information gathered from the empirical investigation 

where employees at SIA Glass elaborate on how they work with branding. This will add 

towards an understanding of how SIA Glass’ branding strategy affect its’ brands. The section 

will start by introducing the target company, SIA Glass, followed by a report on what was 

being said by the interviewees. The responses of the interviewees are presented in three 

different stories, where the first one describes how new products and flavors are developed at 

SIA Glass. The second story covers Världens Glass and Berte Glass, and in the third and last 

story collaborative initiatives are presented.   

="!#CLK#J(+33N#+#2+%,#&?#,7)#@)%,)A%122)/#J%&12#

SIA Glass was founded 1961 in Slöinge, Halland in Sweden and has since then manufactured 

and supplied ice cream to retail, restaurants, and to the service trade in Sweden (SIA Glass, 

2013a). During the recent years SIA Glass is also exporting some products abroad, although 

in a very limited scale (Frid, 2013). SIA Glass is a part of the Bertegruppen AB group, which 

was founded by the Stenström family in 1569 and now consists of three independent 

companies: Berte Qvarn AB, Berte Gård AB, and SIA Glass AB (Bertebos Foundation, 

2013a). Connected to the group is also the Bertebos foundation, with the purpose of 

rewarding scientific researchers and scholars within the food and agricultural sector (Bertebos 

Foundation, 2013b). Together, the Bertegruppen Group is the oldest family owned business in 

Sweden (Bertebos Foundation, 2013a). To see how the different companies relate to each 

other, see appendix IV. Berte Qvarn was the first of the three companies to be founded, and 

until this day it produces, sells and distributes flour (Berte Qvarn, 2013). Next to the milling 

company Berte Qvarn, the Stenström family also own and run a farm called Berte Gård 

(Bertebos foundation, 2013c).  

 

 

 



&

*Q'$+&K&#$R%8*+G& C\&_PP`&

SIA Glass is the largest of the three sister companies within the group and “/…/is currently 

the only remaining Swedish-owned ice cream producer with national coverage”  (SIA Glass, 

2013b). Its’ ice cream products range from the super premium segment ice cream Berte Glass, 

to the premium segment with Världens Glass; and all the way to its’ standard segment of ice 

cream. In addition, SIA Glass also produces and distributes Oatly, an ice cream with oatmeal 

as the main ingredient  (SIA Glass, 2013c). See appendix V for pictures of selected SIA Glass 

products.  
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There is a distinct difference between the brands within the Bertegruppen group. The reason 

for this is because the group initially targeted other businesses, while the relatively new brand 

SIA Glass targets consumers directly. The collaboration between the brands is hence limited. 

However, one exception is Berte Qvarn that up until recently was only involved in business-

to-business relationships, which now also produces flour directly to consumers. Hence, most 

of the work for the launch of Berte Qvarn’s flour was made at SIA Glass, since its’ consumer 

marketing knowledge is larger from a strategic point of view. The influence from the 

Bertegruppen group on the companies within the group is limited, since decisions made at the 

mother company do not affect SIA Glass business wise. What affect them though, is the 

family owner that incorporates their care for the environment and quality of raw materials into 

the whole groups way of thinking. This also includes environmental policies that affect the 

development process of new flavors, in terms of keeping the products natural. Thonäng 

argued: 

 
”The influence from the Bertegruppen Group is probably not more than the influence from 

the family owners and their environmental thinking as they care for the environment and raw 
materials. However from a business point of view the Bertegruppen Group does not affect a 

lot. Almost nothing.” – Per-Arne Thonäng, Sales Manager, 2013. 
 
The groups’ long history and traditions, however, needs to be taken into consideration when 

deciding on names of products and flavors at SIA Glass. This means to not think too much 

outside the box but rather stay within the traditional framework. Although these boundaries 

may limit creativity, if it was not for the strength SIA Glass gain from the other companies 

within the group, it is difficult to say whether SIA Glass would have reached its size on the 

Swedish market.  
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Being in a group both have its benefits as well as its drawbacks. In bad times, SIA Glass gets 

backup from Berte Qvarn and Berte Gård and in good times they give back. Hence, while SIA 

Glass provide the other companies within the group with positive influences from the well-

known brand, Berte Qvarn and Berte Gård gives back in financial resources. Henningsson 

explained: 

 
“The strength lies in that there are other companies in the group that can support in bad 
times, and then maybe we [SIA Glass] can give back a little if there is a good summer.”  

- Ulf Henningsson, Product Development/IT, 2013. 
 
Since the three companies are independent, if one of them would encounter any issues it could 

easily be separated from the others. Furthermore the consumers are unaware of the connection 

between SIA Glass and the Bertegruppen Group, and it may only be the local consumers that 

are aware of the cohesion. The same applies for the customers1, who are not very interested in 

the Bertegruppen group; rather they are only interested in the product they purchase. Frid 

described: 

 
”Those who have been here and got the presentation may know that we [SIA Glass and the 
Bertegruppen Group] are connected, although I don´t believe that one brings this with them 

to the grocery store when one goes shopping.” – Rolf Frid, CEO, 2013.  
 
The consumers also see the products from SIA Glass as being separated and some believe that 

the brands within the group only affect each other towards the loyal consumer. Others think 

that the consumers’ lack of connection between SIA Glass, Världens Glass and Berte Glass is 

negative. Since SIA Glass mediates a feeling of trustworthiness and quality, these are factors 

that all SIA Glass products would benefit from being connected to. The management at SIA 

Glass is currently working with this problem by performing activities and demonstrations in 

stores to get more attention to the brands. Gustafsson described: 

 
”It creates a security for the consumer who recognize SIA Glass. We have noticed that we 

don´t have the recognition on either Världens Glass or Berte Glass, hence we need to be more 
clear to succeed with these brands as well.” – Lena Gustafsson, Product Manager, 2013.  

 

&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&&
C&The SIA Glass customers are those that will make the products available to the end 
consumer who purchase the products. The largest FMCG retailers on the Swedish market are 
ICA, Coop, Axfood, Bergendahls, Lidl, and Netto. (Frid, 2013)&
&
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This section will start by explaining how new products and flavors are developed at SIA 

Glass, followed by the interviewees’ discussion concerning new product launches. 

Furthermore, the interviewee’s responses regarding the strength of the SIA Glass brand will 

be presented. At the moment Världens Glass is to be found in six flavors (SIA Glass, 2013d), 

while Berte Glass is available in five flavors (SIA Glass, 2013e). 
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The product development team meets once every two weeks and together generates ideas and 

tries out new products and flavors. Magazines and the Internet are regular sources of 

inspiration and annual inspiration trips are taken to find out what is trending at the moment. 

Indications from the market, suppliers and the company’s sales force also provide knowledge 

about what is missing in the product portfolio in comparison to competitors. While SIA Glass 

is not apprehensive to try out new products and flavors, it is important that the new flavors 

work with the SIA Glass brand. New products are often innovated through analyzing what is 

missing on the market, in a specific segment but also simply by coincidence. The consumers 

also have the possibility to influence and give ideas about new products or flavors, although, 

the impact of the consumers involvement differs between the interviewees depending on their 

position and responsibilities in the company. Some express that the impact of consumers is 

high, since unsatisfied consumers result in decreasing sales. Nilsson stated: 

 
”Yes, to a great extent. If they don´t like it we cannot sell it. So it is important to consider 

which products we can get into the top ten list.” – Tomas Nilsson, Product Manager, 2013.  
 
