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Abstract 
 
The aim of this thesis is to define the optimal branding strategy for a new product; the InSure 
FIT Test; into an existing company with a well-known brand; HemoCue AB. This product 
will be the first in a row of new products that HemoCue will distribute, that has not been 
developed and manufactured by the company.  
 
Design management refers to an approach whereby organizations make design-relevant 
decisions in a market and customer-oriented way as well as optimizing design-relevant 
processes. The thesis uses a design management approach by analyzing the brand, defining 
the customer and their wants and needs, and identifying the added values of the product.  
 
The brand is analyzed first, and three different branding alternatives are presented, namely 
brand extension, co-branding and distribution only. Face-to-face interviews are performed 
with both internal and external customers of HemoCue AB to understand their image of the 
company. The customers’ images are compared to the identity that the company wants to 
transmit. After this the customers of the InSure products are identified, and Persona for the 
different customers are created. The creation of persona enables us to understand the users’ 
wants and needs. Last the InSure product is analyzed, identifying how it fits into the Mission, 
Vision and other statements that HemoCue makes.  
  
From the information gathered SWOT analyses are performed on each branding alternative. 
The most important criterion are weighted and the branding alternatives are weighted in 
regards to the branding alternatives. The conclusion is made that the co-branding alternative is 
the optimal branding solution for the HemoCue company, as well as providing several 
benefits for the InSure product. This suggested branding solution may also be useable for the 
future portfolio extensions in the HemoCue and Quest Diagnostic companies. 
 



Sammanfattning 
 
Målet med detta examensarbete, är att definiera det optimala varumärkes-alternativet för en 
ny produkt; InSure FIT; och ett befintligt företag med ett välkänt varumärke; HemoCue AB. 
Denna produkt är den första produkt i en rad av produkter, som HemoCue kommer att 
distribuera, som de inte själva har utvecklat och tillverkat.  
 
Med hjälp av design management kan företag göra design-relaterade beslut, på ett marknads 
och kund orienterat sätt, samt optimerar den design-relevanta processen. I denna uppsats har 
jag använt mig av design management filosofin, genom att analysera varumärket, definiera 
kunden och dess krav och önskemål, samt att identifiera de metavärden som produkten tillför 
kunden.  
 
Först av allt analyseras varumärket, och tre olika varumärkes-alternativ presenteras, nämligen 
varumärks-förlängning, co-branding och enbart distribution. Intervjuer hölls med både externa 
och interna HemoCue kunder för att förstå hur de uppfattar företaget HemoCue. Kundernas 
uppfattning jämfördes därefter mot den identitet som företaget vill spegla. Därefter 
identifieras kunderna till InSure produkten, och Persona skapas för varje kundgrupp. Med 
hjälp av Persona kan vi förstå kundernas behov och krav. Sist analyseras InSure FIT 
produkten, för att identifiera hur den passar in i den Vision, Mission och andra uttalanden som 
HemoCue har.   
  
Utifrån den insamlade kunskapen och informationen görs SWOT analyser på varje 
varumärkes-alternativ. De viktigaste kriterierna viktas, och de olika varumärkes-alternativen 
poängsätts för varje kriterium. Genom dessa analyser kan slutsatsen fattas att co-branding är 
det optimala varumärkes-alternativet för företaget HemoCue AB, samt att detta alternativ 
medför många fördelar för InSure FIT produkten. Detta alternativ bör även vara fördelaktig 
för framtida produkter, som ska distribueras av HemoCue AB, men ägs av Quest Diagnostics 
Inc. 
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INTRODUCTION   

1.1 Aim and goal 
Design management refers to an approach whereby organizations make design-relevant 
decisions in a market and customer-oriented way as well as optimizing design-relevant 
processes. The aim of this thesis is to define the optimal branding strategy for a new 
product; the InSure FIT Test; into an existing company and brand; HemoCue AB. This 
will be done by using the design management approach: analyzing the brand, defining the 
customer and their wants and needs, and identifying the added values of the product. The 
goal of the thesis is to recommend the optimal brand strategy for the InSure FIT Test. The 
recommendation shall be optimized for both the InSure FIT product and the HemoCue 
brand. The branding solution that is suggested may act as a guideline for future portfolio 
extensions in the company. 

1.2  Problem definition   
An external product is to be distributed by a company with a respected brand. The new 
product is an extension of the current product range and will be the first product that is 
not developed and manufactured by the company. The question is which brand alternative 
will provide the optimal impact on both the company brand and the product. This is the 
first product that will be added to the company, several more will follow. The branding 
recommendation presented for this first product may guide the branding strategy of the 
future products. 
 
Three different companies are involved in the problem. Quest Diagnostics Inc. is the 
owner Enterix Inc., who manufacture the product; as well as HemoCue AB, who will 
distribute the product. 
  
Quest Diagnostics is a lab-service company. They are well established in the USA, but 
outside this market there is little or no awareness for the company. Enterix Inc. develops 
and manufactures the InSure FIT test. Enterix Inc. distributes this product in Australia, 
and Quest Diagnostics Inc. distributes the product in the USA. Outside of Australia the 
Enterix brand has little or no awareness. They have however succeeded in creating some 
awareness around the product name “InSure FIT” in the organizations involved in 
colorectal cancer screening. 
 
HemoCue AB develops, manufactures and distributes medical diagnostic systems, of high 
quality, world wide. All of the current products have similar sampling and measuring 
procedures. HemoCue AB has a well known brand, especially in the Nordic countries. In 
many of the countries they are well established in the primary care segment, which is the 
target market for the InSure FIT product. In other countries the main customers are the 
blood bank segment, and the HemoCue brand is not well established in the primary care 
segment. 
 
HemoCue AB will distribute the InSure test world-wide, except for in Australia and the 
USA. Up to today HemoCue AB only distributes the products that they have developed 
themselves and that carry the HemoCue brand; as well as accessories for these products. 
HemoCue is a branded house, implying that all product names start with the company 
name, an analyte identifier, followed by a number; ex. HemoCue Glucose 201. There is 
no clear solution as to how this new product will be branded, marketed and distributed.  
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In order for HemoCue AB to keep or even enhance their strong brand and corporate 
image that they have on many markets, and for the InSure FIT product to get the best 
impact on the market, it is important to perform an in-depth analysis of the problem. This 
will be done by analyzing the perceived brand of the company, both internally within the 
company, and externally with current customers. As the InSure product has many 
different customers it is also important to define these, as well as understand their wants 
and needs.  
It is also necessary to understand which values a product communicates. A product is 
often more than just a functional solution; it also transmits different values to the 
customer. To be successful on the market the product needs to be differentiated both 
functionally and emotionally. Regardless which branding solution that is recommended, 
the transmitted signals need to be analyzed and optimized in regards to the message the 
company wants to transmit. 

1.3 Delimitations 
The survey will cover the HemoCue AB brand. Discussions will be held together with 
Quest Diagnostics Inc. and Enterix Inc. to make sure that the conclusions drawn do not 
inflict on their strategies, and that the conclusion is usable in real-life as this is a true case 
with a needed solution. 
This thesis will not in-depth cover the regulatory issues involved in the different branding 
alternatives, as these should not be the reason for choosing the branding strategy. 
During the project a customer survey will be performed in Sweden, interviewing 25-30 
customers. The views of these customers may not be the same as customers globally. To 
compensate for this, surveys performed before the theses will be analyzed. 

1.4 Presentation of the companies 
1.4.1 Quest Diagnostics Inc. 1 

Quest Diagnostic is an American company, and is active 
on the American market primarily. The company is 
focused on being the leading provider of diagnostic 
testing, information and services that patients and 

doctors need to make better healthcare decisions. The company offers the broadest access 
to diagnostic testing services through its national network of laboratories and patient 
service centers, and provides interpretive consultation through its extensive medical and 
scientific staff.  
 
The history of the company started in 1967 in New York City, where Dr. Paul Brown 
launched the clinical laboratory industry with his vision to offer high quality, highly 
automated and cost-effective clinical testing. The business was then named MetPath, for 
Metropolitan Pathology, and it quickly became the leading independent testing laboratory 
in the greater New York metropolitan area. Through the years several different 
laboratories were acquired. On December 31, 1996, Quest Diagnostics was established as 
an independent company, trading on the New York Stock Exchange. 
With the acquisition of SmithKline Beecham Clinical Laboratories in 1999, Quest 
Diagnostics became the nation's leading provider of diagnostic testing, information and 
services. Quest Diagnostics continued to expand through a combination of business 
growth and business acquisitions. Today, Quest Diagnostics performs testing for 
approximately 550,000 patients each day, serving approximately half of the physicians 
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and hospitals in the United States. 
To further expand their presence the company is focusing on moving into the point-of-
care sector. This will enable the physicians to perform tests where a short turn-around-
time is needed. Quest Diagnostics acquired Enterix Inc. and Focus Inc. in 2006, while 
HemoCue AB was acquired in February 2007. According to senior leadership in Quest 
Diagnostics Inc. the goal is to use HemoCue AB as the distributor of point-of-care 
products outside of the American market. 
 
1.4.2 Enterix Inc. 2 

Enterix was established in 1997 in Australia. Howard 
Chandler, Larry LaPointe and Max Mawhinney 
recognized a global need and an opportunity for 
colorectal cancer screening, due to the inadequacies of 
existing tests. They developed the Enterix’s core 
product, InSure® FIT Test, which is a Faecal 
Immunochemical Test (FIT) that detects blood from the 

bleeding tissue of a bowel cancer, or its precursor lesions.  
The InSure FIT test was launched in Australia in early 2000. US operations were initiated 
in 1999, with the 510(k) pre-market approval for InSure FIT accepted in January 2001. 
On the 31st of August 2006 the company merged with Quest Diagnostics. 
The manufacturing and packaging of the product is performed in Australia. The product 
is sold under the Enterix brand in Australia, under a co-brand (Quest Diagnostics and 
Enterix) in the USA.  
 
The InSure FIT is an immunochromatographic fecal occult blood test that detects human 
hemoglobin from blood in fecal samples. The samples will generally be collected by the 
individual at home and the test developed at laboratories or professional offices.   Fecal 
occult blood tests are useful screening aids for detecting primarily lower gastrointestinal 
disorders that may be related to iron deficiency anemia, diverticulitis, ulcerative colitis, 
polyps, adenomas, colorectal cancers or other lower gastrointestinal lesions that can 
bleed.   
 
