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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; Grénroos 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.



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).



1.5 Literature review

Brands have existed widely since the beginning of the 20" 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; Gronroos 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. Gronroos (2000, 285 — 287) argues that although branding
became a central concept in marketing in the late 20™ century the issues in branding
and brand management are still developing. Gronroos 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 Lindstrom (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.



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.



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.



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.



Gronroos (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



(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



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)

Maotivation
Megative Fositive

Lo

Imvolverment

High

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:

e Brand attributes

e Brand values

e Brand positioning: target group and competitive situation
e Visual look

e Packaging

e 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

11



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.

BRAND Pro.duct
attributes

DESIRED BRAND
IMAGE

Brand

: Visual traits
atinbutes Brand values

Brand positioning

Differences in brand image elements

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)

12



-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 9" most valued brand in Finland, in the
previous year the ranking was 12" 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).

14



\

VALIO

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
e Lactose free whipping cream
e Lactose free butter

15



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 creme fraiche

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

e Lactose free cream for coffee and cooking
e Lactose free yoghurt for cooking

e Lactose free low-fat creme fraiche

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
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free products (e.g. fermented cream and creme fraiche) 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 elaman
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 | [heart] Lactose free.

. LAKIGDIHTON

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.

LAKTOOSITON §

B | (LAKTOSFRI)

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 42" 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 Fruktfrojd 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 minimjolk, equivalent of Finnish fat-free milk, is light yellow,
and the milk consisting 1,5% fat, mellanmjolk, 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 competitionMarket 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.

28



REFERENCES

Books:

Aaker, D. A. 1988. Strategic market management. Second edition. New York:
Wiley.

Arnold, D. 1992. Merkkitavaramarkkinoinnin johtaminen. Jyvaskyla:
Gummerus Kirjapaino Oy.

Bowbrick, P. 1992. The Economics of Quality Grades & Brands. London:
Routledge.

Bradley, F. 2002. International Marketing Strategy. Fourth edition. London:
Financial Times.

Czinkota, M. & Ronkainen, I. 2001. International marketing. Sixth edition. Fort
Worth (TX): Harcourt College Publishers.

Kauppinen, H. 2004. Colours as non-verbal signs on packages. Helsinki:
Swedish School of Economics and Business Administration.

Kotler, P. 2003. Marketing management. Eleventh edition. Upper Saddle River
(NJ): Prentice-Hall.

Laakso, H. 2003. Brandit kilpailuetuna: miten rakennan ja kehitan
tuotemerkkia. Helsinki: Talentum.

Lindstrom, M. 2005. Brand Sense: How to Build Powerful Brands Through
Touch, Taste, Smell, Sight and Sound. London: Kogan Page

Pohjola, J. 2003. Visuaalisen identiteetin johtaminen — ilme. Jyvaskyla:
Gummerus Kirjapaino Oy.

Articles:

Aaker, J. 1997. Dimensions of Brand Personality. Journal of Marketing
Research. Aug. 1997.

Ballantyne, R., Warren, A. & Nobbs, K. 2006. The Evolution of Brand Choice.
Journal of Brand Management. Vol. 13, No. 4, pp. 339 — 352.

Harju, M. & Hiekkamies, H. 2007. Laktoosittoman maidon myynti rajahti ja
synnytti tuoteperheen. Kehittyva elintarvike 5/2007. pp. 28.

Hatakka, H. 2007. Arvostetuimmat brandit. Mainonta & Markkinointi
28.09.2007, pp. 14 — 16.

