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1 INTRODUCTION 

 

1.1 Background of the research 

 

Branding is one of the aspects of marketing that has to be considered when planning 

a strategy for a new product. Several authors discuss branding and brand as key 

concepts of marketing that can have a significant impact on consumer buying 

behaviour (Kotler 2003; Grönroos 2000; Aaker 1995; Lindstrom 2005). The idea of 

brand image was introduced already in the 1950’s but it the debate about the 

definition still continues. Nevertheless, branding can be used effectively to create an 

image of the brand in the minds of customers. In the theoretical part of this study the 

different elements of a brand are investigated. The focus is on brand image. In order 

to evaluate how the brand image differs between two markets and whether there are 

any actual differences, a framework is created to study the brand image. 

 

In this research the empirical study concentrates on case study company Valio’s 

lactose free products and how their brand image is communicated in Finland and 

Sweden. Lactose free products are an interesting niche among dairy products and 

serve as a good example of a clearly defined brand family.  

 

The choice of two countries and markets gives the research a country-specific 

aspect. Although Finland and Sweden are often seen as culturally close countries, 

there are some differences. Valio has chosen not to use an identical campaign and 

visual image for the identical products in the two markets. However, a lot of 

similarities can be found. For example, the name of the lactose free product family is 

literally Lactose free, in Finnish Laktoositon and in Swedish Laktosfri, which is used 

in both Finland and Sweden.  
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1.2 Research problem and the objectives 

 

This research concentrates on the concept of brand image and the impact of 

marketing the same brand family in two different markets. The main research 

question is as follows: 

 

How to evaluate the differences in desired brand image of the same product family in 

two markets? 

 

The main proposition is, that there are differences in the brand image, and these can 

be observed through examining certain aspects of the brand and the case study 

company’s marketing communication.  

 

Supportive research questions are: 

 

What is the influence of cultural differences, market culture and market situation to 

brand image? 

What are the main attributes of the case company’s brand? 

How are the brand values of the case company’s brand communicated? 

What are the main aspects used to promote the products? 

 

1.3 Theoretical framework 

 

The theoretical basis for the study starts from the concept of brand and branding. 

The foundations of this research paper are the different aspects of a brand. Brand 

image and brand personality are also essential, therefore the difference between 

these two is investigated. The emphasis is on the brand image. The visible traits and 

communication of brand image are studied through the aspects of brand.  
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Figure 1. Theoretical framework. 

1.4 Definitions of key concepts 

 

The majority of key concepts discussed in this research revolve around branding and 

what the elements of a brand are.  

 

Brand – “A name, term, design, symbol, or any other feature that identifies one 

seller's good or service as distinct from those of other sellers” (Kotler 2003, 418). 

 

Brand image – According to the American Marketing Association brand image is “the 

perception of a brand in the minds of persons” It can be seen as a mirror reflection of 

the brand personality or product being. Brand image includes beliefs about the brand 

such as thoughts, feeling and expectations. (American Marketing Association) Kotler 

defines brand image simply as “a set of beliefs about a brand” (Kotler 2003, 206). 

 

Brand personality – American Marketing Association defines brand personality as 

“the psychological nature of a particular brand as intended by its sellers”. The 

personality of a brand can be compared to the personality of a human. It can also be 

defined as “a set of human characteristics associated with a brand” (Aaker 1997, 

347). 
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1.5 Literature review 

 

Brands have existed widely since the beginning of the 20th century, although there 

were some known brands even before that. Towards the end of the century the 

amount of brands has increased rapidly. The term brand did not originally have the 

same meaning as is does nowadays in marketing language and it was not discussed 

business literature. (Laakso 2003, 41–46; Grönroos 2000, 285) The year 1988 is 

called the year of brands as it was considered the time when the importance of 

brands was first realised widely (Pohjola 2003, 86; Arnold 1993, 13).  

 

Branding is a widely discussed subject in marketing. David A. Aaker is considered to 

have contributed to the study of branding with his books Managing Brand Equity 

(1991) and Building Strong Brands (1995). Philip Kotler (2003, 418) notes that 

branding is an important part of product strategy that requires investments to all 

areas of marketing. Grönroos (2000, 285 – 287) argues that although branding 

became a central concept in marketing in the late 20th century the issues in branding 

and brand management are still developing. Grönroos has been widening the use of 

branding in service context. According to Bradley, in international marketing context 

brand have only recently been adopted widely and that there is still some confusion 

in making a distinctive difference between a brand and a product. He also introduces 

the concept of a global brand. (Bradley 2002, 190 – 191) Martin Lindström (2005) 

predicts a change in branding culture and suggests that in the future, branding 

becomes more holistic.  

1.6 Delimitations 

 

As the focus of this research is in a customer perspective on brand image it is 

conducted based on secondary sources. Therefore the study naturally lacks in-depth 

knowledge about the branding process for the case company and the strategies 

behind the perceived image can only be evaluated through the material available. 

The use of primary sources would change the perspective from brand image to brand 

personality.  
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The case study is limited to two countries, Finland and Sweden, although Valio has 

subsidiaries in other countries too and the lactose free products are produced with 

license in various countries. The main reasons for choosing only these two markets 

are the following: 

 

1. Easier comparison between strategies 

2. Culturally close but not similar countries 

3. Language limitations. 

 

Widening the study to several other markets would further complicate the research 

by multiplying the variables in the market.  