1.4.3 HemoCue AB 3 

HemoCue AB develops, produces, and markets medical 
diagnostic products for point-of-care testing. The 
fundamental concept behind the HemoCue products is to 
perform common blood and urine tests at the point-of-
care without sacrificing the accuracy and precision 

offered by a central clinical lab. The two inventors of the HemoCue system, namely 
Sven-Erik Nilsson and Jan Lilja, started the work with the cuvette concept already in 
1974. The HemoCue B-Hemoglobin system was introduced in the early 1980s. The 
HemoCue B-Glucose system was introduced on a worldwide basis in the beginning of the 
1990s and Urine Albumin was introduced in the early 2000s. In September 2007 the 
HemoCue WBC was launched in Sweden. Since the introduction, HemoCue has sold 
more than 250,000 systems worldwide and sells more than 100 million cuvettes annually. 
The company has wholly owned subsidiaries in England, Finland, Germany, the 
Netherlands, Switzerland and in the U.S., and is operating with franchises and third- party 
distributors generating revenue in more than 100 countries. Since February 2007, 
HemoCue is owned by Quest Diagnostics Inc.  
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HemoCue is a company with few products, but has many customers and market 
segments. Its market segments are blood banks, medical offices in primary care, public 
healthcare screening programs, critical care departments in hospitals (emergency rooms, 
neonatal and adult intensive care units, operating rooms and post-operative care), dialysis 
clinics, diabetes clinics and outpatient surgery centers, all requiring tests for hemoglobin, 
glucose, urine albumin and/or white blood cell concentration. 
 
All the current HemoCue systems consist of a cuvette; that is used for sampling; and an 
analyzer; in which the sample is measured. The systems do not require mixing of 
reagents, dispensing, or pipetting. The instruments are factory-calibrated and all cuvettes 
are produced such that no adjustment for batch-to-batch variation is necessary. With a 
minimum of requirement for product training and instrument maintenance, this makes it 
possible also for staff without laboratory training to consistently perform tests yielding 
accurate results. 
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2 METHODOLOGY 
The second semester of the Master program in Technical Product and Production 
Development at Halmstad University covered the topics design and design management. 
These courses inspired to further learning, and my decision to conduct the thesis on the 
topic design and brand management. Design management covers the complete aspect of 
design, from the strategic design processes, identification customers and their wants and 
needs and designing thereafter, as well as the design and layout of a product.  
The thesis investigates this problem, and covers three different areas:  
Brand management; how does design management apply in brand management? There 
are several books written on brand management from a traditional point of view, few of 
them cover the design management process, covering the complete cycle from brand to 
customer to product 
Customer identification; how to identify the different customers and understand their 
wants and needs.  
Productification; which messages does a product convey, and how can a company control 
or even benefit from using these messages? 
 
To get a complete picture of the problem, the work in this thesis has been divided into 
these three areas, in the theoretical part, the analysis as well as the discussion. 
 
In order to get a clear understanding of the current theories in the different areas, a in-
depth survey of relevant literature needs to be performed. As this thesis covers three 
different areas namely: design and brand management, customer identification and 
productification; the theory analysis is performed in each area. Relevant books, articles 
and internet sites where studied in each area, and a good understanding of the theory was 
reached.  
 
In order to get a good perception of the problem, information was gathered from several 
sources.  
Interviews were undertaken with the appropriate management group members within 
HemoCue AB, to map their views of the company, as well as to understand their opinions 
regarding how the InSure Test fits into the HemoCue vision, mission, statements as well 
as the product portfolio. 
Informal interviews were performed with the area sales managers at HemoCue AB as 
well as several of the distributors, in order to get an understanding of how they see the 
situation, and how they feel about the addition of the InSure FIT product to the HemoCue 
product portfolio. 
Interviews were performed with the management representatives at Quest Diagnostics 
Inc. as well as Enterix Inc., in order to understand how they view the situation, as well as 
to understand their future visions, and to make sure that the recommended branding 
strategy does not inflict with their strategies. 
Interviews were carried out with 25 customers in Sweden, in order to map their current 
image of HemoCue, as well as to get a feeling of how they would react if a new product 
was added to the HemoCue portfolio, that is not similar to the current HemoCue products. 
To map the distributor’s image of HemoCue AB, analysis of previous executed surveys 
was studied. 
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The knowledge gathered from the theory analysis as well as the information gathering 
was then analyzed. To understand the HemoCue identity an in-depth analysis was 
performed of the statements the company has today. The results from the interviews were 
mapped against the company’s identity statements in order to get an understanding of the 
internal and external customer’s image of the company.  
The second analysis was performed on the customers of the product. First the customers 
were identified, followed by the creation of personas for the different customers.  
After this an in-depth analysis of the product is performed. How does the product live up 
to the HemoCue Identity, as well as fulfill the criteria that the company state as important 
for themselves and their products? 
 
The results from the analysis and the theory are discussed. All of the identified 
alternatives have both positive and negative impact on the brand and the product. The 
challenge is to identify the strategically optimal solution for both the InSure FIT product 
and the HemoCue Image. A SWOT analyses is performed on each brand alternative. 
SWOT Analysis is a strategic planning tool used to evaluate the Strengths, Weaknesses, 
Opportunities, and Threats involved in a project or in a business venture. It involves 
specifying the objective of the business venture or project and identifying the internal and 
external factors that are favorable and unfavorable to achieving that objective.  
To get a more objective decision base, an evaluation based on Pugh’s method is 
performed. Ullman (2003) states that this method has proven to be effective when 
comparing alternative concepts. The method provides a means of scoring each alternative 
concept relative to another in its ability to meet criteria set by the customers´ 
requirements.  
 
From the attained SWOT and the criteria analysis, the optimal branding alternative is 
chosen. The chosen alternative is discussed further. 
 
To conclude the thesis a reflection is conducted, both on the accomplished work as well 
as recommendations for the future.   
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3 THEORY 

3.1 Design management 
Design management is defined in different ways by different authors, but there is a 
common view that design management deals with physiological objects and their link to 
corporate objectives (Gorb, 1998; Olins, 1989). Svengren (1995) summarizes that there 
are three different approaches to design management. The first concerns the area of 
product development and innovation management. The second approach is 
communication, where the issue of corporate and visual identity is of major concern. The 
third approach handles managerial and organizational issues.  
 
In this thesis I will focus on the second approach. This approach deals with the possibility 
of using design to develop corporate identity and business missions. According to 
Svengren (1995) a strategic approach to design management will contribute to: 
A clearer identification of the company which will strengthen its position on the market, 
The use of design as a means to discover gaps between existing messages in the design 
and the business mission, thereby identifying the need for change,  
The visual identity of the company which will contribute to a more coherent and 
integrated organization. 
 
The company is often identified by its products. The products and the services around 
them, as well as all communication sent out from the company define the perceived 
brand. The messages that the company want to send out may not be the same messages 
that the customers see. This is where strategic design management plays an important 
role. Strategic design management connects three different areas namely: the brand, the 
product and the customer. By sending a defined and unified message through the product, 
communication and services; as well as listening in the customer’s wants and needs and 
consequently designing the product thereafter, the perceived brand is enhanced and 
correlated to the sought for brand identity. 
 
In order to cover the different aspects of design management mentioned above the 
theoretical studies have been divided into these three areas: the brand, the customer and 
the product. 

3.2 The Brand  
3.2.1 Brand identity, image and communication 
The first issue to be discussed in this thesis is the brand. A brand is a combination of a 
name, symbol, term and/or design that identifies a specific product. But there is so much 
more to a brand than a name or a symbol! Brands need to be communicated with the 
customer to have any value. It is the customer’s perception of the brand that adds the 
value to it. Kotler (1984) defines a brand as “a name, a term, symbol, or design or a 
combination of them, which is intended to signify the goods or services of one seller or 
group of sellers and to differentiate them from those of the competitors.” Arnold (1992) 
argues that even if this is true, modern brands have outgrown these mechanical aspects of 
product differentiation, and that today great brands are personalities. Customers recognize 
and understand on an emotional level, and not in terms of symbols or names. For a brand 
to be successful it is not enough to supply a specific product with a brand on it, there 
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needs to be an added value, which meets the emotional needs of the customer. Good 
brands are those that immediately come to a customers mind when he/she has a problem 
that needs to be solved, or a need that needs to be fulfilled. These added values are 
elected feelings of confidence that the brand is of higher quality or more desirable than 
similar products from the competitors. Without a good product a successful brand will 
never be built, and without differentiation awareness cannot be developed and a good 
product will not leave the suppliers premises. 
The words corporate identity, corporate brand, and corporate image are used in many 
different ways, often causing confusion. Ind (1992) suggests that the following definitions 
should be used: 
 
Corporate identity is an organizations sense of self, and is unique. Identity is formed by 
the organizations history, its beliefs and philosophy, the nature of its technology, its 
ownership and its people, the personality of the leaders, its ethical and cultural values and 
its strategies. To uncover the real identity of a company the different parts mentioned 
above need to be analyzed. What does the history of the company look like, what are the 
beliefs, the nature of the technology, what values do the leadership prioritize, what 
cultural values are there in the company, as well as strategies, visions and missions? 
 
A corporate image is in the eye of the receiver, an organization transmits messages to its 
employees, its investors, its customers and all its internal and external audiences. The 
receivers are free to translate all the messages as they want and it is therefore important 
that all messages conveyed are thoroughly thought through. The image will be 
determined by all the company’s actions. The problem a company faces is that different 
audiences will interpret a message in different ways. The management of the corporate 
image is thus an ongoing task.  
The assessment of the corporate image can be done by analyzing the perceived picture of 
the company. This is done by interviewing management groups, employees, distributors 
and key opinion leaders and different customers. Other group perceptions that need to be 
considered are suppliers, media, competition, etc.  
 
Corporate communication is the process that translates the corporate identity into a 
corporate image. The identity needs to be communicated to all employees, customers and 
shareholders if it is to have any value. The role of design within this is to visually signify 
what a company stands for.  
 
Figure 3.1 visualizes the importance of having a well defined brand identity, and 
communication. The identity stands for one hundred percent of the message that the 
company wants to transmit. The signals the company sends may successfully transmit 
only fifty percent of the message. The receiver of the message may interpret only twenty-
five percent of the conveyed message. Above this they may translate it into other 
messages than what the company intends to send out. It is therefore of utmost importance 
that the brand identity is clear and well communicated through all signals the company  
sends out. 
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Figure 3.1. The relationship between brand identity and brand image. 

 
3.2.2 Brand management 
Most brand identities evolve gradually over time, growing with the change of the market 
and the way the company adapts to these changes. A significant event, such as a takeover, 
can radically change the identity. The merger or accession inevitably leads to an 
assessment of an organizations actual identity. The strategies, values, leadership as well 
as technologies may change, affecting the identity of the organization. Ind (1992) state 
that when companies are acquired or merged there are two potential results: one is the 
merging of identities, while the other is a subsuming of one identity. A third option has 
been identified, namely that the brands are kept separated, but the distribution channels of 
the one company are used to distribute the other brand products. This can be the case 
when a company is acquired for their market presence and sales channels. I refer to this 
option as distribution extension. 
 