29



e Hsieh, M. 2002. Identifying Brand Image Dimensionality and Measuring the
Degree of Brand Globalization: A Cross-National Study. Journal of
International Marketing. Vol. 10, issue 2.

o Keller, K. 1993. Conceptualizing, Measuring, and Managing Customer-Based
Brand Equity. Journal of Marketing vol. 57 issue 1, 1-22.

e Meenaghan, T. 1995. The role of advertising in brand image development.
Journal of Product and Brand Management, vol. 4 nro 4 pp 23 — 34.

e Parker, B. 2003. Food for Health: The Use of Nutrient Content, Health, and
Structure/Function Claims in Food Advertisements. Journal of Advertising
2003 vol. 23, issue 3, 47-55.

e Product packaging: Packaging builds brand image. Marketing Week. London:
Mar 1, 2007. pg. 28

e Sallinen, J. 1998. Laktoosittomat ja vahalaktoosiset elintarvikkeet.
Elintarviketurvallisuusviraston tutkimuksia 4/1998.

e Van den Bosch, A., de Jong, M. & Elving, W. 2005. How corporate visual
identity supports reputation. Corporate Communications Vol. 10, No. 2, pp.
108 — 116.

Internet references:

e Finfood. 2007. Joutsenlippu. Accessed 28.11.2007. Available:
http://www.finfood.fi/finfood/hs.nsf/0/F293E2769787324CC2256B6E002730FF
?opendocument&lng=Suomi&sh=Kaikille&cat1l=Joutsenlippu

e National Food Administration. 2007. The Keyhole symbol. Updated
14.02.2007. Accessed 29.11.2007. Available:
http://www.slv.se/templates/SLV_Page.aspx?id=12220&epslanguage=EN-GB

e Patentti- ja rekisterihallitus. 2007. Tavaramerkkitietokanta. Accessed
28.11.2007. Available: http://tavaramerkki.prh.fi/

e Valio 2007a. Valio has seven foreign subsidiaries. Accessed 20.11.2007.
Available:
http://lwww.valio.fi/portal/page/portal/valiocom/Valio_worldwide/Subsidiaries

e Valio 2007b. Valion nimi ja likemerkki. Accessed 20.11.2007. Available:

http://lwww.valio.fi/portal/page/portal/Valioyritys/Yritystieto/Historiaa/valion_nim
i_ja_liikemerkki03082006094005

30



Valio 2007c. Laktoosi-intoleranssi on lahes joka viidennella suomalaisella.
Accessed 29.11.2007. Available:
http://lwww.valio.fi/portal/page/portal/Valio/Ravitsemus_ja_Hyvinvointi/erityisru
okavaliot10082006100624/laktoositon30032007112921

Valio. 2007d. Valion laktoosittomat tuotteet yhdennakoisiin pakkauksiin.
Updated 02.04.2007. Accessed 20.11.2007. Available:
http://www.valio.fi/portal/page/portal/Valioyritys/Ajankohtaista/Uutinen?p_id=9
19

Valio Sweden. 2006a. Valio idag. Accessed 20.11.2007. Available:
http://www.valio.se/valio/smpage.fwx?page=7

Valio Sweden. 2006b. Valio mjélkmage advertisement. Accessed 15.11.2007.

Available:
http://lwww.valio.se/valio/IMAGES/VALIOSORTIMENT20SV_FINAL.MPG

31



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.
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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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Laktoosi-intoleranssi Ruokaohjest

Maistuisiko juustopiiras, mansikkakermakakku tai
maitokaakao?

Myt laktoosi-intolerantti voi nauttia entists
rmonipualisemnmista ja herkullisirmrmista ruoista ja
leivonnaisista, silla Valio laktoositon tuotevalikoima on
nyt entistd laajempi. Valio laktoosittomista tuctteista
léydat varmoja valintoja rucanvalmistukseen,

Anna elaman maistua, myos laktoosittomana.

Kats
laktoosittomat
ruckaochjeet » 4 ohjeita »

Laktoosi-intoleranssi on ldhes joka viidennelld suomalaisella.

