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As customer segments age and technologies advance, many brands realize that they have to 

do something in order to survive and appeal to younger consumers. Oscar Jacobson, a brand 

that has existed since 1903, had experienced decreasing sales due to an aging customer base. 

A rebranding process was started when ownership of the company was shifted. The 

rebranding resulted in a renewed assortment, new concepts, ways of working with brand 

communication and adopting new communication tools. 

 

The purpose of this study is to examine what reasons underlie a company’s decision to 

rebrand, what strategies they use to do so, as well as further understanding how a new image 

from rebranding is communicated to customers. Research and analysis has been conducted on 

how internal values can be communicated externally, and how a brand can rebrand whilst 

keeping their heritage. The study focused on the case study company, in our case Oscar 

Jacobson, where facts and opinions regarding the rebranding process have been collected 

from the company’s management. To conclude the study, we found that when rebranding, 

brand elements that are weighing down the company need to be eliminated and focus should 

be shifted to modernizing these elements. For Oscar Jacobson, internal brand elements such as 

assortment needed to be evolved and changes need to mediate to the market through 

cohesiveness in all communication channels in order to transmit the right message to the 

customers.  

 

The design of the study is a case study, empirical material has been collected through 

qualitative semi-structured interviews with representatives within management positions of 

Oscar Jacobson. In the theoretical framework, different concepts regarding the subjects of 

branding, rebranding and brand communication have been discussed, in order to help us 

understand the concepts and to present and analyze the findings as accurate as possible.  
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I och med en åldrande kundgrupp och mer avancerade teknologier på marknaden, tvingades 

många varumärken ändra på delar av varumärket för att hålla märket vid liv och för att vara 

iögonfallande för en yngre målgrupp. Oscar Jacobson har existerat sedan 1903, men i början 

av 2000-talet minskade försäljningen på grund av en åldrande kundgrupp. En omstrukturering 

startade efter att företaget sålts till ett investmentbolag. Omstruktureringen har resulterat i nya 

koncept inom företaget samt nya sätt att arbeta med kommunikationen om varumärket, nya 

kanaler och att erbjuda nya och fler produkter i sortimentet.  

 

Syftet med studien är att undersöka vilka orsaker som ligger till grunden av att starta en 

omstrukturering och vilka strategier man använder för att tillämpa förändringarna. Detta 

kommer studeras utifrån ett företagsperspektiv med en fokusering på företag som vill 

omstruktureras men ändå behålla delar av sina arv. Forskning och analys har även gjorts på 

hur interna värden kommuniceras till omvärlden när omstruktureringen är genomförd. 

Studien har tillämpats på ett fallföretag, i vårt fall Oscar Jacobson, där fakta och åsikter om 

omstruktureringsprocessen samlats in ur företagets perspektiv. Som sammanfattning av 

resultaten har vi kommit fram till att när ett företag omstrukturerar sig är det viktigt att 

eliminera de gamla faktorer i varumärket som inte längre är till någon nytta och håller tillbaka 

varumärkets nya image. Istället ska fokus ligga på att utvecklas och röra sig framåt. Interna 

komponenter som t.ex. sortiment måste utvecklas och förändringar behövs förmedlas till 

marknaden genom en röd tråd i marknadsföringskanaler för att sända rätt budskap till 

kunderna.  

 

Studien är utförd som en fallstudie och kvalitativa semistrukturerade intervjuer har gjorts på 

representanter på chefspositioner inom Oscar Jacobson. I det teoretiska ramverket diskuteras 

olika begrepp inom märkesprofilering, varumärkes rekonstruktion och 

varumärkeskommunikation i syfte att ge en grund till oss och till läsaren. I detta avsnitt 

presenteras också olika teorier från tidigare forskning som diskuteras utifrån 

forskningsresultatet i analyskapitlet.  
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1. Introduction 
 

The first chapter will introduce the subject of the thesis and attend to a background on the 

main subject and lead up to the conflict of issue. Secondly, a discussion on the subject will be 

presented and followed by the purpose and research questions. The chapter will end with a 

display of limitations within our study.  

 
 

Brands are an essential part of today’s market. As technology and consumers’ tastes evolve at 

a more rapid pace, brands are forced to stay on top of changes in order to survive. A brand is a 

combination of several elements and sometimes elements need to be slightly adjusted in order 

to fit the market, in some cases a total rebranding is necessary to not drown in the masses of 

competition. In this study, we evaluate the case of Oscar Jacobson’s rebranding process. For a 

company existing for over a 100-years, a rebranding is no easy feat. Through interviews with 

company management we aim to evaluate the process of their reorganization. We present the 

changes made by the company and the impact of these, within their communication, identity, 

and brand image.  

 

We plan to present this study beginning with presenting the field of study through previous 

research and following this with a theoretical framework underlying the analysis. Later we 

will present the methods of this case study continuing to empirical results, as well as an 

analysis on the gathered material in combination with our theoretical framework. The whole 

study is then examined through a conclusion on the empirical material as well as a concluding 

discussion on the whole study and the methods used. 

 

1.1. Background 
     

“Products are made in the factory, but brands are created in the mind” (Landon see Trout 

2017). A brand should tell a story, letting customers know who you are and what you stand 

for. Brand elements should be cohesive across all different platforms, so there is no distrust or 

confusion about what the brand wants to communicate (Brinkman 2017). There is however 

evidence that says brand images need to be adjusted in order to stay relevant as new 

generations and tastes evolve. Aging brands need to understand a change must be made, as 

well as choose if they would be able to change consumer’s old perceptions or if they need to 

create a whole new brand (Gelman 2017). 

 

Rebranding is done by changing some of the brand elements, for example name, logo, slogan, 

or anything else that makes them look like a modern and strong brand (Roy & Sarkar 2015). 

Rebranding has become a trend for companies in the past years and they use the concept to 

develop or maintain their brand equity (ibid.). This is used to enhance the look of an already 

established company to make it more appealing to the customers, by being more relevant to 

their needs. Technological advances have generated substantial changes in how a company 

markets itself and reaches customers. It is essential for companies to adapt their 

communication methods to suit today’s society. This leads to the importance of having a 

strong corporate identity, organizational identity, and visual identity (Balmer 2013), and when 

a company needs to “step it up”, a rebranding can be the salvation.  
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A prime example of a successful rebranding is the company Apple. At the beginning of the 

90’s the company had weak sales due to competition and low consumer interest. This all 

changed when Steve Jobs stepped in and renewed the company image. Steve Jobs managed to 

make advertising focus more on ideas and experience, rather than the product itself. He made 

Apple look more modern than it had before, this began the success story of Apple in the 

beginning of the 2000’s (Dremers 2016). Another rebranding success story is Hedi Slimane’s 

rebranding of Christian Dior when he began as creative director 2000. He rejuvenated the 

whole brand through renewing the designs. It went from an American fit to a slim fit design 

were pants and jackets had figure-hugging silhouettes. Dior was no longer seen as Dior 

Monsieur, but transformed into Dior Homme. The change made Dior one of the top luxury 

brands within men’s fashion. Hedi Slimane’s designs are still influencing the aesthetics in 

men’s fashion today (Rees-Roberts 2013). 

 

The design changes Dior Homme contributed with to the world of men's fashion (Rees-

Roberts 2013), in combination with the fact stated by Gelman (2017) that aging brands need 

to understand a change must be made to survive, the case company Oscar Jacobson was 

chosen. Oscar Jacobson tailoring was founded in 1903 in Borås, Sweden (Oscar Jacobson 

2013-2016) and the company takes pride in their long-standing heritage from founder Oscar 

Jacobson, who was a brave entrepreneur and a believer in high quality craftsmanship (Oscar 

Jacobson 2013-2016). The year of 2008 the company started a rebranding process. They had 

for several years been suffering from weak financial results and the company needed a big 

change to survive in the market. As the marketing manager at the company expresses it; we 

had a “dying customer segment” and the cloths were labeled as outdated with an  

“American fit” (Windahl 2017). The company had not followed the design changes Dior 

Homme had introduced during the early 2000 and the brand's image was associated with an 

old man´s clothes. The company felt a change was necessary, but a dilemma was that they did 

not want to completely let go of their heritage, since it involved great knowledge and 

experience in tailoring. Research on how to rebrand a corporate brand is well discussed, as 

well as research for visual image and communication, but a gap can be find when taking 

heritage into account. With Oscar Jacobson as a case in this study, we have the aim to look 

further into rebranding with heritage, and with empirical data collected from a heritage brand 

that has successfully rebranded, we hope to achieve deeper knowledge of this subject and fill 

this gap.  
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2. Previous research 
 

This chapter will present previous research, a discussion of subject and the purpose of the 

study. Previous research is divided into main categories of branding, rebranding and brand 

communication. The chapter will end with a discussion of the subject leading up to the 

purpose and research questions. 

 

 

2.1. Branding 
 

There are many ways to define the term brand, depending on what perspective of the 

marketing spectrum the scholars or professionals stand in. It is however one of the most 

utilized terms in marketing and business literature (Hameide 2011). Depending on the 

perspective, the term can, for example, be defined as a registered trademark, from a legal 

perspective and an asset, from a financial one. Depending on the terminology used related to 

the concept, confusion can also arise. The biggest misconception is that the brand would 

simply be a logo or a name given to a product or a service. The definition according to 

Hameide (2011) is that a brand is an entity combining different features, in order to add value 

for consumers and economic return to the producers. A brand communicates a clear set of 

values to stakeholders and is a valuable asset (Daly & Moloney 2004). It is important to all 

stakeholders and to internal and external customers as it represents a set of values and 

promises.  

 

2.1.1. Development 
 

Branding became a marketing necessity in the second half of the twentieth century (Hameide 

2011). In the 1980’s technological advancements in communication and marketing tools, 

together with economies that were flourishing, made branding one of the buzzwords and 

everything was branded. Branding is still a major force in business as brands play a big role, 

especially in the fashion world. Due to technological development, the competition of 

companies is leveled, companies can no longer stand-out with only product quality (ibid.). 

Companies must now create effective branding strategies in order to add more value to their 

products. According to research there are different benefits of having a strong brand, such as 

added stock value for the company. An article also states that in order to have a successful 

branding process all aspects of the company’s strategic marketing must be considered as a 

part of this process (Todor 2014). 

 

Research of branding has shown that a company does not need to compete with price if the 

brand is strong. Customers will pay premium price for products if they value the brand, and 

especially if the brand has successfully created a customer’s long-term loyalty (Hammond 

2008).  
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2.1.2. Men’s fashion 

 

When Hedi Slimane started as creative director for Dior 2000, he reshaped Men’s fashion 

towards what it is today. A more androgynous and slimmed silhouette he created, began to 

arise within men’s fashion (Rees-Roberts 2013). Drawing inspiration from rock icons in 

different centuries, photography, and film, he reshaped the visual identity of Dior, this heavily 

influenced the rest of the industry to follow in his path. Most mid-range labels also started 

using the slim and structured silhouettes in their suits (Rees-Roberts 2013). 