 

1.7 Research method 

 

The research is conducted using secondary sources, mainly the case company’s 

website as a material. The emphasis is on the brand image and how that is 

communicated and therefore the websites offer good information about the campaign 

and what the company wants to tell consumers about their products. This is a 

descriptive and constructive research, which is conducted with qualitative methods.  

In the theoretical part of the research a model is created to investigate the 

differences between brand images in two markets.  

 

In order to find out how the brand is built and what the main attributes are, different 

parts of the brand have to be studied. The research takes a look at the visual image 

of the brand such as packaging, the visual look of the websites and the logo. In order 

to give a foundation for the cultural aspect of the visual image packages of other 

Finnish and especially Swedish dairy companies are studied to find whether there is 

a consistency in the packaging of dairy products, milk in particular. The information, 

which the company gives about the products, is studied to find out what kind of 

claims they make about the product, e.g. health aspects. One aspect is also defining 

the target group for the product based on the information about the marketing and 

the product itself.  
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The market situation of lactose free dairy products is investigated shortly in order to 

get an idea of the case brands’ competitive situation and position in the markets and 

through that get more information of the brand image.  

 

1.8 The structure of the research 

 

The research begins with the theoretical review of branding concepts and the 

aspects of brand identity and brand image. A framework is created in order to 

evaluate the differences in the brand images.  

 

In the empirical part the branding of a product family in the case company Valio is 

studied by looking at the brand image and how the brand image is communicated 

and what the cultural or country-specific impacts are on this. A comparison is made 

between the two countries using a model based on the theory.  

  

2 BRANDING AND COMMUNICATING BRAND IMAGE 
 

The concept of branding and what a brand is can be looked at from various 

perspectives. In this study the elements of brand and brand image are investigated 

closely in order to structure a base for the empirical research.  

2.1 Brand elements 

 

A brand consists of various elements that all need to be considered when designing 

a brand strategy. Kotler argues that a brand can convey six levels of meaning: 

attributes, benefits, values, culture, personality and the user. Attributes are 

something that the brand suggests and these are translated into benefits for the 

consumer. Brand includes the values of the producer and it can represent a certain 

culture. Brand can project a personality and imply things about the consumer type. 

(Kotler 2003, 418–419) Of these different meanings two are especially interesting 

from the point of view of this study: attributes and values. These are included as 

elements of the brand image.  
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Bowbrick argues that a brand can be a quality element of its own, but it also has 

attributes in addition to those that the product possesses (Bowbrick 1992, 16 – 18). 

With international markets, it is wise to remember that brands are not perceived 

similarly in different markets and that there should be adaptation in the brand values 

according to the market (Bradley 2002, 196 – 197). 

 

2.2 Brand image and brand personality 

 

Brand personality and brand image can be defined as mirror reflections of each other 

(American Marketing Association). Brand personality is what the marketers want 

consumers to associate with the brand and brand image is what the consumers 

actually believe about the brand. Nevertheless, brand personality refers more to 

psychological and human characteristics whereas brand image is about the attributes 

related with the brand (Aaker 1997, 347). Jennifer L. Aaker studied the dimensions of 

brand personality and identified five distinct dimensions: sincerity, excitement, 

competence, sophistication and ruggedness. (Aaker 1997, 351). Brand image can 

also be a quality attribute of its own, especially in the case of certain product types 

such as designer clothes, but nevertheless it always has an impact on buying 

behaviour (Bowbrick 1992, 226). Gardner and Levy are referred to by many (Keller 

1993, 3; Ballantyne et al. 2006, 344) as being the first ones to introduce the concept 

of brand image in marketing already in 1955.  

 

As the goal of this study is to investigate the brand attributes that the case study 

company communicates through their marketing communication, packaging etc., it is 

logical to use the concept of brand image rather than brand personality. Ming H. 

Hsieh studied the dimensions of brand image and degree of brand globalisation, 

creating a framework for brand image measurement. However, the main goals of the 

study were to measure whether there is a similar pattern of brand image across 

international markets and are the perceptions cohesive in global markets (Hsieh 

2002, 46, 60 – 62). This does not answer the question of how to measure differences 

between two markets for the same product family. Ballantyne et al. (2006, 344) 

suggest that brand image affects brand choice by distorting the actual product 

attributes and those of competing products. 
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Grönroos (2000, 286 – 287) argues that if brand and brand image are considered to 

be the same thing, customer is included as a part of the branding process. He 

suggests that the term brand identity should be used for the image that the company 

wants to create in the minds of consumers, i.e. traditionally the brand image. With 

this logic brand includes also brand image. Meenaghan (1995, 24) states that the 

confusion in the terminology especially when discussing brand image and brand 

identity is common. He summarizes that brand image is created in the minds of 

consumers while brand identity is set by the marketers or the company.  

 

In this research the term brand image is used to reflect what kind of a brand image 

can be created in the minds of consumers through the promotional materials of the 

company. This means the brand attributes the case study company wants to be 

associated with their products rather than what psychological characteristics are as in 

the case of brand personality.  

 

2.3 Visual traits of the brand 

 

The very definition of brand implies that there has to be visual traits included in the 

brand. These can be for example symbols, colours or other non-verbal signs. In the 

context of corporate image these can be referred to as corporate visual identity 

consisting of a name, a symbol or a logo, typography, colour, a slogan and other 

graphical elements that express the characteristics of an organisation (van den 

Bosch et al. 2005, 108).  

