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ABSTRACT 
SMEs have been developing rapidly in Sweden since the last decade; many of them have 
developed a strong brand and went global. Brands can be utilized as a tool for people 
involved in the ecosystem to consistently communicate with the stakeholders. On the 
customers’ side, decisions on purchasing certain products are often made by symbolic 
attributes. According to studies, brand management can benefit an organization’s 
performance. Brand management is critical for the substantiality of SMEs. Many studies 
have been done on brand management in larger organizations. Only some research has 
been done on SMEs brand management, from which it was concluded that SMEs placed 
very little or no priority on brand management. 

In this thesis, the author studies brand management in SMEs in Sweden, by using Wong 
and Merrilees’s model (2005) on three archetypes of brand orientation. The aim of this 
study is to get insights on what brand-related activities can help with the goal of 
heightening brand awareness for customers. This research is done by a qualitative study 
based on three in-depth interviews undertaken with small-sized organizations and a 
supplementary desktop research with data from authority. 
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INTRODUCTION 

BACKGROUND 
According to a statistics document from European Commission (2017), SMEs in Sweden 

have recovered very well from the worldwide economic crisis in 2008 and have gotten a 

strong performance in the recent years. The value-added of Swedish SMEs had been 

increased by 30% from 2010 to 2015 which is 10% higher than the average value-added 

growth of the whole non-financial business economy sector in Sweden. Meanwhile, the 

employment by SMEs has grown by 8% which was not as rapid as the value-added growth. 

Fig. 1 illustrates the value-added from the SME sector in Sweden and the whole EU from 

2008 to 2017, with estimation from 2014 onward. Fig. 2 shows the population employed 

in SMEs in Sweden and the whole EU. Data for these two figures is from EC (European 

Commission)’s document on small business act (2017). 

.  

Fig. 1 Value-added of SME in Sweden and whole EU ( EC, 2017) 
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Fig. 2 Employment in SMEs of Sweden and European Union (EC 2017) 

From these two figures, we can see that compared to the whole EU, SMEs in Sweden have 

been growing faster since 2008. Although the growth rate of the population employed in 

the SME sector in Sweden is much lower than the growth rate of the value-added but 

compared to the whole EU, the growth of employment of SMEs in Sweden looks much 

more positive. 

New startups are one of the important players in the SME sector in Sweden. There are 

many new SMEs emerging in the country. According to statistics from European 

Commission (2017), around 71 000 new businesses were registered in 2014, which has 

increased by 4% compared with 2013. About 15% of the new startups are in the retail 

industry. Entrepreneurs of the new startups have higher education than before. In 2012, 

there were 24 757 organizations registered by founders who have more than two years of 

post-secondary education (EC, 2017).  

There are many drivers which lead to the fast growth of SMEs in Sweden. According to 

European Commission (2017), the first driver is the housing shortage in Sweden, 

particularly in its capital Stockholm, which leads to the rapid growth of small construction 
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organizations. In the real estate sector, SMEs have a total value growth of 28% from 2010 

to 2015. At the same time, the employment rose by 12% in this SME sector. Another 

driver is the higher-educated Swedish workforce, which can be seen in high proportion 

population of Ph.D. holders in the working age. Together with the tax incentives 

introduced in 2014 for development and research as well as the demand from the housing, 

these factors drove SMEs in the scientific, professional and technical activities sector to 

have experienced growth of value-added and employment increasing by 33 % and 13 % 

respectively in years 2010 and 2015.  

The growth trend of SMEs in Sweden is going to continue. According to European 

Commission (2017), the value-added is expected to grow by 7 % and 6 % respectively, in 

2017 and 2016 in comparison with 2015. SME employment was predicted to increase by 

around 3% in 2017 which would create about 120 000 new SME jobs. SMEs are going to 

provide more than 80 % of the total employment growth projected in the ‘non-financial 

business economy’. SMEs are one of the key factors to keep the sustainability of Swedish 

economic growth. 

In globalized economies, where customers are facing endless choices and abounding 

product offers, a brand has become an important management tool for differentiation and 

cognitive anchors for customer decision-making (Mühlbacher et al 2016). It is important 

for SMEs to approach brand management strategically, because brand plays an important 

role for organizations to capture the value they created in the consumer market, by 

providing primary points of differentiation between their competitors’ offering. Brands 

deliver information and communicate with customers on the products positioning, 

features, segmentation, etc. and is critical to the success of the business (Wood, 2000). In 

the recent years, many SMEs in Sweden have developed brands known worldwide and use 

the brand as a tool for the organizations to sell products globally. 

According to literature, there are very few studies on brand management in SMEs while 

the focus of researchers is usually put on large organizations (Krake, 2005). Some research 

is showing possible differences in brand management practices between high and low-

performance SMEs (Berthon et al., 2008). But it is still unclear how much brand 

management contributed to the performance of SME (Odoom, 2016). Brand as a tool can 
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have a great impact on the organizations’ performance. In this thesis, the author aims to 

get insight on current brand management in SMEs in Sweden. 

RESEARCH QUESTIONS 
 

In the recent years, SMEs from Sweden have been growing rapidly. Many of them have 

developed strong brands and went global. Examples for global brands originally from 

Swedish SMEs are Daniel Wellington, Happy socks, Ideal of Sweden, etc. Brand 

management is a relatively new research field, in which the real interest first came up in 

the final decade of the last century when the most valuable literature was produced and 

most important theories were formulated (Krake, 2005). Meanwhile, the research 

attention was focused on relatively larger organization, ignoring the fact that at least 95% 

of the total businesses are in the SME sector (Storey, 1994).  

The purpose of this thesis is to look at brand development activities within Swedish SMEs, 

aiming to find insights on the following questions. 

1. What roles does brand management play in Swedish SMEs? 

2. What problem do SMEs encounter when developing a new brand? 

3. What branding activities do Swedish SMEs implement? 
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THEORETICAL FRAMEWORK 

BUSINESS STRATEGY 
 

According to Engwall et al. (2017), business strategies are long-term plans for companies 

to achieve their business objectives, and the brand awareness is one of the important 

business objectives. Every business has to have a long-term goal, which says why the 

business exists and connects the company’s function in the market with its value 

proposition and how this can be achieved by utilizing its resources in the right way. 

Engwall et al. (2017) suggested that formal companies usually use a mission to formulate 

their business idea. A mission is a function the company has or wants to have. With a 

successful mission, a company sets the customer segmentation, value proposition, and the 

differentiators compared to competitors. A vision is a position that the company is 

aspiring to achieve in the future, which is based on its mission (Engwall, et al. 2017).  

A company formulates strategies to make its business idea, concrete. A strategy is a 

direction for the business and the plan that outlines the measures that need to be taken 

to implement the business idea Engwall, et al. (2017). There are different types of 

strategies. Some strategies are for companies to develop their market with the outside 

environments, while other strategies are from the inside where the company develops its 

capabilities. Successful business strategies include a good overall action plan on how 

employees should work to fulfill the business idea. Fig. 3 shows the relations on vision, 

mission, business idea and strategy according to Akhbari (2017). 
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Fig. 3: Vision, mission, business idea, goal, strategy and action plan. 