 

Differences in the market between female and male consumers, show that male customers 

prefer help from a sales person when making a purchase on a major clothing item and expect 

high-quality service when shopping at a high-priced specialty stores (Torres, Summers & 

Belleau 2001). Changes in men’s lifestyle and work claims has led to a demand for a wider 

variety in clothing items in the men’s fashion industry. Today a necessity for men to be able 

to express their individuality and in the same time be comfortable is accurate. They are now 

interested in having a fashionable and comfortable wardrobe and they are more involved in 

the process of selecting their apparel (ibid.). Competition between men’s mass-fashion 

retailers makes branding an important component in the retailing strategy. Visual 

merchandising and display is explained as one method to enhance fashion in the retailing 

context (Matthews, Hancock & Gu 2014). 

 

 

2.2. Rebranding 
 

A brand is about survival for a company (Bergström 2012). The difference between branding 

and rebranding is that branding is a valuable asset for stakeholders, communicating values 

and promises to them. Rebranding however, is to change that identity and needs to be seen as 

a serious strategic decision that requires careful planning (Daly & Moloney 2004). 

Rebranding refers to a changing of a company’s identity and what values they communicate 

to stakeholders (ibid.).  

 

A definition of corporate rebranding is to build a new name that represents the brands position 

in the mind of stakeholders and a differentiated identity from competitors (Juntunen, 

Saraniemi & Jussila 2009). Corporate rebranding can be divided in two areas, first to 

corporate visual identity change, where name and logo change are included. Second, to 

internal processes such as value changes within the company together with employee 

participation and internal marketing. These two areas then lead to a process of planning, 

creating, and maintaining a new preferred image (ibid.).  

 

2.2.1. Reasons 
 

Reasons for rebranding a company can include a variety of things, usually the need to 

increase revenue is among them. Some examples of reasons to rebrand include; if the 

company has a confusing or nonexistent image, a new competitor is entering the market or the 

company wants to widen or change their position in the market (Todor 2014). Another article 

mentions reasons such as: a change of the corporate strategy or the corporate identity, a fusion 

or acquisition, a need to achieve a more positive image or to modernize the company’s 

appearance (Bolhuis, de Jong & van den Bosc 2015). In order to successfully rebrand there 
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should be a clear understanding of how and to what extent the brand will be changed, 

calculations and estimations on the benefits and costs of the venture, a well-working inner 

structure enabling the change from the inside-out and in what ways the stakeholders and 

customers will see the change in the company (Merrilees & Miller 2008). Partial changes or 

changes and improvements of all brand elements such as name, symbols, slogan, or any other 

contrarian aspects that develop or maintain brand equity (Roy & Sarkar 2015). 

 

2.2.2. Brand personality 
 

A well-known and often cited author about branding and rebranding is Aaker (1997), 

presenting how brand personality refers to the human characteristics that can be associated 

with a brand. A strong brand personality is a necessity in branding and rebranding and helps 

the company differentiate itself from its competitors. It also conveys benefits from the 

consumer perspective, hence a strong brand personality makes it easier for the consumer to 

identify with the brand. In concurrence with other research (Aaker & Joachimsthaler 2000), 

changes to a company’s brand elements affect how a consumer contemplates a company and 

how rapid change to visual brand elements such as logo, color, and name, can create 

dissonance of how the brand is perceived. Looking at former cases of rebranding, where 

superficial changes are made to brand elements, they have resulted in failure and caused harm 

to the brand equity.  

Brand image and brand identity are related elements, both essential when creating a strong 

brand, but with distinctly different definitions. Brand image refers to the consumer perception 

and include all associations and beliefs the consumer has about the brand, while brand identity 

originates from the company’s perspective i.e. producing products with unique features 

(Nandan 2005). By guaranteeing conformity between the concepts a company can strengthen 

their brand loyalty. The visual identity of a company is one part of a tapestry of the whole 

identity. When changing a visual identity is often part of a bigger company identity change. A 

strong visual identity can be an advantage against competitors (Melewar, Hussey & 

Srivoravilai 2005). When a logo or slogan is altered, it represents a new beginning for a 

company, in order to change the image to a more positive direction (ibid.). 

 

According to Nandan (2005) a strong brand image is developed over time. When going 

through a rebranding process, creating a brand image is started from scratch. New long term-

relationships need to be formed with consumers in order to create brand loyalty, which 

provides financial stability to the company. The company’s brand image is later measured 

through the nature of quality and feedback från consumers. On today’s market a rebranding 

process, involving creating a new brand image, includes developing new segments. Many of 

them related to technical advances. Being represented in online channels, always modifying 

the brand image, making it reflect the reality and portraying an accurate picture of the brand 

identity. There is no easy way to measure success or failure of a rebranding. The goals are 

often different, which means success should be measured through reaching of goals set at the 

beginning of the process (Stuart & Muzellec 2004). 
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2.2.3. Heritage Brands 
 

A dimension of a brand’s identity that is found through its core values, record of 

accomplishment, longevity, use of symbols and most important in the organization’s belief 

that their history is important. It is a perspective on the organization’s past, present and future 

(Greyser & Urde 2015). The word heritage comes from French and means to “inherit” or to 

pass on (Balmer 2013). Recently marketing and corporate communications have realized the 

importance and utility of history and heritage. It can be of inestimable value for brands to 

continue communicating their heritage and profiting from this (ibid.). Hudson, Bradford and 

Balmer (2013) mention two important spheres of heritage; authenticity and nostalgia. 

Authenticity is often seen as a true or false nature of people or objects. It is mostly 

characterized by the fact that originality is not only to be preferred but is also ethical. 

Nostalgia is seen as something powerful that reflects a person’s or a group’s yearning for the 

past. It represents the psychological reaction of the past connected to prior experiences or 

objects connected (ibid.). Especially many luxury brands have a long history, their heritage is 

known to create authenticity and nostalgia to the customer’s (Fionda & Moore 2009). During 

economically turbulent times, consumers tend to support brands with heritage. Heritage 

brands have more credibility, are more trustworthy and reliable (Wiedmann, Hennigs, 

Schmidt & Wuestefeld 2011). 

 

 

2.3. Brand communication 
 

It is a difficult task to develop a brand, first a value proposition is made (Vukasovic 2013). A 

company’s visual material is the statement of what the company is and how it views itself, 

which leads to how it is seen from the outside (Melewar, Bassett & Simões 2006). 

 

The popularity of traditional media such as television, radio and magazines has decreased. 

Consumers are mainly using social media sites when searching for information. This has 

transformed communication from one-way to multi-dimensional (Schivinski & Dabrowski 

2016). Social media or social networking sites have enabled the marketers and brand 

managers cooperate with consumers to enhance brand visibility (ibid.).  

 

2.3.1. Visually Communicating the brand 
 

Rowely (2004) mentions that both design and functionality is important when communicating 

messages on websites. She discusses different visual elements that communicate the brand 

values and messages. Some examples are colors, shapes, the layout, and combination of 

images (ibid.). Visual communication is used diligently within marketing and advertising 

communication (Kumar & Zubaidi 2014). The divergence of opinion found about the topic, 

only concerns how the rebranding process needs to be customized after every individual 

company. No company is exactly the same and adaptation of some sort is necessary to 

successfully rebrand (ibid.). 

 

Visual communication always starts with a sender, a person, newspaper, organization or other 

that needs to visually produce a message in order to communicate it to the recipient. The 

senders, or transmitters aim is to motivate or inform the recipient of something they want to 

communicate (Bergström 2012). There needs to be a channel of communication to the 
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recipient that is appropriate for the cause of the message being sent. Examples of these 

channels are; newspapers, posters, ads a webpage or social media such as Facebook (ibid.).  

 

The retail point of sale works as a tool of brand communication since the design can influence 

and support both the brand image and a successful strategy for retail (Alvarez & Favero 

2013). This leads the design of a store showing the advantages of all products, due to this each 

store looks different, according to the products they sell and the categories they fall into. 

Within the fashion industry, the details of the products are based on factors such as 

seasonality, ongoing renewal, and supply trends, leading to technical product promotion at the 

point of sale often need to be renewed as it quickly becomes “old”. To create an atmosphere 

for the point of sale that is ideal, it is necessary to use resources such as showcases, lightning, 

odors, music and brand (Alvarez & Favero 2013). A change of the visual communication does 

not always give the outcomes that are expected, in some cases this has backfired and led to a 

decreasing of sales for companies (Peterson, AlShebil & Bishop 2015). Visual 

communication can be implemented in a company in accordance to different theories. There 

is no unifying theory since visual communication is a collective concept incorporating ideas 

from many diverse traditions (Smith, Moriarty, Kenney, Barbatsis & Routledge 2004).  

 

 

2.4. Discussion of Subject 
 

Rebranding is a topic that has been extensively researched. The research has enabled us to 

understand that it is a broad subject and there are many ways to implement the concept of 

rebranding. In general, rebranding is what companies do to maintain and develop their brand 

image (Roy & Sarkar 2015). Todor (2014) lists examples of reasons to why a company 

chooses to rebrand. Reasons can be that a company has a confusing or nonexistent image, new 

competitors are entering the market or a brand want to widen or change their position in the 

market (ibid.). A main issue that arises when examining the subject of rebranding, is how the 

world is constantly changing and how this creates a need of change for corporate brands. 

Changes can be labeled as technological advancements generating new main communication 

channels for brand awareness. The main channels are no longer the traditional advertising 

channels such as TV, newspapers, and posters, today they mainly consist of social and digital 

medias (Schivinski & Dabrowski 2016). In combination with designs, a company needs to 

incorporate a way of standing out from competitors. The external communication should 

reflect the internal values, the key is to find the most effective channels and innovative ideas 

for reaching customers. (ibid).  

 

To enable a good result to the size of this thesis, the research will be narrowed down to the 

Swedish market for fashion menswear. Through the influence of Dior Homme at the 

beginning of the new millennium men’s fashion has gone through a renewal and new ideals 

for silhouettes and fits have formed (Rees-Roberts 2013). Even if men’s fashion can be 

considered more stable than women’s it is equally important for men’s fashion brands to 

renew their image in order to stay at the top of consumers’ minds (ibid.). A changing market 

environment as the one Dior Homme was responsible for can act as a reason in itself for a 

rebranding. It changed the customer demand in the market for menswear and became an 

unavoidable development in the design of garments for corporate brands active in the fashion 

market (ibid.). It is important to bear in mind that the changing fashion also generates a need 

to efficiently communicate this to customers. Successful rebranding is not only how internal 
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methods and strategies are executed, a big part of it is too how the brand efficiently 

communicates the changes to the market. 

 

A second focus area that will further narrow the research is the aspect of heritage for a 

corporate brand. As Balmer (2013) argues; a brand's heritage can be of inestimable value to a 

company and generates financial profit, and therefore unintelligent to subside. 

Communicating these values to external stakeholders and customers are important aspects to 

remember when rebranding, especially when still trying to keep the heritage (ibid.). Balmer’s 

(2013) research is one of the few that combines the value of heritage for a brand while 

rebranding, and will therefore be a standpoint source in this study. It will act as “starting point 

knowledge” and be the theoretical ground when trying to find results on why and how to 

successfully rebrand a corporate brand with heritage, in the Swedish fashion market for high-

end menswear.  