 

In this chapter the concept of package is investigated and the different non-verbal 

signs are discussed. 

 

Package 

 

A package is simply the container of the product. Packaging includes all the activities 

of designing and producing the container. (Kotler 2003, 436). There are three 

significant functions for packaging: protection, promotion and user convenience 



 
 

9 

(Czinkota and Ronkainen 2001, 319 – 321). As the package is usually visible in the 

purchase decision, the role of the simple container is emphasized especially in low-

involvement consumer products. The package has both verbal and non-verbal signs 

on it. Verbal signs are such as brand name, producer, country-of-origin and product 

information. Non-verbal signs, or aesthetic aspects, and design elements are such as 

size, shape, material, pattern, font and colour. (Kauppinen 2004, 3) The package has 

to be adapted to market requirements such as size, colour and language. In the case 

of bilingual countries like Finland the information has to be two languages. (Czinkota 

and Ronkainen 2001, 320 – 321) 

 

Non-verbal signs 

 

The appearance of a product is essential in consumer products and adaptation 

should be made in all the non-verbal aspects of a product when reaching for different 

markets. The role of design should not be overlooked. (Czinkota and Ronkainen 

2001, 321 – 322, 324) It is argued that 90% of all interpersonal communication is 

non-verbal (Fromkin and Rodman 1993 in Kauppinen 2004, 3). Colour is one of the 

most important aesthetic features of a product and a brand. Colours can be used to 

help the consumer in identifying the product (Czinkota and Ronkainen 2001, 321). In 

her research Hannele Kauppinen made a conclusion that brand colours have three 

distinctive functions that may be overlapping: 1. Brand colours attract attention. 2. 

Brand colours evoke aesthetic response. 3. Brand colours communicate. The 

importance of colours draws attention to design and encourages investigating the 

impact of colours to buying behaviour. (Kauppinen 2004, 160 – 166) 

 

2.4 Communicating brand image 

 

In the empirical part of this study the advertising of the products is briefly 

investigated. Advertising plays an important part in building a brand image and 

creating brand values (Meenaghan 1995, 28 – 32). Nevertheless, the way that the 

company communicates its brand image is not merely the advertising. Brand image 

is reflected in many ways such as aforementioned packages and various choices in 

the branding process, e.g. naming the brand. These all build brand image. To 



 
 

10 

structure a picture of what effects the choices of communicating the brand image and 

how it is built, the products in question have to be categorised.  

 

Advertisements must be designed according what kind of product is in question and 

what the brand attitude is. Brand attitude can be defined as the attitude towards the 

brand, based on knowledge and feelings associated with the brand. In the Rossiter-

Percy Grid (Figure 2) four types of brand attitude strategies are recognised according 

to decision types and motivation. (Percy et al. 2001, 8 – 9, 144 – 145) 

 

 

 
Figure 2. Rossiter-Percy Grid (Percy et al. 2001, 145). 

 

Based on the Rossiter-Percy Grid the lactose free product can be categorised into 

two different quadrants. Involvement in a product like this is low, but there are two 

ways of positioning the product in the grid when it comes to motivation. As the need 

to use lactose free products is derived from a negative thing, the lactose intolerance, 

the motivation can be considered negative as the product is purchased to solve a 

problem. For these kinds of products, the advertising has to be informative and 

demonstrate the benefits. If the motivation is considered positive, as it can be 

especially in the case of some of the lactose free products like yoghurts or cream 

cheese, advertising has to be liked by the potential customers. Emotional authenticity 

is a key to this and good visual is critical to appeal to customers. (Percy et al. 2001, 

144 – 145, 155) In the empirical part the impact of the brand attitude strategies on 

the chosen advertisements is investigated.  
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3 EVALUATING DIFFERENCES IN BRAND IMAGE 

 
 

In order to evaluate what the differences are between two markets and whether there 

are any, a framework is needed. The basis of this framework is in the concept of 

brand image and how the various aspects of a brand can be communicated. The 

following aspects of brand and brand image were chosen as elements that are 

compared from the marketing communication material of the two markets: 

 

• Brand attributes 

• Brand values 

• Brand positioning:  target group and competitive situation 

• Visual look 

• Packaging 

• Advertising 

 

The first two aspects, brand attributes and brand values, represent what can be 

interpreted from the brand image or even the brand personality the company wants 

to communicate. These are evaluated mainly through verbal material such as claims 

that the company makes about the product and words used in the material. These 

are direct suggestions about the brand and product. Attributes are those qualities that 

the brand brings to mind whereas brand values tell what the producer stands for 

(Kotler 2003, 418 – 419). 

 

Market factors are evaluated to give background to the market differences. Although 

cultural differences do not have a significant role, the markets are not identical. The 

target group can be different in the two markets and this influences other aspects of 

the desired brand image. In addition to this the competitive situation is an important 

factor. One market factor in this particular case is the informal package colour 

standards of the industry. In order to find out to which extent these exist, the 

packages of competitors a briefly investigated for comparison. 