 

BRAND STRATEGY 
 

Brand strategy is the translation of business strategy for the marketplace, which defines 

how the organization presents the offerings to the marketplace, and in return, how it 

influences the way in which the targeted customers perceive the offering – creating the 

brand image. Advertising such as customer service, investor relations, sponsorship 

programs, employee training, business-business communications, public relations, and 

corporate communications are channels for organizations to deliver their brand strategies 

(Olser, 2003). 

Strategic brand management can be divided into two parts. One part is the design and 

implementation of marketing programs, the other part involves activities for building, 

managing and measuring brand equity. Keller (2013) defined strategic brand management 

to have mainly four steps, which are the following: 
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1. Identify and the establish brand positioning and brand values, 

2. Design and implement brand marketing programs, 

3. Measure and interpret brand performance, 

4. Grow and sustain brand equity. 

Wong and Merrilees (2005) discussed four constructs in brand strategy, which are brand 

orientation, brand barriers, brand distinctiveness and brand-marketing performance. 

Brand orientation could be created as a precondition by using brands as a starting point in 

the formulation of the organization’s strategy. Well-established brands enhance the 

organization’s ability to compete and generate its growth and profitability (Urde, 1994). 

Brand orientation is a choice of brand strategy, which can enhance the organization’s 

competitive edge, which would lead to future survival in the long term. 

BRAND ORIENTATION 

Urde (1999) defined brand orientation as an approach in which the processes of the 

organization revolve around creating, developing and protecting of brand identity in an 

ongoing interaction with target segmentation, aiming to achieve long-term advantages in 

the form of brands. In order to get a competitive advantage in the marketing planning 

stage, the attitude towards the brand orientation plays a critical role if the brand is to be 

utilized.  

According to Wong and Merrilees (2005), brand orientation has two sides. Many models 

have been developed to explain brand orientation. However, it is lacking empirical 

evidence to support the models. Furthermore, the advantage of being brand oriented has 

not been empirically applied in the context of the SMEs. On the other hand, a brand is an 

unseparated part of an organization’s value and an important strategic asset. As a result of 

the strategic importance of a brand, the brand could be considered as an integrated idea 

which drives the business. Organizations are suggested to shift from brand strategy to 

brand based strategy, which plays a critical role in selecting and maintaining a strategic 

direction for the organizations. In such a way, the strategic decisions should be driven by 

the brand, which is the central focus of the organization (Mosmans and van der Vorst 
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1998). Capon et al (2001) argued that senior management should be responsible as the 

custodian of brands. 

It is suggested by Aaker (1996), that the development of a brand strategy should be 

concurrent with the development of the business strategy. The top management should 

pay attention to brand development. Brand orientation needs to be transformed into 

action which is so-called marketing implementation. A grand strategic marketing is not 

enough to guarantee the success in the marketplace. An organization needs the 

implementation to ensure actual accomplishment of planned objectives. Branding is a part 

of the implementation as well as a strategic tool for marketing. 

THEORETICAL FRAMEWORK BRAND ORIENTATION MODEL  

 

Wong and Merrilees (2005) had developed a model of brand orientation and brand 

performance. They identified three archetypes in the model, which they termed in 

ascending order to be minimalist brand orientation, embryonic brand orientation, and 

integrated brand orientation. Figure 4 depicts the three archetypes, using the axes of 

brand-marketing performance and level of brand orientation. 
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Fig. 4: Three archetypes in the Wong and Merrilees (2005) brand orientation model 

Overall, SMEs within the minimalist archetype have low-level brand orientation linked to a 

relatively constrained horizon of brand distinctiveness. According to Wong and Merrilees 

(2005), these SMEs have very short-term focuses, which are almost crisis or survival 

oriented. These focuses are usually translated into a day-to-day transaction or production 

or selling approach, as opposed to a branding or marketing orientation.  

Moving up the ladder, there are the embryonic brand-oriented organizations.  According 

to Wong and Merrilees (2005), these organizations have much more marketing and 

business acumen than the minimalist firm. Compared to minimalist SMEs, brand-oriented 

SMEs’ marketing activities are more prominent in the business strategy. These 

organizations have great awareness on their competitive advantage, positioning, and the 

organizations’ differential strength. Briefly, these SMEs have a greater level of brand 

orientation. However, this archetype has its limitations. Brand in this archetype seems to 

be more of an implicit, optional part of the business strategy rather than a critical element 

for the business success.  
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There is integrated brand orientation on the top of the ladder in Wong and Merrilees’ 

model (2005) with which, the organization has a very good understanding of the 

competitive advantage and the distinctiveness of the organization compared to its 

competitors. The main difference between integrated-brand SMEs and embryonic SMEs is 

the extent to which the brand distinctiveness translates into brand orientation. In 

integrated-brand SME, the brand is an active and integral part of the marketing strategy 

rather than an option. For SMEs with this archetype, a wider range of promotional tools is 

employed and the messages used are more likely to have a branding aspect, compared to 

organizations on the previous steps of the ladder. 

According to Wong and Merrilees (2005), brand marketing performance will be improved 

when an SME moves from minimalist brand orientation firms to the upper-level 

embryonic brand orientation, as well as from embryonic brand-oriented level to 

integrated orientation level. 
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LITERATURE REVIEW 

SMES 

DEFINITION OF SME 
The concept of small business was first clearly defined by Bolton Report (Bolton, 1971) in 

1971, and this definition was generally accepted. In this thesis, the author uses the recent 

definition by the European Commission, because the scope of this thesis is within Sweden 

which is a country of the European Union.  

According to European Commission (2018), SMEs are defined as enterprises with fewer 

than 250 employees and have an annual revenue under 50 million euro, and/or its annual 

balance sheet total not exceeding 43 million euro. The whole SME sector is divided into 

three categories which are medium-sized, small-sized and micro according to their 

number of employees, turnover and balance value, see table 1. 

 

Organization 

category 

Staff 

headcount 
Turnover 

Balance 

sheet total 

Medium-sized < 250 ≤ €50 million ≤ €43 million 

Small-sized < 50 ≤ €10 million ≤ €10 million 

Micro < 10 ≤ €2 million ≤ €2 million 

Table 1 Definition of SME 

SME sector forms the backbone of value-creating activities which is the dominant force in 

the worldwide industry (OECD, 2010). SME sector makes up the majority of enterprises in 

developed countries (Culkin and Smith, 2000; Berthon et al., 2008). The gross domestic 

products in fast-expanding markets and most developing economies are driven by the 

economic activities of SME sector (Abimbola and Kocak, 2007; Ayyagari et al., 2014). As 

mentioned before, at least 95 percent of all businesses are in the sector of SMEs (Storey, 
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1994). Furthermore, small businesses have taken the lead from the big ones in the USA 

(Thurik et al., 2003). 