Brand extensions are when new products are included under a current brand identity. The 
new product may provide a new market or customer to the company. According to 
Kapferer (1999) brand extensions can be divided into two categories; close extensions, 
also called continuous extensions, and discontinuous extensions. Continuous extensions 
are when a brand is extended to a closely related area; for example a specific sport’s 
brand can cover other sport goods. Discontinues extensions eliminate technological 
synergies and physiological links between products, for example Yamaha brand for 
motorcycles and classical pianos. Arnold (1992) writes that when brand extensions are 
successful there are three principal benefits: 
It increases the probability that consumers will accept other messages about new brands 
or new positioning when a familiar element is involved. 
The new offering will refresh the existing brand. It will enhance the total offering under 
the umbrella brand, improving total offer to the consumer. 
It will improve the cost-effectiveness of resources spent on supporting the brand family. 
The synergy should mean benefits for all lines. 
The biggest single danger with a brand extension program is that of diluting the original 
personality of the brand. If this is allowed to happen consumers will become confused 
and the bond between them and the original brand will be lost. 
There is a spectrum of effects of brand extension, listed from the most successful to the 
most disastrous: 
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- Enrichment - both core brand and the extension benefit from association of each 
other. 

- Extension - the extension benefits from being associated with the original core brand 
and grow more quickly than it would on it own. 

- Neutral - the extension gains nothing from the association with the core brand. 
- Conflict -The extension is at odds with the position or values of the core brand, and it 

fails because the consumers are confused. 
- Brand damage - the extension not only fails but damages the position of the core 

brand, because the extension is at odds with the core brand, it changes the consumers 
perception of the worth or values of the parent brand.  

 
Co-branding implies that by having more than one brand on a product, thus leveraging a 
product or a brand. Brands can also be leveraged by entering another product area by co-
branding. The advantage of doing this is that a brand that is not known in one market can 
“piggy back” on a known brand, and thereby creates awareness for the unknown brand. 
Such co-branding provides many of the advantages of an extension, but with less risk. 
Another reason for co-branding can be to provide lower costs, for example in advertising. 
The risk of co-branding can be that the customer may be confused by the addition of the 
new brand to the known brand. 
 
Distribution only can be adopted when a new product of a different brand is added to a 
company’s portfolio. There are several similarities between co-branding and distribution 
extensions. If the new product does not fit into the current product portfolio or transmit 
the messages that the company wants to send to the customers, the option may be to act 
as only a distribution partner. By doing this current distribution channels can be used. 
There may be a pull of the brand image, but not to the same extent as if the new product 
carried the core brand. The danger of doing this is that the consumers may get confused 
and not understand that the distributed product does not belong to the branded products. If 
the new product does not fulfil the promises and values of the brand the image of the 
brand may be damaged.  

3.3 The Customer 
3.3.1 Identifying the customer and the customer needs 
The second topic to be discussed in this thesis is that of the customer. For a product to be 
successful it is important to identify all the customers that will come in contact with the 
product. Taylor (1995) writes that when selling a product or a service, the customer is not 
only the consumer of the product or service that is provided, it is also the person handling 
the paper work; the invoice department handling the cash flow; the delivery team 
performing the deliveries; etc. A customer is to be considered to be anyone who has to 
treat your output as his or her input.  
The end consumer is very seldom one specific group of people. Take for example a 
medical device used to measure an analytical parameter. In the vision and mission 
statement of the company the end-consumer may be defined as being point-of-care 
facilities. Point-of-care facilities may in fact be hospitals with several different wards, or 
the doctors’ office. In these different facilities there are several different professions, 
people with different occupations that will be using the device: the nurse who performs 
the test; the doctor who is focused on the result and the technical service staff who will 
maintain and service the device, as well as the patient from whom a sample is taken. All 
of these groups are in fact customers, and it is important that they are all satisfied with the 
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product that has been acquired. They all interpret the signals communicated through the 
products, services and other signals sent from the company. 
One way of identifying the different customers is by creating a customer-product cycle. 
This implies that all the different cycles of a product are logged, and the customers 
affected by these cycles are identified.  
 
Once the different customers have been identified, it is time to find out what perception 
they have of the company and what they expect and desire from their products. There are 
many ways to identify the thought and needs of the customers, such as usability testing, 
interviewing users, discussions with business stakeholders, and conducting surveys. Once 
this information has been gathered it needs to be translated into requirements. Even here 
there are several different techniques that are utilized. One technique for translating the 
information that has grown in popularity and acceptance is the use of Personas. 
According to Cooper (1999) the method sounds trivial, but is tremendously powerful and 
effective: making up pretend users and designing for them.  
 
3.3.2 Persona 
The concept of personas is developed by Alan Cooper in the early 1980´s. While personas 
where first created for software development, the use of them have grown. Brechlin 
describes the use of personas in defining the market, where market segmentation and 
personas can be used as complementary tools that organizations can use to design and sell 
successful products.  
There are also criticisms of the use of Personas. According to Chapman and Milham, 
(2006) the most serious limitation of the Persona method is that it is difficult, or even 
impossible, to verify that the personas are accurate. Personas are fictional and therefore 
there is no clear way to determine how many users are represented by any given persona. 
A practical limitation involves who should interpret the customer and create the person, 
who understands the customer the best?  
 
Even if the use of personas has both benefits and risks, I have identified that it a useful 
tool that can be utilized to understand how customers perceive a company, and what kind 
of products and services they expect from it. By looking through the eyes of a persona I 
can better understand their image of the company and its products. 
 
Cooper (1999) describes personas as not being real people, but they represent real people 
throughout the design process of a project. They are hypothetical archetypes of actual 
users. Although they are imaginary, they should be defined with significant rigor and 
precision. They are not really “made up”; they are discovered as a byproduct of the 
customer investigation process. However, their names and personal details are made up.  
Personas are created to represent the different customers or user types that might use a 
product. Personas are given characteristics and are assumed to be in particular 
environments based on known users’ requirements so that these elements can be taken 
into consideration when designing the product. By putting a face and identity on the user, 
it is easier for the design and development team to identify with and understand the needs 
and expectations of the user. They make it clear exactly what the users requirements are, 
so that it can be defined what the product must do, as well as get away with not doing.  
Every project gets its own cast of characters, which consists of anywhere from three to 
twelve unique personas. The design team does not design for all of them, but they are all 
useful for articulating the user population. Some are defined only to make it clear that 
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they are not those designed for. According to Olsen (2004), it is important to categories 
the users into different persona priorities. Olsen suggests the following prioritizations:  
 
- Focal – Primary users of the product who are its main focus. The design is optimized 

for them. At least one persona must be a focal persona. (Persona will be described in 
the text below) 

- Secondary – Also use the product. The design should satisfy them if possible. 
- Unimportant – Low-priority users, including infrequent, unauthorized or unskilled 

users, as well as those who misuse the product. The design does not need to satisfy 
them. (Note: For medical products it is utmost importance that misuse is identified 
and the product designed so that it cannot be misused.)  

- Affected – They don’t use the product themselves, but are affected by it. 
- Exclusionary – The product is not designed for them. It’s often useful to specify this 

in order to prevent nonusers from creeping back into product development 
discussions. 

 
Cooper (2004) also states that if there are more than three focal personas, the design 
problem is too big. He recommends that the product then be split into more than one 
product or overall interface to avoid overwhelming users with too much complexity and 
causing the product to lose a clear focus.  
While personas are typically created only for users of a product, it’s important to keep in 
mind the interests of other stakeholders, such as, management teams, the marketing team, 
the sales team, regulatory, business partners, etc. Even if it is not common to create 
personas for these stakeholders, it may be useful to create minimal personas for one or 
more of them – usually focusing on their goals – to make sure their interests are taken 
into account. At a minimum, it is often worth noting the following for each stakeholder:                    
Their goals 
The amount of influence they have in the project 
The amount of knowledge they need in order to participate 
The degree of involvement they will have 
What conflicts they may have with other stakeholders 
Getting awareness – and preferably team consensus – about these factors can be 
invaluable in managing the inevitable politics around a product’s development. 
 
Once it is defined which customers you have, and they are allocated into the correct 
priority to group, it is time to get to know them. The information that needs to be gathered 
can vary immensely, and all depends on type of product that is to be designed, or the aim 
of using personas. According to Goodwin, rather than asking the user what they want, it 
is more effective to define what the users are doing, what frustrates them, and what gives 
them satisfaction.  
After the interviews and observations have been completed, it is time to define the 
behavioral pattern of the users. Cluster the users in these patterns, and create a persona 
that represents the group. For each pattern add details based on the collected data. When 
the personas are to be used for product development a detailed description of the potential 
usage environment, a typical workday, current solution or frustrations, relevant 
relationship to others, and goals should be drawn up. When the personas are to be used to 
define the perception of a company and their products, it is more important to understand 
the personas´ relationship to the company’s products and business. What sort of 
relationship does your persona have with your product or business?
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Some of the key strategic questions are around the persona’s relationship with – and 
value to – the business. 
- Is the persona a customer, an employee, a partner? 
- Are they a heavy user or a non-user? If you’re trying to acquire customers from a 

competing product, then you need to understand the people who aren’t using your 
product.  

- What’s your persona’s attitude toward your product, your brand and your company? 
- What kind of relationship would your persona like to have–but doesn’t have now? 
Once the details have been gathered and summarized, the persona should be described in 
narrative form. Goodwin writes that a list of bullet points might contain the essential 
facts, but narrative is far more powerful in conveying the personas attitudes needs and 
problems. 
After the creating of the personas´ it is time to design the optimal product for these 
personas. According to Goodwin the whole point of personas is to get past our personal 
opinions and presuppositions and instead arrive at an understanding as to what the users 
truly need. If you truly want to build a better product, and understand the customer wants 
and needs, create your personas based on real data, and use them in conjunction with 
business goals and good design principles to guide the solutions! 

