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Title Shape me up! – A study of how leaders in the Swedish financial 

sector can use their personal brand to shape the corporate brand 
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Problem formulation ”How can a leader in the Swedish financial sector use the 

personal brand to shape the corporate brand?” 

 

Purpose  The aim of this study is to describe the importance of the 

leader’s personal brand within the Swedish financial sector. 

Further, this study aims to explore how the personal brand of a 

leader can contribute to shape the corporate brand from an 

internal perspective, in aspects such as organisational culture 

and visions. This study focuses mainly on the positive aspects 

of the personal brand since we are more interested to see the 

positive outcomes of personal branding than the negative ones.   

 

Target Group Our study is directed towards a target audience of Swedish 

leaders and other interested parties that want to increase the 

understanding for personal and corporate branding, and to 

increase the understanding of how leaders can use the personal 

brand to shape the corporate brand. 

 

Theoretical framework We have mainly focused on two different theories; one for 

personal branding and one for corporate branding. 

 

Methodology This study is based on a qualitative, deductive approach, with a 

case strategy. The empirical data is collected through personal 

interviews.  

 

Result We have come to the conclusion that the most important thing 

to be able to shape the corporate brand is to align your vision 

and values with the vision of the company. To be able to use 

your personal brand, you need to know who you are and what 

you hold to be true. We have also come to the conclusion that in 

what extent the leader can use the personal brand to shape the 

corporate brand will be dependent of different positions and 

different companies. However, we believe that leaders within 

every sector have more or less ability to use their personal brand 

to shape the corporate brand.   
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1 Introduction 
________________________________________________________________________ 

This chapter presents a background and discussion of the field of personal and corporate 

branding. Further, the purpose of the thesis is presented and the main concepts are 

defined. Finally, a continued disposal is presented.    

1.1 Background 

The phenomenon of personal branding is a comparatively new subject within the field of 

marketing, and was created by Tom Peters in 1997. Peters presented the concept of Me 

Inc., the personal company where everyone is seen as their own manager (Shepherd, 

2005). Peters (1997) means that the most important job in Me Inc. is to be the head 

marketer for your personal brand. Even if personal branding is a concept that has gained 

public awareness first during the last decade (Shepherd, 2005), the modern branding arose 

already in the late 19
th

 century in the United States and Great Britain (Melin, 1999). At 

that time craftsmen that wanted to mark their products to be able to separate them from 

others used a brand. Today, the meaning of brands has become more than just an 

identifier, according to Melin (1999). A brand has become a powerful tool that represents 

value for both consumers and companies (Hakala, Svensson & Vincze, 2012). The 

importance of branding has reached a new level in the society and is now applied by both 

companies and individuals. For companies it is important to shape
1
 a corporate brand to 

make the employees able to identify themselves with the company. A corporate brand 

will also influence how external stakeholders perceive the company (Hatch & Schultz, 

2008). For individuals the importance of a personal brand has increased since it can be a 

tool to differentiate you from others (Shepherd, 2005). Furthermore, Montoya (2002) 

points out the importance of aligning the personal brand with the corporate brand, since 

the personal brand of the people in an organisation can affect how external stakeholders 

perceive the corporate brand.  

 

There are many different definitions of what a personal brand is, and how to shape and 

maintain a personal brand (Aaker, 2010; Gad & Rosencreutz, 2002; Montoya, 2002). 

Theories about personal branding are often considered to be a development of brand 

theory (Lair, Sullivan & Cheney, 2005). Keller (2003) implies that theories about 

branding can be extended to people, and this type of branding can be an important factor 

for a company’s continued growth (Thomson, 2006; Hughes, 2007). Today, a brand has 

become an important asset for companies and it has also become more important for the 

consumers in their buying decision, according to Kay (2006). He means that a personal 

brand should be seen in the same way. Personal branding is about finding what is true and 

unique about you and let other people know about it (Peters, 1997). Montoya (2002, p. 

15) defines the concept of a personal brand as following:  

 

”…a personal identity that stimulates precise, meaningful perceptions in its audience 

about the values and qualities that person stands for”. 

 

                                                        
1 In the field of corporate branding there are different words used to explain the phenomenon, such as 

“create” and “build”. In this study the the word “shape” will be used, since we do not believe that the 

respondents has the ability to create or build the corporate brand though they are not the founders of the 

companies. They are more likely to have the ability to shape the corporate brand with their personal brand, 

than building it. To shape the corporate brand can therefore be seen as a method to use the personal brand.  
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Hines (2004, p. 60) makes another definition of the concept;  

 

“The personal brand is about recognizing who you are and what you do best, and 

communicating that to the clients.” 