 

To get deeper knowledge and greater understanding about rebranding and to fill the literature 

gap of why and how to rebrand a corporate brand with heritage, we will conclude a case 

study. The case study will be performed on the Swedish menswear brand Oscar Jacobson, that 

recently went through a rebranding process. The case study company enhances the conflict 

between how a brand should be unvarying and deliver a strong and stable brand image, and 

how a rebranding process can cause instability and weakness in the new image. 

Oscar Jacobson is a company with over 100 years of experience in the menswear fashion 

industry and the company had an aim to keep its heritage during the rebranding. The topic 

will be discussed in the aspect of how to renew a brand and create a new brand image without 

losing the connection to the heritage and keep the aspect alive in the new brand. Oscar 

Jacobson started their rebranding process in 2008 and it was performed to survive and stay 

competitive on the market. We will collect material from the case study on why and how the 

company rebranded, which brand elements it changed, image, how they kept their heritage 

during this process and how these internal changes were communicated to the external 

market. By collecting empirical material in above mentioned areas we hope to reach a 

conclusion to our study. In the next chapter the purpose will be structurally presented and it 

will be accompanied by two research questions that will help us reach the purpose of this 

study. The study is partly written from the perspective of Oscar Jacobson and partly from a 

generic perspective to get an interesting viewpoint in the Swedish fashion market for high-end 

menswear.  

 

 

2.5. Purpose 
 

From research and discussion on the main topic rebranding, in combination with a case study 

of Oscar Jacobson, we have established a purpose for our thesis. The purpose of this thesis is 

to create a deeper understanding for corporate rebranding without losing its heritage, what 

methods are suitable in a rebranding process and how a new brand image can be 

communicated to the target consumer segment. We have chosen to emanate from the fashion 

industry, focusing on high-end menswear in a Swedish context. As an example we have 

conducted a case study of the Swedish menswear brand Oscar Jacobson, which will act as 

empirical data for the result chapter. Oscar Jacobson is a company with over a 100 years of 

experience in the business, therefore the rebranding process will be examined from a heritage 

perspective as well. It will deal with the issue of how a corporate brand can bring some of its 

heritage into rebranding, creating a new brand image without forgetting the foundation. The 
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purpose of the case study is to have an in depth look at company that recently went through a 

rebranding process, to improve the quality and relevance of the empirical material. The 

empirical material will be studied in in relation to theories of rebranding in the aim to find 

similarities and differences.  

 

Purpose: To create a deeper understanding for corporate rebranding without losing its 

heritage, what methods are suitable in a rebranding process and how a new brand image can 

be communicated to the target consumer segment. 

 

2.5.1. Question formulations 

 

• Why and how does a corporate brand rebrand their image, and communicate this to 

customers? 

• How can a brand rebrand itself and keep its foundation? 

 

 

2.6. Delimitation of Subject 
 

In order to demarcate our purpose, we have limited the research area. This research is focused 

on studying corporate rebranding with special focus on fashion in menswear. The research 

questions will limit the concept of rebranding and focus on answering the questions of why 

and how to rebrand a corporate brand, and how to renew a brand without losing their 

foundation.  

 

Theories of rebranding will be compared to empirical data from our case study of Oscar 

Jacobson which will narrow the study and the results will be presented from a perspective of 

the Swedish market. The theory of revolutionary versus evolutionary and the theory of “the 

four elements of rebranding” will act as a framework when analyzing the empirical material.  

The case study will also focus on the company’s brand communication strategies and how the 

new image and values are communicated externally. The study has excluded a consumer 

perspective to be able to focus and produce more reliable material on the internal changes of 

rebranding and how a corporate brand communicates these changes to the external market. 

Our focus is not to describe internal communications and human resource management 

related to the process, but focus on aspects influencing identity and image. It is however 

difficult to eliminate the internal processes that influence the external image. In order to fully 

understand and examine the brand image which is external, the brand identity needs to be 

evaluated.  
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3. Theoretical framework 
 

In this part, we present theories enabling us to later analyze our empirical material. The 

theories are separately presented with the headlines; Internal and external, the descriptive 

model and the rebranding mix “The Four Elements of Rebranding” 

 

3.1. Internal and external 

Roy and Sarkar (2015) discuss the need of rebranding and how the need for it can be traced 

back to changing market dynamics. It states two main divisions of corporate re-branding; 

internal and external causes. The internal can include changes in the business structure of the 

company that can design a new brand image and personality while the external factors are 

symbolized by the nature of competition, external stakeholders, changes in the marketplace 

and macroeconomic situations. Internal branding focuses on internal marketing and 

communication as well as human resource management. External branding refers to external 

marketing and communication to customers (Raman 2006). Figure 1. illustrates this. 

Corporate visual identity is an important tool when changes in a company are made. This can 

be both internal and external, and is used to improve the company’s self-presentation, but can 

also cause damage to the brand. Internal effects of the corporate visual identity as changes in a 

company’s identity while external effects are changes in the image (Bolhuis et al. 2015). 

Figure 1: External/Internal Environment (Raman 2006) 

 

 

 

http://search.proquest.com.lib.costello.pub.hb.se/indexinglinkhandler/sng/au/Roy,+Subhadip/$N?accountid=9670
http://search.proquest.com.lib.costello.pub.hb.se/indexinglinkhandler/sng/au/Sarkar,+Soumya/$N?accountid=9670
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3.2. Descriptive model 

 

Rebranding consists of two fundamental dimensions that are taken in consideration in a 

descriptive model. These are allowing variation in the degree that a change occurs for the 

brand (Muzellec & Lambkin 2006). The concept is described in agreement with the degree of 

change in the brand position and in the marketing aesthetics. According to this particular 

model, rebranding can be characterized as either evolutionary or revolutionary and are 

illustrated in Figure. 2. Evolutionary rebranding is when a minor change or development is 

made in the firm’s brand positioning and marketing aesthetics, and is so progressive that it is 

barely detectable from outside viewers. This can for example be when a company chooses to 

get a fresher look by adjusting the logo, but the change is small and not easy to study. 

Revolutionary rebranding is the opposite, and describes a major change that is identifiable in 

the positioning and the aesthetics and may redefine the firm. A revolutionary change can be 

for example the change of a name (Muzellec & Lambkin 2006). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2: Descriptive model (Muzellec & Lambkin 2006) 
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3.3. The rebranding mix “The Four Elements of Rebranding” 
 

The rebranding mix is a model that has contributed to the understanding of the basic concept 

of rebranding (Muzellec, Doogan & Lambkin 2003). This model has the intention to explain 

what the rebranding process really entails. It argues that four distinct stages are essential in 

the process, these are: repositioning, renaming, redesign and relaunching (communicating the 

new brand). According to the model, each of these elements need to be undertaken by the 

brand. In the repositioning phase the decision is taken to try to create a new position for the 

company in the market, in the minds of customers, stakeholders, and competitors. Brand 

positioning is an important aspect in a company and needs to regularly be adjusted in order to 

stay in tune with the market. Sometimes a reparation needs to be done of the brand position, 

which means rebranding. Renaming is the second phase and a brand name is the core 

indicator for the brand, and lays in ground for communication and awareness. The name 

defines both corporate identity and image, which makes it a valuable asset. Therefore, 

renaming is sometimes considered necessary when the brand wants to communicate a strong 

signal of change to stakeholders and customers when change has occurred. Redesign, the third 

step in rebranding refers to all elements of a company’s livery such as advertisements, annual 

reports, stationery, and brochures. These are the visual manifestations of the desired position. 

The last stage, relaunch, refers to publicizing the new brand and determines how the public 

will view the new brand. It refers to how it is being communicated to the public and can for 

example be through press releases or advertisement. 
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4. Methodology  
 

The third chapter describes the methods that have been used in our research and how we 

have handled empirical material. It presents methodology from a scientific perspective as a 

basis to the design of the study. This chapter also presents our case study, sampling, and 

contact method, managing references and ends with a reflection of the methods used 

discussion the trustworthiness and reliability of the study.  

 

 

4.1. The hermeneutic viewpoint 
 

The hermeneutic viewpoint can be defined as the science of interpretation (Bryman & Bell 

2015). Hermeneutics has developed from being a method for interpreting and analyzing text, 

to becoming a method more focused on generally studying a human phenomenon (Andersen 

1994). Our study is carried out with a hermeneutic viewpoint, aiming to interpret, and create 

an understanding for the studied object as a whole, in our case, the rebranding process of 

Oscar Jacobson. The object we are studying is of social breed and we will in accordance to a 

qualitative study with a hermeneutic perspective seek to describe, translate, and come to terms 

with a meaning of our main subject, rather than measure frequency of a phenomena in a social 

world (Muganga 2015). When analyzing the empirical material from Oscar Jacobson, we will 

in conformity with hermeneutics, acknowledge the bias from us as researchers and impregnate 

it into the text, along with the interviewee's standpoint to reach a new understanding 

altogether (Bryman & Bell 2014). We will also aim to unveil a range of possible meanings 

and resist the concept of objective reality (Muganga 2015). 

 

4.2. Thematic analysis 
 

The path we have used concerning the data analysis is a thematic analysis, which is one of the 

most common approaches when it comes to qualitative data analysis. Thematic analysis does 

not have a specific series of procedures, but it does have suggestions of a framework that 

includes repetitions, metaphors and analogies, similarities, and differences etc. (Bryman & 

Bell 2015). The key concepts; branding, rebranding, communication, market, and image in 

combination with the responsibilities of the interviewees acted as a foundation when 

constructing the main themes for the interview questions. We have also analyzed interview 

transcripts using a thematic approach in the way where we have selected relevant answers 

from the respondents and placed them in themes within the result chapter of the study. The 

themes we have constructed are; causes for rebranding, strategies for rebranding, brand 

identity and core values, brand image outcome, brand communication.  

 

4.3. Design of study 
 

Main sequences in qualitative research are more controversial to eliminate than in 

quantitative, since facts are not hard facts (Bryman & Bell 2015). This is the case since 

qualitative studies show less codification of the research process. Our study is designed as a 

qualitative case study through semi-structured interviews. To follow the characteristics of 

qualitative research, we have enhanced focus on understanding the phenomena of rebranding 

a corporate brand, using research questions without fixed limits or restrictions. We will also 

http://tyda.se/search/hermeneutic?lang%5B0%5D=en&lang%5B1%5D=sv
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look at the option of unlimited description and special strategies to strengthen the credibility 

of the design (Muganga 2015). The study was conducted according to the theory for methods 

in qualitative studies. Our process had the basic structured as follows:  

 

1. Establishing general research questions  

2. Selecting relevant sites and subjects 

3. Collection of relevant data 

4. Interpretation of data 

5. Conceptual and theoretical work, followed by collection of further data if needed, and 

specification of the subject 

6. Findings and conclusions  

(Bryman & Bell 2015) 

 

4.3.1. The case study 

 

The type of research design used in this study makes it a case study. What differentiates a 

case study from other types of research designs is the focus on a fixated situation or system 

(Bryman & Bell 2015). Proponents of a case study design usually favor qualitative research 

studies, since they are viewed as good and helpful when examining detailed cases. The case 

study is a single organization study and was performed of the Swedish menswear brand Oscar 

Jacobson, with the aim to reach an intensive analysis of a single case of rebranding. Oscar 

Jacobson is mainly active on the Swedish market, producing high-end menswear for a wide 

spread customer segment. The brand started a rebranding process year 2009 and since then the 

company has almost doubled their revenue reaching 229 million SEK in 2015. According to 

Oscar Jacobson their vision is to create timeless pieces with stylish details through 

craftsmanship. Through the design of their products they want to convey their Anglo-Saxon 

cultural heritage, Italian tailoring, and Scandinavian simplicity (Oscar Jacobson 2013-2016).  