 

Visual traits include all the non-verbal signs in both packaging and marketing 

communications. One of the essential aspects in this is the colour used. Packaging is 
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chosen an aspect of its own as it has a great impact on consumer decision-making in 

consumer products of low involvement such as this. (Kauppinen 2004, 2–4) 

 

Advertising is briefly examined within the limitations of available material. The 

advertisements that are included in the material are taken as examples of the 

campaign. The products’ position in the Rossiter-Percy Grid is used evaluated to aid 

in the assessment of the advertisement material and its contents.  

 

 
 

Figure 3. Empirical study framework. 

 

The framework of the empirical study is shown in figure 3. To support the evaluation 

of different elements, the following aspects of the elements are investigated in the 

empirical part of the research.  

 

Brand attributes and brand values 

-What kinds of claims are made about the product? 

-How are the claims supported? (e.g. scientific information, researches) 
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-How are the products described? (the use of words, adjectives etc.) 

-Is the brand name same? 

-Is the company name visible in all material and is the producer emphasised? 

-Is there information about the company on the campaign site?  

 

Brand positioning:  target group and competitive situation 

-What is the target group? 

-Are there competing products in the market? 

-What is the competitive advantage? 

 

Visual look 

-What kinds of colours are used in advertising, websites etc.? 

-What is the logo like? 

-What kinds of pictures are used? E.g. cartoon, human figures, pictures of the 

products… 

 

Packaging 

-Are the packages (shape etc.) same in different markets? 

-What colours are used in the packages? 

-Is there a “standard” in the market for the colouring of packages? 

-Is the visual look of packages unified in the whole brand family for the market or are 

there sub groups?  

 

Advertising 

-Are there single products in the advertisements or is the whole brand family 

advertised? 

-Is the advertisement consistent with the other material? (visual traits, claims etc.) 

 

The questions mentioned above are used to asses the different elements of brand 

image of the case study company.  
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4 BRAND IMAGE IN TWO MARKETS: CASE VALIO LACTOSE FREE PRODUCTS 

 

The purpose of the empirical study is to find out, what kinds of differences can be 

distinguished in the two different brand images. First, the case study company and 

the product family are introduced. Second, the brand image is evaluated through the 

various elements of the brand image. Finally, the empirical findings are summarised.  

 

4.1 Introduction of the case study company and product family  

 

In this chapter the case study company Valio and the subject of research, Valio 

lactose free products brand family, are introduced.  

4.1.1 Valio 

 

Valio was established in 1905 as a co-operative enterprise to export butter to the 

United Kingdom.  In over a century, it has grown to Valio Group that has a turnover of 

1,6 billion euros. Nowadays the parent company, Valio Ltd, is the biggest dairy 

producer in Finland and Valio Group has operations in eight countries: subsidiaries in 

Sweden, Russia, Belgium, the United States, Estonia, Latvia and Lithuania and a 

representative office in Shanghai. (Valio 2007a) Valio Sverige AB, the Swedish 

subsidiary, started its operations in 1994. In 2006, it had a turnover of 26 million 

euros and the product range included 46 articles. (Valio Sweden 2006a)  

 

In 2007 Valio’s brand was ranked as the 9th most valued brand in Finland, in the 

previous year the ranking was 12th. In addition to the corporate brand itself being 

valued high, Valio also had six other brands, mainly cheese brands, in the top 100. 

(Hatakka 2007, 14 –16) Valio uses their blue and white logo (figure 4) as both the 

company logo and in all their products (Valio 2007b). 
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Figure 4. Valio company logo. 

 

4.1.2 Valio Lactose Free Products 

 

Valio launched their lactose free milk drink in the Finnish market in 2001. Because 

lactose is taken away from the milk, according to European Union regulation the 

product cannot be called milk, thus it is called milk drink instead.  

 

The lactose free milk drink was introduced in Sweden the following year, 2002. 

According to Valio, they are the market leader in lactose free products in Sweden 

with a 30 percent share of the market.  

 

Since the introduction of lactose free milk drinks the product family has grown to 

include dairy products in almost every category. The sales have been increasing 

steadily through existence of the lactose free products. Nowadays over 13% of dairy 

products Valio sells are in the lactose free brand family. (Harju and Hiekkamies 2007, 

28) 

 

In Finnish market the lactose free product family includes the following products: 

 

• Lactose free low-fat milk drink 
• Lactose free fat-free milk drink 
• Lactose free fat-free fermented milk  
• Lactose free cottage cheese 
• Lactose free fat-free yoghurts: wild strawberry, blueberry-rasberry, peach, 

natural 
• Lactose free cream for cooking 
• Lactose free whipping cream 
• Lactose free butter 
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• Lactose free fermented cream 
• Lactose free Aamupala processed cheese, 12% fat 
• Lactose free Polar cheese spread, natural, 9% fat 
• Lactose free Polar cheese spread, salmon, 9% fat 
• Lactose free Viola low-fat cream cheese, natural 
• Lactose free Viola low-fat cream cheese, champignon 
• Lactose free Viola salad cheese 
• Lactose free Viola salad cheese, 9% fat 
• Lactose free ProFeel low energy milk drink  
• Lactose free low-fat crème fraîche 
• Lactose free viili fermented milk: natural and wild strawberry 
• Lactose free quark, natural 

 

In addition to the actual lactose free products, most hard cheeses are naturally 

lactose free and have the lactose free logo on the packages.  