 The Small Business Act for Europe  
 

 According to European Commission (2017), the Small Business Act for Europe (SBA) is a 

flagship policy from European Union to support SMEs within the union. SBA comprises a 

set of policy which measures around 10 principles on SMEs. These policies range from 

Entrepreneurship to Responsive administration to Internationalization. The SBA fact sheet 

is published annually, aiming to review national policies flagship which are affecting SMEs 

within EU. In order to improve the governance of the SBA, EU called for a review of it in 

2011. According to European Commission (2017), all EU Member States have appointed 

high-ranking government officials as its national SME envoy since 2011. These national 

SME envoys are in charge of spearheading the implementation of the SBA policy in their 

home countries. 

SMES IN SWEDEN 
 

According to the 2017 SBA Fact Sheet published by the European Commission, SMEs in the 

non-financial business economy in Sweden are accounting for 60.5 % of value-added and 

66% of employment in the year 2017. Micro firms that have less than 10 employees, 

provide a quarter of jobs in Sweden. This document defines SME productivity as value-

added per person employed, which is around EUR 66 900 and 53 % higher than the EU 

average.  

According to information from European Commission (2017), Sweden’s SBA profile is 

competitive with scores above the EU average in five SBA areas, while there is no single 

SBA area where Sweden is behind the average of the EU. Sweden is among the top three 

performing members in the area of ‘Access to finance’. It also surpasses the EU average on 

the areas of ‘Skills & innovation’, ‘Second chance’, ‘Responsible administration’ and 

‘Internationalization’. Sweden’s greatest progress in SBA policy implementation in 2015 

was in ‘Access to finance’, 'Responsive administration' and ‘State aid and public 
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procurement’. According to European Commission (2018), Sweden made substantial 

progress in the year 2016 and the first quarter of 2017, adopting 22 policy measures that 

address 9 out of the 10 policy areas under the SBA. Sweden made the great progress 

during the current reference period in the policy areas ‘state aid & public procurement’ 

and ‘Innovation and skills’. 

BRANDING 
 

A brand is an asset and a strategic way for organizations to differentiate their products 

from the competitors. A well-developed brand gives a possible channel for the people 

inside the ecosystem to consistently communicate with their stakeholders. Basically, 

branding is the process in which the business uses brand elements such as logos, names, 

features, as well as colors to create a differential product (Keller, 1993). Before 2000, the 

majority of branding studies were conducted on larger organizations and the SME sector 

was ignored. Abimbola (2001) raised a call for that branding shall be researched in the 

context of SMEs. 

CORPORATE IDENTITY 

Before a brand is developed, the organization needs to have a corporate identity, which is 

seen as an internal part of the corporate brand. Corporate identity is defined (Balmer et 

al., 2001) as a mix of elements that differentiate the organization from their competitors. 

An organization’s culture, strategy, history, market segmentation, structure and business 

activities make up its corporate identity. The corporate identity of an organization is the 

foundation of the business identity. To develop a corporate brand is a primary task of 

identity management. But there is an underlying research gap in the terminology of the 

concepts of brand, image, identity, and reputation (Fetscherin and Usunier 2012), which 

are not articulated in the conceptual models. 

CORPORATE BRAND 

An organization can develop a robust corporate brand only if it has a consistent corporate 

identity. Corporate identity is necessary for each organization, but a brand is a contingent 

(Elikan, D. and Pigneur, Y. n.d.). The concept of corporate brand emerged in the late 90s 
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(Burt, S. and Sparks, L. 2002). These concepts provide a channel for corporations, by which 

they can be understood, revealed and managed. It is suggested from some research that a 

corporate brand should be derived directly from its corporate identity and communicate a 

subset of the identity to its stakeholders (Leitch and Richardson 2003). Corporation brands 

represent the organizations; they are the conscious distillation and communication of the 

corporation identities (Balmer, J. and Gray, E. 2003). Nevertheless, it is the fundamental 

means by with the organizations differentiate it and became recognizable by customers 

Kapferer (1995). Hence, the corporate brands are providing the sustainable competitive 

advantage to the organizations, and they also serve as an interface between multiple 

stakeholders and comprehend organizations for communications (Leitch, S. and 

Richardson, N. (2003). Brands are important assets of the organizations because it is a very 

powerful business tool.  

BRAND CREATING 
 

Nowadays, the buying decision of the consumers is often made by the symbolic attributes. 

Researchers agreed that defining branding is hard so there is no consensus on definitions. 

Some research suggests defining a brand as constituted by its components. As mentioned 

before, branding is the process in which the business use brand elements such as logos, 

names, features, as well as colors to create a differential product (Keller, 1993). There are 

many different definitions of brand management. The literature from Kapferer (1995) 

shares several similarities and can be described in these words: Those organizations which 

have embedded brand management within the organizations, take the implementation of 

their brand strategy and brand management not as a one-time exercise but a daily 

recurring policy in perspective of marketing. A marketing strategy is based on two 

powerful pillars. One is differentiation, which means the products’ distinctiveness from 

the competitors. The other one is added value by the brand compared to the unbranded 

products.  

An organization has to align three independent key elements, which are vision, culture, 

and image to create a strong brand. Brand creation is complicated and nuanced; it 

requires concentrated will and managerial skills, as each of these three elements is driven 
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by different consistency. Culture is developed expressing the organization’s attitudes, 

values, and behaviors, while vision is the aspiration for the organization and image is the 

impression the organization is giving to the outside world (Hatch & Schultz, 2001).  

When creating a brand, the organization needs to consider not only the external but also 

the internal stakeholders. The brands should be based on all stakeholders’ perceptions. 

Little research has been done on the brand co-creation, especially on how stakeholders 

engage in this process. To understand this process, we focus on the value creation process, 

because it is co-created within the stakeholder network (Iglesias, O. et al, 2013). In order 

to solve this issue, researchers have developed different models. For example, a 

stakeholder model for brand equity which suggests that the stakeholder relationships are 

sources of the total brand equity is developed by Jones (2005). A model looking into how 

brand value is co-created within the stakeholder network is developed by Iglesias, O. et al, 

(2013). And many other developed network participation model to study the relationship 

between network actors’ activities and the brand. 

It is suggested to use the four dimensions of brand identity, a two-stage, four-phase 

approach to develop brand identity. These phases include the following 

1. Brand as a personification of the owner 

2. Brand as a differentiator of the products 

3. Brand as symbolic identity 

4. Brand as an indicator of the organization's value (Aaker 1996). 

 

Brand building is continued on any of these dimensions during the fifth phase and second 

stage. The process is subject to hiatus periods and feedback, rather than being sequential 

according to Aaker. It is as critical to have an awareness of brand building process in 

entrepreneurial SMEs as branding is the key to create value-based differentiation in highly 

competitive contexts. Strong brands facilitate the launch of differentiated and specialized 

products into emerging markets. The brands can serve as platforms for the innovative 

practices of entrepreneurial SMEs (Abimbola and Kocak, 2007). Furthermore, brands 

create value for the organizations when they enhance market-based assets by raising their 

awareness and acceptance of innovations into the emerging markets. In return, managers 
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will benefit from increased understanding of brand management which assists the launch 

and market acceptance of the innovations. 