SIA Glass uses several platforms for consumer insights. The social network Facebook has 

been used to get information about what flavors the consumers would prefer to see in the 

product range and which previous products they would like to revitalize. In addition to 

Facebook, consumers can participate through the SIA Glass website and the consumer 

contact.  
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If a consumer share an idea that is implemented, they will be rewarded for their good 

suggestion, although, this has only happened two times during the last ten years. However, all 

consumers who leave suggestions or comments always receive an answer from SIA Glass to 

encourage them to do it again. Henningsson argued: 

 
”We are not in the store and try to encourage [consumers] to come with ideas /…/. However, 

those who send in [ideas] always receive a response, thank you and all that. Then we keep 
track of those few that always send in [ideas] and those ones we sometimes try to encourage 

with an ice cream voucher.” – Ulf Henningsson, Product Development/IT, 2013.  
 
SIA Glass sometimes use the local school in Slöinge for consumer research to get insights 

into what the consumers want, although this research is more focused on the ice cream for 

children rather than the standard SIA Glass. The majority of the development of new products 

and flavors is done in-house and SIA Glass has never used consumer surveys to receive 

insights. This is because the CEO believes that surveys are only the advertising agencies way 

to motivate that the right decision has been made. It is seen as more important that the product 

development team creates flavors that are aligned with the original SIA Glass flavors, rather 

than considering the consumers through this process. The reason for this is that it is believed 

that a lot of the previously launched flavors would never have existed if the consumers would 

speak their mind, since most consumers often require for example vanilla, blueberry and 

yoghurt ice cream. If one wants a flavor to work all around the world, as for the multinational 

corporation Unilever, then perhaps consumer insight is needed, although this is not the case 

for SIA Glass. They believe that they have to make their own mistakes to succeed in the end. 

Frid explained: 

 
“We don’t want a flavor that everyone likes, rather we want a SIA Glass flavor. That’s why 
we believe that it is more important that we keep the SIA Glass flavor than to be suitable for 

everyone.” – Rolf Frid, CEO, 2013. 
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The process of developing new products and flavors is different depending on what segment it 

is made for. The premium ice creams has a more extensive process due to the fact that the 

product needs to be extraordinary. For example, some raw materials used in Världens Glass 

are only to be found in specific parts of the world, thus prolonging the product development 

process. However, although the standard products are easier to develop, ideas are also limited 

to the fact that the raw material cannot be too expensive or too odd for it to fit into the frames 

of the product range. The speed of the launch may also be influenced by external factors such 
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as market demand and technical issues with product development. During the process the 

team often have similar ideas of what they like, but to get a product into production requires 

at least one of the employees to fight hard for it.  
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The products or flavors that the team decides to launch are presented to the retailers three 

times per year, based on the times when the retailers set its’ assortment. SIA Glass has many 

customers and at ICA, one of Sweden’s largest retailers, they first meet with the company’s 

central buyer who will be the one to decide if they will order the products to the central 

warehouse. Thereafter, decisions are made on what stores the product will be available in, 

followed by the sales force visiting the stores to convince them to order it. Besides presenting 

new products during these specific times of the year, the sales manager also meet with 

retailers on a regular basis to get indications on what the market wants. Although, this does 

not mean that SIA Glass necessarily has to listen to and do as the retailers say; rather they 

often instead trust their own instincts and launch products that they believe in. Frid explained: 

 
“We are secure in ourselves and we will make our own mistakes.” – Rolf Frid, CEO, 2013. 

 
SIA Glass usually presents a few new flavors every year, and it is not unusual that some of 

them never get into the stores. Nevertheless, SIA Glass have no possibility to affect the 

retailers decision and even though ICA, for example, decide not to purchase a new flavor, SIA 

Glass will regardless continue to introduce it to the other retailers. When launching a new 

flavor, SIA Glass often need to remove one existing flavor to make room for a new one. This 

is not perceived as a difficult task, however, what is difficult is expanding the shelf space that 

the company has and this is a problem when launching new products such as Berte Glass. The 

product belonged to another product category and therefore targeted a different segment; 

hence it needed to be placed elsewhere in the store. SIA Glass were required to fight hard to 

get the extra space for Berte Glass and while building a brand takes time, the same applies for 

getting into new segments and acquiring more shelf space.  
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SIA Glass has an unwritten goal that they should launch a new series of products once every 

fifth year, where the latest innovations were Berte Glass and Världens Glass. Before these 

launches, the company invented its’ oval ice cream boxes where the color also was changed to 

a unifying white. Innovating and launching new products is something that SIA Glass actively 

works with and if they do not evolve, than competitors will catch up. Henningsson stated: 

 
“Eventually our competitors will catch up, if you do something good so to say, then the 

competitors will catch up sometimes /…/ You don´t drive the same car today as you did in 
1950, most likely things have changed.” – Ulf Henningsson, Product Developer/IT, 2013.  
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The benefits with SIA Glass is the values that the consumers attach to it; which is the brand 

being Swedish, natural, made of high quality ingredients as well as being a brand to be 

trusted. In addition, the strength of the brand lies in it being produced in Sweden in a small 

scale, as well as the relation to the Stenström family. These factors also describe how SIA 

Glass wants to be perceived by the consumers. A strength possessed by SIA Glass is the quick 

product development phase. This is possible when being a small company, as decisions do not 

need to pass by numerous positions and departments, rather new ideas can be implemented in 

a faster pace. This applies to everything from the decision making process to the actual 

development and production of new products and flavors. Thorn explained: 

 
“In strategic terms I don´t know what our competitors have but I believe that the process of 
developing new products and decision making is fast. The decision paths are short and the 
product development is actually quite fast.” – Alexandra Thorn, Product Developer, 2013.    

 
One factor that may be perceived as a benefit is the SIA Glass corporate history, which most 

customers and consumers are unaware about. SIA Glass often present its’ history together 

with a focus on the overall brand rather than the different product segments during sales 

meeting with customers. Although the presenting of the historical background usually gets 

positive feedback from the customers, the problem is that the message never reaches the end 

consumers. Even though the history is believed to work as an eye opener, good products are 

still needed in order to get the response wanted. Thonäng argued: 

 
 “The same requirements applies to us as for everyone else when it comes to news. It has to 

be good products; you cannot live on the history. Although it opens doors.” – Per-Arne 
Thonäng, Sales Manager, 2013.   
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This section will address the launch of Världens Glass and Berte Glass followed by a 

discussion of why some products fail. The connection between Världens Glass, Berte Glass 

and the other SIA Glass brands is then presented. The section ends with the interviewees’ 

opinions concerning focusing on several segments.  
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For almost 20 years SIA Glass had the Swiss ice cream brand Mövenpick within its’ product 

portfolio and was in charge of its’ product development and manufacturing in Sweden. The 

collaboration ended as the multinational corporation Nestlé acquired Mövenpick in 2006 and 

instead SIA Glass developed its’ own product within the same premium segment, called 

Världens Glass. Världens Glass was initially called SIA - en smak av världen, which more 

clearly connected the new product to the SIA Glass brand. However, the brand name was 

changed due to it being too long to catch the attention from consumers. This was the first SIA 

Glass product that was given a different look from the other products within the portfolio. 