 

The product range is not wide in the Swedish market as in Valio’s home market, but 

Valio is clearly a niche marketer in Sweden and the products chosen for the market 

reflect that. The following products are available in the Swedish market: 

 

• Lactose free low-fat milk drink 
• Lactose free fat-free milk drink 
• Lactose free cottage cheese 
• Lactose free cream for cooking 
• Lactose free whipping cream 
• Lactose free butter 
• Lactose free fermented cream 
• Lactose free salad cheese 
• Lactose free viili fermented milk: natural 
• Lactose free yoghurt: peach-apricot-raspberry, natural, raspberry-

blueberry, summer berries 
• Lactose free cream for coffee and cooking 
• Lactose free yoghurt for cooking 
• Lactose free low-fat crème fraîche 

 

 

Lactose free emmental cheese is also sold in the Swedish market and has the 

lactose free logo on the package. For emmental, there is no Swedish version of the 

package, so the logo is the Finnish lactose free logo. Other than lactose free 

products, Valio concentrates on low lactose products and yoghurts in Sweden. 
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4.2 Evaluating case study product family brand image  

 

The different elements of the brand image and the differences between the two 

markets are examined in the following sub chapters. The main materials for the study 

are the Finnish and Swedish campaign sites. For the Swedish brand image two 

campaign sites are investigated: the informational site about lactose intolerance 

(appendix 15) and Valio’s lactose free products and the “Lactose free kitchen” site 

(appendix 14), which concentrates mainly on promoting the lactose free products 

through hints and tips for cooking, although it has a vast amount of information, too.  

 

4.2.1 Brand attributes 

 

Attributes are usually adjectives that come to mind from a certain brand. Based on 

the material, for Valio some brand attributes could be healthy, versatile and delicious.  

 

In the Swedish material, the healthy characteristics of the lactose free products are 

emphasised. The television advertisement for the lactose free products in the 

Swedish market makes a statement in the end: Live a little healthier (Valio Sweden 

2006b).  The health aspect is present throughout Valio’s Swedish websites. In the 

general website of Valio Sweden there is a special “Food and health” –section. 

Customers are educated about lactose intolerance, milk allergy and how the lactose 

free and low lactose products are a solution to this. In the Finnish material, health 

issues are not so visible in the lactose free campaign, but generally the health 

aspects of dairy products are emphasised. The fact that the lactose free products 

lack only lactose and not the good ingredients of milk, such as vitamins, is repeated 

throughout the informational parts of the websites and also in some of the other 

promotional material.  

 

A common nominator for attributes in both markets is the vast product range. Valio 

claims to have the largest product range in lactose free products in both Finland and 

Sweden. The multiple uses of lactose free products are emphasised using tools such 

as recipe banks for consumers. There is also a possibility for consumers to send their 

own favourite lactose free recipes to share them with others. As many of the lactose 



 
 

18 

free products (e.g. fermented cream and crème fraîche) cannot be used as such but 

are more like ingredients, this is a logical solution to increase consumer interest in 

the products.  

 

Finns have a sweet tooth and delicious dairy products are an answer to this problem, 

if one makes assumptions based on Valio’s Finnish campaign site. The word 

‘delicious’ is often mentioned in the text and the first image appearing on the start 

page after the intro video is that of a creamy strawberry cake. This implies that one 

brand attribute for the lactose free products is that they enable cooking delicacies 

that were forbidden from lactose intolerant people before the invention of lactose free 

products.   

 

The name of the brand has only linguistic alterations according to the market. 

Meaning literally lactose free, both laktoositon and laktosfri are very effective and do 

not need any explaining, any consumer in need of the products can understand the 

meaning.  

 

4.2.2 Brand values 

 
What kind of values does Valio reflect in its campaign materials and are the values 

similar when comparing the two campaigns? 

 

None of the campaign sites have any company information. The Swedish 

informational site (appendix 15) is a part of the general pages of Valio Sweden, so 

the information is readily available and there is no need for additional information 

about the company on the campaign website. The lactose free kitchen (appendix 14) 

concentrates on the cooking aspect and information about the products, so there is 

only a link to the general page. Although the Finnish website (appendix 13) is clearly 

constructed around the campaign, it is still directly under Valio’s main website and a 

link to company information is visible at the top of the page at all times.  

 

Valio’s company logo is visible on all the company websites and it is very prominent 

on all but the lactose free kitchen website. On the lactose free kitchen campaign 
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website the logo is situated on the bottom of the page while on the other websites it 

is always in the upper left corner.  

 

All the Finnish packages have the so-called swan flag symbol on them. Finfood, that 

promotes Finnish food, grants the symbol and it is a sign that the food is produced in 

Finland and the ingredients are Finnish. In the case of dairy products 100 percent of 

ingredients has to be Finnish. (Finfood 2007) The use of the symbol shows that Valio 

wants to emphasise that their products are Finnish and this can be seen in many 

visual traits too. The Finnish origins and Finnish ownership are clearly company 

values that Valio wants to communicate at least in the home market.  

 

Some of the Swedish product a key whole symbol on the packages meaning that 

they are a healthier option. These products include fat-free milk drink and natural 

yoghurt. The symbol is granted by the Swedish National Food Administration to those 

products that have less fat, sugars and salt. In the case of these dairy products there 

has to less than 0,5% of fat. (National Food Administration, 2007) This is again a 

strong implication that health values are important for Valio as they have applied for 

the voluntary symbol.  