BRAND PERFORMANCE 
 

According to Wong and Merrilees (2008), brand performance is the success of a brand 

within the market. According to Hirvonen, S. ,and Laukkanen, T. (2013), brand image, 

awareness, reputation and customer brand loyalty were suggested to be important 

performances of a brand (Chaudhuri, 2002; Chaudhuri and Holbrook, 2001; Reid, 2002; 

Wong and Merrilees, 2007; Zeithaml, 1988). The concept of brand performance is similar 

to the concept of customer-based brand equity (e.g. Aaker, 1996; Keller, 1993). For 

example, Aaker (1996) conceptualizes customer-based brand equity as a four-dimensional 

construct comprising association, perceived loyalty, and brand awareness. It is suggested 

by Yoo and Donthu (2001) that brand equity refers to the difference in customers’ 

response between two identical offerings, of which one is branded, while the other one is 

unbranded. Most customers rely on habit and tend to buy brands that have proven 

satisfactory in past, since they are facing hundred of buying decision to make every day, 

dozens of products to choose from and hundreds of promotional messages to come across 

(Doyle, 1990). 

 

According to Hirvonen, S., and Laukkanen, T. (2013), business success can be measured 

from a financial perspective. This perspective is referred to as company-based brand 

equity. The company-based brand equity measurement is often used for accounting 

purposes rather than marketing diagnostics (Wood, 2000). It is suggested by many 

researchers that customer-based brand equity drives a brand’s financial performance 

(Hirvonen, S. and Laukkanen, T. 2013). Keller (1993) argued that if there is no underlying 

value for the brand, it makes little sense to focus on financial issues. 

 

BRAND STRENGTH 
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Brand strength is a behavioral or evaluative response that affects brand choices, for 

example, commitment, trust, reputation or recommendation (Broniarczyk & Alba, 1994; 

Janiszewski & van Osselaer, 2000). Keller (1993) conceptualizes brand knowledge to be 

associations in customers’ minds which vary by favorability, strength, content, and 

uniqueness. Brand strength results from stakeholders’ brand knowledge and how they 

evaluate that knowledge. Brands are strong if many customers are familiar with the brand 

and hold strong favorable associations exclusively to the brand in the product category 

(Kamakura and Russell 1991). 

SME BRAND MANAGEMENT 
 

According to literature from last decade, it is usually the founders of SMEs which are 

taking care of the brand management, the process to create, coordinate and monitor 

interactions between the organization and their stakeholders, in order to ensure the 

consistency between the visions and the stakeholders’ beliefs on the brands. Brand 

management is considered to have low or no priority within SMEs (Berthon et al., 2008). 

(Check italics for all the places where you use et al) 

In SMEs, brand-related decisions are made on the practical needs of the organizations and 

mainly focused on elements that are related to their corporate identity, which are 

organization logo, name, and symbol (Berthon et al., 2008). These practices are often 

executed by the founders of the organization in both a reductive and pragmatic manner 

(Carson and Gilmore, 2000). It is suggested that brand management in SMEs is lacking 

clear distinctiveness and positioning within the marketplace. Researchers further pointed 

out additional brand management related issues, such as unclear market segmentation 

and poorly defined branding goals (Ojasalo et al2012).   

SMEs do not have the premise to develop a strong brand in order to deliver benefits to 

organizations. But branding implementation possibly affects the performances of SMEs. 

According to a study, it is suggested that high-performing SMEs implement brand 

management to a higher level than low-performing SMEs (Berthon et al. 2008). To 

examine if an organization is using brand orientation, we can look if they view the brand 
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as a valuable asset and essential for the organization’s marketing, management, and 

strategy. Wong and Merrilees (2005) have developed a framework to characterize SMEs 

based on their degree of brand orientation.  

According to Wong and Merrilees (2005), to identify if SMEs are with minimalist, 

embryonic or integrated brand-oriented, a framework is used to look at the level of 

branding activities in the organization. SMEs which undertake minimal marketing or 

branding and show a short-term focus transactional approach, are considered to be 

minimalist brand-oriented. The embryonic brand-oriented SMEs have a greater marketing 

focus than the minimalist and understand brand differentiation as a way to build 

competitive advantages, but they do not view brand management to be important to the 

success of the organization. SMEs that view the brand as essential to the organization’s 

marketing strategy and have a central role in the implementation of marketing mix have 

integrated brand orientation. 

An SME gets a bigger chance of higher performance when it develops itself from a 

minimalist to have integrated orientation. Brand orientation can be used to distinguish 

between growing, stable and declining SMEs (Reijonen et al., 2012). The research was 

done about the further approach to SME brand management in the perspective of 

entrepreneurial commitment (Centeno et al. (2013).  

GUIDELINE FOR SMES TO CREATE A STRONG BRAND 
 

Aaker(1996) listed ten guidelines for the creation of a strong brand. These guidelines are 

generally accepted within the field of business writing, but none of them apply specifically 

to SMEs. Keller (1998) has done research on SME brand management, and offered the 

following guidelines for the building of a strong brand by SMEs: 

 At first, to concentrate on building only one or two strong brands rather than many 

weak brands. 
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 Secondly, to use brand associations. He suggested organizations to focus on a 

creatively-developed marketing program on one or two important brand associations, 

to serve as the source of “brand equity”. 

 Thirdly, to use a well-integrated mix of brand elements which support both brand 

image and brand awareness. 

 Fourth, to design a “push” campaign aiming at building the brand, while attracting 

attention as well. 

 To create as many secondary associations as possible, to broaden the brand. 
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METHODOLOGY 

This thesis first will look at important concepts in research, firstly positivism and 

interpretivism in social research. secondly, it would be followed by a short discussion of 

inductive and deductive research. Then the author presents the research design and 

process of data gathering, analysis. Final, it is followed by a discussion on sustainability. 

POSITIVISM AND INTERPRETIVISM 
 

According to Thompson, K. (2015), there are two basic approaches to research methods in 

sociology, which are positivism and interpretivism, these two methods can be regarded as 

two extremes of the spectrum.  

Positivists prefer scientific quantitative methods, for examples, social surveys, official 

statistics which are representative and reliable. Thompson, K. (2015) argued that a great 

importance has been put on quantitative research such as large-scale questionnaires 

aiming to uncover social trends and get an overview of society as a whole. With positivists, 

one believes that sociology can and should be approached in the same manner as natural 

science, and natural and social data could be obtained and verified by the senses and 

empirical evidence. 

On the other hand, according to Thompson, K. (2015), interpretivists prefer humanistic 

qualitative methods such as unstructured interviews or participant observation. With 

interpretivism, one believes that individuals are different and complex, they understand 

the same object in very different ways and have very different reasons for acting in the 

world, as a result, scientific methods are not appropriate. Fig. 6 illustrates positivism and 

interpretivism research approaches.  
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Fig. 6 Positivism and Interpretivism 

THE INDUCTIVE AND DEDUCTIVE REASONING 
According to M.K. Trochim, W. (2006), there are two different way of reasoning which are 

the inductive and deductive reasoning. The purpose is to test a theory, while inductive 

reasoning is to generate a new theory with specific data. 