3.4 The Product 
A product is seldom unique on the market; there are often several similar products for the 
consumer to choose between. So what makes the consumers choose certain brands or 
products? Linn (2002) states that the “product outside the product” consists of 
impressions, translations and associations that are connected to the product, and that are 
experienced as especially valuable by the consumer. Some part of these values is added 
by the brand itself. The rest is made up of the signals the product conveys. The art of 
creating the impression of value has become as important as the art to develop the 
functions of the product.  
One aspect of values is that there are cultural differences regarding how a product is 
valued. Take for instance the Scandinavian design. It is known to be clean and strict. 
Compare this to the American layout, where there often is more text and pictures of users. 
Gregory (2001) takes L’Oreal as an example, stating that while many companies seek to 
homogenize their brands to make them attractive to a wide variety of cultures, L’Oreal 
products have been aimed in a different direction. They make a conscious effort to 
diversify the cultural origins, making what many would see as a restricting factor into a 
solid market virtue. Many of their products have several different designs depending on 
which market it is to be sold to.  
Another aspect is that different products also need to convey different messages. A 
medical product needs to convey other messages than a bottle of perfume, for example. 
The messages a perfume needs to convey could be luxury and self esteem, whereas a 
medical product needs to convey security and trustworthiness.  
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4 ANALYSIS AND DISCUSSION 
The following analysis and discussion is based on the performed interviews and studies, 
as well as the knowledge collected in the theory. This chapter follows the same structure 
as that of the theory, and is thus divided into the three areas: the brand, the customer and 
the product. The HemoCue brand will be discussed first, followed by the identification of 
the users of the InSure product, and the personas involved. Last the product will be 
discussed.  

4.1 The HemoCue Brand 
4.1.1 The HemoCue Identity 
Corporate identity is an organizations sense of self, and is unique. I have therefore chosen 
to describe the HemoCue identity by looking into the history of the company, what are 
the beliefs of the company, the nature of the technology, as well as the vision, mission 
and business idea of the company.  
 
The history of the company: 
The HemoCue B-Hemoglobin system was introduced in the early 1980s. Ten years later 
the HemoCue B-Glucose system was introduced on a worldwide basis. The third system, 
HemoCue Albumin 201 followed in the early 2000s. In 2007 the fourth system, the 
HemoCue WBC, was launched in Sweden, with other countries to follow in 2008.  
One of the main customer groups for the hemoglobin product is blood banks. As the 
HemoCue B-Hemoglobin system was the companies first and only product for ten years, 
many of the distribution channels that the company has today are focused on selling into 
the blood bank section. Since the addition of the other systems, the target customer 
groups are primary care and doctors offices, and the company has been adding 
distribution channels for this segment as well. 
The company sells directly into Sweden, Norway and Denmark. They have wholly owned 
subsidiaries in England, Finland, Germany, the Netherlands, Switzerland and the U.S., 
with franchises and third- party distributors generating revenue in more than 100 
countries. The marketing within the Nordic countries as well as the wholly owned 
subsidiaries are active in the primary care market, and there is strong brand awareness in 
this customer segment. Many of the distributors are not active in this section, resulting in 
that the HemoCue brand is not well-known in many countries in the primary market, 
which is the main target market for the InSure product.  
HemoCue is a branded house, implying that all product names start with the company 
name, an analyte identifier, followed by a number; ex. HemoCue Glucose 201 and 
Hb 301. 
 
The HemoCue Vision 
HemoCue is committed to being a leading global player in the professional point-of-care 
testing market with products that make significant contributions to health care. 
  
The HemoCue Mission  
HemoCue provides important diagnostic tests, of the highest quality, which are fast and 
easy to perform - by anyone. 
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HemoCue Business Idea  
HemoCue develops, produces and markets in-vitro diagnostic products and services for 
the global professional point-of-care testing market. 
 
HemoCue Criteria: 
The company has stated some criteria that it seeks to fulfil. These criteria are included in 
a power point presentation that is used to present the company in different situations. 
Behind each statement I have defined what message it is that the company seeks to 
convey with each statement, this is written in the italic font.  
HemoCue provide tests that 
- are allowed for diagnosis   confidence, quality 
- secure correct and timely treatment   quality, ease of use 
- are cost effective for the user   cost, quality 
- reduce anxiety   confidence 
- improve quality of care   quality 
 
HemoCue core values: 
- Put the patient first   quality              
- Contribute by solving clinical everyday problems   confidence, quality 
- Secure excellent product and customer support   confidence, quality 
- HemoCue applies strict requirements   quality 
 
HemoCue product criteria: 
- Factory calibrated instruments   confidence, quality  
- No batch-to-batch variation of cuvettes   confidence, quality 
- Easy to use   ease of use 
- A drop of capillary blood or urine sufficient for test   ease of use 
- Laboratory accuracy and precision   confidence, quality 

 
The nature of the technology: 
- All of the current HemoCue products consist of an analyzer and a microcuvette. The 

cuvettes are filled with a drop of sample (blood or urine), and are placed in the 
instrument. The results are displayed as a quantitative, and of high quality. The 
complete turn around time of the procedure, including sampling varies from 
approximately one minute to five minutes, depending on which analyte that is 
measured. 

The sampling and measuring procedure is based on three simple steps:  
Fill the cuvette with sample (capillary or venous whole blood, or urine) 
Place the cuvette in the instrument 
The quantitative result can be read after 45 seconds to 3 minutes, depending on which 
analyte that is measured. See figure 4.1 for the sampling and measuring procedure. 
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Figure 4.1. Three simple steps: The sampling and measuring procedure for 
the current HemoCue products. 
 

By summarizing the information above it can be seen that the company wants an identity 
that conveys high quality, ease of use; they want the customers to rely on the results and 
feel confident when using the systems.  
 
4.1.2 The HemoCue Image 
The image of a company is in the eye of the receiver, an organization transmits messages 
to its employees, its investors, its customers and all its internal and external audiences. 
The assessment of the corporate image can be done by analyzing the perceived picture of 
the company.  
To identify the HemoCue Image I have performed face-to-face interviews with several 
internal and external customers.  
The senior management team at HemoCue were interviewed using an open discussion 
method; where I had predefined the topics I wanted to cover, see Appendix 1. When 
asked how they perceive the HemoCue image the following answers were given: 
Quality, accuracy, ease of use, short measuring time, results are of clinical value, robust 
and point of care. 
 
Face-to face interviews were performed with 29 different customers in Sweden. This 
survey was performed as part of an extensive survey where questions regarding different 
analytes and applications where included. The individuals included where doctors, nurses, 
medical laboratory staff at the point-of-care facilities, as well as medical laboratory staff 
at the central laboratory in the hospital. See Appendix 2 for the interview questions. 
When asking these individuals what their first thoughts were when HemoCue was 
mentioned the following words were given: Ease of use, quality, accuracy, reliable, fast 
and point-of-care.  
 
In order to get a picture of the international markets image of HemoCue I have analysed 
data from surveys performed by the company with different users.  
Customer satisfaction surveys are performed annually at HemoCue AB. In the survey 
performed in May 2007, including 150 customers from six countries (Australia, 
Germany, Italy, Denmark, US; UK) the customers rated the following reasons for 
choosing HemoCue (maximal points 100): Ease of use (100 points), Time to result (52 
points), Quality (35 points); Accuracy (34 points). 
A survey is performed annually with the distributors of HemoCue. The survey performed 
in 2007 reflects the following: 
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When the distributors were asked “Does HemoCue live up to the product quality standard 
you expect?” 68% of the interviewed answered excellent, 28 % answered more than 
acceptable, and the rest answered acceptable. 
Another question that was asked was “How well does HemoCue perform in these areas 
when compared with other diagnostic companies? Overall ratings?” 50 % answered 
excellent, 34 % answered more than acceptable, 9 % answered acceptable and 2 % 
answered less than acceptable. 
 
Summarizing the information above it can be seen that the image of the company is ease 
of use, quality, accuracy, and measuring time.  
 
4.1.3 The HemoCue communication 
Corporate communication is the process that translates the corporate identity into a 
corporate image.  
 
The table below compares the wanted identity to the perceived image. The image is 
summarized from the interviews and surveys. The identity message that HemoCue wants 
to convey is compared to the image the customers have of the company, in order of 
understood importance: 
 
Identity Image management 

group at HemoCue 
Image Customer (Sweden 
and international) 

Quality, Accuracy Quality, Accuracy Ease of use 
Ease of use Clinical use  Time to result 
Clinical use Ease of use Quality 
Short turn-around-time Point-of-care Accuracy 

 
Table 4.1 HemoCue identity compared to perceived Image 

 
It can be concluded that the messages of the identity and image are similar, but the 
ranking of importance is different between the groups. The company thinks that the 
quality and accuracy is more important than the ease of use, whereas the user thinks that 
ease of use and turn-around-time is more important than the quality. The customers do 
not mention that point-of-care or clinical use are of importance. It can be assumed that 
they do think that this is of utmost importance, because, if there was no clinical benefit of 
performing the test, there would be no need to have the system. In a similar manner, if 
they do not see a need of performing the test at the point-of-care they would not do this, 
but rather send it to the central laboratory. 
Hence the distributors perceive HemoCue to be a company of high quality compared to 
other companies, and that the products have high quality.  

4.2 The InSure Customer 
4.2.1 The InSure customer cycle: 
The Insure product has many different customers. To get an understanding of the 
different customers and their involvement in the procedure, two different patient cycles 
have been identified. The reason that there are two different cycles is that the procedures 
vary depending on whether the patient contacts the doctor due to symptoms, or if the 
individual is part of a screening program, which is the case in many countries.  
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Customer cycle 1: 
An individual contacts the doctor as she is not feeling well. The patient describes her 
symptoms and the doctor decides that he would want the patient to perform a test for the 
possible presence of blood in her stool. The patient goes to the medical laboratory staff at 
the centre, and receives the test. The patient goes home and performs the test, then takes it 
back to the medical laboratory staff at the primary care centre, they develop the test card 
and analyse the result. The doctor is informed of the result. If the result is positive the 
doctor contacts the patient again, asking him/her to come back for further examination. 
 
Customer cycle 2: 
As colorectal cancer is the second most common cancer form in the world, and that if the 
cancer is found early the survival rate is high, many countries have implemented 
screening programs to detect the cancer in an early stage. The criterion for screening is 
age, and the age criteria vary between countries. Annual or bi-annual screening in the age 
group of 55-74 is common. The following patient cycle has been identified: The 
individual receives a test together with information by regular post. They are asked to 
perform the test, and send it back in the enclosed envelope. The patient may not have any 
symptoms at all, or have any knowledge of colorectal cancer. When the individual has 
performed the test it is sent in the envelope to a centre that develops the test. If the test is 
positive the individual’s doctor is informed, and he will contact the person and ask them 
to come for further examination. 
 
One important customer is the purchasing department. I have chosen not to involve them 
for the reason that the thesis covers the branding issue, and not the pricing issue. 
 