Instead of being given the same design as the white oval package used for its’ standard 

products, Världens Glass was produced with a black colored package. Although Världens 

Glass soon gained more market shares than Mövenpick ever received during its year with SIA 

Glass, internal focus was lost on the product. This is believed to have happened because the 

product was “too” simple to sell and hence the sales force focused on more challenging 

products within the portfolio. From being top of mind, the product instead was forgotten as 

new launches, like Berte Glass, were being introduced. Lindström explained: 

 
”I don’t really know why the sales of Världens Glass have decreased, /…/ perhaps the sales 

force have not pushed as hard to sell it as they were suppose to.”   
– Eva Lindström, Sales Support, 2013. 
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The idea behind Berte Glass was to create a connection between SIA Glass and the 

Bertegruppen Group and thus include the history of the group, the Stenström family, and 

Slöinge. Unlike other SIA Glass products, the launch of Berte Glass was different because it 

targeted a new segment, the super premium segment. Also, to be able to receive information 

about which flavors that were appreciated, consumers were used when launching Berte Glass. 

This was although a specific situation since SIA Glass in its’ regular process only uses the 

product development team to taste and try new flavors. As SIA Glass were entering a new 
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segment, the company decided to put more effort into presenting the concept and marketing 

the product in order to get listed at the large retailers. To reach the consumers SIA Glass 

started cooperating with students in Uppsala, Lund, Växjö and Stockholm to incorporate the 

ice cream into different events. SIA Glass also invested a lot in a launching event to which the 

customers and media were invited. Thonäng explained: 

 
“We were selling a completely new concept that we didn’t have before /…/. When we 

launched Berte Glass /…/ we invited the retailers to us. We rented a large restaurant at 
Skansen and invited everyone to dinner and glamour.”  

– Per-Arne Thonäng, Sales Manager, 2013.   
 
At the time of the launch, only Ben & Jerry’s were targeting the segment and SIA Glass felt 

that they could contribute to the market by introducing Berte Glass. In addition, since the 

consumers often like when there is a sense of storytelling attached to the product they tried to 

ascribe this to Berte Glass by including a sense of familiarity and incorporating the history. 

Moreover, unlike the competitor Ben & Jerry’s, Berte Glass was locally produced, which SIA 

Glass believed to be appreciated by the market. One risk with entering the super premium 

segment was that the price increased towards the consumers and there was no way for SIA 

Glass to know whether the consumers would be willing to purchase the product if it was 

branded with only the SIA Glass brand. In addition to the brand, the packaging is also an 

important factor in the purchase situation, where the white oval packaging is more important 

than SIA Glass ever thought.  
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When Berte Glass was launched the response was very positive and the values of SIA Glass 

together with the story behind Berte Glass were transmitted towards the retailers, although 

they never really reached the end consumer. This is also believed to be the reasons for why 

the product was not selling as well as expected, according to the respondents. The power of 

the retailers becomes evident in these times and when products do not reach expected sales 

margins the retailers’ have the power of not making it available at its’ central warehouses. 

Hence, the products become unavailable for the consumers in the store as well.  This is what 

happened with Berte Glass and today it is only available through SIA Glass’ deposits. In 

addition, the competition within the super premium segment, lead by Ben & Jerry’s was too 

strong and the resources SIA Glass had were too limited. Entering a new segment is difficult 

and the brand Ben & Jerry’s had been trying for 20 years to establish a position within the 

super premium segment, while it is only during the last years that the brand has grown. At this 
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time, other smaller actors were eager to follow its’ success in the super premium segment, but 

the strong Ben & Jerry’s brand made it difficult. Thonäng argued: 

 
“Our logo should have been there but I believe that the message itself on the package was too 
difficult to understand for the consumer /…/ Then one have to differentiate in some way, and 
that’s what it [Berte Glass] didn’t do enough.” – Per-Arne Thonäng, Sales Manager, 2013. 

 
When SIA Glass were just about to launch Berte Glass it became obvious for the respondents 

that there was no clear marketing strategy for reaching the consumers, which in general is the 

strategy of SIA Glass who more takes a learning by doing approach. Although in this case it 

became obvious that there was a need for communication platforms and manuals for how to 

communicate a new product. Since these kinds of platforms did not exist at SIA Glass, they 

had to do a lot on the way. Helgesson explained: 

 
 “When working at larger corporations or organizations there is always an agency to share 

ideas with and for me it was obvious to have strategies, manuals and communication 
platforms to know how to communicate. However, in this case they [SIA Glass] weren’t there 

yet.” – Anna Helgesson, Product Manager, 2013.  
 
In contrast to the standard SIA Glass ice cream, Berte Glass was targeted more towards the 

younger segment, influenced by commercials and campaigns and the interviewees express 

that it was too difficult to reach this group. Berte Glass could hence have benefited from 

being more connected to the well-known SIA Glass brand when reaching out to the 

consumers. The consumers who purchased Berte Glass really liked the flavors and the 

interviewees believed that it could have been a better outcome if the marketing resources in 

terms of strategic support in media would have been stronger. The idea behind Berte Glass 

was in many ways flawless and SIA Glass express that if they would have had the resources 

for marketing campaigns on television and billboards the response would have been very 

different. It is always difficult to establish a brand in terms of setting budgets and media 

strategies in the retail sector and although television is a good tool to reach a broader 

audience, as well as printed ads, a lot of resources are needed for these channels, according to 

the respondents. 

 

Furthermore, the launch of Berte Glass and hence the entering into the super premium 

segment created an internal conflict in the organization. SIA Glass already had a high quality 

product in the standard segment, and then Världens Glass was launched in the premium 

segment. On top of that, the super premium segment was introduced where everybody in the 
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industry knew about the segments profitability. Therefore, all internal focus was put on Berte 

Glass, while Världens Glass did not receive the attention it required and although it is still 

available in stores today, the sales have decreased. Helgesson argued: 

 
 “We have a very high standard in our standard assortment, and then we try to exceed this. 

Then it requires being extremely clear in everything you do. Both internal but also within all 
communication.” – Anna Helgesson, Product Manager, 2013.  

 
When the interviewees compare Berte Glass to Världens Glass, a distinction is made between 

when the products were launched. While Världens Glass was launched in a time when the 

market required a competitor to Unilevers’ Carte d’or, Berte Glass was launched at a time 

when other competitors as well had noticed the profitable super premium segment and saw 

the opportunities. Världens Glass made a very successful launch, however, the sales of the 

product have recently been decreasing and the design of the packaging is one of the 

determining factors for this. Although the SIA Glass logo is prominent on the Världens Glass 

product, the consumers still do not connect it to SIA Glass. The reason for this is believed to 

be that Världens Glass is presented in colored oval packages, instead of the classic white 

ones, according to the interviewees. Strengthening Världens Glass on the market is the 

company´s primary task at the moment.  

 

The interviewees believe that Berte Glass was facing the same issues regarding clarity as 

Världens Glass. Even though the decision of placing the SIA Glass logo on the product was 

the right thing to do, with SIA Glass’ reputation of producing good ice cream, Berte Glass 

would have benefited from an even clearer connection. When products are labeled with the 

SIA Glass logo it is a confirmation of the quality of the product. Berte Glass, on the other 

hand, was marketed more as an independent brand and the consumers did not recognize it. 