 

The Finnish version of the company slogan, Bringing taste to life (Anna elämän 

maistua in Finnish), is visible on all of Valio’s Finnish websites. The slogan suggests 

that Valio desires to produce dairy products that are not just edible but also taste 

good and that what you eat impacts the quality of your life. This is in line with health 

aspects as well as the deliciousness that can be thought as an attribute as previously 

mentioned.   

 

4.2.3 Brand positioning 

 

To get a consistent picture of the brand image, some aspects of the positioning of the 

brand have to be investigated. An important factor in positioning is the market 

situation. As Valio introduced a groundbreaking new technology to remove lactose 

from milk, it initially did not have any competition in the product category. Mainly the 

competition was from low-lactose products and the new lactose free milk drink was 
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for many consumers a better option. However, recently there has been competition in 

the exact same niche as one of Valio’s main competitors in the Nordic market, Arla 

Ingman, has launched a lactose free product family in both the Swedish and the 

Finnish market.  

 

Valio’s competitive advantage in lactose free products has been for a long time the 

first-mover advantage and they have succeeded in capitalizing this advantage. Since 

the 2001 launch of the new technology and a whole new product category, Valio has 

managed to continuously increase the sales of the lactose free products and at the 

same time expanded the product range. It will be interesting to see what competition 

does to the sales considering the fact that Valio has had plenty of time to build a 

strong brand and the consumer are familiar with the products.  

 

Target group  

 

The obvious target group for the lactose free products is the people suffering from 

lactose intolerance. In the Finnish material (appendices 12 and 13) it is also 

mentioned that with lactose free products it is easy to prepare food for even a larger 

party. This would suggest, that besides the actual target group, lactose intolerant 

people, the brand is also targeted to a larger group of people. In the Finnish market, 

some lactose free products are sold also in larger packages that enable use for 

example in restaurants. E.g. fermented cream has a package size of two kilograms in 

addition to the normal 200 grams. As lactose intolerance is a common condition in 

the Finnish population, it is possible to market the lactose free product for those who 

cook for a number of people. In the Swedish material, an individual suffering from 

lactose intolerance is more clearly targeted. Depending on the source, the 

percentage of lactose intolerants of the population is 17 – 18 in Finland and 1 – 5 in 

Sweden (Sallinen 1998, 2; Kretchmer 1972; Valio 2007c). 

 
 

4.2.4 Visual traits 

 

As different advertisement agencies design the Finnish and Swedish campaigns, it is 

obvious that the visual look of the material is not identical. Some similarities can be 
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found, but there are clear differences that partially reflect the differences in brand 

values and brand attributes.  

 

In the Finnish campaign site, the first image is an intro video with two faces: an adult 

woman and a young man. (Appendix 13) Both have blond hair and blue eyes. This 

can be interpreted as a reference to them being Finnish based on the stereotypical 

look of a Finn. The fact that Valio is a Finnish company is not underlined on the 

campaign website but for a Finn the first image does suggest that strong attributes of 

the brand are its nationality and origins. The campaign also has a logo of its own 

(figure 5) that says I [heart] Lactose free. 

 

 
Figure 5. The Finnish campaign logo. 

 

The Swedish informational website (Appendix 15) has images of countryside and 

nature, referring to the natural origins of dairy products. An obvious choice for this 

kind of visual look is a cow. The visual image is very calm and in line with the brand 

values that suggest healthiness.  

 

Of all the three different websites, the plainest looking is the Swedish lactose free 

kitchen (Appendix 14). It is quite composed and the visual look is rather simple. Apart 

from the recipe section that has images of the dishes, there are not many pictures. 

Still, the only cartoon character of the material, a cowboy, is used on this site. The 

lactose free kitchen also uses a picture of an expert to strengthen their message, as 

the face of a guest cook is prominent on the start page.   

 

For visual material, images of milk are a common nominator for all the websites. Milk 

is poured on surfaces and into bowls and it is seen in a glass. Images of food are 

used widely, especially in the recipe sections.  

 

The company logo is visible on all campaign sites and all the material available for 

the study.  It strengthens the visual image of the company and helps to identify the 
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products to a brand family. For the lactose free products the Swedish and Finnish 

logos are not identical although they both have the same basic idea. In the Finnish 

products two logos are used: one with just the word lactose free and another with 

also the company logo. In Swedish products, the company logo is separate.  

 

 
Figure 4. The lactose free logos: Finland (with the company logo), Finland (simple) 

and Sweden. 

 

As can be seen from figure 4, the basic logo in Finnish products is white text on blue 

background. There are two language versions of the Finnish logos: Finnish 

(Laktoositon) and Swedish (Laktosfri). This logo can be found e.g. in hard cheeses 

that are not in the lactose free product family but are lactose free. All the products 

listed as lactose free have the larger logotype with the company logo included in it  

(figure 4) as well as the smaller logo. The Swedish logo (figure 4) has blue text on 

white background. The shape is quite similar with the Finnish one. In the Swedish 

products, the company logo and the lactose free logo are both used. In Finland, both 

lactose free logos are registered trademarks. Although Valio does not have the sole 

rights to use the word laktoositon or laktosfri they have registered the lactose free 

logos. Their competitors’ lactose free logos are not listed as registered trademarks. 