 

In fact, everyone already have a personal brand in different social contexts, but not 

everyone is aware of it. All actions, attitudes and achievements will influence your 

personal brand and how others perceive you (Werner Runebjörk, 2006). Therefore, the 

personal brand can be seen as your public face, which means that you need to align the 

inner character with what you express to others. If you manage to do this you can take 

control of what people think about you. A well-managed personal brand will create 

credibility among others, which will increase the opportunities to build loyal relationships 

(Elmore, 2010). A personal brand will be able to create competitive advantages and a 

possibility to reach the personal goals (Peters, 1997; Schawbel, 2009). Therefore, it is 

important to be aware of that it is an on-going process to shape and maintain the personal 

brand (Werner Runebjörk, 2006).  

 

Today, a personal brand can be an important tool in the field of management and 

leadership since it can create a competitive advantage that differs you from other 

managers or leaders, and can help you to create a successful career (Rampersad, 2008).  

Granér (1994) points out the difference between a manager and a leader by saying that the 

manager becomes a leader first when the employees accept the manager’s position. 

Göransson (2012) means that a leader has a charismatic personality that creates followers, 

while the manager becomes a manager because of his/her position and not the personality.  

To be able to create acceptance and trust among the employees the personal brand can be 

a useful tool for the person that wants to become a leader. A trustworthy leader will be 

able to increase the motivation and efficiency within the organisation, according to 

Hilmarsson (2010). According to Yukl (2010) a leader should encourage and inspire the 

employees to achieve the goals of the organisation. Therefore, the personal brand of the 

leader is important to be able to build a trustworthy relationship with the employees, 

which will make them motivated and aligned with the values of the organisation and the 

corporate brand (Shenkman, 2007).  

1.2 Problem Discussion 

The importance of a personal brand has increased in many sectors, and to express the 

corporate brand through the personal brand is not just for the CEO anymore. Every 

individual in an organisation will be a part of the company’s face. The on-going trend 

about personal branding will contribute to align the corporate brand with the people of the 

organisation, according to Arruda (2013). For companies in the financial sector, as in all 

sectors, it is a key factor to have a well-managed corporate brand since this will increase 

their reputation and attracts customers, according to Dolbeck (2003). Furthermore, the 

most fundamental concern to be able to run a financial company is trust, says Almgren 

(2011). The last five years of economic and financial crisis in the world has therefore 

been especially hard for the financial sector since it has led to decreased confidence for 

these companies. The customers’ have started to doubt if their money is safe at the bank 

(Norman, 2012). The financial sector has a central function in the society by providing 

financial transactions and risk management, which will contribute to growth and wealth 

for the nation. But if the sector will be able to function in a profitable way there need to 

be trust for the sector (Svensk Försäkrings Omvärldsbevakning, 2012). The CEO of the 

state-owned mortgage institute SBAB argue in a debate article in Dagens Industri the 8
th
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of April, that there is a long and deep distrust within the financial sector in Sweden. Ha 

argue that it will affect the trustworthiness among the companies and loyalty from the 

customers. The companies within the sector need to have reasonable interest rates, a 

reasonable price on housing loans and products that the customers understand (SvD, 

2013-04-08). Three days after his debate article, a scandal was revealed, annunciating that 

SBAB together with the great bank SEB have a contract with the company Bluestep, 

where Bluestep gets information about non-credit friendly customers that they can contact 

(DI, 2013-04-11). Bluestep is a company in the credit market, who offers loan to people 

who has difficulty to get a loan in a regular bank. However, Bluestep has an interest rate 

at 6.35 %, which is double the interest rate at SBAB and SEB (DN, 2013-04-11). If the 

customer cannot pay the loan at Bluestep, Bluestep has collaboration with a collection 

agency (SvD, 2013-04-11). SBAB confirms that there is a commission if one of its non-

credit friendly customers becomes a customer at Bluestep. The commission last year 

(2012) was, according to SBAB, approximately 50 000 SEK. Both SBAB and SEB ended 

the contract in a press release late the same day saying that this scandal definitely has 

affected the trustworthiness of the companies (DN, 2013-04-11). Therefore, the 

trustworthiness for the companies in this sector has decreased, and it is important to 

develop a strategy that will increase the trust again. Djerf (2012) means that the 

companies in the financial sector needs to show the persons behind the corporate brand to 

be able to build up trust among their customers. Therefore, the leaders and the employees 

within the company have a central role when it comes to shaping the corporate brand, 

since their values and behavior needs to align with the corporate brand (Rampersad, 

2008). If the people in the organisation can identify themselves with the corporate brand 

they will also be motivated to express that to external stakeholders (Melin, 1999).  