Also, instead of using the well-known white and oval shape package, which is one of the 

things that has brought its’ products forward, Berte Glass was launched in a new design to 

create something new and to include the Stenström family and the history in it. The design of 

the packaging included an unclear color scheme, and the message was too difficult for the 

consumers to understand. Thorn explained: 

 
“Personally I thought it was a great pity that the consumers never perceived the connection 

between Berte Glass and SIA Glass, not at all. Instead it probably should have been in a 
white cup with a large SIA Glass logo and called SIA premium to push more on the SIA Glass 

brand instead of creating something new because it is very difficult.” 
 – Alexandra Thorn, Product Developer, 2013. 
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The consumers do not recognize the name Berte Glass and even if the SIA Glass logo was 

placed on the product, it is still the name of the product that the consumers see. The 

interviewees explain that if this product would have been named SIA lyx, or something 

similar, they could have found the consumers who usually purchase SIA Glass and offer them 

to try something new and more luxurious. Today, Berte Glass is left in uncertainty and it is 

only the people from Slöinge who recognize it. Therefore the product is perceived as being a 

failure. Berte Glass was a way to try to tie the companies together, but there was a lack of 

resources to actually implement the marketing campaign and now SIA Glass are questioning 

whether this actually would add anything. Since the product was first launched, the design of 

the packaging has been changed and the logo has been more emphasized to increase the 

awareness of Berte Glass being included in the SIA Glass brand portfolio. To be able to catch 

the consumers’ attention the product needs to be distinctive in some way and according to the 

respondents, Berte Glass did not achieve these requirements.  
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Consumers expectations when purchasing the SIA Glass products is the fact that it is made in 

Sweden with Swedish milk and Swedish cream in all products. Therefore, it is questionable if 

the consumers would perceive any value by purchasing ice cream produced in Slöinge, than 

ice cream produced in Halland; and what value the milk from its’ own farm has in comparison 

to other farms in Sweden. On the other hand, if more consumers knew about its’ history it 

may increase the trustworthiness of the brand. Most consumers are aware of that the products 

are from Slöinge, although if they also knew about the company’s involvement in research 

and development it could increase the sales of the ice cream. Frid discussed: 

 
 “Were there any value by actually including the mill and the family to SIA Glass? One expect 
that a SIA Glass product is made from Swedish milk and Swedish cream, so why would it be 
better for someone living in Stockholm if it came from Slöinge or if it came from Halland? 

/…/ Here one can wonder a lot if this was the right decision.” 
- Rolf Frid, CEO, 2013.  

 
It is not believed that the end consumer is aware of the connection between Världens Glass, 

Berte Glass and SIA Glass, rather that the purchase of products from specific segments is 

based on the occasion where the ice cream is being served. Furthermore, since SIA Glass has 

a large focus on innovation and is driving the category forward, the failure of Berte Glass is 
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not believed to affect the other brands in a negative way. Since the consumers are not 

believed to know the corporate history behind SIA Glass, the name Berte Glass is hence 

difficult to relate to. Establishing new products and marketing them as independent requires a 

lot of resources to be able to entertain them and SIA Glass as a company is too small to apply 

this strategy. Henningsson explained: 

 
“In our case and being in the size as we are, I believe we should go more for SIA, SIA luxury 

and SIA luxury luxury or something similar.”  
– Ulf Henningsson, Product Developer/IT, 2013.   
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It is of high value for SIA Glass to have a wide product range within different segments of ice 

cream in order to reach all kinds of consumers. As long as the communication of differences 

is clear between the products and flavors, SIA Glass believes it to be a good strategy to be 

visible within all segments. They wish to be able to reach all consumers and to make this 

possible it requires an offering of products within all segments, even the ones less profitable. 

This is important to be able to drive the corporation and brand forward. Thonäng stated: 

 
“We want to reach everyone since there is different profitability within different segments. We 
don’t make a lot of money in the larger segments, hence we need to have the other segments 

where we earn more money to move the company forward.”  
– Per-Arne Thonäng, Sales Manager, 2013.  

  
On the other hand, some of the interviewees believe that it might be a better strategy to be 

more focused than to be visible in all segments. In those areas where SIA Glass is not 

competitive enough, they should also not be visible because of lacking resources. Being 

involved in these segments is believed to only lead to dissatisfied consumers and instead SIA 

Glass should make sure that they keep or exceed its’ market shares in areas where they 

already are strong through promoting the products with activities to increase sales. 

Henningsson argued:   

 
 “I believe it is better to be more focused. We cannot be everywhere /…/ to do something that 

you are not good at cost money, the result is bad and the consumers believe it’s bad.” 
- Ulf Henningsson, Product Developer/IT, 2013.  
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SIA Glass aims at offering products in all different segments. However, the priorities at the 

moment lies on what is referred to as adult ice cream and this is what SIA Glass needs to 

focus on to regain its’ market shares. This strategy is believed to be suitable for SIA Glass as 

the company is strong in segments that target adults, such as Världens Glass. Gustafsson 

explained: 

 
“Instead of focusing on Berte Glass we want to strengthen Världens Glass within our 

premium segment even more. So that is what we are focusing at now, Världens Glass.” 
- Lena Gustafsson, Product Manager, 2013. 
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This section will present SIA Glass collaboration with the company Oatly, as SIA Glass 

manufactures its’ oatmeal ice cream. This is followed by a description of SIA Glass previous 

collaborative initiatives with Cloetta and Kiviks Musteri.  
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In addition to producing and selling their own ice cream products, SIA Glass also collaborates 

with other companies, such as Oatly. Although SIA Glass manufactures the Oatly oatmeal ice 

cream, there has been a clear choice to not include the SIA Glass brand in Oatly´s marketing 

material. The decision is based on that ice cream made of oatmeal do not correlate with SIA 

Glass brand image, which stand for quality ice cream made of cream. The fact that SIA Glass 

recently launched an ice cream range free from lactose, that would target the same consumers 

as Oatly, did not turn out to be an issue. The reason for this is a combination of loyalty to the 

Oatly brand, as well as some consumers are allergic to milk and thus are unable to switch to 

the lactose free alternative. Although the SIA Glass logo is not to be found on the Oatly 

packages, it is believed that consumers still draw parallels between the brands due to the oval 

shape of the package. Thonäng explained: 

 
“There [Oatly] we have the shape of the package so that you can see that it is SIA Glass. I 
believe the consumer make this connection.” – Per-Arne Thonäng, Sales Manager, 2013. 

 
Presenting new products on the market include benefits as well as drawbacks and this is also 

the case for collaborative initiatives. When SIA Glass collaborated with Cloetta, both brands 

were visible on the package, in what is called co-branding of products. A weakness identified 

from this collaboration was that the consumers were more likely to think of Cloetta than SIA 

Glass due to the colors used on the package. Another one of SIA Glass collaborative 

experiences that was not as successful as anticipated, was with Kiviks Musteri. The two 
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companies created a non-frozen ice cream that the consumer could take home and freeze by 

themselves. However, as there already was a similar product on the market, the launch was 

hindered, as the retailers were not willing to put it in store. Frid clarified: 

 
“This was a new way for me to expose the brand together with Kiviks Musteri at a new place 

on the floor. To bring the new brand outside the freezer.” – Rolf Frid, CEO, 2013. 
 