4.2.2 The InSure Persona: 
From the patient cycles above I moved on to creating personas for the different potential 
users of the InSure product. Even if the main use of personas is product development I 
find that it is of value to understand the user, and see what bonding they have with 
HemoCue, even if the product itself is already developed. By looking through the eyes of 
the customer it may be easier to understand what impact a new product may have on their 
perception of the HemoCue brand and company identity.  
Inputs to the personas are taken from the information gathered during the interviews 
performed, as well as previous contacts and experiences with these groups.  
The customers identified above have been divided into the following categories: 
- Focal persona – Doctor, Laboratory personal 
- Secondary persona – Healthy patient, Worried patient 
- Stakeholder persona – Representatives from Quest Diagnostics Inc., Enterix Inc., 

HemoCue AB, sales representatives. 
 
It may seem incorrect that the doctor and laboratory personal are identified as focal 
personas, and not the patients who are the main users of the product. The reason for 
categorizing them in this manner is first of all that if the doctor and laboratory personal 
are not satisfied with the product, they will not purchase it, and hand it to the patient. The 
patient may or may not perform the test, but they are not the purchaser of the test. The 
second reason for defining them as the focal persona is that the intention is not to define a 
product, but to define a brand strategy for the product. The patient is not the target 
HemoCue customer today, and therefore has little or no HemoCue brand awareness.  
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Doctor Eriksson 
Dr. Eriksson is 55 years old. He works at a primary care 
centre in the outskirts of Halmstad, Sweden. Dr. Eriksson 
sees many patients a day, and the working hours are often 
hectic. He finds it important to be as efficient as possible, 
as well as keeping a high quality in his work. He relies on 
that the tests that are performed in the in-house laboratory 
are of sufficient quality for him to be able to trust the 
results, in order to decide which follow-up action or 
treatment that is necessary.  
The patients come with different symptoms, the most 
common being coughs and runny noses. It is not unusual 
that people come in and complain about aching stomachs, 
and irregular or changed bowel movements. Dr. Eriksson 

knows that these symptoms could be due to something the patient has eaten or too much 
stress, but could also be symptoms of colorectal cancer. To be able to diagnose or 
eliminate colorectal cancer he asks the patient to perform a test to see if there is blood in 
the stool.   
Dr Eriksson is well aware of the HemoCue company, and he has a positive image of 
them. At the centre were he works they use the HemoCue hemoglobin and glucose 
systems. He seldom performs the tests himself, but knows that the products are reliable 
and of high quality, and he trusts the results he gets. 
 
Anna Lönnblad 

Anna Lönnblad is 52 years old, and works at the same 
centre as Dr. Eriksson. Anna is a Clinical Laboratory 
Scientist and is responsible for the small laboratory that 
they have at the centre. She works four days a week, and 
has the Friday free. Anna has worked as a Clinical 
Laboratory Scientist since she graduated 25 years ago. 
She is proud of the work she does, and demands that the 
systems she uses are of high quality. In the laboratory 
they have several different point-of-care instruments 
that she is responsible for. Anna is responsible for the 

blood sampling from the patient, performs the tests that she has in her laboratory, as well 
as forwards the sample tubes to the main laboratory. When Anna is off the nurse performs 
her tasks.  
Anna maintains that it is important that the systems she uses several times a day are easy 
to use, with as few handling procedures as possible. She has this opinion for three 
reasons, one being that she has a lot to do, and the less work she has to do on each 
procedure the better. It is also of importance that the doctor can get a quick result, and 
that the patient doesn’t have to wait too long. The third reason is that when Anna is not at 
the laboratory there are different nurses that perform the test. If there are too many steps 
there is a higher risk that something goes wrong, and that the results are affected by the 
human factor.  
 
When the patient has met with the doctor they will come to her and leave their blood or 
urine sample. It also frequently happens that she hands test kits to the patient for detection 
of blood in their stools. Anna explains to them how they should perform the test.  

ANALYSIS AND DISCUSSION

19



 
 

Once the patient has carried out the test they bring it back to Anna and she develops it. 
Anna finds that it often happens that the patients do not perform the test according to the 
instructions given, which make her work more difficult, and the test less accurate. Anna 
also notices that approximately 20% of the patients do not bring the test back at all. 
 
Anna uses the HemoCue systems in her daily work. She finds the systems easy to use, 
fast, and she relies on the results. For her the ease of use is most important, as she 
performs many different measurements from several patients during a day. For her 
HemoCue stands for ease of use and reliability. 
 
Clas Jacobsson 

Clas Jacobsson is 57 years old. He works as a truck 
driver. Clas spends most of his working hours driving, 
loading and unloading goods. When he comes home he 
is too tired to do any exercising. Clas wife often moans 
at him, saying that he should do something about his 
overweight and smoking, but he just shrugs it of, 
thinking that it’s most probably too late anyway. Lately 
Clas has been feeling more tired than usual, and also 
noticed that his bowel movements have changed. After 
some months of requesting him to see the doctor, his 
wife books a time for him. Clas goes there reluctantly, 
even though he does have a feeling that something is 
wrong. The doctor examines him, and asks him if he has 

seen any trails of blood in his stools. Clas answers that this is nothing he has thought of, 
joking that he does not have a hobby of studying them. The doctor says that the 
symptoms could be due to colorectal cancer, and that he would like him to perform a test 
for this.  
Clas goes to the laboratory to get the test. The nurse tells him that the test should be 
performed in the stool water, and explains the procedure to him. Clas is concerned and 
distressed over what the doctor has said, and has difficulties paying attention to what the 
nurse says. He takes the test home, not at all impressed about having to perform this on 
his stools, but he does it anyway. Not remembering what the nurse said, he tries to 
understand the instructions in the package. 
Clas seldom sees the doctor, and has no connection or awareness of HemoCue at all. He 
will most likely perform this test once or twice in his lifetime. 
 
Florence Leclercq 

Florence Leclercq lives in Paris, and has just turned seventy 
years. She previously worked as a teacher, and loved here 
work and the children she educated. Now she is retired and is 
enjoying it! She spends time with her friends; they often 
meet at a café and discuss life. Florence also spends a lot of 
time with her grandchildren. Her daughter lives in Paris as 
well, but her son has moved to a village a few hours away. 
Every second month Florence will visit his family for a long 
weekend. 
Florence has always understood the need to exercise and take 
good care of her body. She takes a walk everyday, but she 
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does feel that age is catching up on her. 
One morning when the post comes there is an envelope in the box. The envelope contains 
a test for colorectal cancer. First Florence does not understand what it is, but as she reads 
the information letter she remembers reading about the screening test in the newspaper 
some while back. She also remembers receiving a similar test several years ago, and at 
the time she chose not to perform it as she found the sampling technique repulsive. She 
understands that this is a new test, so she reads the instructions for the test, and as the test 
seems easy to perform, and much less repulsive, she decides that she will perform it even 
if she does not feel sick.  
Florence has no idea who HemoCue is. She has seldom been sick, and when she was the 
samples were sent to the local hospital, and she was not at all involved.  
 
Stake Holders: 
Senior management team at HemoCue AB: 
The senior management team has the unified goal to get the company to grow and 
succeed. For them the most important factor of the HemoCue brand is quality. They think 
it is important that the HemoCue brand is not damaged by adding products that do not fit 
into the portfolio and the criteria, especially regarding quality. They have different 
opinions regarding whether the InSure product should be HemoCue branded or not. The 
majority of them are against it. 
 
Representatives from the Area Sales Managers team at HemoCue AB: 
As mentioned previously HemoCue have many sales channels. All of these channels are 
handled by area sales managers positioned at the HemoCue headquarters in Sweden. 
These representatives are afraid that by branding the InSure brand with a HemoCue 
brand, the HemoCue brand may be damaged. They tend to think that the risk for damage 
will be less if HemoCue is a distributing partner only. 
 
Representatives from Enterix Inc. 
These individuals are aware of the fact that their brand is not strong outside of the US and 
Australia. They are eager to get the product onto the world-wide market and therefore let 
HemoCue and Quest Diagnostics take the lead on this decision. 
 
Representative from Quest Diagnostics Inc. 
This individual is aware of the fact that the Quest Diagnostic brand is not strong outside 
the US, or in the point-of-care market. They have the vision of being the leader in 
laboratory and point-of-care testing in the future, but see this in a ten years perspective. 
One of their main reasons for purchasing the HemoCue company is the strong brand 
image that HemoCue has in many countries, as well as their distribution channels. They 
are willing to allow the HemoCue brand on the InSure product. They see it as a benefit if 
the Quest Diagnostic brand is visible as well, to create awareness. They are the final 
decision makers. 
 
4.2.3 Evaluation of Persona above: 
- Focal – Doctor, Laboratory personal 
The focal personas are aware of HemoCue, their image of the company is ease of use, 
short turn around time and reliable results. Their image of HemoCue is predominantly 
positive.  
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- Secondary – Healthy patient, worried patient 
These individuals are in general not aware of the HemoCue brand. If they are, it is the red 
box that comes to their mind. They want an easy test that is simple to perform. This is 
extra important when it is a test that is to be performed on the stool, as many people find 
it repulsive. They take for granted that the test results can be trusted as they receive the 
test from a medical organization. 
- Stakeholders – Representatives from Quest Diagnostics Inc. and Enterix Inc. 
These stakeholders are eager to get the product out on the market as soon as possible, 
under the brand that has the greatest impact and least damage done.  
- Stakeholders – Representatives from HemoCue AB 
This group is afraid that the InSure product may damage the HemoCue image. They 
maintain that it is important to determine that the product fulfills the criteria that the 
company has on their own products, especially the quality criteria. 

4.3 The InSure Product  
4.3.1 Sampling and measuring procedure 
It is time to understand the qualities of the InSure product, and which added values it will 
provide to the different customer groups. First an explanation of the test is given. 
 
The sampling procedure includes the following simple steps:  
Toilet bowl water is collected using a long handled brush, after brushing the surface of 
the stool to release any blood into the surrounding water. 
A small amount of the water from two successive bowel movements is transferred to the 
InSure FIT Test Card.  
The Test Card serves as a means to transport the dried samples to the testing site.  
See figure 4.2 for the sampling procedure 
 

Figure 4.2 The InSure FIT sampling procedure 
 

The measuring procedure includes the following simple steps: 
At the testing site, a test strip is inserted into the Test Card  
Buffer is added to rehydrate the samples and to extract the hemoglobin, if present, from 
the samples.  
The quantitative result can be read after 5 minutes. The test is positive, indicating the 
presence of fecal occult blood, if two lines (Test and Control) are visible on the test strip.  
The test is negative, indicating no fecal occult blood was detected, if only the Control 
Line is visible and there are no traces of a line in the Test Line area. The test is invalid if 
the Control Line does not appear.  
See figure 4.3 for the measuring procedure 
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Figure 4.3 The InSure FIT measuring procedure. 
 