(Patentti- ja rekisterihallitus 2007)  

 

4.2.5 Packaging 

 

In consumer products that require low involvement, the package is an essential part 

of the products’ marketing and especially the brand image. The consumer pays 

attention to the package and how it looks. Packages need to be designed with this in 

mind and in Valio’s case the look is not identical in the two markets. In this section, 

the elements of the package are studied. The main interests are how the packages 

are different and what could be the reasons for the chosen look.  
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In April 2007 Valio changed the packages of all lactose free products and created a 

unified look for the product family (Valio 2007d). As can be seen from figure 5, the 

main common nominator in the packages is a “wave” that cuts the package in two. 

On the other side of this line are the lactose free logo and the name of the product 

and on the other side an image of the product in use. In the case of milk drinks and 

fermented milk it is the liquid being poured to a glass. For the other products, images 

of other foodstuffs (e.g. berries) or foods made with the product (e.g. a bun) are used 

to give colour to the package and entice consumers.  

 

 
Figure 5. Packages of lactose free products for Finnish market. 

 

The Swedish packages (Figure 6, Appendices 6 – 10) have a unified look apart from 

one product subgroup, the yoghurts. All packages have a flower and a three-leaf 

clover on them, only the colours vary. In some packages, the aforementioned 

symbols are the only images on the package. In some packages, there are images of 

the product in use; for example, on the cream cheese package the cream cheese on 

a butter knife.  
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Figure 6. Lactose free products for Swedish market. 

 

Both the Finnish and the Swedish market have one subgroup of products that has 

distinctly different visual look: the yoghurts. This is a result of the yoghurts being a 

part of another brand family. In the Finnish market it is the Valiojogurtti brand, which 

was ranked the 42nd most valued brand in Finland (Hatakka 2007, 14). The yoghurt 

packages are consistent with Valiojogurtti packages but in addition to that they have 

the lactose free logos. The Swedish lactose free yoghurts packages seem like a 

compromise between the other yoghurt brands that they have. On one hand, they do 

have pictures of the main flavour on the bottom half of the package like the YO-ghurt 

brand, but on the other hand the overall look is calmer. The small portion packages 

look exactly like the full lactose equivalents of the Fruktfröjd brand.  

 

In the two markets, the shape of the packages is identical in two subgroups: the milk 

drinks and the creams. Other than that, there are minor differences in the shapes and 

attributes of the packages.  

 

The colours of the packages are not unified, but there is one colour that is popular in 

both Swedish and Finnish products, light blue. The difference in the use of this colour 

is that for the Swedish products it is a basic colour used to create a common look but 

in the Finnish products it suggests that the product is fat-free or very low fat. In the 

Finnish dairy industry, there are clear unofficial standards for the colours of 

packages, especially for drinks. Blue means low fat, light blue fat-free and green 
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often refers to fermented milk products. The lactose free products follow the same 

logic. For the Swedish product, such a standard exists too, but the colours are not 

the same. The so-called minimjölk, equivalent of Finnish fat-free milk, is light yellow, 

and the milk consisting 1,5% fat, mellanmjölk, is green. Valio has used these colours 

in the packaging of Swedish milk drinks. Other products such as cream do not seem 

to be coloured according to any standards. The use of the same colours as in regular 

milks helps the consumer decision-making process, as the products are easy to 

recognise in the store.  

 

4.2.6 Advertising 

 

Advertising of the lactose free products was briefly examined to get some idea of 

whether the advertisements are consistent with the other parts of the campaign such 

as the websites. The few advertisement samples that were included in the material 

all promoted the whole brand family or extensions to it. Material included a Swedish 

television advertisement, an advertisement in a Finnish magazine and advertisement 

in Valio’s own packages.  

 

An interesting detail in Valio’s advertising is the possibility to use a medium of their 

own, the milk cartons. Products such as milk and yoghurt are packed in cartons of 

one litre and usually one side of the carton is reserved for Valio’s advertisement or 

other informational material. The lactose free brand family has been advertised for 

example in the lactose free product packages and blueberry soup cartons (Appendix 

12). These advertisements are well in line with the campaign as the lactose free logo 

is included. In the blueberry soup carton, the campaign logo is also visible and 

Valio’s general slogan is used with an addition that refers to lactose. An 

advertisement used in both lactose free milk drink and fermented milk cartons 

informs the consumer about the meaning of the lactose free logo and the wide range 

of products that can be found lactose free.  

 

A television advertisement (Valio Sweden 2006b) made for the Swedish market 

summarizes the lactose free campaign rather well. It is informative and refers to 
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lactose intolerance as a health issue that does not have to be a problem anymore. 

The advertisement goes as follows: 

 

A lactose free milk drink carton and a glass of milk drink are blocked out of sight by a 

deflating green balloon. A calm female voice says in Swedish: “Are you one those 

who suffer from milk tummy? In that case, keep Valio in mind so you can eat, drink 

and enjoy like most people even if you are lactose intolerant. We have Sweden’s 

widest lactose free product range.” Various lactose free products appear with a text 

“Everything for you milk tummy!” The voice continues: “Would you like to have hints 

and ideas about lactose free recipes? Please visit the lactose free kitchen at 

www.valio.se.” The lactose free kitchen logo is shown and the company logo appears 

with a text “Live a little healthier”. 