 

For a leader in the financial sector, a personal brand can be a useful tool to influence the 

employees and shape an organisational culture within the company that will reflect the 

corporate brand (Montoya, 2002; Schein, 2004). A strategy to create an organisational 

culture with a clear vision is therefore to shape the corporate brand (Hatch & Schultz, 

2008; de Chernatony, 2001). The process of shaping a corporate brand from an internal 

perspective, with help from employees and organisational culture, has gained more 

significance in the 21
st
 century, according to Urde (2003). The development of a 

corporate brand will differentiate the company from other ones and define what the 

company stands for (Inskip, 2004). Since the corporate brand focus on the whole 

organisation the leader has a responsibility to manage it (Shahri, 2011). The main task of 

the leader is to influence the activities and values in an organisation to be able to achieve 

the goals (Yukl, 2010). Furthermore, Aaker (2010) describes the leader as the captain of 

the corporate brand and implies that it is his/hers job to steer the development of the 

brand in the right direction. According to Gad and Rosencreutz (2002) the leader and the 

employees in the organisation is one of the most important assets in the shaping of a 

corporate brand. The personal brand of the leader is therefore a crucial factor for a 

company’s development and the shaping of the brand (Frykman & Sandin, 2011).  

 

According to Peters (1997) a personal brand is everything in business today, and how you 

succeed as a leader or employee will be dependent on how you market yourself (Frykman 

& Sandin, 2011). Therefore, companies have become more aware of the importance of 

attracting the “right” individuals to their business. The personnel are seen as an asset to 

strengthen the company and create a good reputation, according to Frykman and Sandin 

(2011). In the financial sector a good reputation is of great importance to be able to attract 

customers (Dolbeck, 2003). Gad and Rosencreutz (2002, p. 21) point out “the importance 
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of knowing yourself in order to get the optimal fit between what the organisation stands 

for and what you stand for yourself”. If the leader is able to shape a successful personal 

brand and integrate it with the corporate brand it will create an increased credibility for 

the company among external stakeholders, but also within the organisation (Lam, 2003; 

Kapferer, 2008). According to Montoya (2002) it is important that the leader develops a 

personal brand that is aligned with the vision of the corporate brand. Furthermore, the 

leader needs to pass the personal values over to the employees since they are a central 

part of shaping the corporate brand. Therefore, an exchange of thought and values is 

required between the leader and the employees to be able to shape a sustainable corporate 

brand (Hatch & Schultz, 2008). A leader that has been able to succeed to influence the 

corporate brand with the personal brand is the founder and CEO of Apple - Steve Jobs. 

His personal brand has become a part of the associations that people have to Apple as a 

company. Jobs personal values and visions are reflected in the corporate brand and have 

contributed to shape the organisational culture. When he died in 2011 Apple lost their 

public face and the captain of the corporate brand. Many experts claim that the future of 

Apple as a corporate brand is uncertain, which is an example of the importance of the 

leaders personal brand (McCracken, 2012; O’Reilly, 2012). But even if you not are the 

founder of the company or a strong leader you will be a part of the company’s public 

face. The personal brand can therefore be a useful tool for every individual in an 

organisation whether you are an employee, a regional manager or a CEO (Arruda, 2013). 

Lanneberg (2012) also mentions that it is important for the leaders to know that the 

personal brand is not about being better than everyone else. The personal brand is about 

being the best of you, and use that to communicate the vision and values of the corporate 

brand. Furthermore, we tend to talk about the personal brand or the corporate brand. But 

according to Lanneberg (2012) it is the both of them together that creates success for a 

company. She means that the greatest resource of company is leaders and employees who 

knows how to communicate the personal brand in conncetion to the values and goals of 

the corporate brand.   

 

Earlier research reveals that a personal brand is able to shape the corporate brand (Aaker, 

2010; Peters, 1997; Gad & Rosencreutz, 2002), but it does not reveal how a leader 

actually can use the personal brand to contribute to shape the corporate brand. Therefore, 

in the previous research we can identify a lack of knowledge for how the personal brand 

can be used by a leader. Montoya (2002) and Schein (2004) mention that a personal brand 

can be a useful tool to influence the organisational culture and the vision of a company, 

but they do not mention how the personal brand can be used to achieve this. Earlier 

research also tends to have more of a marketing perspective, which focuses on the 

customers associations to the company (Aaker, 2010; Kapferer, 2008). In this study we 

want to fill that research gap by explore how a leader’s personal brand actually can shape 

the corporate brand from an internal perspective, whit focus on organisational culture, 

vision and images. Therefore, the research question for this study is:   

 

”How can a leader in the Swedish financial sector use the personal brand to shape the 

corporate brand? 