The company has its’ own stores in Scandinavian markets; Sweden and Norway. They are 

opening several new stores and by the end of 2017 the store count increases to 10-11 stores. 

Resellers can be found in many European countries; United Kingdom, France, Monaco, 

Germany, Switzerland, Netherlands, Poland, Finland, and Denmark. They also have one 

reseller in Turkey and one in Singapore (Oscar Jacobson 2013-2016). Oscar Jacobson as a 

brand does not aim to be the trendsetters on the market, they want to focus on what they are 

good at, good quality suits (Thofelt 2017).   

 

In line with the idiographic approach for a case study, as researchers we had the main concern 

to clarify the unique features of our case (Bryman & Bell 2015). We have selected our case 

company according to Bryman and Bell’s (2015) approach of selecting a case object from 

where the learning opportunity is the biggest. The type of case study we performed at Oscar 

Jacobson can be defined as an intrinsic case. A case where we focused on gaining insight into 

a specific situation, rather than looking at other cases and study a generic issue. The case 

study was about getting an in-depth clarification of why and how Oscar Jacobson rebranded 

with an abductive tradition of the relationship between theory and research. The empirical 

material was collected through semi-structured interviews with five people at Oscar Jacobson, 

with positions in the company with relation to the rebranding process. The sampling method 

will be further presented in the next paragraph.  
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4.4. Sampling and contact method 
 

The sampling method for case studies is generally performed without generalization of the 

main population and instead performed from a more analytic point of view (Bryman & Bell 

2015). This is the approach that was followed when sampling empirical material from our 

case study. We have also taken the hermeneutic viewpoint of sampling into account and used 

small sample sizes, in our case five interview objects, and interpreted the human experience in 

forms of words (Muganga 2015). The sampling was conducted in relevance to answer the 

research questions with a clear standpoint of what is counted as relevant. Relevance can in our 

case study be defined by the interview themes. The interview questions were formulated in 

accordance with the field of responsibility of the respondents and with the key concepts as a 

foundation. The key concepts are: branding, rebranding, communication, market, and image. 

 

The sampling method in this study can be described as non-probability and purposive 

sampling, since the interviewees were not sought on a random basis, instead sampled in a 

strategic way, so that the samples were relevant to our research question. We sampled the case 

study in accordance to typical case sampling, where sampling is achieved through focusing on 

a specific dimension of interest. In our case, the rebranding process of Oscar Jacobson. In 

order to achieve variation in the results, we chose respondents within different areas of 

expertise within Oscar Jacobson. Non-responses can be excluded in the case study, since all 

interviewees that were targeted within Oscar Jacobson agreed to participate. 

 

The semi-structured interviews were performed following Bryman and Bell’s (2015) 

approach of having a list of predetermined questions, an interview guide. The interview guide 

was designed with open-answer questions leaving space for discussion, if necessary. The 

interviewees were chosen based on their extensive knowledge of their fields and in the 

processes within the commercial activities behind the rebranding. The division of interview 

questions into themes expressed which topic the question was associated with and led to 

avoiding confusion of what questions the interviewee should have answered.   

During the study, contact with the case study-company Oscar Jacobson has been maintained 

through meetings and phone calls, as well as emails. The interviews were performed 

separately and recorded to increase the authenticity. The interviews were carried out with 

retail manager Magnus Windahl, marketing coordinator Frida Thofelt, E-commerce manager 

Pia Adermalm, creative director Mats Pettersson and store manager Stefan Nilsson. All 

interviews, except for two, took place at Oscar Jacobson’s head office in Stockholm during 

April 2017. One of the interviews wasn't performed at the head office, the interview with E-

commerce Manager Pia Adermalm was conducted in the Oscar Jacobson office in Borås. The 

interview with Marketing Manager Frida Thofelt, was done by email, since an initial meeting 

time was cancelled due to conflict of schedules.  

 

4.5. Presentation of empirical material 
 

In a qualitative method documented material needs to be presented and relevant data needs to 

be selected or excluded (Nylén 2005). There are many different production strategies when 

presenting the empirical material. Nylén (2005) describes the case description as one of them. 

This strategy aims to present data that comprises a case that should mediate a clear picture of 

the studied reality. The case in this study is Oscar Jacobson and the empirical presentation 

aims to give the reader facts of the studied reality.  
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The empirical material we have collected through interviews with managers at Oscar 

Jacobson, is comprehensive and relevant for us in order to reach the purpose of the study, 

since it represents data coming from a diverse range of occupations within the company. The 

research has been focused on receiving and understanding meaningful material coming from 

experiences from members in the company, which according to Bryman and Bell (2011) is 

important to have in mind when collecting relevant data. Relevant material has been presented 

in the result chapter, according to a case description and with the purpose to lay the 

foundation for the upcoming analysis, which is in accordance with the description of Nylén 

(2005). Through a thematic analysis, we have presented the empirical material and analyzed it 

by comparing it to previous research and the presented rebranding theories in the analysis 

chapter.   

 

4.6. Handling references 
 

In this study, we have used the Harvard method when referencing academic articles and 

books. The empirical material we have received through interviews has been collected in 

Swedish. The interviews were documented by both recording and transliterating, all 

interviews acted as empirical evidence to support the analysis and conclusion of this study. 

We are aware that translating quotes, means there is a risk of losing meaning of the content 

when translating the material. To increase the reliability of citations we have presented in 

English can be found as an attachment in the original language (Swedish). 

 

 

4.7. Reflection of Method 
 

4.7.1. Reflection on material acquirement  
 

To start collecting empirical material we did research on who would be fitting to be our 

respondents, in order to acquire the empirical material needed. We conducted all interviews 

with respondents in management positions at our case company. We chose to conduct semi-

structured interviews when collecting the empirical material, this provides a balance between 

a structured interview and a qualitative interview. Some issues are raised when doing a 

structured interview. One problem is if the effect of the interviewers’ characteristics on the 

interviewee are distinct and can affect their answers. The other alternative, qualitative 

interviewing, means conducting more of an open interview, where the interview becomes 

more of a conversation between the interviewer and interviewee. According to Bryman and 

Bell (2011), if researchers in the beginning stage have a fairly distinct focus on the research 

on a topic, it is common to use semi-structured interviews to address more specific issues. We 

find that semi-structured interviews are the best choice, since they can be described as 

competence-based interviews, and in our case, interviewing management of the company in 

order to get the most relevant answers to become the empirical basis of the study. We find 

that all interviews have given us enough information for the study.  
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4.7.2. Reliability of the study 
 

Reliability refers to measure the stability of a concept and validity refers to whether indicators 

that are meant to measure a concept succeed or not. The concepts reliability and validity are 

not always optimal terms when evaluating a qualitative study, since the concepts are 

vulnerable for fixation. One reason why the concepts reliability and validity are not the best 

terms for a qualitative study, is because absolute truths are not always the case in the social 

world. The study reaches credibility, which is a criterion within trustworthiness, in such a way 

that there can be more than one aspect of social reality (Bryman & Bell 2015). This applies to 

this study, since it is a qualitative study where we examine questions as why a company 

rebrands and how they do it. The answers we receive are not absolute facts and therefore the 

concepts reliability and validity are not optimal. 

 

Better concepts suggested when describing a qualitative study are authenticity and 

trustworthiness (Bryman & Bell 2015). Within the concept trustworthiness are the criteria; 

credibility, transferability, dependability, and confirmability. Dependability is parallel to 

reliability in quantitative research and requires that records of all steps in the research is kept. 

We have described the study and its process to increase the dependability and the accuracy of 

the study. Confirmability is reached when a researcher does not allow any personal thoughts 

or values in the findings, which we also kept in mind when analyzing and presenting the 

findings. In the case of transferability, we reach when thick descriptions provide others with a 

rich database for making judgements about the possible transferability of findings to other 

environments. Thick descriptions are produced through qualitative research that describes 

details of the culture, in our case the brand. Authenticity raises a broad set of issues regarding 

the wider political impact of the research (Bryman & Bell 2015). A criterion included is 

fairness, among others, this means if the research fairly represents the different viewpoints 

among members in the case. Since the interviews are conducted with several people with 

different positions within the company, we consider that we accomplish this criterion.  
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5. Results 
 

We begin this part by introducing our empiric evidence from conducted interviews. All the 

information on the rebranding process is gained through our interviews with; retail manager, 

marketing manager, e-commerce manager, creative director, and flagship store manager, of 

Oscar Jacobson.  

 

5.1 Causes for rebranding  
 

An important aspect of the rebranding process of Oscar Jacobson is the reason behind the 

renewal. Both head of retail Magnus Windahl and creative director Mats Pettersson (2017) 

said that the company was a “diamond in the rough” when they first arrived. According to 

them, Oscar Jacobson had huge potential but had a “dying customer segment”. The brand had 

aged with the customers, offering the finest suits in the middle of the 20th century all through 

80’s and 90’s. The same customers shopping in the 80’s and 90’s were still the main 

customers up until 2010. The issue with an aging customer segment, was the fact that older 

men, even if they were loyal customers, purchased very few items in quantity. This led to 

weakened financial results for the company and action was needed in order to broaden the 

customer base, to include men with more purchasing power. The company was at kind of a 

stand-still, says store manager Stefan, there was a need of renewing the company in order to 

survive past the next couple of years. The aim of the renewal and reorganization of Oscar 

Jacobson was to modernize the brand image and expand the customer segment to include the 

younger generation.  

 

The rebranding was kicked off by the weakened financial results and the shift in ownership, 

being bought by an investment firm. New management was introduced with the aim of 

renewing the aging brand. When the new management was introduced during 2009, they 

decided the suits needed to be renewed. The fits up until the time of renewal were different 

from what the mass market was craving. At the time, the company’s most selling fit was a 

loose-fitting suit jacket, an “American fit”, according to creative director Mats Pettersson 

(2017). When he started at the company they decided the fit needed to be made more narrow 

and natural in shape, the customer should feel as comfortable in a suit as when wearing a 

sweater. 

 

5.2. Strategies of reshaping a century old brand 
 

Oscar Jacobson was initially forced to create an alternative, or sub-label as they call it, 

Sartorial Leisure, to bring new associations to the brand. Creating this sub-label enabled the 

brand to introduce their new modern fit suits, without being associated with the older man, as 

they were with the name Oscar Jacobson. Through this strategy, Oscar Jacobson was able to 

expand their resell network to new outlets, focusing on a younger demographic. That 

repositioning may have not been possible through their old brand, because of the associations. 

After the new suit designs took off under the name Sartorial Leisure, the label was removed 

and everything was named Oscar Jacobson again. The sub-label was also an effective strategy 

for the brand to keep its heritage but at the same time renew the brand's design and image. 