&
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This section will cover the analysis of the empirical data. The patterns found in the empirical 

investigation will be analyzed in relations to the theoretical concepts. The analysis will add 

towards answering the research question concerning how SIA Glass’ branding strategy affect 

its’ brands. The analysis will start by examining SIA Glass’ learning-by-doing approach to 

branding and how this has resulted in an unclear brand portfolio. Additionally, the value 

created with the brand perception; how the brands are connected to each other; and the 

spillover effects at SIA Glass will be analyzed.  
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The brands within the Bertegruppen group differ from each other and the collaboration 

between the brands is limited. The influence of one brand on the others, as well as the entire 

Bertegruppen group, is low and it is believed that consumers are unaware about the 

connection between SIA Glass and the Bertegruppen group. SIA Glass do not perceive that 

the Bertegruppen group affect them business wise, although at the same time it is stated that 

the history of the Bertegruppen group needs to be taken into consideration when deciding on 

names of products and flavors. SIA Glass believes it is important that all of its’ products 

correspond to the value of the SIA Glass brand. This is in line with Ballantyne & Aitken 

(2007) who argues that the brand serves to signify the nature of a company’s promises and 

obligations. SIA Glass is a well-known brand on the market and by launching the super 

premium ice cream Berte Glass, SIA Glass wanted to make a connection to the Bertegruppen 

group and tie the companies together, to increase the consumers’ awareness of the group. 

According to Simon (2011) this is a good strategy since it is important for a company to 

create a desired and recognized brand name. This is also in line with Ballantyne & Aitken 

(2007) who states that it is important for brands to create an identity to be able to differentiate 

on the market.  The meanings attached to SIA Glass could, by the connection, be associated to 
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the corporate brand, the Bertegruppen group, and increase the value for the company. This is 

supported by Ballantyne & Aitken (2007) who argues that brands play a significant part in 

living up to consumers’ expectations.  

&

SIA Glass’ strategy is characterized by a learning-by-doing approach, where the company 

tries different ways and methods to reach the desired solution. This was also the strategy used 

behind the launch of Berte Glass. The approach may, however, be too simple since successful 

brands do not just happen rather they are the result of excellent branding strategies with a lot 

of work and dedication behind it (Malär et al., 2011). Entering a new segment with a new 

brand is difficult and the decision requires a lot of consideration. The work behind Berte 

Glass is described as work with a lack of communication and manuals. This may affect the 

adaptation of the branding strategy to the business strategy and vice versa. (Uggla & Lashgari, 

2012) The communication problem with the branding strategy most likely affected the overall 

business strategy since the focus within the group was lost due to no clear directions 

available. For example, the lack of focus on Världens Glass in favor for the new launch of 

Berte Glass indicates problem of communication that several interviewees stated. SIA Glass 

lacks a combination between interaction and communication, which is a problem according to 

Ballantyne & Aitken (2007) who believes that interaction and communication needs to be 

combined instead of being seen as separate processes.  
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SIA Glass expansion of its’ product portfolio was made because they wanted to be able to 

provide products for all segments, since most of the interviewees believe that it is important to 

extend their visibility. This is in line with Keller (2013) that describes the importance of 

maximizing the coverage of the market to be sure that all potential consumers are reached, but 

at the same time minimize the overlap between the brands. SIA Glass entered the premium 

and super premium segments with Världens Glass and Berte Glass since both of the segments 

were seen as profitable opportunities. When launching Berte Glass, SIA Glass entered the 

super premium segment that provided great opportunities in profitability and the internal 

focus on the previous launch of Världens Glass decreased. This corresponds to Uggla & 

Lashgari (2012) who argue that having a too extended portfolio could result in loosing quality 

in segments less prioritized. SIA Glass did not manage to extend the brand portfolio to be 

visible in every segment without loosing focus on its’ other products. 
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The quality of the products less prioritized were not affected by the new launch, however, the 

decision of focusing more on the new profitable segment did affect the quality perception of 

Världens Glass, since the employees valued Världens Glass as less important. After the 

launch of Berte Glass, SIA Glass decided to change its’ priorities and focus more on what is 

referred to as adult ice cream, whereas the aim was to become a specialist in this category. 

When being a small-scale company it may be difficult to be visible in every segment and SIA 

Glass believed that the focus on adult ice cream, such as Världens Glass, would help the 

company to regain lost market shares. Being a brand that covers all segments could be a 

strategically successful decision if the company manages to entertain all of them, however in 

the case of SIA Glass they could benefit from being narrowed down. This is in accordance 

with Uggla & Lashgari (2012) who states that one should focus on the brands that delivers 

value to the company as well as other actors.  

A conflict is to be found between two of the products within the brand portfolio. When SIA 

Glass launched its’ lactose free ice cream, it targeted the same kind of consumers as Oatly and 

was believed to outcompete it. From a theoretical point of view, this does not correspond to 

managing the portfolio in a way that minimizes brand competition (Keller, 2013). Even 

though Oatly were not marketed as a part of SIA Glass it is still to be found at the same 

company, hence when looking at the strategies it may not be the best solution to compete with 

oneself. However, the launch of the lactose free range never affected Oatly, rather both of the 

ranges are strong on the market.   
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How the consumers perceive the brands requires careful consideration in marketing strategies. 

The brand personality and qualities SIA Glass want its’ brands and products to be associated 

with is described as Swedish, natural and high quality. However, it could be difficult to 

transfer these associations to the consumers, since the company itself cannot determine the 

perceived value but rather it needs to be co-created with the consumers (Vargo & Lusch, 

2008). The interviewees explain that the expectations when purchasing the SIA Glass 

products lies in it being made in Sweden, but at the same time they question the importance of 

linking the brand to Slöinge or Halland. However, the interviewees state two factors that 

would increase the trustworthiness of the brand; emphasizing the corporate history and the 

company’s´ involvement in research and development. For example, when launching the 

super premium ice cream Berte Glass, SIA Glass wanted the consumers to be aware of the 
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connection to the Bertegruppen group and its’ long history, which is in line with Prahalad & 

Ramaswamys´ (2000) argument of consumers need of emotional anchors. The perception of 

Berte Glass was believed to be best transferred by the use of storytelling, where the history of 

the Bertegruppen group was included on the package. This was an attempt to make the 

consumers create emotional feelings to the brand. 

The launch of Berte Glass is described as a success where SIA Glass put a lot of resources 

into the presentation to the customers who believed to appreciate the historical connection. 

However, the perception SIA Glass wanted to transfer with the product never reached the end 

consumer. While the customers who act as gatekeeper for products entering the market found 

value in including the Bertegruppen group history to Berte Glass, there may have been a 

valuable purpose with the connection since these customers also may be potential consumers. 

However, as SIA Glass had a lack of focus when allocating its’ resources, everything was 

distributed to the presentation for the customers, while the importance of marketing towards 

the consumers was forgotten. 