Deductive reasoning normally starts with a theory on the topic. Then the researchers 

narrow the theory down to more specific predictions which they can test. The predictions 

are followed by further narrowing down to observation to address the 

hypotheses/predictions. In this way, researchers can test can test the hypotheses with 

data from the observation Experiment.  

Conversely, the inductive reasoning goes the other way around. It moves from specific 

observation experiments in order to detect patterns or regularities to formulate tentative 

hypotheses which lead to broader theories M.K. Trochim, W. (2006). Fig 7 illustrates both 
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  Fig 7 Inductive and deductive reasoning 

 

QUALITATIVE APPROACH AND QUANTITATIVE APPROACH 
 

According to Rhodes, J. ,and Rhodes, J. (2014), a qualitative approach is generally 

executed in interviews, open-ended questions or workshops with a focus group. This 

approach collects information with the focus to describe the phenomenon in a deep 

comprehensive manner. With the qualitative approach, a small number of individuals 

participate in the research. Because each interview endeavor needs many resources and a 

lot of time, the research is carried out on a small number of participants, and cannot be 

generalized to the whole population. Nevertheless, it can serve as a base for larger 

studies.  

When researchers take a quantitative approach to the research questions, it requires 

them to surveys a large scale of participants in order to recognize overall patterns in 

relations of processes. This approach collects information with a focus on describing a 

phenomenon which covers a large scale of individuals, thereby providing a possibility to 

summarize characteristics across relationships (Rhodes, J. and Rhodes, J. 2014). 
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RESEARCH DESIGN 
 

QUALITATIVE RESEARCH BY INTERVIEWS 
This thesis aims to find out insights on activities which have a positive impact on brand 

management in SMEs by a qualitative research on three SMEs and followed by a desktop 

research on a bigger quantity of organization to see if the insights from the three SMEs 

apply for other SMEs. This research is interpretative and followed by an inductive 

reasoning. With interpretivism, this research view that SMEs are intricate and complex, 

they understand the same object in the very different way and have very different for 

acting with brand management.  

In perspective of reasoning, the author uses inductive reasoning which moves from 

specific observation experiments in order to detect patterns or regularities to formulate 

tentative hypotheses which lead to broader theories. 

In this thesis, a qualitative research is done by interviews with SMEs located in Stockholm, 

Sweden. The research started with the author contacting 50 different SMEs to raise their 

interest in the research. The SMEs are selected according to SME definition by European 

Union. The interviews have been done with the following SMEs. 

1. Idealist AB, organization size 0 employee, founded in 20171 * 

2. Connected sense HB, organization size about 10 employees, founded in 2013 

3. Stronger AB, organization size 10 employees, founded in 2014. 

 

Both Idealist AB and Connected sense are still on the product development process. 

Idealist AB has the plan for marketing, while connected sense has already started 

communicating with its customers to build up the brand awareness. Stronger AB is a fast-

growing organization, with is brand spreading rapidly. It has around 38 million revenue in 

2017 when it was just 3 years old. 

                                                           

1
 * The interview with Idealist AB mainly on their Gin project, for which they will probably register a daughter company 

later in 2018. 
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After one month of reviewing the literature on brand management, the author designed a 

set of questions according to the literature. The research was done by three interviews 

with people in charge of brand management. Two interviews took place in Stockholm, 

Sweden; one of the interviews is done through Wechat. Each interview last from 20 

minutes to 90 minutes. After the interviews, the authors extract findings from the 

interviews basing on brand management theory in a deductive way.  

DESKTOP RESEARCH 

The desktop research in this thesis is done by getting information on 30 SMEs from 

Swedish authorities and internet to test if the insights the author gets from the semi-

conducted interviews can be applied for other SMEs in Sweden.   

The process of desktop research is  

1. Look for SMEs in the authority website allabolag.se, 

2. Get information on names, revenue, employee number and industry 

of the organizations from authority website allabolag.se, 

3. Use Google, Facebook, Instagram to check if the organization has a 

website and logo, 

4. Go through the organization’s website to check if it has a Facebook 

and Instagram pages, 

5. Go through the organizations Instagram page to see posts from the 

last 6 months to check if the organization is using influencers. 

DELIMITATION 
The scope of this study is narrowed to be an investigation of Sweden-based SMEs, which is 

due to time constraints and access to the interviews. The selection of these organizations 

is according to the SME definition of the European Commission, so all the organizations 

have less than 250 employees and turnover under 50 million Euro. This thesis is also 

geographically limited to Sweden with semi-conducted interview limited to Stockholm, 

Sweden and the desktop research limited to Sweden. 
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FINDINGS 

ROLES OF BRAND MANAGEMENT IN SMES 

FINDINGS FROM INTERVIEWS 
 

Despite the early studies suggesting that SMEs put very little or no priority on brand 

management, the results from this study show all SMEs from the interviews see brand 

management as crucial for the organizations. All of these organizations have developed or 

are developing the basic symbolic elements of their brand, which are logo and website. 

However, all of these organizations do not have a brand manager, but everyone said they 

will have a brand manager when the resources inside the organizations allow doing so. It is 

mainly the founders or co-founders of SMEs, which the author interviewed, taking care of 

the brand management. In the condition of limited resources, the organization with the 

best performance invests a lot in branding via social media by using influences to 

communicate with their customers.  

Founders of all these 3 organizations have a very good understanding of brand 

management. They talked about professional terms like organization image and brand 

associations.  

All of these three SMEs see a brand as an important tool for people involved in the 

ecosystem to consistently communicate with the stakeholders. However, due to the 

constraints of resources, two of these SMEs which are Connected sense HB and Idealist AB, 

are within the minimalist archetype which is defined to have a very low level of brand 

orientation linked to a very limited horizon of brand distinctiveness, by Wong and 

Merrilees (2005). Connected sense HB and Idealist AB are not involved in many brand-

building activities. Connected sense AB is mainly focused on product development and 

contacting potential customers, while idealist AB is mainly doing marketing research and 

developing the product.  According to Wong and Merrilees (2005), these SMEs have very 

short-term focuses, which are almost crisis or survival oriented. These focuses are usually 
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translated into a day-to-day transaction or production or selling approach, as opposed to a 

branding or marketing orientation.  

In contrast, Stronger AB is involved in much more branding activities and does not see the 

brand as an optional extra, but rather an integral part of the marketing strategy. According 

to the definition of Wong and Merrilees (2005), Stronger AB locates on the top of the 

ladder in Wong and Merrilees’s brand orientation model which is named integrated brand 

orientation. Compared to Connected sense HB and idealist AB, the brand is a more 

important and active part of the marketing strategy of Stronger AB. According to Wong 

and Merrilees (2005), in integrated-brand SME, the brand is an active and integral part of 

the marketing strategy rather than an option. For SMEs with this archetype, a wider range 

of promotional tools is employed and the messages used are more likely to have a 

branding aspect, compared to organizations on the lower steps of the ladder. 