4.3.2 Comparison to competing methods 
There are several different methods, and I have chosen to compare the InSure FIT product 
to the tests that are most common, that is other faecal occult blood tests. I have divided 
these into two groups, Group 1 tests are sensitive to the heme portion of the hemoglobin 
molecule, the Group 2 tests are sensitive to the globin part of the hemoglobin molecule. 
To understand the impact of this, a brief explanation of the blood composition and 
anatomy is given first: 
The methods on the market today are aimed at detecting blood in the stool. The presence 
of blood in the stool can be a sign of colorectal cancer, with polyps or adenomas that 
bleed. Red blood cells contain hemoglobin. Hemoglobin is a complex protein consisting 
of heme, an iron containing substance; and globin, a protein folded around the heme ring. 
When hemoglobin passes through the digestive system, the globin part of the blood is 
degraded, while the heme part remains intact. This implies that methods that detect the 
heme portion of the hemoglobin protein (Group 1) will detect heme from the upper and 
lower digestive system, as well as be detect heme from other sources, for example red 
meat that has been digested. These methods are also limited as they have interferences 
from other food sources, as well as some medication, and therefore require the patient to 
withstand from these for a specific number of days before performing the test. The 
methods included in Group 2, including the InSure FIT product react with the globin 
portion of human hemoglobin, which is degraded if present in the upper gastrointestinal 
(g.i.) region, and thus reacts only with lower gastrointestinal bleeding. They are not 
interfered from globin from outer sources or medication, and do not require that the 
patient withstand from these.  
 
As this a big topic on its own I have chosen to summaries most important characteristics 
of the two groups, as well as the InSure product in table 4.1. 
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 Group 1 Group 2 InSure FIT 
No. of samples 
needed 

6  3 2 

Dietary 
Restrictions 

6 days None None 

Medicinal 
Restrictions 

10 days None None 

Sampling 
method 

Stool collection 
and smear 

Stool collection Brush around stool, no 
stool collection 

Stability Dry, stable 
>14 days 

Liquid solution. 
Unstable 
Risk of spill 

Dry, stable  
> 14 days 

Presentation of 
results 

Qualitative Qualitative Qualitative 

Interpretation of 
results 

Can be difficult, 
smeared 

Easy Easy 

Specificity for 
fresh hemoglobin 
blood 

All gastrointestinal 
bleeding. Tract; 
plant peroxidases; 
dietary meat 

Lower 
gastrointestinal 
bleeding. 

Lower gastrointestinal 
bleeding. 

Detection of all 
cancer stages I-
111  

54.2% --- 87.5% 

 
Table 4.2 Comparison of current methods and the InSure FIT product 

The table above shows that there are many advantages of the InSure test, compared to the 
main competitors on the market today. The main advantage compared to Group 1 is the 
ease of use for the patient, as the tests in group one have interferences from certain foods 
and medicines, implying that the patient has to stop using these for a period of time. The 
sampling method is also much more user friendly as the patient has to actually collect 
their stools for the tests in Group 1. The tests in Group 1 are less specific and often tend 
to be false positive, and the medical staff finds that the results may be difficult to 
interpret. The disadvantage is the price, as the tests in Group 1 are often lower in cost. 
The main advantage for the patient when comparing to the tests in Group 2, is the 
sampling method; the patient does not have to collect the stool, it is enough to brush on 
and around the sample, and then place a drop of the sampling water on the test card. Two 
samples are enough, instead of three to six that are needed on the competitive methods. 
The advantage of the InSure FIT test for the medical staff is the stability of the test. The 
competitors tend to have a shorter stability as well as sometimes require refrigerator 
storage. The developing process is easier for the InSure FIT, requiring only the addition 
of a buffer, while some of competing methods require mixing and pipetting sample on to 
a reagent card, then addition of buffer. The measuring time is also shorter than some of 
the competing systems, with 5 minutes instead of 10 minutes. 
Studies in the US have shown that the rate of compliance (i.e. that the patient actually 
performs the test and returns it to the medical contact) increased significantly when 
patients were given the InSure FIT test, compared to both the other tests.  
In conclusion it can be stated that the InSure FIT test will supply several added values 
compared to the competitors on the market today. 
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4.3.3 The InSure product compliance with the HemoCue brand 
The next step is to compare the InSure product with the current HemoCue products to 
identify if the product fits into the HemoCue brand.  
First I will analyze the compliance to the HemoCue Vision, Mission and business 
statement. Following each statement I have ranked how I define that the InSure product 
fits each statement. This is written in italic font. 
 
The HemoCue Vision 
HemoCue is committed to being a leading global player in the professional point-of-care 
testing market with products that make significant contributions to health care. 
The InSure test is a test for the professional market, and can contribute to lowering the 
prevalence of colorectal cancer. Colorectal cancer is the third most common form of 
cancer with high chance of survival if detected early; in other words it has the potential 
to make a significant contribution to health care.  
  
The HemoCue Mission  
We provide important diagnostic tests, of the highest quality, which are fast and easy to 
perform - by anyone. 
Tests for colorectal cancer are currently used as an important test to diagnose for 
colorectal cancer. The Insure test has a higher quality than other tests on market; it has a 
short measuring time, and is easy to perform, by anyone. 
  
HemoCue Business Idea  
We develop, produce and market in-vitro diagnostic products and services for the global 
professional point-of-care testing market. 
The InSure product is not developed by HemoCue AB. It will be marketed and serviced by 
HemoCue AB world-wide (excluding the US and Australia). 
 
Secondly, I analyze the compliance to the different statements that the company makes 
regarding the company and their products. Behind each statement I have ranked how I 
define that the InSure product fits each statement. This is written in italic font. 
 
HemoCue provide tests that 
- are allowed for diagnosis – Yes. According to Longmans family dictionary the word 

diagnoses means “The art or act of identifying a disease from its signs and 
symptoms.” The InSure product can be used to screen for blood in stools, a step in 
the diagnoses of colorectal cancer. 

- secure correct and timely treatment – Yes, with the InSure method the cancer can be 
detected early, securing correct and timely treatment. 

- are cost effective for the user – Yes, the InSure product is not more expensive than the 
FIT tests on the market today. Compared to the heme detecting tests, the price/test 
may be higher, but the specificity is higher thus the end cost will be lower. As fewer 
tests are needed the cost could be less. 

- reduce anxiety – Yes, the InSure test can reduce the anxiety of the patient. As there 
are fewer false positives with the immunological methods, care can be given to the 
correct patients, and patients whose results are negative are spared from anxiety and 
unnecessary examination. 
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- improve quality of care – Yes, due to higher specificity and fewer samples needed 
improved quality of care is provided compared to the current competitors. 

 
HemoCue core values: 
- Put the patient first – Yes, the InSure is a more user friendly method than the 

competitor methods. 
- Contribute by solving clinical everyday problems – Yes, screening for colorectal 

cancer is frequently performed in everyday practices, and solves clinical needs. 
- Secure excellent product and customer support – Yes, the same high quality of 

product and customer support should be provided for all products distributed by 
HemoCue. 

- HemoCue applies strict requirements – Yes, the same requirements should be 
demanded for all HemoCue distributed products. 

 
HemoCue product criteria: 
- Factory calibrated instruments – No, there are no instruments. 
- No batch-to-batch variation of cuvettes- Yes, according to the manufacturer there are 

no batch variation between the test strips, test cards or buffer reagents. 
- Easy to use – Yes, easier and less repulsive for the patient than current methods. For 

the medical staff there are fewer samples to analyze, sometimes less steps to perform 
as well as a shorter measuring time. The test result is easier to interpret than the 
heme measuring tests. 

- A drop of capillary blood or urine sufficient for test. – Can be translated to “a drop 
of sample”, in that case, yes, a drop of water from the stool water is enough. 

- Laboratory accuracy and precision- No. There is no laboratory system to compare to. 
The current methods are being performed at the laboratory as well as the point-of-
care facility, so this test would raise the quality for the laboratory as well. The system 
has better accuracy and precision than some of the competitors, and is equivalent to 
others. 

 
It is also important to compare the InSure product to current HemoCue products. All of 
the current HemoCue systems display a quantitative value; i.e. a number. The systems 
consist of an analyser and a microcuvette. The colours are red, black and blue, see figure 
4.4. 

        
       Figure 4.4 The HemoCue systems 
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The InSure FIT give a qualitative value, i.e. it is either positive or negative; and consist of 
a brush, a test card, a reagent strip and a buffer. Today the colours are blue and white. 
The outer package has a very American design, see Appendix 3 for the current outer 
package layout. See figure 4.5 for the sampling kit. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 4.5. The InSure FIT sampling kit. 
 
From the analyses and discussions performed in this chapter, the conclusion can be made 
that the InSure test fulfils most of the criteria and statements that HemoCue has. One 
requirement that it does not fulfil is the laboratory accuracy and precision, which is the 
most important one according to the senior management team at HemoCue. However, as 
there are no laboratory methods for this test, it can be argued that the InSure test is the 
best solution currently available on the market. Another issue that it does not all together 
fulfil is that the result is received while the patient is at the doctor, as the patient has to 
perform the sampling at home. Again it can be argued that this is an issue of sampling, 
and all tests performed on stools have the same procedure. The measuring time of the test 
is five minutes, so the patient could get the result when bringing the test back to the 
primary care office. Last, it is stated in the HemoCue business idea that the company 
develops and distributes test, yet the InSure test has not been developed by HemoCue. As 
HemoCue now is part of a bigger organisation and will distribute new tests that are 
developed elsewhere, this statement is no longer totally valid, thus it needs to be updated.  
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5 RESULT 
We have step by step carried out the discussion and analysis of the HemoCue identity and 
image, InSure customers have been identified, and the InSure product has been analysed. 
This leads us to the identification of the branding options of the product. It has been 
decided that the product will be distributed by HemoCue AB. The discussion is how to 
best brand the product, so that both the HemoCue company and the InSure product get 
the optimal outcome of the decision.  
 
Three different brand alternatives have been identified.  
Brand extension. The product is HemoCue branded. The customer immediately identifies 
it as a HemoCue product.  The design of the product is adjusted to follow the HemoCue 
graphical manual, as well as being adapted to the European market, both regulatory and 
emotionally. Customers, who are aware of the HemoCue products, will immediately 
identify the product as a HemoCue product. This extension is a discontinues extension, as 
there are no technological or physiological links to the existing HemoCue products. 
Co-branding between HemoCue and Quest Diagnostics/Enterix. The layout of the product 
should be adjusted so that it is better adapted to the European market, both regulatory and 
emotionally. The customer understands that the product is supported by HemoCue, but it 
is not a HemoCue product. 
Distribution only, implying that HemoCue acts a distributor. The product layout is kept as 
it is today, only adapting it according to regulatory requirements on the European market. 
The layout will not signal HemoCue at all. 
 