The new name gave the company a new position in the market at the same time as the old 

name was kept internally as a market figure getting ready for a relaunch. As the marketing 

manager expressed it; I saw a huge potential in the brand Oscar Jacobson but in my world, it 
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was easier to change the path with the name Sartorial Leisure than with the name Oscar 

Jacobson (Windahl 2017). The old name holds knowledge and experience in tailoring that the 

company wanted to survive the rebranding. Keeping the spirit of the old name alive internally 

while the external market saw a new brand name, made this possible. 

At the same time when the sub-label was created to sell the refreshed designs, Oscar Jacobson 

also chose to eliminate some resellers they felt were making the brand less attractive, the 

brand was sold in the wrong stores that did not correlate with their intended new image. 

 

It was important for Oscar Jacobson to vitalize the brand, meaning that they were not afraid to 

take the steps necessary to produce new, but fitting products within the brands frame. They 

wanted the customer to feel comfortable and recognize the products offered, along with 

offering them new and exclusive products every season. The creative director describes all 

steps in the design process and how they have changed; firstly, there is a kick off about a year 

and a half in advance, where a theme is chosen and then the key colors are selected. The 

fabrics are developed according to the guidelines and sample collections are made. He 

mentions that, before the restructuring the design process looked a lot different. Product 

development was started much later and they purchased fabrics made by others. He says the 

process has significantly improved, the colors in a suit can be matched to fit each other, the 

designers can influence the materials starting from dyeing of the threads for fabrics. ”It 

becomes a whole look, therefore it is a very big difference compared to 2008” (Pettersson 

 2017). Mats the creative director says the sourcing countries have mainly remained the same 

since before the rebranding, the focus has always been quality, a factor that has not changed. 

The main design aspect that has changed is the fit, it has become more suitable for younger 

generations, a narrower fit. Today, the bestselling styles are pieces from the new narrow fit 

collections, whereas the older styles are only 10-15% of sales.  

 

A brand element that the company has adjusted is the brand logo. It has been made sharper 

through a silver font, appearing on a brown background, the old logo was colored black on 

white. The hangtags have also been changed, formerly looking like “plexi-blocks”, hard and 

plastic in black and white, making them look very old fashioned and more fitting in the 

nineties, to a more modern look. Today, the hangtags look different depending on the 

department they are being used in. For example, in the sports collection, a green tag is added 

to the brown and silver hangtag. According to retail manager Magnus, it was not nice working 

with the old hangtags since they were not aesthetically pleasing. 

 

Oscar Jacobson’s communication and use of media channels has changed in correlation with 

the rebranding process. According to the company’s retail manager, the channels that are used 

to reach the target segment, have not only changed, but the number of channels has increased 

as well. In pace with the expansion it has been necessary to change media channels, in order 

to reach the desired target segment. During the rebranding process, the marketing channels 

were evaluated and a selection was made. The retail manager exemplifies the changes by 

explaining how the company still uses more traditional marketing channels, such as 

magazines, but the company has changed which magazines they want to be exposed in. 

Today’s marketing channels are magazines, ads, posters, events, exhibition, partnerships, 

web-store, and online based advertising. According to retail manager Magnus Windahl, the 

main channels for marketing the brand image is King Magazine and Instagram, if measured in 

most frequently updated channels. The social media accounts connected to the company, 

foremost Instagram, is used to create a closeness to the consumer, a feeling of authenticity, 

says the marketing manager. The consumer has the ability to receive news and follow the 

company more closely by taking part of photo shoots, receive invitations to events, ads, 
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invitations to contests etc. In summary, the biggest changes of communication channels were 

the increase of new digital channels and the selection of old channels. Previously the main 

channels of communication consisted of traditional channels, such as print media. 

 

 

5.3. Core values and brand identity  
 

Oscar Jacobson see themselves as a sophisticated brand. The core values of the company are 

style, personality, and heritage. The core values should coincide with the brand image 

expressed externally to customers. Their values have been a part the company since the start 

in 1903. In combination with the original core values, there are two values that have been 

included in later years, internal values. The internal values are outcome and innovation.  

 

Heritage is something that has been a focus of the company for a long time. Heritage comes 

from the fact that they have the know-how of many years of skillful craftsmanship. Even 

though many different people have worked in the company, knowledge is “within the walls” 

(Windahl 2017). Heritage is something the company believes in as it is a part of the core 

values and is a strong force internally. Since they have focused on modernizing the company 

during the last 8 years, heritage is not something they have strongly communicated to the 

customers. They want to honor the heritage from 1903, but it should not weigh down the 

refreshed more modern image.” There are many brands that have that have worn out the 

word heritage, without actually having a heritage for real” (Pettersson 2017). Creative 

director Mats says, heritage is something they might promote a little more in the future. The 

marketing manager at Oscar Jacobson explains that the heritage in the company is brought to 

light through their dependable work and great knowledge. She also says that the heritage is of 

great value for the company, especially when presenting the company for new markets. Retail 

manager Magnus says heritage is not a big focus at the moment as it feels very “fake” and not 

something consumers are very interested in at the moment. 

 

Creative director Mats describes the customer, he says they are men that care about 

themselves, about life and about being attractive. What they aim to communicate to the 

customer is their stylish garments. Quoting the marketing manager: “We never talk about 

trend, we talk about style and quality” (Thofelt 2017). Retail manager Magnus tells us that he 

often hears friends and acquaintances complementing their products. He does however add 

that he would like the brand image to be more of a subject when receiving feedback. He 

points out that the overall image should be positive, consisting of both the brand as well as the 

garments.  

 

Oscar Jacobson sells a lot of the same fabrics as some of their higher-class competitors sell 

for about three or four times the price, Mats Pettersson says it’s important the customers now 

that they use high quality materials. “That is also how we gain credibility” he says. He uses a 

comparison of collection offering to the menu at a restaurant, “The menu should be 

recognizable, there should always be some innovation and some new things offered”. The 

guidelines they use always focus on their four core values; “style, personality, heritage and 

innovation” (Pettersson 2017). 
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5.4. Mediating the message  
 

The importance of visual communication has increased for the company as they have gone 

from being a suit manufacturer to becoming a concept brand, they now offer customers entire 

outfits. When communicating the brand image, important visual factors in Oscar Jacobson 

stores, are a combination of regularly updating dolls, signs, the windows out towards the 

street and continuously updating the store. This is important because some loyal customers 

visit the store as often as once a week. In order for them to be interested and captivated by the 

products offered, the store has to be updated and a sense of novelty needs to be 

communicated. Oscar Jacobson’s visual merchandising manager comes up with one image 

per month, which becomes the promoted theme for that particular month. According to 

Stefan, a combination of the visual factors and the material from the visual merchandiser, 

makes Oscar Jacobson very good at their visual communication in stores. A whole concept is 

being communicated in stores today, and it is easy for customers to find a jacket matching a 

specific shirt etc. The clothes are hung according to colors and cohesiveness. It is also 

important for them that cohesiveness exists between all stores in order for customers to feel 

like they are in an Oscar Jacobson store. Before the rebranding, visual merchandising was not 

structured like this. Instead, clothes were hung depending on sizes, not styles, this made the 

stores look more like “basic” stores, and it was more difficult for customers to easily find 

what pieces were supposed to be matched.  

 

A substantial change that happened simultaneously with the rebranding of Oscar Jacobson 

was that a lot of the advertising became digital. Before the restructuring, marketing was 

mainly focused on printed paper media, which the company still uses today, however in a 

much smaller extent. One of the communication channels that were changed is the website. 

The e-commerce manager, she calls the web page a store, a flagship store. E-commerce 

manager lets us know that there are only a few differences between online and store, and that 

purchasing assortment is almost the same for both outlets. The webstore is coordinated after 

the same agenda as the physical stores with equal pricing and visual features. “We see our 

web store as a digital flagship store” (Adermalm 2017). An overall goal is to make the web 

store more informative and consumer-friendly to increase the conversation rate. Another 

future goal is also to sync the website with the physical stores. This means that the customer 

will be able to go online and check product statuses in store. They will be able to “collect in 

store” and be able to reserve products in store through the online channel, creating an 

omnichannel. “This is something we see as an important consumer-tool for the future” 

(Adermalm 2017).  

      

One relevant factor when researching a company’s brand communication, is to look at the 

relationship between the visual expression in stores and other marketing outlets, such as social 

media. Retail Manager Magnus says, they are working on having the same visual expression 

in both channels, stores and digital media. Head of Visual Merchandising receives a visual 

merchandising plan from marketing coordinator Frida Thofelt. He then should develop it, in 

order to connect the plan with how the collection is going to look in stores. All the stores have 

their own appearance, all of them don’t have the same exact products, but there is a 

cohesiveness throughout the stores. When display windows are changed in the stores, the 

Instagram-account is updated. The different channels become synced with each other. The 

Instagram-account is then continuously updated in the same theme throughout the period.  

 

Marketing Manager, Frida Thofelt, explains that for every season a plan is created on how 

they are going to communicate the same message on all units within the company. The same 
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image that is shown online, should be communicated, or displayed in the window in store. 

Busts should be dressed in the same garments and be styled according to instructions from the 

Visual Merchandiser. The external message should be clear. Retailers also get information of 

what is the style of the month so they can prepare purchases and make sure they have enough 

stock of the items in focus. 

 

5.5. Image outcome  
 

Looking at the past years since the rebranding started the company has achieved a lot of what 

it had set out to do. Sales have climbed since 2010, and the customer age range has become 

considerably wider. Mats the creative leader of the company, speaks about how one of the 

workers at a store told him how he “... started out making a sale to a customer about 75-80 

years old, after that a 16-year-old buys a graduation suit “(Pettersson 2017). “We want to 

target the modern man…” says Magnus. The aim for Oscar Jacobson has never been the 18-

year-old but that’s where our customers’ age starts, up until the 60-year-old, the biggest 

change since the rebranding has been the younger customer group. Brand awareness has 

grown through refreshing the brand, “today people are talking about us everywhere, we are a 

hip brand…” (Nilsson 2017). He continues to say that when people would hear that he works 

for Oscar Jacobson, the reaction before was “Oh you work at Oscar, do they have any clothes 

for you?” (Nilsson 2017), whereas the reaction now, is more admirable and people often 

mention how many nice things they sell. “We see ourselves as style-guidance´s”. Quoting the 

marketing manager: “We never talk about trend, we talk about style and quality” (Thofelt 

2017). 
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6. Analysis of empirical material 
 

This chapter aims to analyze the empirical results in connection with the theoretical 

framework previously presented. The themes presented here are the extent of rebranding, the 

reasons behind starting the process as well as the connection between brand identity and 

brand image, in connection to models presented in the framework. 

 

6.1. Brand survival 
 

There are many reasons to why a company chooses to rebrand and different strategies when 

doing so. According to Todor (2014) one reason for rebranding is if a company wants to 

widen or change their position in the market. Another reason is the need to achieve a more 

positive image and to modernize the appearance of the company (Bolhuis et al. 2015). 

Another, obvious reason for rebranding is increasing revenue of a company (Bolhuis et al. 

2015). When reviewing the case of Oscar Jacobson all the reasoning’s mentioned are highly 

relevant. They had the need to rebrand their company since their business was no longer 

viable, or would not be viable for long. Their elderly customer segment had a lesser 

purchasing power than the younger generation. A change needed to be made, the whole 

company needed to be reorganized in order to reach younger men, increase sales as well as 

modernize their image. Hameide (2011) argues that branding has been a necessity for 

companies ever since the second half of the twentieth century. When customers lose interest 

in a fashion brand due to old fashioned fits and styles, they quickly become uninteresting. 