FINDINGS FROM DESKTOP RESEARCH 
 

From the data of the desktop research, 35 out of 40 (87,5%) companies have an official 

website and logo for the company. In other words, the majority of these SMEs have basic 

brand elements and put certain efforts on brand building. We can say that these SMEs 

have some knowledge of brand development. However, only a small number of them, 12 

out of 40 (30%), have registered at least one brand name. From this fact, the author 

guessed most of the SMEs see the brand as an optional extra but not an integral part of 

the marketing strategy and they use the cooperation identity to communicate with the 

stakeholders rather than the cooperation brand. 

From the result of desktop research, the majority of SMEs in Sweden are located within 

the minimalist archetype of Wong and Merrilees’ brand orientation model (2005). 

PROBLEMS ENCOUNTERED BY SMES DURING BRAND DEVELOPMENT  
 

Being small companies, SMEs usually have constraints on resources. According to the 

interview data, both idealist AB and connected sense HB have the knowledge on brand 

building and have planned the activities they will execute in the future. But due to the 
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constraints on time or capital, they have limited branding activities. During the interview 

with Connected sense HB, the co-founder mentioned that the biggest problem they 

encounter during brand development is the limitation of resources. First, it is mainly him 

as a co-founder taking care of the brand. He needs to manage other important issues 

inside the company, so there is very limited time for him to manage the brand. Meanwhile, 

with limited capital, the company cannot afford many branding activities the co-founder 

has in the plan. On the other hand, idealist AB mentioned that they have the capital for 

brand development for the given brand, but he is involved in many other projects, so it is 

difficult for him to make enough time to manage and develop the brand. 

From the result of the interview, the main problem SMEs face is the limitation of 

resources including human resources. All of these companies do not have a brand 

manager who devotes time to the brand management. One of them does not have 

enough resources to invest in brand building. 

ACTIVITIES SMES DO TO RAISE THEIR BRAND AWARENESS AMONG 

CUSTOMERS 

FINDINGS FROM INTERVIEWS 

There are some common activities shared by the three SMEs, with which the author has 

done the interviews.  

The first one is that all these SMEs put differentiators inside the organization image, brand, 

and products, in order to stick out from their competitors. The organizations with least 

resources strive to put innovation into the product design process to make their products 

distinguished. Stronger AB mentioned that one of the critical factors for their success is to 

differentiate themselves from their competitors. The founders of Connected sense HB 

talked about how the organization studies the customers’ needs and makes different 

versions of their product to fulfill the customers’ needs. In the opinion of the author, one 

of their strengths is that they are very flexible and able to revise the products by testing 

with customers. Idealist AB aims to put organic and local made as differentiators on their 

products. In order to get these differentiators, Idealist AB has put much effort into looking 

up local-made bottles, organic juniper berry from Sweden. 
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Secondly, all these three SMEs use or plan to use social media as a channel to 

communicate with their customers and as a tool for promotion. Compared with 

Connected sense HB and idealist AB which have put very little effort on social media 

marketing, Stronger AB has been engaged and invested heavily in social media marketing. 

Stronger has advertised on Facebook, Instagram and using worldwide famous influencers 

to help them with promoting the brand.  

According to Martinus and Chaniago (2017), as Instagram features the presentation of 

visual content along with caption features in the presentation of content, it allows the 

organizations to reach consumers and strengthen brands in new ways. From the interview 

with Stronger AB, we can see the company gets benefits from Instagram branding with 

influencers posting their products. The finding of on this research question matches the 

findings from the first two research questions. SMEs like connected sense HB and idealist 

AB, which are within the minimalist archetype, have less branding activities than Stronger 

AB which has an integrated brand orientation. 

FINDING FROM DESKTOP RESEARCH 
 

From the data of the desktop research, 27 of 40 SMEs (67.5%) use Facebook as a channel 

to promote the brand and communicate with their customers, while 26 of them have an 

Instagram account. But only 10 of them are actively updating their Instagram and 

Facebook account and have good communication with their customers. And 9 of them are 

using influencers to promote the brands and make the brand more visible for the 

customers. 

From the data, we can see that companies in the area of retail/wholesale are more 

engaged on social media compared to others in consultancy, restaurants, and logistic 

areas. It is probably because, in the retail and wholesale area, customers make buying 

decisions often by symbolic attributes. And in the areas of consultancy and logistic, the 

companies are mostly doing business with companies, rather than private customers. It is 

more important to keep a long-term relationship when companies are doing B2B business. 
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DISCUSSION  
According to the findings of the interviews, the founders of SMEs have very good 

understanding of brand management, but due to constraints of resources, most of the 

SMEs are within the minimalist archetype which, according to Wong and Merrilees (2005), 

have a very low level of brand orientation linked to a very limited horizon of brand 

distinctiveness. Wong and Merrilees (2005) argued that these SMEs focus on a day-to-day 

transaction or production or selling approach, as opposed to a branding or marketing 

orientation. But according to the interviews, these two SMEs, Connected sense HB and 

Idealist AB, aim to develop products which can differentiate themselves. They have a long-

term plan for the brand management and put much effort on product development to 

fulfill the need of the targeted customers. And these two companies are very young. 

Idealist AB is found in 2017 is still at the stage of product development. Connected sense 

is four years old now, and they are testing the MVP (Minimum Viable Product) with their 

targeted customers. The priority of two companies is to develop a differentiated product, 

which fulfills the needs of the customers. Furthermore, these two SMEs have planned for 

the future branding activities. Idealist AB will probably move up the ladder of Wong and 

Merrilees’ model (2005) to be an embryonic brand-oriented organization in 12 months 

according to their plan.  

On the other hand, Stronger AB is a very young company as well which is found in 2014. 

But it has been growing very fast. The rapid growth is probably an outcome of the 

company’s brand orientation. According to Shocker and Weitz (1998), benefit from a long 

brand strategy will be much greater than the costs incurred to realize it. Stronger has been 

investing heavily in Instagram branding; in return, they have fast growth in sales. 

From the finding of the desktop research, social media, for example, Facebook and 

Instagram are very popular as tools for branding among SMEs in retail and wholesale 

industries. But companies other industries, for example, logistics and consultancy, seem to 

be less active on social media. Furthermore, most of the companies in these areas do not 

have a registered brand. It is probably that these companies perceive the brand as an 

optional extra tool rather than a necessary part of their brand strategies. 
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CONCLUSION 

CONCLUSION 
 

According to the findings of the thesis, it is concluded that most of SMEs are within 

minimalist archetype in Wong and Merrilees’ model (2005). Some of SMEs have 

knowledge and plan for the brand building, but due to the limitation of resources, these 

SMEs are not very involved in branding activities. The majority of SMEs in Sweden have 

some knowledge of branding and usually have the basic symbolic elements for customers 

to recognize the companies, for example, website and logo. But most SMEs do not have a 

registered brand and put their company name on the labels of the products, it seems that 

they use the company names as a brand to communicate with their customers.  