 

The advertisement promotes the whole product range and at the same time offers a 

solution for those consumers who may not have thought of using dairy products 

because of their lactose intolerant. Visual traits consistent with the company brand 

image are used and the company logo is clear in the end. (Valio Sweden 2006b) 

 

As mentioned earlier, yoghurts are a subgroup in the lactose free brand family as 

they are a part of another brand family too. The lactose free yoghurts are branded 

under Valiojogurtti also when they are advertised as lactose free. New lactose free 

yoghurts are promoted on the cartons of the products in case and in a magazine 

advertisement too. The advertisement takes advantage of the Valiojogurtti brand but 

also the lactose free logo is prominent. The emphasis is not so much on the product 

being new but the new flavour that is added to the product range. 

 

Based on the chosen advertisements, where do the products fall in the Rossiter-

Percy Grid? The Swedish television advertisement is very informational and this 

suggests a negative motivation as solutions are proposed to a problem. This is the 

case with carton side advertisements also. Given the fact that the advertisements 

also have a positive undertone in the form of offering recipes and telling about the 

positive attributes of the products, the motivation cannot be considered entirely 

negative. However, the yoghurt advertisements are once again an exception. The 

advertisements are visually very appealing and not that informative. They refer to 
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Valiojogurtti brand as “loved” and “wonderful” and this implies that the motivation is 

positive. Yoghurts are bought to have something sweet yet relatively healthy and 

although there is the same problem, lactose intolerance, in the background the main 

reason to by the product is not to solve the problem.  

 

4.3 Empirical findings 
 

After examining the two different campaigns it is possible to make some conclusions 

about the brand image and its various elements. The material available for this study 

shows that there is a significant amount of differences in the brand image of Valio’s 

lactose free products in the two markets. However, many similarities can be found 

too. Table 4.1 summarises the main empirical findings.  

 

Element Similarities Finnish material Swedish material 
Product range   23 products 16 products 
Brand attributes Wide product range Delicious Healthy 
Brand values   Finnish Healthy, natural 
Market situation Strong position, new competition Market leader Market leader in niche
Target group   Lactose intolerants and others Lactose intolerants 
Visual traits       
Colours Light blue     
Use of images The products People Nature 
Logo   Company logo integrated simple logo 
Packaging   Market standards Market standards 
Advertising Informative Yoghurts an exception   
Table 4.1. Similarities and market specific elements of brand image. 

 

As we can see from table 4.1, most elements of the brand image have both 

similarities and differences between the two markets. The major differences are in 

the brand values and the visual look of the campaigns. The position in both markets 

is strong, but in Finland Valio is in its home market and this fact cannot be ignored 

and the nationality of the company is emphasised. At the moment there is 23 lactose 

free products in the Finnish market and 16 products in the Swedish market. One 

factor in this is that for the Swedish market, lactose free products are a major part of 

the whole product range that Valio offers whereas in Finland these are just a special 

niche product among a wide product range including everything imaginable.  
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The visual elements are linked to each other, but none of the three campaign sites 

are similar. Milk is visible everywhere, but packages and the use of colours varies. A 

variety of images is used in the campaign websites. The logos are quite consistent 

and Valio company logo is widely used. Clearly there is a company strategy and a 

company image that affect the choices made, but many adaptations are done 

according to country specific needs.  

 

 

5 CONCLUSIONS 
 

 

Based on the research conducted for this study, a conclusion can be made that the 

case company has two different strategies for two different markets. A brand image 

was divided into various elements and these were used as a framework to 

investigate the differences in brand image. The study shows, that campaign websites 

and other promotional material, not to mention packages, include a notable amount 

of details that all influence the brand image that is developed in the minds of 

consumers. Valio has a consistent brand image that has been adapted to meet the 

market requirements. Many differences were found between the two markets but 

there was also a clear company strategy behind the brand image.  

 

A subject for further research would the opposite of brand image, brand personality. 

Given the complexity of the case study company’s campaign and brand it would 

interesting to see the other side of the strategy from a company point of view. 

Broadening the study to include more advertisement material would also widen the 

perspective.  

 

Branding is a necessity that no company can ignore. Nevertheless, whatever the 

marketers plan or intend, a brand is in the end created in the minds of consumers. 

Therefore more attention should be paid to brand image instead of just structuring a 

brand. 
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APPENDICES 
 
APPENDIX 1. Lactose free milk drinks for the Finnish market.  
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APPENDIX 2. Lactose free yoghurts for the Finnish market.  
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APPENDIX 3. Lactose free creams for the Finnish market. 
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APPENDIX 4. Lactose free fermented products and lactose free quark for the Finnish 
market. 
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APPENDIX 5. Lactose free cheeses for the Finnish market. 
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APPENDIX 6. Lactose free milk drinks for the Swedish market. 
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APPENDIX 7. Lactose free creams and butter for the Swedish market. 
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APPENDIX 8. Lactose free cheeses for the Swedish market. 
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APPENDIX 9. Lactose free yoghurts for the Swedish market. 
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APPENDIX 10. Lactose free fermented cream and viili for the Swedish market. 
 

 
 



 
 

11 

APPENDIX 11. An advertisement for lactose free yoghurts in Helsingin Sanomat 
Kuukausiliite, November 2007, pp. 40. 
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APPENDIX 12. Advertisements of lactose free products in Valio cartons.  
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APPENDIX 13. Finnish campaign website. 
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APPENDIX 14. The lactose free kitchen campaign website. 
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APPENDIX 15. The Swedish informative campaign website. 
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