Laktoosi-intoleranssilla tarkoitetaan vatsan turvotusta ja
ilmavaivoja, jotka johtuvat maidon sokerin eli laktoosin
heikentyneestd imeytymisestd, Imeytymisen heilkentymists
aiheuttaa laktaasientsyymin vahentynyt eritys tai puutos
sunlistossa, Suomalaisista 17 %:lla on laktoosi-intoleranssi,

Laktaasientsyymin tehottornuus ei aina johda laktoosi-
intoleranssiin, silld osa entsyymin puutoksesta potevista
ihrnisistd sietdd laktoosia ilman vatsaoireita, Jokaisen oma
sietokyly ratkaisee. Usein sietokyky vaihtelee samalla
henkilallakin tilanteiden ja olosuhteiden mukaan,

Jas epailet, ettd sinulla on laktoosi-intaleranssi, valitse
ruokavalioosi laktoosittornia tuotteita, Varmuouden laktoosi-
intoleranssista saat, kun kvt [3&kérin luona ja asia testataan,

Laktoosi-intoleranssi on
selkedsti periytyvas »»

Laktoosi-intoleranssi
varmistuu testeissa +»

syoda? »

Maitoallergia on en asia
kuin laktoosi-intoleranssi »»
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| Etusiva | Laktoosi-intoleranssi |NNONBNSHERIGAN ruokaohjeet | Tuotteet [ vinkit |
TOTTA toinen puoli vai TARUA koko juttu?

Vastaa kymmeneen vaittdmaan ja testaa tietosil

1. Laktoosi-intolerantti ei voi nauttia
lainkaan maitotuotteita.
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APPENDIX 14. The lactose free kitchen campaign website.

- Start Recept Fakta Produktnyheter Kontakt S8k recept siK

Laktosfria produktnyheter

Det laktosfria koket ar har!
dens alla
irerande recept fran virl s alla
ki::ssgmlade i ett! Hitta din meny h:r bade
vardag och fest - alla re_cept ar
garanteral laktosfria.
» Mer om det laktosiria kiiket

S <) >

l\___________ o

Gisthodkarna Klasslker Anvindarmas recept Alls recept el Falek

Carbonara &r inte en
=8 gammal klassiker
zom man skulle kunna
tro, Det var 53 sent
somunder andra
warldzk riget som
ratten kom till...

L3s mer och gissa ratt svar

GAFTKOCKENM § OKTOEER ZOOT:

Zarah Oberg - en méngsysslare inom hilsa

Mi har kanske sett hernne pd Kanal 5, last ndgon av hennes
reportage, hennes bok eller f&ljit hennes expertrdd pd ndgon av
en |ang rad sajter - nu har Zarah dessutom hunnit sno ihop en
hiarlig laktosfri meny som passar histens middagsmys, Lat det val
smakal

Fruktstart Smoothie Kycklingsallad Farsgryta Kramig Café Latte i LI

Tavla med ditt basta recept

Anda fram till &rsskiftet kan du téwla med

dina laktosfria recept, Alla som skickar in
ett recept fAr en wardekupong Trén Walio,
Dezsutom winner varje ménad tre bidrag

wirdecheckar till ett wirde aw 300 kr,

@ Skicka in bidrag

Fruktstart
WEGETARISK ¢ FORRATT ¢ 1 PERS

Ingredienser:

2 dl Walio Laktosfri Maturel yoghurt
1 dl Ananas (Frusen, tinad eller farsk)
1 dl Ozdtad mish med forkad frukt

1 msk Sojabdnor

1 msk Salrozkarnor

1 tzk Kanel MTHETSBREY :

First med det senaste

=

Fir en bra start pa dagen! Din e-poztadress Ok
Mg pecent Kommanters s Shihetrg Skicicn 1 kammple. L
Top 5 recept
Tidigare gdstkockar 1 | Laxiugn under

Gor 53 har: anmal dig till virt nyhetshrew 8 far du
tips, recept och erbjudanden direkt till

Ta en portionsskal och hall i laktosfri yoghurt, Toppa yvoghurten med : 3
din e-postlada.

ananasen, mizhng sajabdnar, solroskarnor och kanel!

pepparrotstacke
ZO07-09-04 14:58:00;

Bim Akers laktosfria menyfirslag

2 ] Blinier med stenbitsrom {ryska
Sid 1 aw 1 ~' boveteplattar)

3  Rowrira - tillt ex
fidrrattsnittar, bakad potatis
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Start Recept E E‘ E =

Produktnvheter Kontakt

Vad ir Det laktosfria kiket?