The problem with transferring the perception of SIA Glass partly lies in the fact that there is a 

lack of interaction between the company and its’ consumers. It is difficult to transfer a 

perception of a brand when the intended perception differs with the receivers’ actual 

perception (Malär et al., 2011). SIA Glass states that the consumers are free to share ideas on 

its’ website and Facebook, although the interaction with consumers are actually seen as low 

and the consumer insights received are not included in its’ branding strategies. During the 

development of Berte Glass, SIA Glass made an exception to let consumers taste the different 

flavors and evaluate them. However, the consumers never got the opportunity to evaluate the 

package and the image of Berte Glass, which could have provided valuable information for 

SIA Glass and ideas of how to make the connection more clear. This is in line with Vel & 

Suhails’ (2012) argument that brands are a part of the interaction between the company and 

the consumers. Some interaction with consumers was also made when SIA Glass included 

students in the marketing strategy of Berte Glass, although to a small extent. The lack of 

consumer interaction and open-ended dialogues in SIA Glass branding strategies may have 

affected the value for Berte Glass and the Bertegruppen group in a negative way, since 

Ballantyne & Aitken (2007) argue that these factors are relevant in order to create value for 

the brand.  
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Overall, the consumers were believed to have difficulties in understanding the connection 

with Berte Glass and the Bertegruppen group and that only the local consumers were aware of 

the cohesion. The connection between SIA Glass and the Bertegruppen group is seen as 

valuable for the company in terms of increasing the awareness of the Bertegruppen group, 

although it is unclear what value the connection generated for the consumers. While the 

consumers are somewhat encouraged to share their ideas through the platforms provided, SIA 

Glass could improve its’ interaction. In line with the S-D Logic, more focus should be put on 

what meanings that will be generated with brands or products and for meanings and value to 

be created the consumers need to be involved in the co-creation. Also, by providing more 

interactivity, connectivity and ongoing relationships to the brand management, more value 

can be generated.  (Vargo & Lusch, 2004a; 2008)  
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The two concepts of umbrella branding and brand extensions are somewhat similar, but are 

defined differently. Umbrella branding, on the one hand, is defined as: “Brands that cover a 

diverse set of products that are still more or less related” (Johansson, 2009:434). In relations 

to the empirical data gathered from the case this is evident in the ways that SIA Glass 

regularly uses its’ brand when developing new flavors or new products that are labeled with 

the SIA Glass logo. Hence, umbrella branding is utilized when SIA Glass introduces SIA 

Glass Vanilla, SIA Glass Sorbet, but also when launching SIA Glass Världens Glass, and SIA 

Glass Berte Glass. Brand extensions, on the other hand, is defined as: “A product with a well-

developed image uses the same brand name in a different product category” (Johansson, 

2009:435). Berte Glass is an example of this strategy as SIA Glass extended the use of Berte 

through the Bertegruppen group, Berte Gård and Berte Qvarn. 

At SIA Glass, the strategy has, up until the launches of Världens Glass and Berte Glass, been 

to clearly brand the products within the portfolio with the SIA Glass logo. Although this 

strategy was somewhat changed with the launch of the previously mentioned products, as the 

individual names were emphasized and the company name was somewhat left out.  This is, as 

Keller (2013) explains, when a company moves away from having a distinct umbrella 

branding strategy where the company name is clearly emphasized, towards marketing the 

brands as more independent. The interviewees mention that the consumers are not aware of 

the connection between SIA Glass, Världens Glass and Berte Glass; hence the strong SIA 

Glass brand was unable to transfer its quality perception to the new brands within the 
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portfolio. This is not in accordance with Erdem (1998) who describe that umbrella branding is 

to be used when the quality perception of a brand can be transferred onto the new product 

within the portfolio. The strategy of launching Världens Glass and Berte Glass as somewhat 

individual brands, with no clear connection to SIA Glass, also includes a heavy cost of 

resources, as the products were unable to enjoy the success of the SIA Glass brand. The fact 

that Berte Glass failed on the market may also be a result of how the consumers were unable 

to connect the brand to the well-known family umbrella of SIA Glass that would have 

contributed with uncertainty and risk avoidance, in line with Erdem (1998) and Keller (2013). 

While using umbrella branding for the brands within SIA Glass most likely has a positive 

effect, the same is not necessarily true when extending the brand of the Bertegruppen group. 

The interviewees’ claim that the consumers are unaware of the group’s existence and have no 

relationship to the name Berte, thus it is difficult to say whether a more clear connection 

would be beneficial for SIA Glass, since Erdem (1998) argues that the purpose of umbrella 

branding is to use an established brand name.   

The empirical investigation indicates that the white colored and oval shaped package is most 

often what connects the products to SIA Glass. This is in line with Keller (2013) who argues 

that the brand extension is not only about extending the brand name, but rather extending all 

brand elements, including the product package. When introducing Berte Glass in a new type 

of package and with limited exposure of the SIA Glass brand name, the connection was hence 

lost. Världens Glass may also have suffered from it having a different color on its’ package. 

At the same time as the interviewees mention that they do not want to connect the 

collaboration with Oatly to the SIA Glass brand, the decision was still made to use the distinct 

and iconic SIA Glass package for the Oatly ice cream product. This decision is not in line 

with how they strategically want the brands to be connected. 
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The interviewees explain that the brands within the Bertegruppen Group influence each other 

mostly from a financial point of view, as they support each other in bad times. The brands 

within the group are associated differently, whereas from a consumer perspective SIA Glass 

well-known name may create a positive association for the Bertegruppen group if the 

connection is visible. Although, since the awareness of the Bertegruppen group is low, 

asymmetric spillover patterns may be visible, due to SIA Glass not receiving the same 

benefits from the associations back. This is in line with Lei et al. (2008) who states that how 
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brands are associated to each other may differ. However, as the companies are not marketed 

as a united entity, there is an absence of spillover effects. The brands within the SIA Glass 

brand portfolio that influence each other are mostly those that are clearly labeled with the SIA 

Glass logo and are put in the classic white and oval shaped packages. When the products are 

branded clearly with the SIA Glass brand, the branding will spillover to all of the different 

flavors. There is although a lack of spillover effects between SIA Glass, Världens Glass and 

Berte Glass and with an exception for the local consumers, the interviewees explain that the 

regular consumer is not aware of the connection. The same applies for other collaborative 

initiatives such as the co-branding with Cloetta. Although both brands were visible on the 

product, the consumers were more likely to think of Cloetta than SIA Glass due to the colors 

scheme used on the package. Hence, when the connection between the brands is weak the 

consumers are believed to see them as independent and neither positive, nor negative spillover 

can occur. Instead there is a lack of spillover effects. 

The interviewees express that the SIA Glass products are of a consistently high quality, no 

matter which segment the products are made for. This is also in line with Erdem (1998) that 

explain how umbrella branding is most beneficial when the perception of the quality of the 

products is seen as equal. Keeping a constant high quality also reduces the risk of lower 

quality failing brands influencing the other brands within the same umbrella with negative 

spillover effects (Keller, 2013; Erdem, 1998). At the same time the majority of the 

interviewees’ states that the high quality of their products also created a problem when 

entering the premium segments. These segments are supposed to offer an even higher quality, 

which could affect the perception of the quality of the standard segment in a negative way. 

However, the premium segment provides value to other consumer needs and does not target 

the same consumer group as the standard segment. This is in line with Sawhneys’ (2004:10) 

discussion of how the value of customization depends on the consumer’s specific needs and 

contexts.  

From the empirical responses it was discussed how Världens Glass was decreasing in sales 

and how Berte Glass had more or less failed as a new series of ice cream products. The 

interviewees do, however, not believe that these failures have affected the overall SIA Glass 

brand. The reason for this is believed to be that the consumers do not clearly associate the 

brands with each other; rather they are seen as autonomous. This means that the strength and 

directionality of the brand association is weak and a failure of Världens Glass or Berte Glass 
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will thus not affect the SIA Glass brand as a whole. However, since it is a clear connection 

between the standard SIA Glass brands and its’ different flavors that are extending the brands, 

if a scandal would occur, it could also have a negative spillover effect on the SIA Glass brand. 