This is where the difference between branding and rebranding is relevant. Oscar Jacobson 

needed to renew the antiquated brand elements that weighed down their image. When the 

assortment had been evolved, the changes needed to be mediated to the market. In order to do 

so, Oscar Jacobson changed focus on their resell outlets, enhanced brand elements like logo, 

hangtags, advertising images and their look was made cohesive through all channels. Today 

the company focuses more on digital medias and evolving their webstore. There is still some 

print media involved in the brand communication, but outlets are chosen carefully in order to 

reach the right demographic and transmit the right type of message from the company. 

Survival, according to Bergström (2012), is the most important aspect for a company.  

 

Muzellec et al. (2003) have contributed to the research of rebranding with a model they call 

“the rebranding mix”. In this model four stages of the rebranding process of a company are 

being illustrated as the basic concept of rebranding. The stages are repositioning, renaming, 

redesigning and relaunching. Comparing this model with the Oscar Jacobson’s rebranding 

process, enables us to realize goals and reasons that have led to a rebranding of the company. 

When comparing Oscar Jacobson’s rebranding process with the stages in the model that 

Muzellec et al. (2003) introduced, we realize that there are many similarities, which help us 

understand the process that they have been through and helps us draw the conclusion that 

following this process helps a brand manage and succeed with their rebranding. 

The first stage is repositioning, which is something that Oscar Jacobson has intended to use as 

a way to widen and renew their customer segment. The reason for wanting to reach out to 

more customers was mainly in order to survive, as their existing segment was aging. Survival 

has always been the biggest reason to why the company wanted to rebrand in the first place. 

When it comes to the second stage, renaming, they did not rename the whole company. The 

sub-label, Sartorial Leisure, made it possible for the brand to introduce a more modern look 

and slowly start to build the new brand image without completely losing the associations to 
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the old image of what the brand represented. This is in tune with the model that argues that 

the name of a brand is a valuable asset. The third step, redesign, has been adopted by the 

company. The main element requiring renewal was the product itself. The older generation 

quite enjoyed the wider fits that were created before the 1990’s, but they had no appeal on the 

newer generation of office workers, who were intrigued by the narrow silhouettes introduced 

at the beginning of the 2000’s. Relaunching, which is the last step of the process, has also 

been present in Oscar Jacobson’s rebranding, the core values are constantly being 

communicated internally. After the internal process of rebranding was begun it needed to be 

communicated externally. Through the interviews of Oscar Jacobson it is clear that the 

communication methods are carefully planned in order for them to be cohesive throughout all 

channels. When going through a corporate rebranding, new long-term relationships need to be 

formed with consumers. It is important to create brand loyalty (Bolhuis et al. 2015).  

An important way of communicating a brand is through the retail point of sale, where design 

of the store influences the brand image and successful retail strategy (Alvarez & Favero 

2013). It is relevant for Oscar Jacobson to have the same visual expression in physical stores 

as well as online channels. When a window display is changed in stores, social media 

accounts are updated. This also coincides with the fact that seasonality and an ongoing 

renewal plays a big role in the fashion industry and that the point of sale becomes “old” 

rapidly and needs to be renewed (Alvarez & Favero 2013). Looking at the relationship 

between the visual expression in stores and what the marketing in different channels looks 

like, is another important factor when communicating a brand visually. In Oscar Jacobson’s 

case the important visual factors are a combination of regularly updating dolls, signs, and the 

windows in order to keep customers interested. When it comes to the stores not all of them 

look exactly the same but they follow a structure, and understanding this makes us realize that 

it is important for them that customers can see that they are in an Oscar Jacobson store. Visual 

merchandising is an aspect that has been altered since the rebranding process began. The 

company did not put as much focus on their retail outlets, the cohesiveness of their image in 

stores or how the items were presented to customers. Another thing they want to communicate 

is the fact that they focus on quality and style rather than trends. This permeates everything 

they do from visuals in stores, to the products they offer.  

The changes Oscar Jacobson went through regarding communication channels and media, can 

be linked to Schivinski and Dabrowski (2016) view on social media and transformation of 

communication channels. Instagram is a multi-dimensional communication channel that 

Oscar Jacobson uses, it enables communication with both consumer and company in an open 

way (Schivinski & Dabrowski 2016). It is important for Oscar Jacobson to create this multi-

dimensional communication in order to satisfy customers craving this type of communication. 

If this type of communication is not offered customers might forget the existence of the 

company completely as it does not appear on their chosen way of looking for information on 

brands. 

 

6.2. The theory of Evolutionary or Revolutionary 
 

Oscar Jacobson started off as a top brand within men’s suits, they had succeeded in creating a 

loyal customer base and business was doing well. They were the brand men turned to when in 

need of suits from their start in 1903, all through the end of the 1990’s. However, when the 

millennium changed so did consumer’s preferences. They still had their loyal customers, but 

the problem became that they could not recruit new customers from the younger generations. 

Technologies evolved, traditional marketing channels through print, were exchanged to use of 
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the internet, and later social media. In order to survive a rebranding process needed to be 

started. 

 

One of the important aspects of rebranding is to which extent the brand should be changed. 

 Muzellec and Lambkin (2006) suggest, there are different dimensions of how a brand can 

change during rebranding. The dimensions tell us to what degree the brand changes, in the 

position and marketing aesthetics. One of these is evolutionary rebranding, which describes 

when a minor change or development is made in the firm’s brand positioning and marketing 

aesthetics, and are barely detectable by outside viewers. The other one, Revolutionary 

rebranding, is however when a major change is done and it is identifiable in the positioning 

and the aesthetics, which may redefine the firm. In the case of Oscar Jacobson, the rebranding 

has been done in a way where colors, silhouettes and other visuals have been changed. The 

rebranding also brought changes to market position, design and target group. The changes that 

Oscar Jacobson has done, can be argued to fit with the theory of revolutionary rebranding. 

Contradicting evolutionary rebranding are the large changes Oscar Jacobson did, such as 

changing their target group, market position, brand image etc. However revolutionary 

rebranding is symbolized with a name change, and even if Oscar Jacobson did not 

permanently change the company name, it can be argued that there are more traces of the 

revolutionary theory than evolutionary, since the company did change their name in the 

beginning of the rebranding, to be able to enter a new market segment and attract new and 

younger consumers. The theory of Muzellec and Lambkin (2006), of two rebranding 

dimensions can be questioned in Oscar Jacobson’s case, since there are elements of both, even 

if evidence points to more of a revolutionary rebranding. 

 

6.3. Brand identity and brand image 
 

As Aaker and Joachimsthaler (2000) argue, in unison with Keller and Lehmann (2006), a 

strong brand personality is necessary in branding and rebranding, and helps the brand 

distinguish itself from competitors. In order to reconstruct a brand, the process has to include 

changes to brand elements, which create a modernized, or possibly, a completely new brand 

personality. According to Aaker (1997) changes of a company’s brand elements, will affect 

how the consumer perceives a brand, and how rapid changes to a brand’s visual elements can 

create dissonance between the company and the consumer. To avoid the dissonance between 

consumer and customer, Oscar Jacobson started to produce their new modernized products 

under the new name Sartorial Leisure. Renewing a brand by creating a new sub-label, but at 

the same time keep the old brand name, falls in line with the conflict of how to rebrand with 

heritage. It shows that a possible method for rebranding without losing heritage, can be done 

by creating a sub-label with a separate name during the transition period. The sub-label, under 

a different name, made it easier to create new brand associations in the minds of the 

customers during the transition period and Oscar Jacobson could continue establishing 

themselves, within a new younger segment.  

 

In accordance to Balmer (2013) marketing and corporate communications have realized the 

importance of heritage and history. It can be of inestimable value for a brand to continue to 

communicate its heritage, and if done right, result in profit. During the rebranding Oscar 

Jacobson kept some of the old-style garments, and did not change brand elements such as 

logo and colors right away. The changes to visual elements happened gradually with the aim 

of creating a new brand image, without forgetting about the past. Not forgetting about the past 

and keeping a brand’s heritage is what Fionda and Moore (2009) say can prove to create 



 

26 

 

authenticity and nostalgia to the customers. One of Oscar Jacobson’s strengths is their strong 

belief in their core values. When rebranding, the company had to make sure the changes were 

done in a way that did not compromise their heritage and long standing tradition of making 

high quality suits. This is an important collision within the process of Oscar Jacobson’s 

rebranding, and what makes their process unique. They wanted to modernize their image, but 

still remain to be recognized for their craftsmanship and quality. Since the name was not 

permanently changed, they can still today communicate their long-standing traditions within 

suit-making, however had the opportunity to refresh the image through the brief name-

change. As Muzellec and Lambkin (2006) argue, the name of a corporate brand has an 

intangible asset and changing it causes financial expenses and renaming a corporate brand can 

damage the brand equity. Oscar Jacobson also changed part of their brand identity, however 

the focus has been on changing the brand image, since it was more important to renew the 

image, rather than change the whole identity.  

 

Due to the fact that brand image and brand identity are linked concepts the internal processes 

are essential when creating a strong brand (Nandan 2005). The internal values should be 

something the customer can sense when buying suits, visiting stores or looking at their 

marketing communications. The company has never ceased to be regarded as a high-quality 

suit-maker, it was just the fact that they had not reached their full potential within the new 

generation of customers. A fitting description of the brand was as they say, “a diamond in the 

rough” before this process started, all aspects needed to be polished in order to reach full 

potential. A brand image is measured through feedback from consumers (Bolhuis et al. 2015). 

Since Oscar Jacobson’s employees count several instances when feedback from customers has 

been considerably more positive and in tune with what the intended image is, than what it was 

before the restructuring, the rebranding can be seen as a success. As the head of retail tells us 

he has received more positive feedback and he experiences that the company can be seen as 

more admired than it was 10 years ago. It is difficult to measure success of a rebranding 

strategy, it needs to be measured through what goals are reached at the end of the process 

(Stuart & Muzellec 2004). In some cases, changing the visual communication can be bad for a 

company and lead to a decreasing of sales (Peterson et al. 2015). This is not the case for Oscar 

Jacobson since rebranding the company has led to increased sales and revenue, and the goal to 

reach a younger customer segment but still keeping the older one is accomplished. 
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7. Conclusions 
 

In this part, we will introduce our concluding statements. There will be a concluding 

reflection on our study on Oscar Jacobson as well as a concluding discussion of our thesis 

and methods used. The closing discussion will give room for a brief discussion of rebranding 

and our own reflections on the subject. It will include an evaluation of methods used in the 

report and the study as a whole and discussion on possibilities of further research.  