Det laktosfria kiket zamlar pd inzpirerande recept frén varidens alla kik med den gemenzamma
namnaren att alla ar helt laktosfria. Tanken ar att du som ar laktosintolerant och du som har
vanner som &r laktoskanzliga 18t ska hitta goda, enkla och festliga tips pd wad du kan laga till
middag eller bjuda pd till kaffet,

Du kan hjglpa oss bygza receptdatabasen genom att lagea till dina egna laktosfria recept. i
bjuder ocksd regelbundet in gastkockar som skapar hela menyer,

Vad ir laktosintolerans?

Laktosintolerans ar idag mycket vanligt i Sverige, Symptom pa lak tosintolerans visar sig ofta som
magknip, utzpdnd mage, dkad gasbildning eller diarré efter att du &tit av produkter zom
innehaller laktos, Mer om laktosintolerans kan du léza pd www.valio.se,

Jag har fatt diagnosen laktosintolerant, maste jag byta livsstil?

Tack ware att det idag finns s3 minga bra laktosfria alternativ til de flesta mejeriprodukter,
behdver din vardag inte se &rskilk annorlunda ut, Saknar du 3ndd ndgra laktosfria produkter som
skulle underlatta din tilvaro &r du walkommen att kontakta oss.

Kan jag byta ut alla mjolkprodukter mot laktosfria alternativ?
Det gir utmérkt att ersdtta alla mjdkprodukter mot Walios laktosfria mejeriprodukter, Utbudet

av waralaktosfria produkter dkar hela tiden, vilket gér det nnu enklare att &ta och dricka
laktosfritt, HaIl utkik efter nyheter hir pd hemsidan!

Paverkas smaken i matlagningen av laktosfria produkter?
Imte allz, det zmakar precis lka gott med Valios laktozfria alternativ,

Kan jag laga grating med laktosfri matgridde?
Jawizsst! Det 2ar lika bra som med vanlig matgrédde,

m Det laktosfria kiket fran Valio, www.valio.se | 0m cookies | Sekretesspolicy

17
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Sant eller falskt?

Carbonara ar inte en
<& gammal klassiker
som man skulle kunna
tro. Det var sa sent
som under andra
warldskriget som
ratten kom til..,

Las mer och gissa ratt svar

MYHETSEREW

Farst med det senaste

armél dig till wart nvhetsbrew s& £ du
tips, recept och erbjudanden direkt till
din e-postidda,

[nn e-postadress Ok

Mina recept

Dukan markera och spara recept zom
du gillar har idin receptlista, Listan
rensas nar du ldmnar webbplatsen,

KOMTAETA
Vad vill du se i sortimentet?

Wi utwecklar hela tiden nva laktosfria
produkter - e-posta ozs om du saknar
nagon, ¥ill du friza ndgot annat & du
naturligtvis ocksd valkommen att
kontakta ozz, Anwand formuldret nedan,

@ Hontakta oss



Det

laktosfria
kdket Start Recept Fakta Kontakt
Frin Valio

Laktosfri Mat & kaffemjslk [

1000 G

dr en produkt som passar perfekt att ha til matlagning, i kaffe eller

te, Smakmazzigt sett &r den lite sitare i smaken ar Valios Laktosfria

mjdlkdrycker, Walio Mat- & kaffemjolkbas passar perfekt att ha

hemma i kylen eftersom den har 18ng hallbarhet, =\

i o
Las mer (Lakroiie)

Mat & kaffe

mjolk
bas:
Pl el g sl e
et
(L

Laktosfri Fruktyoghurt 500 g
500 G g
Mu kan du njuta av den kramiga, goda fruktyoghurten utan laktos i ,,;&}Im :
stdrre forpackning. Finns med smak av persika, aprikos och hallon. e
Passar bade som mellanmal och frukost, 5008 ﬂ retha (o ’
Lis mers: (iAKToavED) E

frukt
yoghurt

L i .