This is in line with Erdem & Chang (2011) who states that the parent brand are always taking 

a risk when extending its’ brand name since one mistake could affect the overall reputation of 

the corporate brand.  

Although there is a strong accessibility to how SIA Glass is linked to the category of ice 

cream, since the SIA Glass brand differ itself from its’ competitors in it emphasizing its’ 

national heritage, it also positions itself differently in comparison to, for example, the 

multinational corporation Unilever. Thus, negative spillover effects from competing brands 

are less likely to occur. The only factor that would tie SIA Glass to its’ competitors is the fact 

that they are active in the same product category and external factors may be difficult for SIA 

Glass to be protected from. This is in accordance with Roehm & Tybouth (2006) who argue 

that negative spillover effects may also occur between competing brands that possess the 

same core attributes. While accessibility was one of the factors deciding the spread of 

negative spillover, diagnosticity was the second element. The brands that SIA Glass is 

connected to are the other brands within the Bertegruppen group, as well as Världens Glass 

and Berte Glass. While SIA Glass is independent in relations to the Bertegruppen group, 

Berte Qvarn and Berte Gård, a connection would be difficult to diagnose and negative 

spillover would not occur. There is, however, a relationship between SIA Glass, Världens 

Glass and Berte Glass. Although this connection is limited, according to the interviewees, 

there is still a slight risk that a scandal could spread negative spillover between these brands.  

The fact that Världens Glass and Berte Glass are somewhat independent could, however, 

work as isolation in bad times, whereas according to Roehm & Tybouth (2006) negative 

spillover will not occur. SIA Glass had an opportunity to create positive spillover as Berte 

Glass was created as a way of extending the Bertegruppen group brand. However, it did not 

succeed due to the consumers’ limited knowledge about the Bertegruppen group. This is 

supported by Johansson’s (2009) discussion about how the opportunity for creating positive 

spillover effects by using umbrella branding or brand extension only applies to well-

established brands. Spillover is, however, evident throughout the SIA Glass branded products 

as the consumers already are familiar to the SIA Glass brand and thus trying a new flavor 

from the brand becomes less risky. This correlates with theory from Erdem & Chang (2011) 
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who states that consumers previously experiences with a brand will transfer associations to 

the new product. 

The interviewees explain that Berte Glass was an initiative to extend the Bertegruppen Group 

brand and thus tie the companies within the group together. The product did, however, not 

succeed on the market, which can be explained by the fact that the extension did not generate 

any value and more marketing would have been needed in order to make it a success. This is 

in line with Keller (2013) who argues that it requires more focus on the marketing of the 

extension. The familiar SIA Glass brand is continuously extended when developing new 

flavors, but in contrast to the extension of Berte Glass are these extensions formed after a 

well-known brand on the Swedish market. The extension is hence natural and has a meaning 

to the mother brand. Although there is an evident and strong connection, some of the SIA 

Glass flavor extensions still fail. This may be because the customers and consumers are 

unable to see the perceived value that can be generated with the extension as a platform, and 

that too little attention is paid to marketing activities.  
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The companies within the Bertegruppen group have been seen as independent and the 

influence from one company to another has been low, although during the recent years this 

seems to have changed. With SIA Glass’ attempt to increase the awareness of the connection 

to the Bertegruppen group by Berte Glass and its’ involvement with the flour at Berte Qvarn 

the companies are now more intertwined. If the companies within the group are more 

connected they can also benefit more from each other. SIA Glass now describes the 

connection as mostly financial, although the Bertegruppen group can benefit from SIA Glass 

well-known brand name. However, since the consumers lack the awareness of the 

Bertegruppen group the benefits they can get from the SIA Glass brand is low. Perhaps the 

future lies in connecting the brands and using each other’s competences to a deeper extent to 

create equal value for all of the brands. It may also be essential to include the consumers in 

this brand building process, as the consumers are unaware about the existence of the 

Bertegruppen group and this needs to change in order for value to be created.   
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In order to create platforms for reaching the consumers, a clear marketing strategy needs to be 

developed. SIA Glass learning-by-doing approach may work well when SIA Glass produces 

new flavors within its’ standard segment, however entering new segments is always 

challenging and lessons that have been learned before may not apply when establishing a 

completely new brand, like Berte Glass. Entering a new product segment is difficult and 

requires a lot of work and based on SIA Glass’ lack of previous experiences of producing 

independent products this approach may not be the best solution. The choice of a learning-by-

doing approach can further be questioned since SIA Glass managed Mövenpick for several 

years, which should have provided them with insights about the premium segment. However, 

when SIA Glass launched Världens Glass within this segment, some mistakes were made 

such as a lack of connection to SIA Glass due to the name and the package. What SIA Glass 

learned from Mövenpick and the premium segment does somehow not seem to have been 

transferred to Världens Glass. With this product it seems that SIA Glass more started from 

scratch, than applied a learning-by-doing approach.  

The same way SIA Glass marketed Världens Glass as more of an independent brand, this 

strategic decision was also made with Berte Glass. Although, SIA Glass is market leaders 

within several segments, its’ attempt to imitate the success of Ben & Jerry’s did not generate 

the expected result. However, the success of Ben & Jerry’s took 20 years and included more 

resources than SIA Glass have. One must therefore remember that it may be difficult to 

imitate a strategy from a competitor of a different scale. To be able to transfer the perception 

of the brand to the consumers it requires work in terms of interaction and communication, and 

SIA Glass emphasized only on selling the story of the Bertegruppen group and Slöinge to the 

customers. Even though it is important to reach the customers to be able to get the products in 

to the store, it is just as important to put resources on marketing towards the end consumers. 

By increasing the interaction with the consumers in the brand building process, SIA Glass 

may receive insights into how they should distribute its’ resources to best reach the market.  

In addition to Berte Glass, there are also other factors to be questioned concerning the SIA 

Glass brand portfolio management. SIA Glass states that one of its’ strengths lies in its’ high 

quality ice cream made of cream, and that a connection to Oatly, ice cream produced by 

oatmeal, could affect its’ reputation in a negative way. However, by using the same packages 

on Oatly as the standard products, consumers may create associations between Oatly and SIA 

Glass anyway. This indicates that SIA Glass may take a too simplistic approach to the 



&

*Q'$+&K&#$R%8*+G& Z@&_PP`&

spillover effects between brands, whereas in the case with Oatly it is possible that they 

actually generate a reverse spillover. By not using the brand logo it was believed that the 

consumers would see Oatly as independent, although with the use of the same package 

consumers may make associations to SIA Glass anyway, hence the strategy of not connecting 

the brands fail.   

With the problems SIA Glass experienced when expanding its’ brand portfolio, SIA Glass 

decided in the beginning of 2013 to make adjustments to its’ branding strategy. Instead of 

being perceived as an unclear generalist, SIA glass now aims to be perceived as a specialist 

on ice cream for adults, such as Världens Glass. The case of SIA Glass indicates that it is 

difficult for a company with limited resources to do everything within a product category. The 

strategy of narrowing down its’ focus will probably suit the company better and hence 

improve the value of its’ brands. However, the change of focus does not result in some brands 

being eliminated, and even if its’ focus has changed, it still has not reduced its’ brand 

portfolio. It is questionable whether a change of focus will solve the problem of being an 

unclear generalist or if the focus on Världens Glass will create drawbacks for the other 

brands, which may lead SIA Glass back to square one.  In addition, as brand value is co-

created with consumers and customers and SIA Glass’ adjustments do not include 

involvement with external actors in to the brand development phase, it is difficult to say if the 

focus will make a difference, or whether the issues with its’ branding strategies will remain. 
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The aim of this thesis was to investigate the concept of branding and more explicitly the 

strategies of umbrella branding and brand extensions and how it is connected to value. By 

conducting a case study of the ice cream company SIA Glass’ branding strategy, which 

includes both umbrella branding and brand extension, the authors aim to answer the research 

question of how SIA Glass’ branding strategy affect its’ brands. When analyzing the 

empirical findings, the results indicate that SIA Glass’ branding strategy is not clear enough, 

since internal focus gets lost, which affects all brands within the portfolio. In addition, the 

lack of spillover effects between the brands is underestimated as a consequence of a learning-

by-doing approach and a too extended brand portfolio.  