 

 

7.1 Concluding reflection 
 

Through our empirical results, we have drawn conclusions in relation to previously presented 

theories and models on the subjects we have chosen to investigate. Through our case study we 

have gained insight in reasoning’s behind a corporate rebranding. Oscar Jacobson needed to 

rebrand in order to survive, this is presented as the main reason in both existing theory and 

practice. As survival as a defining reason there are other aspects that are of significance, 

changing market position and reaching new customers. According to theory there is a 

difference between evolving a brand to match the evolving external environment, and 

evolving a brand in a revolutionizing way, order to renew their position. Through the case 

study we have concluded that Oscar Jacobson had a need of extensively changing their brand 

image, in order to fit in with the current market. The changes that were made were substantial 

enough to be detected by consumers as revolutionary rebranding states, however since a 

complete name change was not done, we cannot say that their way of rebranding is 

completely revolutionizing. It can be discussed if their method was some type of a middle 

ground between the two. 

 

We believe Oscar Jacobson conducted their rebranding according to the rebranding mix. They 

repositioned themselves in the market, renamed their company for the duration of the 

transition period from the old image to the new. The product was completely redesigned, the 

logo and hangtags were altered and finally the brand was relaunched by significantly 

changing communication strategies. The channels and media are the main link converting the 

internal changes, and communicating them to the intended customer segment. In the case of 

Oscar Jacobson their communication strategies were altered from traditional print media to 

include digital medias such as social media. The theory of the rebranding mix can be seen as a 

helpful tool when studying the rebranding, it emphasizes the most essential parts of the 

process. 

 

Restructuring a corporate brand often starts as an internal process with changes like design, 

visuals, brand identity, image, products etc. Oscar Jacobson has managed to go through their 

rebranding process without compromising their past. Heritage being one of the important core 

values and an important part of their brand identity. Through a skillful strategy of initially 

changing the brand name and after succeeding in changing associations, reverting back to the 

old. They managed to shake their antiquated brand image and associations of the “old man’s” 

brand. By still focusing on quality and style but evolving the fit to inspire a younger band of 

followers. All of Oscar Jacobson’s core values can clearly and cohesively be seen in their 

external communication, all marketing communications are coordinated and structured with 

each other to create the whole concept and build the brand image. To conclude it is important 

for a heritage brand to evolve with societal changes whilst still keeping their strengths as the 

core of the business. 
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7.2. Reflection of study 
 

This study aimed to investigate why and how a corporate brand goes through a rebranding. 

The study included taking a closer look at channels of communication, brand image and brand 

identity, since these were relevant brand elements for the brand in our case study. The study 

has given us a greater understanding of rebranding as a concept and how constant changes in 

the surrounding world play an inevitable role in the whole process. It shows how theories can 

be in need of adaptation, depending on when the rebranding happens and how its’ success 

differs in relation to the look of the market environment. The research we have done in 

combination with the case study, has shown how a corporate brand’s personal characteristics, 

core values, background and financial situation influences the outcome of the rebranding. The 

study we conducted was made with purposive sampling, so generalization to the main 

population is accurate, but it gives a specific understanding of how rebranding can be molded 

in a predetermined case on a specified market. Successful rebranding is one thing in theory, 

but in reality, it can be an entirely different process.  

 

At the starting point of our study we had a clear view of what we wanted to investigate, 

however what methods to use were more obscure. Interviews in the case study were semi-

structured, with place for discussion. An obstacle that arose when analyzing the interview 

material was a language barrier. The interviews were performed and transcribed in Swedish, 

and later analyzed in English. This opened the door for misinterpretation of material and was 

an obstacle we were aware of when presenting the material. A limitation to our study can also 

be the sampling method. Our study is based on a purposive sampling approach, which limits 

the chance of generalizing the results to the main population. If the case study had been 

performed with probability sampling instead, it would have been possible to generalize the 

result to a wider population, making the study more compelling to a wider market. Another 

limitation to take into account is the issue of time. Without a time limitation, the thesis could 

have been done at a deeper level and been more thoroughly executed. This could have 

resulted in a more extensive study, reaching a higher level of trustworthiness. Performing the 

study during a longer period of time, could have increased all the criterions of trustworthiness; 

credibility, transferability, dependability and confirmability. For example, a more extensive 

study could have been achieved by including more than one company, making the thesis a 

multi-case study. This could have brought a wider perspective on the subject, making the 

study more adaptable from a general view, applicable to more than one business segment. 

Another interesting perspective could have been to look at rebranding from a consumer's 

perspective, closing the loop between the internal changes rebranding causes and how they 

are converted to the external market. Taking in the consumer perspective could have been a 

way to increase the authenticity, since a focus question in our study was to investigate how a 

new brand image is communicated to the market. 

 

7.3. Suggestions for further research 
 

For a corporate brand, operating in a surrounding world driven by constant changes, 

understanding rebranding can be a necessity for survival. The study we have performed shows 

how a company in the Swedish fashion market for menswear can rebrand and how it implies 

to existing research. The study has research internal changes within a corporate brand and 

how these changes are communicated to the external market. A suggestion to further research 

the topic of rebranding can be to look at how the external market receives the changes caused 
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by rebranding. A possible path can be to look at the differences in the intended message the 

brand are trying to mediate in relation to the consumer's conception.  

 

Another option for further research could be to create a framework for rebranding. A 

framework describing a “best practice” example acting as a template for corporate brands in 

need of rebranding. A third idea, to get a wider perspective of the subject, can be to look at 

rebranding in different markets. It opens the door for comparison between markets and the 

possibility to analyze differences and similarities. A point of view when comparing markets 

can be to look at it from a global perspective. When a global perspective is adopted it can be 

of interest to include the cultural perspective as well and research if different culture beliefs 

and traditions affect the market and therefore the rebranding process. Rebranding is broad 

concept and can be research from many relevant perspectives and several more options are 

possible than the ones listed here.  
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Appendix 1 - Quotes from the interviews 
 

Creative Director: Mats Pettersson (2017) 

 

“There are many brands that have that have worn out the word heritage, without actually 

having a heritage for real.”  

• ‘’Därför att det finns ju många varumärken som har slitit ut ordet heritage men 

egentligen inte haft heritage på riktigt.’’  

 

“diamond in the rough” (Magnus Windahl/Mats Pettersson 2017) 

• “En oslipad diamant” 

 

“american fit” 

• “american fit” 

 

“It becomes a whole look, therefore it is a very big difference compared to 2008”  

• “Det blir en hel look, det är också en jättestor skillnad, mot 2008” 

 

“That is also how we gain credibility” 

• “Det blir ju så att då får man också en trovärdighet” 

 

“The menu should be recognizable, there should always be some innovation and some new 

things offered” 

• “Så menyn ska man kunna känna igen, så ska det alltid kunna finnas lite innovation 

och lite nyheter” 

 

“Style, personality, heritage and innovation”  

• “Stil, personlighet, arv och innovation” 

 

“... started out making a sale to a customer about 75-80 years old, after that a 16-year-old 

buys a graduation suit“  

• “började med att sälja till en kund nu som var 75-80 år, och sen kommer in en 16 årig 

och köper en studentkostym” 

 

Retail Manager: Magnus Windahl (2017) 

 

“dying customer segment”  

• “en döende kundgrupp” 

 

“Within the walls” 

• “Sitter i väggarna” 

 

“We want to target the modern man…”   

• “Vi ska vara för den moderna mannen” 

 

“I saw a huge potential in the brand Oscar Jacobson but in my world, it was easier to change 

the path with the name Sartorial Leisure than with the name Oscar Jacobson”. 

• “Men jag såg ett otroligt värde i varumärket Oscar Jacobson men det var i min värld 

lättare att byta bana med det namnet Sartorial Leisure än med namnet Oscar Jacobson” 
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Store Manager: Stefan Nilsson (2017) 

 

“today people are talking about us everywhere, we are a hip brand… ”  

• “idag snackas det om oss överallt, vi är ju ett hippt varumärke idag” 

 

“Oh you work at Oscar, do they have any clothes for you?” 

• “Aha jobbar du på Oscar, har de några kläder till dig?”  

 

Marketing Manager: Frida Thofelt (2017) 

 

“We see ourselves as style-guidances”.  

• “Vi ser oss som en stilrådgivare” 

 

“We never talk about trend, we talk about style and quality” 

• “Vi ser oss som en stilrådgivare. Vi pratar aldrig om trend, utan stil och kvalité.”  

 

E-commerce Manager: Pia Adermalm (2017) 

 

“We see our web store as a digital flagship store” 

• “Vi ser vår webbutik som en flagship-butik.” 

 

“This is something we see as an important consumer-tool for the future”  

• “Det är något vi ser som en viktig konsument-grej i framtiden”  
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Appendix 2 - Interview Questions  
 

Intervju 1. Magnus Windahl - Marketing management 
 

Allmänna frågor  

 

1. Hur länge har du jobbat på OJ? 

2. Vad är din position i företaget? Vad har du för arbetsuppgifter? 

 

Om Re-branding-processen i helhet 

 

3. Hur upplever du att Oscar Jacobson förändrats över tiden? (Årtal? Överlag? 

Specifikt?) 

4. Varför tror du att en omstrukturering behövdes göras? Vad triggade en 

omstrukturering av företaget?  

5. På vilket sätt har företaget omstrukturerats? Vilka avdelningar i företaget har blivit 

mest påverkade av omstruktureringen, så som design, marknad, inköp etc. 

6. Hur kommer det sig att flera fördetta anställda på Tiger har börjat hos er?  

7. Vad har tidigare anställda från Tiger tagit med sig vid omstruktureringen av OJ? Följer 

man samma struktur som Tiger använde sig av vid deras rebranding process?  

8. Har Oscar i samband med omstruktureringen haft en vilja att etablera sig mer 

internationellt, varför / varför inte?  

9. Ser du några risker i att förnya företagets image och kommunikationsstrategier? 

(förlora kunder t.ex.?) 

 

Image/Marknad 

 

10. Hur har omstruktureringen påverkat marknadsföringen på företaget? 

11. Har företagets position på marknaden förändrats? Hur ser den ut idag? 

12. Har ni använt er av några strategier för att förändra varumärkesimage? vilka?  

13. Vilken image vill ni kommunicera utåt? Vilka värden vill man kommunicera till 

kunden? 

14. Hur kombinerar ni marknadsföringen med marknadsföring i butik, visual 

merchandising, utformning av butik etc. Exempel, vilka attribut vill företaget att 

kunden ska associera till märket OJ?   

15. Heritage brand - Hur använder ni av det i er marknadsföring? Exempel, hur företagets 

historia används i dagens marknadsföring för att stärka varumärkesimage.  

16. Hur har ni aktivt jobbat under “förändringsåren” med att förmedla er nya 

varumärkesimage? Tex vilka medel har ni använt? 

17. Hur mäter ni ROI (return on investment) på marknadsföringsaktiviteter, vilka olika 

nyckeltal använder ni? 

18. Har loggan förändrats? Hur? 

19. Använder ni några specifika färger inom den visuella kommunikationen? vilka? 

(Logga/påsar/skyltar) 

 

Kommunikation och kanaler 

 

20. Har ni bytt kanaler för marknadsföring efter omstruktureringen? från vilka, till vilka? 

21. Vilka är de huvudsakliga medierna? 

22. Vad vill ni visuellt förmedla till kunden? 
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23. Hur ser marknadsföringen ut i olika kanaler/medier? 

24. Hur påverkar marknadsföringen i olika medier kunders beteende i butik? ökar det t.ex. 

försäljningen?  

25. Hur är relationen mellan det visuella uttrycket och hur det marknadsför sig i 

mediet/kanalen? Stämmer det överens med det visuella uttrycket i butik? 