None of the identified alternatives are 100 % optimal or 100 % non-optimal; the 
challenge is to choose the most optimal alternative, which enhances the HemoCue brand 
as well as the Insure product globally. In order to compare the different options against 
each other a SWOT (Strength-Weakness-Opportunities-Threats) analyses has been 
performed on each alternative. This analysis is based on my perceptions and not on 
proved facts. 

5.1 Brand Extension 
The InSure product is completely branded with the HemoCue brand. The HemoCue 
graphical identity is placed on the product, and the customer will immediately identify it 
as a HemoCue product. 
 
5.1.1 Strength 
The HemoCue brand may pull the product, making it easier and less expensive to launch 
and market the product. 
The product will be perceived as of quality as it carries the HemoCue symbol, and that 
HemoCue stands totally behind it. 
The HemoCue employees, sales people and distributors may have easier to adopt the 
product, as they see that HemoCue stands behind it completely. 
The new product may refresh the HemoCue brand, providing a more comprehensive offer 
to the customer. 
It is a more cost effective alternative, as there will be no need to create brand awareness. 
 
5.1.2 Weakness 
The HemoCue employees, sales people and distributors may not adopt the product, 
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thinking that it should not be a HemoCue product 
The product does not live up to the high quality demands that HemoCue demands. 
The product does not follow the current HemoCue “cuvette and instrument” technology. 
HemoCue will have all regulatory responsibilities. 
Dilution of the original HemoCue brand. 
 
5.1.3 Threat 
If the product does not live up to company, employee and customer expectations, the 
HemoCue Image may be negatively affected. 
The customers may feel that it is not a HemoCue product, as it is not a “cuvette-
instrument” technology.  
The bond between the customers and the original brand is diluted. 
The customer becomes aware of the fact that HemoCue is now part of a bigger 
organisation; and be questioning whether HemoCue will continue with the same quality 
of customer support as previously. 
 
5.1.4 Opportunity 
The product will open sales opportunities into the primary care segment, pulling the other 
HemoCue products. 
Customers will see that HemoCue is active and alert, supplying products with added 
value. 
The customers become delighted by the new technology for colorectal cancer screening, 
enhancing the HemoCue Image. 
The product will be perceived as quality as it is a HemoCue branded product. 
The customer becomes aware of the fact that HemoCue is now part of a bigger 
organisation, become inquisitive, what else will HemoCue supply? 
 
This alternative is the best alternative for the InSure product; it benefit from being 
associated with the HemoCue brand, and may receive many positive values. The InSure 
product may act as door-opener for the other HemoCue products, in countries where 
HemoCue has little or no presence in this segment, and the customers may get the image 
of HemoCue as being a provider of good, high quality products.  
 
This alternative is also the riskiest alternative for the HemoCue Image. There is a risk of 
conflict between the core brand and the new product, confusing employees, sales people, 
distributors and customers. If the product does not live up to the HemoCue values there is 
the risk that the core brand becomes damaged, thereby negatively affecting the brand, 
current products and future products. The regulatory requirement are also more stringent 
for this alternative, implying that it will be more time consuming and costly before the 
product can be launched. HemoCue AB will have to provide the internal support 
resources for the product. 
 

5.2 Co-branded with HemoCue and Quest Diagnostics and/or Enterix 
The product will carry a dual identity with the different brands, including HemoCue. 
 
5.2.1 Strength 
The HemoCue brand may pull the product, making it easier and less expensive to launch 
the product. 
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The second brand will gain awareness. 
The HemoCue sales people may have easier to adopt the product, as they see that 
HemoCue supports it. 
HemoCue will have less regulatory and product responsibility than if it is a HemoCue 
branded product. 
 
5.2.2 Weakness 
The HemoCue employees, sales people and distributors may not adopt the product, 
thinking that should not be a HemoCue product. 
The product does not follow the current HemoCue “cuvette and instrument” technology. 
 
5.2.3 Threat 
If the product does not live up to company, employee and customer expectations, the 
HemoCue Image will be negatively affected. 
The customers may get the feeling that the product is fully supported by HemoCue, and 
may get confused. 
The customer becomes aware of the fact that HemoCue is now part of a bigger 
organisation; and be questioning whether HemoCue will continue with the same quality 
of customer support as previously. 
 
5.2.4 Opportunity 
The product will open sales opportunities into the primary care segment, pulling the other 
HemoCue products. 
The customer may get the feeling that the product is supported by HemoCue. 
Customers will see that HemoCue is active and alert, supplying products with added 
value. 
The customer becomes aware of the fact that HemoCue is now part of a bigger 
organisation, become inquisitive, what else will HemoCue supply? 
The customers are delighted by the new technology for colorectal cancer screening, partly 
enhancing the HemoCue Image. 
The product may be perceived as quality as it carries the HemoCue symbol, and that 
HemoCue stands partly behind it. 
 
This alternative has more potential than the first alternative. The InSure product receives 
pull from the HemoCue brand, making it easier and less expensive to launch and market 
it. As tests for colorectal cancer are frequently used in the primary care segment, the 
InSure product may act as door-opener for the other HemoCue products, in countries 
where HemoCue has little or no presence in this segment. The HemoCue employees and 
distributors may have easier to adopt the product than in alternative one, increasing the 
sales and support given to the product. The regulatory requirements are lower with this 
alternative than if it where HemoCue branded and the manufacturing company will be 
responsible for handling all regulatory issues. The design is not allowed to be perceived 
as a HemoCue product, making it more challenging to designing the product so that it 
signals HemoCue, without being perceived as a HemoCue product. 
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5.3 Distribution only 
The product will keep the current layout, branded with the Quest Diagnostics and Enterix 
brand. HemoCue will be a distribution partner only. 
 
5.3.1 Strength 
The HemoCue brand is not as negatively affected as if the product is HemoCue branded. 
HemoCue will have less regulatory and product responsibility than if it is a HemoCue 
branded product. 
The brand used may gain awareness. 
HemoCue can argue that it is not a HemoCue product if the product does not fulfil 
company and customer expectations. 
 
5.3.2 Weakness 
The HemoCue employees, sales people and distributors may not adopt the product to the 
same extent as if it where a HemoCue brand, “it is not our product” attitude. 
It is more expensive and time consuming to launch a product with a brand that has little 
or no brand awareness. 
The layout of the product today is very “American” and may not send the wanted signals 
to the customers. 
 
5.3.3 Threat 
If the product does not live up to company, employee and customer expectations, the 
HemoCue Image may be negatively affected, as the product is distributed by HemoCue. 
The customers may be confused, why is HemoCue selling products that they don’t 
support wholeheartedly? 
The product will not receive the “pull” from the HemoCue brand. 
The customer may not feel that HemoCue supports the product. 
The customer becomes aware of the fact that HemoCue is now part of a bigger 
organisation; and be questioning whether HemoCue will continue with the same quality 
of customer support as previously. 
 
5.3.4 Opportunities 
The product may open sales opportunities into the primary care segment, pulling the other 
HemoCue products. 
The customer becomes aware of the fact that HemoCue is now part of a bigger 
organisation, become inquisitive, what else will HemoCue supply? 
Customers may see that HemoCue is active and alert, supplying products with added 
value. 
 
This alternative is in my opinion a weak alternative. The product gets no pull from the 
HemoCue brand, and the risk that the HemoCue Image is negatively affected is higher 
than in the other two alternatives. The distributors and sales people may not accept the 
product, and the employees may not take the same responsibility for the product.  
 
In order to get a more objective decision base Pugh’s method is used to compare the 
alternative concepts. The five most important criteria are chosen and weighted in a scale 
of 5-10, where the criterion receiving 10 points is the most important. Each of the three 
alternatives described above are rated according to how well they fulfil the criteria. Each 
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alternative is given a point from 1-3, where the alternative given 3 points fulfils the 
criteria the best. In the case that two alternatives similarly fulfil the criteria the points are 
added and divided by two, each of the alternatives receiving the same points. The rating 
received is then multiplied by the rating of importance for the criteria. The products for 
each alternative are added. By comparing the totals of the three alternatives it can be seen 
which of the alternative that fulfils the criteria the most.  
The result can be seen in table 5.1. 
Criteria Weighting 

of  
Criteria  

Weighting 
Alt. 1 
Brand 
extension 

Weighting
 of Alt. 1 x 
Weighting 
of criteria 

Weighting 
Alt. 2 
Co-
branding 

Weighting 
 of Alt. 2 
x 
Weighting 
of criteria 

Weighting 
Alt. 3 
Distribution 
only 

Weighting
 of Alt. 3 
x 
Weighting 
of criteria 

Positively affect 
the HemoCue 
brand 10 2 20 3 30 1 10 
External 
customer 
adoption 9 1 9 3 27 2 18 
Internal 
customer 
adoption 8 1 8 3 24 2 16 
Door opener to 
new to 
HemoCue  
primary care 
markets 7 3 21 2 14 1 7 
HemoCue 
Regulatory 
responsibilities 6 1 6 2,5 15 2,5 15 
Positively affect 
the Quest 
Diagnostic 
brand 5 1,5 7,5 3 15 1,5 7,5 
TOTAL     71,5   125   73,5 

 
Table 5.1 Criteria weighting 

 
It can be seen that the conclusions made in the SWOT analysis is reflected in the 
weighted criteria as well, where alternative 2, co-branding with HemoCue and Quest 
Diagnostics receives the highest points and therefore fulfills the defined criteria the best. 
This alternative received a total of 125 points; the maximum total is 135 points. This 
proves that the alternative of co-branding is an optimal solution for the branding issue.
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6 CONCLUSION 
The analysis and discussions performed in the chapter five has lead to the following 
conclusions: 
 
The first alternative, brand extension, is an interesting alternative, where the InSure 
product is distributed as a HemoCue product. The product will receive a lot of added 
values from the company, but there is a high risk that the HemoCue image may be 
negatively affected. The HemoCue brand is strong in many countries, and the risk of 
dilution or damage could be disastrous.  I therefore maintain that this is not the best 
alternative. 
 
The third alternative, distribution only, has very few positive aspects, both for the InSure 
product and the HemoCue company. There is no brand awareness connected to the 
currently used brand, making it more time and cost consuming to launch the product. The 
internal and external customers may feel that HemoCue does not support the product, and 
they may consequently not adopt the product to the same extent as if it carried the 
HemoCue brand. The Quest Diagnostic brand will receive no awareness either. I 
therefore define that this is not either the optimal solution. 
 