Tidigare produkter

200 G
Laktosfri Cream Cheese

150 DL
Laktosfri $alladsost

500 G
Laktosfri Yoghurt Haturell

1 LITER
Laktosfri Mellanmijdlkdryck

1 LITER
Laktosfri Minimjolkdryck

Z oL
Laktosfri Matgradde

Z oL
Laktosfri Visparadde
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Sak recept stk

Sant eller falskt?
Carbonara ar inte en
=8 gammal klazziker
som man skulle kunna
tro. Det war 58 zent
z0m under andra
warldzk riget zom
ratten kom till...

L&s mer och gissa ratt svar

MTHETIEREY
Farst med det senaste

Anmal dig till vart nyhetshrev =8 far du
tips, recept och erbjudanden direkt till
din e-poztidda,

Din e-postadress Ok

Top 5 recept

1 Laxiugnunder
pepparrotstacke

2 | Blinier med stenbitsrom (ryska
boveteplattar)

3 PRomrora - tillt ex
forrattsnittar, bakad potatis

4 | Cheesecake

5 | Kajpsoppa eller
Skogsliksoppa

#ina recept

Du kan markera och spara recept som
du gillar har 1 din receptlista. Listan
renszas nar du ldmnar webbplatzen,

KOMTAETA
Vad vill du se i sortimentet?
Wiutwecklar hela tiden nya laktosfria
produkter - e-posta ozs om du saknar
ndgon, Wil du friga ndgot annat &r du
naturligtvis ocksd valkommen att
kontakta sz, Anwand formuldret nedan,

O Hontakta oss



APPENDIX 15. The Swedish informative campaign website.

l Wall produkt v | wiara produkter Mat & Halsa Laktosintolerans Kontakta Valio

.r
L™
—_—

A W
*
3

Laktos &r det naturliga mijdlksacker som finnz i Laktosintalerans &r idag den tredje vanligaste

alla vanliga mejeriprodukter. fadodmneskansligheten | Sverige. sl SRR e ol e

micilk | Sverige. Produkten har krévt femton &rs
farskning och utveckling. Vi skapade en unik och
patenterad tilverkningsprocess far mjolk som gor
den hett laktosfri.

Produkterns innehdller dessutom midlkens slla

® mineraler och vitaminer du behdyer for st mé bra.
Yalio Laktosfritt pas=ar dig som har problem med
laktozintolerans och har kanslig mage — midlkmage.
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I Wl produkt + | Vara produkter Mat & Hilsa Kontakta Valio

Mjolk som smakar mjolk

Histen 2002 lanzerade YWalio en helt ny laktosfri mjdlkdryck | Sverige. Produkten har kravt femton
&rs forskning och utveckling. vi skapade en unik och patenterace tilverkningsprocess for mjdlk
som gir den helt laktosfri. Med hjSlp av kromatografizk fysikalisk separation utryttiar man
laktosmolekylens starlek och struktur for st ta bort mjdlkens naturlioa laktoshalt. Al laktos
(mjdlkzocker) elimineras. Tack vare tillverkningzsattet smakar mjdlken hett enket mjdlk, utan st bl
extra =0t som kénnetecknar andra liknande produkter.
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l W 3lj produkt w | Wira produkter Mat & Hilsa Laktosintolerans Kontakta Valio

Laktosintolerans i Sverige
Laktozirtolerans &r idag mycket vanliat | Sverige. Cirka 5 procent av befolkningen &r

tverkinsliga mot laktos och antalet Skar hels tiden. &ven graden av kénslighet varierar, en del 3
8l ett enstaka dlas "vanlig® miclk andra klarar inga mejeriprodukter alis. L h)
Symptom . ]
Symptom pd lsktosirtolerans visar sig ofta som magknip, utspénd mage, dkad gashildning eller - # é
diarré efter intag av produkter innehdllande laktos. Dessa symptam & inte farlioa men kan vara 1 *

smartzamma och besvarande. Lakare kan stalla diagnozen genom en laktoshelastning. Man
dricker en laktosldsning och mater genom bladpray hur effektivt miolksockret spjalkas i tarmen.