There are two activities which are often used by SMEs for brand building. One of them is 

developing differentiated products, which are recognizable for customers and fulfill the 

needs of the targeted customers. All three companies from the interviews already have or 

are developing a recognizable product. Another activity widely executed by SMEs for 

branding is social media. But among all SMEs, companies inside the retail and wholesale 

areas are more active on social media. They usually communicate with their customers 

both on Facebook and Instagram. Some of them even invest heavily on Instagram 

marketing by using influencers to promote their brand. From the interview with Strong AB, 

it is suggested that Instagram marketing seems to be a very efficient way of raising 

customers’ awareness of the brands. 

SUSTAINABILITY AND CONTRIBUTIONS 

According to European Commission (2018), SMEs in Sweden experienced strong growth 

and performed substantially better than large firms from 2012 to 2016. The value-added 

of SME has increased by 13.0 % compared with 3.8 % for large firms. Swedish SME 

employment has grown by 5.4 %, in contrast to an increase of only 1.2 % for large firms in 

Sweden. From 2015 to16, SME employment and value-added rose by 1.6 % and 4.2 % 

respectively. The outlook for Swedish SMEs is favorable. The value-added of SMEs in 
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Sweden is forecast to rise by 10.3 % in 2016-2018, while employment is forecast to 

increase by 4.0 %.  From these facts, the author of this thesis, argues that SMEs play a 

critical role in EU’s economic sustainability. 

Branding implementation possibly affects the performances of SMEs. Shocker and Weitz 

(1998) argued that the benefit from a long brand strategy will be much greater than the 

costs incurred to realize it. This benefit has a particular impact on three areas which are 

finance, strategy, and management. It is also confirmed by Kohl and Stephen (1999) and 

Randall (1997) that organizations that offer strong brands enjoy significant advantages to 

those that do not. Wong and Merrilees (2005) suggest that SMEs who develop and 

implement strong branding efforts are able to realize both financial and non-financial 

performance benefits. Organizations which move up the ladder from minimalist to 

integrated brand orientation, increase their chances to have higher performance (Renton 

et al 2015). According to Berthon et al. ( 2008), brand-focused SMEs are able to achieve a 

distinct performance advantage over rivals who are not brand-focused.  

According to literature, it is suggested that branding has a positive impact on SMEs 

financial performance such revenue and profit margin. Merriless et al. (2011) have found 

that branding impact on SMEs’ market and financial performance. Similarly, Asamoah 

(2014) found that brand equity has a positive influence on SME’s performance in terms of 

new product success and sales growth. Furthermore, it is proved by Reijonen et al. (2012) 

that brand orientation is a critical factor to distinguish whether the SMEs are stable or 

declining.  

Regarding non-financial performance, the benefits from branding have been 

demonstrated in the accrual of brand image, brand awareness, brand reputation and 

brand loyalty (Wong and Merrilees, 2008; Hirvonen et al., 2013). It could be hypothesized 

that the high performance of SMEs is associated with increased level of brand building 

efforts than their low-performing competitors. ( Reijonen et al. 2012, Renton et al. 2015) 

Concluded from above, brand as a tool for organizations to capture the value they have 

created has positive impacts on the organizations’ performances.  For SMEs, the benefit 

from a long brand strategy will be much greater than the costs incurred to realize it 
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(Shocker and Weitz 1998). Branding plays an important role in the SMEs long-term 

development.  

This study would possibly contribute to the area of brand management, and improve the 

sustainability of SMEs. 

Limitation 

There are some limitations on this thesis. At first, the interview samples are small, only 

three companies. Furthermore, all these three companies are younger than 5 years old. 

One more factor is these three companies are from different industry areas. So the 

interview samples cannot represent SMEs in Sweden in a general way. So the author has 

done a desktop research to support the finding from the interviews.  

Secondly, the desktop research has not looked for details like activities for brand 

development or problems encountered by the SMEs but only looked that the public facts 

like revenue, website, and social media.  

Furthermore, this thesis does not consider the fact that SMEs from different industries 

would see branding differently and have different strategies on brand development.  

FUTURE STUDY 
In this thesis, with time constraints, the author talks about two activities widely used by 

SMEs for developing their brands. But there are more activities which the SMEs execute to 

build their brand, for example, Stronger AB also used advertisement provided by the 

collective traffic system in Stockholm. Furthermore, this thesis did not go deep into the 

benefits from these branding activities. Future study on bigger samples would be needed 

to investigate SMEs’ branding activities, and also deeper research on how these activities 

benefit the organization is needed. 
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APPENDIX 

SUMMARY OF THE INTERVIEWS 
Interview 1 

Interviewee: Raj Kumar Mohanasundaram – Co-founder of Connected Sense HB 

Date: 2018-05-03 

Location: Stockholm  

Roll of the brand for the company: The brand works as a tool for communicating with the 

stakeholders on the vision of the company which is getting healthy in a fun way. Brand as 

a tool for promotion and communication, it plays a very important role in the company. 

But due to the limitation of resources, the company does not have a brand manager. Raj 

himself as a co-founder is taking care of brand development activities. Meanwhile, Raj is 

much involved in other projects of the company, so he only works very little time with the 

brand management. 

Brand activities: Currently, the one of the most important tasks of the company is to keep 

taking feedback from their customers in order to make a differentiated product which can 

help the company stand out from their competitors. He mentioned that the strength of 

the company is that they have done full research on the need of the customers. Now they 

are on the stage of test the MVP.  

Furthermore, the company has also developed a logo, a website, and a mobile application. 

They have accounts on Facebook and Instagram, but currently, the company is not very 

active on communication through social media. But the company has planned to use 

influencers to promote their brand in the future when they get more capital to execute 

this activity. 

Problems encountered by the company for brand management and development: Raj 

mentioned that the biggest problems they encounter are the limitation of time and 

resources. They do not have an employee who can work full time with the brand. It is 

mainly himself taking care of the brand, but he has other things to take care of, for 

example, product development. The company has  the plan to promote their company 

with social media, but they at the moment do not have enough resource to execute that. 

 

 

 



45 

 

Interview 2 

Interviewee: Erik Herman Pihlträd  

Date: 2018-06-01 

Location: Through We-Chat 

Roll of the brand for the company: The founder sees the brand to be critical for the 

company. The brand will be one of the leading forces for customers to buy the products. 

The founder has a very deep understanding on the brand management and knows about 

how a brand can benefit the company.  

Brand activities: Currently, the company is developing the product with a distillery located 

in Malmköping. They want to put local ingredients as a differentiator into the brand. Now 

they are putting a lot of effort getting all parts of the Gin to be local origins. The founder 

plans to use a designer from the USA on the logo design. And they would like to use a 

Swedish name as the brand name. The company is going to develop a website for the Gin 

products as the first step 

The founder plans to use Google, Social media, Instagram as well as influencers to 

promote the brand. Furthermore, the founder plans also to use his network, for example, 

restaurants to promote the Gin. 