The second alternative, co-branding, supplies several benefits to both the InSure product 
and the HemoCue image, without adding too many risks. The analysis and discussions 
made during the theses has proven this alternative to be the optimal branding solution. It 
will show the customers that HemoCue does indeed support the product, providing the 
same high quality in customer service as with their own products. As the product is not a 
HemoCue product it should not follow the HemoCue design guidelines, but should be 
designed so that both the companies are perceived as owners. Many customers identify 
HemoCue with a cuvette and red box, and it is beneficial to keep the red color and 
“HemoCue design” to current and future HemoCue products. By doing this the 
customers; internal and external; will still feel that HemoCue value their own know-how 
and technology.  
One of the main reasons that Quest Diagnostic purchased HemoCue AB is to be able to 
take benefit from the strong HemoCue image as well as the distribution channels that 
HemoCue has. They also have the intention to create brand awareness for the Quest 
Diagnostic brand. By including the Quest Diagnostic brand on the product, brand 
awareness will be created, together with the HemoCue brand. The Enterix brand has no 
brand awareness outside of Australia and the InSure product is the only product they 
currently have. My recommendation is not to include the Enterix logo. As the InSure 
product name has some awareness with the key opinion leaders and other professionals in 
colorectal cancer in Europe, it is advisable to keep this product name. 
 
Quest Diagnostics has the intention to distribute other products through the HemoCue 
distribution channels in the future. The alternative of co-branding could be a good option 
for these products as well. The HemoCue developed products should be kept as 
HemoCue products, signaling all the values and know-how that the company stands for. 
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To conclude, the optimal branding strategy for the InSure product is to co-brand it with 
the HemoCue and Quest Diagnostic brands. The InSure product name should be kept. It 
is important that the layout of the product is updated, so that it is accepted by the 
European market, both regulatory and emotionally. The product has to signal quality and 
trust to both the patient and medical customer. 
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7 REFLECTIONS 

7.1 Reflections on the thesis process 
The following reflections have been made during the thesis work: 
 
I am an employee of HemoCue and have regular contact with the leadership of HemoCue, 
as well as the sales team and distributors. This may have affected the way I have both 
perceived and analyzed the situation. There is an obvious risk that I feel stronger for the 
HemoCue Image than I do for the InSure product, and that this affected the conclusion I 
have reached. At the same time I see it as a benefit to have full insight into the company, 
the future strategy, the contact with Quest Diagnostics and Enterix, and I deem that this 
benefit is stronger than the negative effect.  
 
It would have been wise to first evaluate the performance qualities of the product, before 
the branding discussions and analysis were performed. This would have eliminated some 
of the doubts that several of the internal customers have in regards to the product.  

7.2 Suggestions for future activities 
The following near future activities should be performed: 
An in-depth analysis of the all of the aspects of the product should be made. There are 
several studies performed in the US and Australia, but not in Europe. It is important that 
HemoCue confirms that the product is of high quality before launching it.  
 
The senior management team or parts thereof should be the first reach a decision to adopt 
the product. If they are not convinced that this is a product that can be distributed by the 
HemoCue channels, it will be almost impossible to implement it in the company. 
 
The image of the company and the product are in the eyes of the receiver, and the first 
thing they see is the product. Therefore the design of the product is important. The 
product needs to signal quality and trust. It would be of value to get assistance with this 
from a professional designer. The chosen design should be usable for future products as 
well, so that a product family brand can be created for products co-branded with 
HemoCue AB and Quest diagnostics Inc. 
 
When launching the product internal employees need to be convinced that the InSure 
product is of high quality, and that it is a privilege for HemoCue to have the opportunity 
to market and distribute the product. By creating a strong positive feeling internally, sales 
representatives, customer support, regulatory, etc., will experience it easier to adopt the 
product, and thereby supplying it with the same high quality support as the original 
HemoCue products. 
 
All new potential products proposed to be added to the company should go through the 
same proof of feasibility process as the company has with their own products before they 
decide to develop and manufacture them. There is a process that analysis the user wants 
and expectations, the market potential, distribution channels, etc. Products that come from 
other companies, that are proposed to in any arrangement be part of HemoCue, should 
strictly follow this process as well, in order to identify the quality and need. 

REFLECTIONS

35



 
 

 
 

8 REFERENCES 

8.1 Journals 
Olins, W. (1989) Corporate Identity. Making Business Strategy Visible through Design. 
London, Thames and Hudson.                    
Chris Taylor (1995) The case of customer satisfaction. Managing service quality, Volume 
5, Number 1 

8.2 Books 
Gorb.P (1988) Introduction: What is design management? Design Management, papers 
from the London Business School. London: Architecture Design and Technology Press.  
Nicholas Ind (1997) The corporate brand. Macmillan Press Ltd. ISBN 0-7494-0768-9 
Philip Kotler (1984). Marketing Management, Analysis, Planning; Implementation, and 
Control, 5th edition. Engelwood Cliffs, N.J.: Prentice Hall.  
Peter Doyle (1994) Marketing management & strategy. New York :Prentice Hall. ISBN 
0-13-065350-0 
Margaret Bruce and John Bessant (2001). Design in business-Strategic innovation 
through design. Pearson Education Limited. ISBN 0273643746 
Ylva Almqvist & Erik Fritz. (1995) Vem är vi? Om företags och organisationers 
livsprocesser och identitet. Mareld, Stockholm 
Lisbeth Svengren (1995) Industriell design som en strategisk resurs. En studie av design 
processens metoder och synsätt som en del i företags strategiska utveckling. Lund 
university press. ISBN 91-7966-311-7 
Robert G. Cooper (2001) Winning at new products-accelerating the process from idea to 
launch. Third edition. Basic books. 
Jean-Noël Kapferer (1999) Strategic brand management-Creating and sustaining brand 
equity long term. Second edition. Kogan page Ltd. ISBN 0-7494-2069-3 
David Arnold (1992) The handbook of brand management. Perseus Books. ISBN 0-201-
63279-9 
Ylva Almqvist, Erik Fritz (1995) Vem är vi? Bokförlaget Mareld, Stockholm. 
Nicholas Ind (1992) The corporate image-Strategies for effective identity programmes. 
Kogan page. ISBN 0-333-67472-3 
Alan Cooper (1999) The inmates are running the Asylum. SAMS-a division of Macmillan 
publishing 
James R. Gregory (2001) Branding across borders. McGraw-Hill. ISBN 0-658-00945-1 
Carl Eric Linn (2002) Värdeskapnadets Dynamik – Hur metaprodukter, varumärken och 
design ger resultat på sista raden. Meta Management AB, Stockholm.  
ISBN 91-972814-2-5 
David G. Ullman (2003) The Mechanical Design Process. McGraw-Hill. ISBN 0-07-
237338-5 

8.3 Internet 
1. Quest Diagnostics webpage. URL: http://www.questdiagnostics.com 
2. Enterix webpage. URL: http://enterix.com 
3. HemoCue webpage. URL: http://hemocue.com 
4. George Olsen (2004-09-14). Making Personas More Powerful: Details to 

Drive Strategic and Tactical Design. URL: 

REFERENCES

36



 
 

 
 

http://www.boxesandarrows.com/view/making_personas_more_powerfu
l_details_to_drive_strategic_and_tactical_design (2007-11-12) 

5. Chapman and Milham (2006). The Personas´new clothes: 
Methodological and Practical Arguments against a popular Method. 
URL: 
http://cnchapmna.files.wordpress.com/2007103/chapman.milham.person
as.infes2006-0139-0330.pdf (2007-12-14) 

6. Elaine Brechin. Reconciling market segments and personas.  URL: 
http://www.cooper.com/insights/journal_of_design/articles/reconciling_
market_segments_an_1.html  (2007-11-12) 

7. Kim Goodwin Getting form research to personas-Harnessing the power 
of the data. 
URL:http://www.cooper.com/insights/journal_of_design/articles/perfecti
ng_your_personas_1.html (2007-11-12) 

8. George Olsen. Making Personas More Powerful: Details to Drive 
Strategic and Tactical Design. URL: 
http://www.boxesandarrows.com/view/making_personas_more_powerfu
l_details_to_drive_strategic_and_tactical_design (2007-11-10) 

8.4 Other 
InSure 510k application. 8 August 2000 
 
 

REFERENCES

37



 
 

 
 

9     APPENDIXES 
  
Appendix 1 Predefined questions used as a baseline for discussions with the Senior 

Management Group at HemoCue AB, representatives from Quest 
Diagnostics Inc. and Enterix Inc. 

 
Appendix 2 Extract of questions used in a customer surveys performed in Sweden, 

during Q4 2007. 
 
Appendix 3 The current design of the InSure FIT product. 
 
 

APPENDIXES 

38



 

 

 

Appendix 1. 

Predefined questions used as a baseline for discussions with the Senior 
Management Group at HemoCue AB, representatives from Quest Diagnostics 
Inc. and Enterix Inc. 
 

• Can you, in a few words, describe your image of HemoCue? Which are HemoCue´s 
core values? 
 

• In your opinion, who are HemoCue´s target customers? 
 

• Do you think this will change over the coming five years? 
 

• How do you think HemoCue´s customers will describe the company? Which image of 
HemoCue do they have? 
 

• Would HemoCue want to change the customers perception of the company? 
 

• What is your opinion of the InSure FIT product? 
 

• Do you think that the InSure FIT product should be HemoCue branded? Why/why 
not? 
 

• Do you think InSure FIT product should be co-branded with HemoCue/Quest 
Diagnostic/Enterix? Why/why not? 
 

• Do you think that HemoCue should be a distribution channel only for the InSure FIT 
product, using the current layout and brand? Why/why not? 
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Appendix 2. 

Extract of questions used in a customer surveys performed in Sweden, during 
Q4 2007. 
 
Individuals from primary care and hospitals were included, nurses, doctors, Clinical 
Laboratory Scientists (BMA) to get an overall picture of the market. In total 29 people gave 
their input. 
 
Colorectal Cancer  
 

1. Do you screen for colorectal cancer today? 
 

2. If Yes, which criteria are used for screening (age, gender, medical history, etc.)? 
 

3. If No, when would you find it relevant to perform a test for blood in the stool? 
 

4. Which methods do you use? 
 
5. Do you perform the test POCT or send it to the lab? 

 
6. Advantages/disadvantages of current methods? 

 
7. Can you explain the patient cycle to me? From suspicion of blood in stool, diagnosis, 

treatment, to follow-up. 
 
Other 

 
8. Advantaged/disadvantages External Lab/Internal Lab/POCT 
 
9. What are the requirements for a POCT instrument: foot print, design, battery capacity, 

ease of use etc. 
 
10. What are the requirements for the disposables? (Sample volume, shelf life, storage, 

packaging etc) 
 
11. What does an optimal POCT look like? (Service, manual, feed back, training) 

 
12. What is your image of HemoCue as a company? 
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Appendix 3. 
 
The current design of the outer envelope of the InSure FIT test. 
 
Front view  
 

 
 
 
 
 
Rear view: 
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