 

SIA Glass is not only the market leader within several ice cream segments, it is also a well-

known company in the FMCG industry. With its’ innovative thinking and fearless mindset, 

SIA Glass has established a strong position on the Swedish ice cream market. However, while 

the company’s branding strategy worked well with its’ standard segment, SIA Glass’ 

learning-by-doing approach did not provide enough insights when entering new segments. By 

launching Världens Glass and Berte Glass as more independent products, SIA Glass also 

needed a more developed strategy since establishing new brands requires a lot of work and 

consideration. The decision to offer a more diverse brand portfolio also created problems with 

the internal communication. Due to the lack of manuals and platforms, the focus was lost in 

the organization and products less prioritized decreased in sales. Instead of focusing on the 

strong SIA Glass brand, the company wanted to connect SIA Glass to its’ corporate heritage 

with the Bertegruppen group and offer products in new segments with less connection to the 

SIA Glass brand. These new brands did not generate the value that was expected of them and 

by that they also failed to succeed on the market.  

 

The evidence for value being an important factor in the branding process is shown in the SIA 

Glass case. Even though the company is the market leader within several ice cream segments, 

they still do not manage to create platforms for value to be created with all brands within its’ 

portfolio. Being a company with limited resources provide natural restrictions for how 

extended a brand portfolio can become. Hence, instead of launching new products and brands, 

and thus new platforms for value to be created, SIA Glass should reduce its portfolio to better 
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suit its’ situation. SIA Glass is most likely on the right way when deciding to narrow down 

its’ focus towards ice cream for adults, although it may not be enough.  

 

Creating new platforms requires plenty of resources and these should instead be allocated to 

the existing areas demanding it. Without the focus on existing segments and no clear 

marketing strategy for reaching the consumers, it is difficult for value to be created. Also, it is 

not certain whether the connection to the Bertegruppen group would create any value for the 

consumers, as they are unaware of its’ existence. One might also ask if there is any value for 

the consumers of knowing the corporate history and if there is a difference between products 

produced in Halland in general or more specifically in Slöinge.  All of these issues lead to 

internal confusion and when they do not know internally how or why something should be 

communicated it is difficult for any brand to become a platform for value.  
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This study takes one step in integrating the theoretical concepts of branding and value, 

however more research is needed in order to build a more unified framework. Furthermore, as 

several actors are involved in the branding process, this needs to be given more attention. 

While this paper provides insight into an empirical case of branding and how value is created 

with a process approach, in order to be able to generalize the findings concerning the process 

in which branding strategies are determined more case studies are needed. Also, all actors that 

are involved in the process were not covered in this paper and could hence be interesting for 

future studies to investigate. As the interviewees provided knowledge about what they do to 

encourage consumers, employees and customers to be part of the process of developing new 

brand extensions and umbrella brands, and thus create value, it would be interesting in future 

research to investigate it from the other actors point of view. For example, when do actors 

want to be part of the process and when does the involvement lead to value being created? Do 

all actors need to be involved in the branding process or to what extent does it depend on the 

product or brand itself? Hence, what is needed is more focus on actor’s involvement in the 

process of co-creating value with branding.  

From a managerial point of view, one issue found in the study concern how FMCG 

companies are dependent on the retailers in reaching the end consumers. In Sweden, the 

majority of market shares are possesses by only a few retailers, hence they control who gets to 

reach the end consumer. This power structure is a field for further investigation in order for 
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managers to receive insights into how they should allocate its’ marketing resources to succeed 

on the market. This is a managerial implication that concerns the entire industry.   

Moreover, this investigation only briefly touched upon the relationship between branding and 

timing of when the product is launched. More specifically, some empirical findings indicated 

that the generated value from branding strategies could be connected to when the launch was 

made. For future research it would be interesting to investigate to what extent brands in 

different product categories are affected by time, as different time periods affects the market 

in different ways.  

'
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This section provides definitions of the relevant concepts that is touched upon in the 

following theory section, along with a model for further understanding of the differences 

between umbrella branding and other branding strategies.  

 

Business strategy: “Strategy at the level of a single line of business - one that competes in a 

relatively well-defined industry or market domain. The key focus is on crafting responses to 

changing market circumstances and initiating actions to develop strong competitive 

capabilities, build competitive advantage, strengthen market position, and enhance 

performance” (Thompson, Peteraf, Gamble & Strickland, 2012:84). 

 

Branding strategy:  “/.../The way companies mix and match their corporate, house, family 

and individual brand types for their products or services. This mix and match of brand types 

generates a variety of options for the companies from which they can select a suitable 

branding strategy for a product/service” (Mann & Kaur, 2013:1). 

 

Brand personality: “Refers to the set of human characteristics associated with a brand” 

(Aaker 1997:347). 

 

Brand portfolio management: “Managing brands in a coordinated way the company can 

avoid confusing its consumers, investing in overlapping product-development and marketing 

efforts, multiplying its brands at its own rather than its competitors' expense” (Carlotti, Coe & 

Perrey, 2004:1). 

 

Umbrella branding: “Brands that cover a diverse set of products that are still more or less 

related” (Johansson, 2009:434)  

 

Brand extensions: “A product with a well-developed image uses the same brand name in a 

different product category.” (Johansson, 2009:435) 
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Fig 1. SIA Glass organizational chart 
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Introduction Questions: 
1. What is your position?  
2. For how long have you had your current position?  
3. How long have you worked at SIA Glass?  
4. Have you had any other positions within the company?  
5. What did you do before? What is your background?  

Theory Grounded Questions: 
6. What is the advantaged with the SIA Glass brand in comparison to your competitors? 

How do you want the SIA Glass brands to be perceived?  
7. How included are you in developing new products and launching them? 
8. How does the SIA Glass brand influence sales to customers of Världens Glass and 

Berte Glass?  
9. Describe the work with SIA Glass’ different brands?  
10. What significance does the SIA Glass brand have for Världens Glass and Berte Glass?  
11. How does the Bertegruppen group affect SIA Glass?  
12. How do the strategies at the Bertegruppen group affect SIA Glass?  
13. How do the strategies at the Bertegruppen group affect Berte Qvarn and Berte Gård?  
14. Berte Glass and Världens Glass differ from SIA glass, as they for example target other 

segments. What is your opinion concerning these products?  
15. If a product fails, what affects does that have?  
16. If a flavor fails, what affects does that have? 
17. Describe your role in building the SIA Glass brand? 
18. What possibilities do you have to affect the other brands?  
19. What possibilities do the consumers and customers have to affect the brands?   
20. Why do you believe that the consumers choose SIA Glass?   
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