Tre typer av intolerans
Man skilier pd tre typer av laktosintolerans

= Medfddd
Cien medfidds laktosintoleransen ar sdllsynt. Barnet reagerar o redan pd miclksockret |
broztmjdlken.

= Primnar (farvarvad)

Primara laktozintolerans finns hos ca 5 procent av den svenska befolkningen. Tarmslemhinnan
&t normal men laktas-aktiviteten & nedsatt. | andra delar av varlden, exempelvis | Afrika, Asien
och Latinamerika & 70-90 procent av den vuxna befolkningen laktosintoleranta. Detta &r ofta
incet problem ettersom midlk inte ingdr | deras mattradition p& samma vis som | Sverige.

= Sekundar

Sekundér laktosintolerans kan uppkomma i zamband med medicinering, tarminfektion eller
tarmskada vid glutenintolerans. Den har formen av laktosintolerans innekéar en tiltalliot minskad
formaga att bryta ner mjdlksocker. Den ér ofta Gvergdende men kan hos vissa personer dvergd
till en mer primér laktosintolerans .

Ar du laktosintolerant ?

Ett enkelt =5t aft testa dig =jEly O laktosintolerans dr st byvta ut alla mejeriprocdukter mot
matsvarande laktostria en til tvd veckar. Skriv gérna daghok dér du artecknar vad du &ter varje
dag och hur du mér under tiden. Prova dérefter att &ta “vanlig" yoghurt till frukost eller drick ett
stort glas "wanlig" mjdlk. Har du problem kanner du farmodligen av det inom 20 minuter till en
timme. Féljande fragor & acksa till bra hjglp.

- Syullinar din mage upp efter en mattid med mejeriprodukter?
- Kanner du dig ofta gasig eller smafisig?

- Bubblar och 15ter din mage efter en matid?

- Har du &terkommande problem med 16s- eller hard mage?

Att vara laktosintolerant

Om du eller ndoon i din famili kinner av "midlkmage" symptomen kan du prove st byta ot
mejeriprodukterna mot laktostritt. Du kan ocksa prova HYLA mérkta produkter, Yalios varuméarke
fir produkter med reducerad laktoshalt. Maghesvar kan givetvis uppsta av en mangd olika
orzaker. En sund livestil, bra kost och regelbunden maotion & sjélva grunden for stt m& bra. Om
magen Sndd kranglar tveka. Tveka inte st prata med din Ekare!
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l Wl produkt v: Vara produkter Mat & Halsa

Mejeriprodukter och laktos

Laktos & det naturliga mjdlksocker som finns i alla vanliga mejeriprodukter som i till exempel
mjdilk, =mar, margaring, filmjdlksprodukter, yoghurt, creme fraiche, graddfil, midlkpulver med mera.
Feta mejeriprodukter innebdller mindre ménod lsktos &n magra mejeriprodukter . DEremot
innehdller farskost en mindre méngd laktos och hérdost & nsturliot fri e8n laktos.

Varfor tal vissa inte laktos?

Hos en laktosintolerart person klarar tunntarmens slemhinna inte av att bryta ner mjdlkzocker
(laktos). Det beror pé att man har for 159 hatt av enzymet laktas | tarmslemhinnans yta. ttan
laktas gar det ospidlkade midlksockret vidare till iocktarmen dér det harjar jasa.