26. Vem utformar det visuella och utformar webshopen?  

27. Vilka samarbeten har ni med andra företag? (PR/tidningar/andra?) 

28. På vilket sätt använder ni sociala medier för att kommunicera med kunden? Finns det 

riktlinjer för kommunikationen (visuella/språkliga)? 

29. Hur har hemsidan utvecklats? Hur ser den ut idag? Vad fokuserar man på? 

30. Jobbar ni med influencers? (Om inte, tror du ni kommer göra det? varför/varför inte?) 

 

Målgrupp 

 

31. Har ni ändrat målgrupp? Vem tillhör målgruppen idag?  

32. Har man nått den målgrupp man önskade? 

33. Nu med en ny och större målgrupp, hur tror ni det har ökat relevansen av att förbättra 

kommunikationen av hållbarhet för varumärkets image? 

 

Övrigt 

 

34. I samband med omstruktureringen har ni har ni implementerat mer 

CSR/hållbarhetsfrågor i företaget. Ge exempel om det finns.  

35. Har sourcing-länder förändrats? Eller nya leverantörer? Hurdå? 

36. Har detta påverkat det visuella uttrycket? Om ja, hur?  

37. Hur har förändring på design och kvalitet på plaggen ni säljer påverkat 

försäljning/företagets image?) 

 

Framtid 

 

38. Vad är framtidsvisionen för OJ, tex det visuella utseendet, varumärkesimage etc?  

39. Kortsiktiga och långsiktiga mål?  

 

Intervju 2. Stefan Nilsson - Butikschef flagship store 

 

Allmänna frågor 

 

1. Hur länge har du jobbat på OJ? 

2. Vad är din position i företaget? Vad har du för arbetsuppgifter? 

3. Hur upplever du att Oscar Jacobson förändrats över tiden? (Årtal? Överlag? 

Specifikt?) 

 

Rebranding-processen 

 

4. Vad för effekt tycker du att omstruktureringen har haft på företaget? (T.ex. har 

målgruppen förändrats? Större omsättning?) 

5. Varför tror du att en omstrukturering behövdes göras? 

6. Hur har utformningen i butiken förändras under omstruktureringen? Vad läggs det stor 

vikt på, tex klä dockor, posters.  
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Kundrespons 

 

7. Har du märkt någon reaktion från kunderna att företaget har förändrats? 

8. Är reaktionen från den större massan av kunderna positiv eller negativ? 

9. I samband med omstruktureringen har ni har ni implementerat mer 

CSR/hållbarhetsfrågor i företaget. Ge exempel om det finns? 

10. Nu med en yngre målgrupp, tror ni det är relevant att förbättra/kommunicera 

hållbarhet för varumärkets image?  

 

Visuell kommunikation 

 

11. Vilka visuella faktorer för marknadsföring/varumärkesimage anser du är de viktigaste 

i butiken och har det här förändrats sen du började på företaget?  

12. Vilka värden vill man kommunicera till kunden med visual merchandising, 

utformning av butik etc. Exempel, vilka attribut vill företaget att kunden ska associera 

till märket OJ?  

13. Vilken målgrupp anser du är OJ:s största kund? 

14. Hur är kontakten mellan butik och huvudkontor, får ni i butik själva visuellt utforma 

butiken eller är det starkt reglerat från huvudkontoret?  

15. Hur har förändring på design och kvalitet på plaggen ni säljer påverkat 

försäljning/företagets image? 

16. Vilken image vill ni kommunicera utåt? (tex, upptäcker vi någon skillnad mellan 

huvudkontoret och butikspersonal) 

17. Har du märkt att marknadsföringskampanjer drar till sig kunder?  

18. Vad är relationen mellan marknadsföringen i olika medier och försäljning i butik? 

Tex, ökar försäljningen i butik med marknadsföring genom kanaler som Instagram.    

19. Tror du att marknadsföringen har förändrats efter omstruktureringen? Kan du komma 

med ett exempel? 

 

Framtid 

 

20. Vad är framtidsvisionen för OJ, tex det visuella utseendet, varumärkesimage etc. i 

butik? 

21. Kortsiktiga och långsiktiga mål?  

 

Intervju 3. Mats Pettersson - Creative Director 

 

Allmänna frågor 

 

1. Hur länge har du jobbat på OJ? 

2. Vad är din position i företaget? Vad har du för arbetsuppgifter? 

3. Hur upplever du att Oscar Jacobson förändrats över tiden? (Årtal? Överlag? 

Specifikt?) 

4. Vilka är dina inspirationskällor när du designar kollektioner? Tex använder du Wgsn, 

Swedish Fashion Council?  

5. Vet du hur designprocessen såg ut förut, innan du tog över? 

6. Arbetar du själv i största delen av arbetet eller hur många designers är ni på företaget? 

7. Tar OJ in designers utanför företaget för att skapa enskilda kollektioner? 

(Designsamarbeten)  
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Inköp/design 

8. Hur hittar Oscar Jacobson leverantörer. Finns det någon skillnad i hur ni arbetar nu 

jämfört med innan omstruktureringen, tex tygleverantörer, produktion, accessoarer 

etc? 

9. Har sourcing-länder förändrats? eller nya leverantörer? 

10. Hur har detta påverkat rebranding-processen, alltså varumärket?  

11. Har CSR/hållbarhetsfrågor ökat/implementerats i inköpsavdelningen efter 

omstruktureringen? 

12. Har detta påverkat det visuella uttrycket? (Hur?) 

13. Hur upplever du att omstruktureringen påverkat designavdelningen/inköp? 

14. Har det lett till några risker i designprocessen?  

15. Hur har förändring på design och kvalitet på plaggen ni säljer påverkat 

försäljning/företagets image? 

16. Vet du hur designprocessen såg ut förut, innan du tog över? 

17. Arbetar du själv i största delen av arbetet eller hur många designers är ni på företaget? 

18. Tar OJ in designers utanför företaget för att skapa enskilda kollektioner? 

(Designsamarbeten)  

 

Kundgrupp 

 

19. Vilken är den visuella bilden ni vill förmedla till kunden? Alltså, strävar ni efter att 

vara “trendsetters” eller trendföljare? 

20. Vilken kundgrupp vill OJ attrahera med designen? Tex, hur designen hjälper till att 

attrahera den kundgrupp man önskar? 

21. Har du märkt att denna kundgrupp har förändrats från tiden innan omstruktureringen, 

på vilket sätt? 

22. Vad föranledde en förändring i kundgruppen? och hur upplever du att det påverkat 

varumärket samt kommunikationen ut mot kunder?  

23. Hur har förändring på design och kvalitet på plaggen ni säljer påverkat 

försäljning/företagets image? Tex, totala intäkter, storlek på varje köp etc? 

 

Framtid 

24. Vad är framtidsvisionen för OJ, tex det visuella utseendet, designmässigt? 

25. Kortsiktiga och långsiktiga med designen och hur man kommunicerar det med 

kunden? 

 

Intervju 4. Frida Thofelt - Marketing Coordinator  
 

Allmänna frågor  

 

1. Hur länge har du jobbat på OJ? 

2. Vad är din position i företaget? Vad har du för arbetsuppgifter? 

 

Om Re-branding-processen i helhet 

 

3. Hur har din avdelning (marknad) förändrats under rebranding-processen? Hur jobbade 

man förut, hur jobbar man nu?  
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Marknadsrelaterade/image/marknad 

 

4. Vilken är den huvudsakliga kanalen för marknadsföring/marknadskanal för att nå 

kund? 

5. Hur kombinerar ni marknadsföringen med marknadsföring i butik, visual 

merchandising, utformning av butik etc. Exempel, vilka attribut vill företaget att 

kunden ska associera till märket OJ?   

6. Heritage brand - Hur använder ni av det i er marknadsföring? Exempel, hur företagets 

historia används i dagens marknadsföring för att stärka varumärkesimage.  

 

Kommunikation och kanaler 

 

7. Vad vill ni visuellt förmedla till kunden med era marknadsföringskanaler? 

8. På vilket sätt använder ni sociala medier för att kommunicera med kunden? Finns det 

riktlinjer för kommunikationen (visuella/språkliga)? 

9. Jobbar ni med influencers? (Om inte, tror du ni kommer göra det? varför/varför inte?) 

10. Nu med en ny och större målgrupp, hur tror ni det har ökat relevansen av att förbättra 

kommunikationen av hållbarhet för varumärkets image? 

11. Har ni ett nyhetsbrev? Hur ofta skickas den? Till vem? Vad vill ni förmedla i den? 

 

Framtid 

 

12. Har ni några marknadskanaler som ni vill bli större på/börja använda i framtiden som 

ni inte använder idag? 

 

Intervju 5. Pia Adermalm, E-commerce manager 

 

Allmänna frågor  

 

1. Hur länge har du jobbat på OJ? 

2. Vad är din position i företaget? Vad har du för arbetsuppgifter? 

3. Om Re-branding-processen i helhet 

4. Hur upplever du att Oscar Jacobson förändrats över tiden? (Årtal? Överlag? Specifikt? 

På vilket sätt har företaget omstrukturerats? 

5. Varför tror du att en omstrukturering behövdes göras? Vad triggade en 

omstrukturering av företaget?  

6. Ser du några risker i att förnya företagets image och kommunikationsstrategier? 

(förlora kunder t.ex.?) 

7. Marknadsrelaterade/image/marknad 

8. Hur har omstruktureringen påverkat marknadsföringen på företaget? 

9. Vilken image vill ni kommunicera utåt på webben? Vad vill ni visuellt förmedla till 

kunden? 

10. Hur ser ni till att webb och butik är koordinerade med varandra (visuellt)? 

11. Hur mäter ni ROI (return on investment) på webben, vilka olika nyckeltal använder 

ni? 

 

Kommunikation och kanaler 

 

12. Hur har hemsidan utvecklats? Hur ser den ut idag? Vad fokuserar man på? 
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13. Har ni bytt kanaler för marknadsföring efter omstruktureringen? från vilka, till vilka? 

Vilka är de huvudsakliga medierna? 

14. Vem utformar det visuella och utformar webshopen?  

15. Hur ser marknadsföringen ut i på webben? 

16. Jobbar ni med cookies? Eller andra marknadsföringsmetoder? 

17. Hur påverkar marknadsföringen i olika medier kunders beteende på webbsidan? ökar 

det t.ex. försäljningen?  

18. Mäter man hur kunder navigerar sig på hemsidan? 

19. Vilka samarbeten har ni med andra webbutiker? (PR/tidningar/andra?) 

20. Har ni ett nyhetsbrev? Hur ofta skickas den? Till vem? Vad vill ni förmedla i den? 

21. Vilka andra webbutiker finns ni i så fall på och hur mäter ni den försäljningen? 

22. På vilket sätt använder ni sociala medier för att kommunicera med kunden? Finns det 

riktlinjer för kommunikationen (visuella/språkliga)? 

23. Jobbar ni med influencers? (Om inte, tror du ni kommer göra det? varför/varför inte?) 

 

Framtid 

 

24. Vad är framtidsvisionen för hemsidan? Kortsiktiga och långsiktiga mål? 

 

 

 

 

 

 

 

 

 

 

 

 
 

 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