Problems encountered by the company for brand management and development: 

According to Herman, the company has the capital for brand development. The biggest 

problem at the moment is that he is the main person taking care of the brand 

management. But he is involved in many other projects from another company. It is hard 

for him to get time for the brand development of the Gin product. 
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Interview 3 

Interviewee: Responsible from Stronger AB 

Date: 2018-05-04 

Location: Stockholm 

Roll of the brand for the company: The brand plays an important role for the company. 

From the very beginning of the business, the company cooperated with a consultancy in 

Los Angeles which is professional on storytelling to develop the brand. Currently, it is 

mainly the three co-founders of the company taking care of the brand. According to the 

responsible from the company, these three co-founders have a very deep understanding 

on brand development. The company sees brand management is critical for the business 

and has invested a lot on brand building.  

Brand activities: The Company is using the following channel to promote their products, 

which are Facebook, influencers, Google shopping, built-box in the Subways station. They 

heavily use influencers on Instagram to promote their brand. Furthermore, one of the 

most important activities Stronger AB does for brand development is to keep differentiate 

itself from their competitors.  

Problems encountered by the company for brand management and development: The 

Company did not meet many problems on brand management and development. Because 

the co-founders got enough capital to develop the brand and they also focus very much on 

brand building from the very beginning. 
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Data of desktop research 

Item Company 
name 

Industry Revenu
e/tkr 

Numb
er of 
Emplo
yees 

Num
ber 
of 
bran
ds 

Has  
web
site 

Ha
s  
Lo
go 

Use 
faceb
ook 

Use  
Instag
ram 

Use 
influe
ncer 
 on 
instag
ram 

1 Svenskt 
kosttillskot
t AB 

E-
commerc
e 

158 475 35 4 Yes Ye
s 

Yes Yes Yes 

2 ICANIWILL 
AB 

Sports & 
Recreatio
n, 
 
Wholesal
e 

27 535 4 1 Yes Ye
s 

Yes Yes Yes 

3 Better You 
AB 

Health 
food, 
Retail 

38 010 13 0 Yes Ye
s 

Yes Yes No 

4 Bioform 
AB 

Health 
food, 
Retail 

1 623 1             

5 Aritco lift 
AB 

Machiner
y, 
manufact
uring 

403 297 105 0 Yes Ye
s 

Yes Yes No 

6 Happy 
Homes 
Luleå AB 

Furniture
， 
manufact
uring 

19 095 5 0 Yes Ye
s 

Yes Yes No 

7 Happy 
Times AB 

Catering 18 023 5 0 Yes Ye
s 

Yes Yes No 

8 SWCG 
Swedish 
Consulting 
Group AB 

Compute
r 
consultan
cy 

279 260 19 0 Yes Ye
s 

Yes Yes No 

9 Swedish 
Neutral 
Aktiebolag 

Electroni
cs 

137 883 7 0 No No No No No 

10 Swedish 
Fitness 
Trading 
Aktiebolag 

Sports & 
Recreatio
n, 
 
Wholesal
e 

121 167 43 1 Yes Ye
s 

Yes Yes Yes 

11 FB 
Internet 
AB 

E-
commerc
e 

424 494   1 Yes Ye
s 

Yes Yes Yes 

12 Hello 
Sweden 
Promotion 
AB 

Advertisi
ng, PR, 
Media 
Agency & 
Advertisi
ng 

22 959 2 2 Yes No No No No 

13 Hello 
There AB 

Compute
r 
consultan
cy 

19 169 21 0 Yes Ye
s 

Yes Yes No 

14 Edblad & 
Co AB 

Retail 154 058 63 0 Yes Ye
s 

Yes Yes No 

15 Näslund & 
Jonsson 
Import AB 

Retail 92 054 87 0 Yes Ye
s 

Yes Yes No 

16 Fashionabl
e 

E-
commerc

35 927 10 3 Yes Ye
s 

Yes Yes No 
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Developm
ent 
Europe AB 

e 

17 Svenska 
Glitter AB 

Retail 224 801 271 0 Yes Ye
s 

Yes Yes No 

18 Lisana 
Bygg & 
Badrum 
AB 

Construct
ion 

32 641 10 2 Yes Ye
s 

Yes Yes No 

19 chimi AB E-
commerc
e 

1 384 0 1 Yes Ye
s 

Yes Yes Yes 

20 Bridge to 
China AB 

Machiner
y 

71 836 3 0 Yes Ye
s 

Yes Yes Yes 

21 Bring 
sportware 
AB 

E-
commerc
e 

2 456 2 0 Yes Ye
s 

Yes Yes Yes 

22 COSMO 
CONSULT 
AB 

  81 042 59 0 Yes Ye
s 

No No No 

23 Casall 
Sport 
Aktiebolag 

Retail 210 536 38 0 Yes Ye
s 

Yes Yes Yes 

24 Länna 
Sport AB 

Retail 168 224 65 2 Yes Ye
s 

Yes Yes Yes 

25 EWN 
Opinio 
Juris AB 

Legal 
consultan
cy 

22 861 4 0 No No No No No 

26 Herr Judit 
AB 

Retail 16 818 14 0 Yes Ye
s 

Yes Yes No 

27 Care of 
Carl AB 

Retail 178 032 37 3 Yes Ye
s 

Yes Yes Yes 

28 Be Good 
Sweden 
AB 

Retail 32 348 5 3 Yes Ye
s 

Yes Yes No 

29 Sleep Well 
Hotel AB 

Hotel 59 725 56 0 No No No No No 

30 Core Of 
Developm
ent AB 

Consulta
ncy 

18 857 0 0 Yes Ye
s 

No No No 

31 Lucky 
Punk 
Aktiebolag 

Film, 
Video & 
TV 

42 703 10 0 Yes Ye
s 

Yes No No 

32 Pure Lucky 
Evolution 
AB 

Taxi 1 612 3 0 NO N
O 

NO NO NO 

33 FJM Fine 
Jewelry AB 

Retail 6 636 16 1 Yes Ye
s 

NO NO NO 

34 Seven i 
Linköping 
Aktiebolag 

Healthcar
e 

1 307 2 0 NO N
O 

NO NO NO 

35 Thousand 
and One 
Nights AB 

Holding 
operatio
ns in 
financial 
groups 

173 053 359 0 NO N
O 

NO NO No 

36 Rechon 
Life 
Science AB 

medicine 124 560 86 0 Yes Ye
s 

NO NO No 

37 All win AB logistic 2 310 1 0 Yes Ye
s 

NO NO No 

38 Great 
Lengths 
Sweden 
AB 

Retail 4 064 1 0 Yes Ye
s 

Yes Yes Yes 

39 Ling Long 
AB 

Restaura
n 

21 567 21 0 Yes Ye
s 

Yes Yes No 
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40 Stay Gold 
Film AB 

Film, 
Video & 
TV 

1 707 1 0 Yes Ye
s 

NO NO No 

 

Data on the companys’ names, revenues, industries and number of employees are from the 
authority website https://www.allabolag.se/ 

Everyone can get the information by putting in the company name on the searching bar. See the 
picture bellow. 
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