Ofarligt men besvarligt

En del zom &r laktosintolerants klarar av lite mjdlksocker . De kanske inte reagerar pd en skvitt
mjdlk i kaffet eller ett enstaka glas mjdlk, medan andra kanner av besvaren direkt efter minsta
intag. Magzaméartor, tilltallig diarré, gaser eller bubblig mage &r inte farligt men det kan orsaka
mycket obehag och onodig sméarta. Om du ar laktosintalerant kan du minska ditt intag av
mjdlksacker genom att valia laktosfria produkter,

rans Kontakta Valio

Y™

Laktosintolerans och mjolkallergi

En laktosintolerant person reagerar pa laktozen (midlksockret) | mejeriprodukterna. En vanlig
mizsuppfattning &r att man ér allergisk mat miolk. Den som & allergisk mot miclk 8l inte
proteinerna zom finns | mejeriprodukter. Midlkproteiner finns givetvis dven i laktostria
mejeriprodukter, =& en person med midlkallergi bdr inte konsumera laktosfria mejeriprodukter.

Symptom pa mjdlkallergi

Cirka tva procent av alla svenska spadbarn tal inte komjolksprotein, Symptomen pd midlkallergi
ses framfdr alt | spadharnsdidern, df barnet dvergdr fran modersmidlk till komjdlkshattig kost.
Barnet kan of reagera med krakningar, diarré, kolik, dalig viktuppoang, hudutslag eller
andningshesyvar. Andra symptom kan vara sdmnrubbningar, sidhet, dveraktivitet eller jarnbrist.
Symptomen kan vara svara stt skila frin symptomen vid glutenintolerans eftersom
tarmslemhinnan kan =& ut p& samma sat som vid obehandlad celiaki (glutenintolerans).

Diagnos

Diagnosen midlkallergi stélls genom st man pa ldkarens inrddan utesiuter midlken ur kosten och
sedan gradvis tilzétter den igen. Aterkommer df besvaren anses diagnosen faststalld. Man kan
ocks gora pricktest eller ta blodprosy,

Vixer ofta bort

CrverkEnsligheten vixer vanligtvis bort 18re skolBldern men hos somliga kvarstde den. Eftersom
allergin kan v&xa bort &r det viktigt st gdra nya tester med jEmna mellanrum. Fér barn med flera
allergier tar det ofta lEngre tid innan Gverkansligheten mot mjdlkprotein forsyvinner .

Om jag &r mjolkallergisk ?

Midlkallergi innebar stt man &r allergisk mot midlkproteinerna i mjdlken, det kallas far
midlkproteinallergi och innebér stt man maste utesiuta midlk ur kosten hett. Det finns idag
erzéttningsprodukter som kan vara haserade p& soja, havre, rig eller raps. Man ska helst
undvika att ge sojabazerade ersattningzprodukter till barn med mjdlkallerai eftersom de 15t kan
utveckla en sojaproteinalierg. Bast 4r att kontakta en dietist =om kan ge rad om hur man [Eoger
upp kosten. Det svéra & oftast inte att hitta ersattningar til mjdlk, utan att bits halviabrikat och
sammansatta produkter som fungerar fdr den som ar allergisk.

Mjolkallergisk eller inte?

Manca sfoer st de & midlkallergiker. Det géller hér st friga personerna om de Sverhuyudtacet
kan &a midlkprodukter eller om de tr ont | magen nér de ter 180 mycket midlkprodukter . Kan
man &ta mjdlkprodukter har personen inte mjdlkallergi, men & kanske laktosintolerant.
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Kontakta Valio

l Wl produkt ) ~ | Vira produkter Mat & Hilsa

YA}

For dig =om til en liten del laktos

HYLA & Valios registrerade varumérke for produkter med reducerad laktoshalt. HYLA
markningen garanterar att laktosinnehallet & mindre 4n 1 gram laktos per 100 gram. (HYLA& &r
farkortningen av Hydrolized Lactose som betyder nedbruten laktos.)

HYLA mérkta produkter kan wara il stor biglp f6r dig som har kénslig mage men som t8l lte
laktos. Du hittar dem i de flesta vélzorterade livemedelshutiker . Skulle de saknas =8 s&g gérna til
i btiken!

Firutom st wara produkter har reducerad lsktoshalt & de ofta megrare | jamfirelse med liknande
produkter pd marknaden. Dessutom s& smakar de gott!
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