1.3 Purpose 

The aim of this study is to explore the importance of the leader’s personal brand for the 

corporate brand within the Swedish financial sector. Further, this study aims to explore 

how the personal brand of a leader can contribute to shape the corporate brand from both 

an internal and external perspective. 
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1.4 Continued Disposition 

Below is a presentation of the continued disposal of the study followed by a short 

description of each chapter.  

 

Theoretical framework. Here we present the relevant theories and models for the study. 

Finally, we present our own developed model that shows how the theories are connected 

to each other.  

 

Research method. In this part we will describe the research approach. Furthermore, we 

discuss and reflect about the decisions that have been done during the process. 

 

Empirical data. In this chapter we give a closer presentation of the chosen companies and 

respondents. We also present the primary data that has been collected from interviews 

with the respondents.  

 

Analysis. Here we will discuss and analyse the connections and also the similarities and 

differences between the empirical findings and the theoretical framework.  

 

Conclusion. In the last chapter we present our conclusions of the study and the answer of 

the research question. We also present the theoretical and practical implementations. At 

last we give a suggestion for further research.  
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2 Theoretical framework 
________________________________________________________________________ 

In this chapter the most relevant theory for the purpose of this study is presented. The 

chapter begins with a justification for the chosen structure of the theory. Further the 

theories are presented. Finally, there is a summary with the main models that will be used 

in the analysis.   

 

The structure of this chapter will follow the structure of the research question. First, a 

definition of “leadership” will be presented. After this section, theories of “personal 

brands” will be presented and the chapter will end with theories concerning “corporate 

brands”. This structure follows the research question, “How can a leader in the Swedish 

financial sector use the personal brand to shape the corporate brand?” since the question 

starts with examine leaders and their personal brands, and then the corporate brand.  

2.1 Leadership 

There are different definitions for the concept of leadership (Berggren, Gillström, 

Gillström & Östling, 1998). Leadership is when employees accept the manager’s position 

(Granér, 1994). There are some aspects in an organisation that is dependent on leaders 

with a clear way of leading. A manager with a clear leadership style will contribute to 

achieve the overall goals within the organisation. If the leadership style is clear it will be 

easier for the manager to increase the motivation of the employees, and to allocate tasks 

and resources in the most relevant manner (Jacobsen & Thorsvik, 2008). Therefore, the 

main tasks for a leader is to organise, manage and control the employees, so the business 

goals are achieved (Yukl, 2010). A leader needs to earn trust among their employees, 

since it will provide a better working environment and more motivated individuals in the 

organisation. Therefore, it is important that the leader understands the vision and values 

of the employees. This will contribute to not only trustworthy people but also to higher 

motivation and efficiency throughout the organisation (Hilmarsson, 2010). There are 

many theories that describe different aspects of effective leadership. However, it is 

difficult to determine how the most optimal leadership looks like, because leadership is 

often ambiguity. It could be described as the leader’s ability to behave opposite in 

different situations. A leader should be tolerant yet principled; they should conduct a 

dialogue with their employees and still have a good decision-making ability (Svedberg, 

2007). 

 

A clear leadership style is something that all leaders need, to be able to create followers. 

With a good leadership, the leader will be able to create a clear and powerful relationship 

with the employees (Shenkman, 2007). With a clear and personal leadership style the 

leader in an organisation will be able to differentiate him/her from other leaders within 

other organisations. First, the organisation must identify how it wants to be recognized by 

its best customers, and then link these identifications with managerial skills and activities. 

The unique combination will be hard for competitors to duplicate (Ulrich & Smallwood, 

2007).   

2.2 Personal Brand 

The concept of personal branding was introduced in 1997, when Tom Peters wrote “The 

Brand Called You” (Sheperd, 2005). Peters (1997) argues that people need to understand 

the importance of personal branding since everyone has a personal brand, regardless of 
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age, position or business. The personal brand should reflect the personal identity, but it is 

important to distinguish them from each other. The personal identity includes all the 

characteristics of a person, both the positive and negative ones. The personal brand 

reflects how you want to be perceived by others and is shaped by highlighting those 

characteristics, and can therefore be an active choice (Werner Runebjörk, 2006; Bence, 

2008). In the field of personal branding there have been different definitions throughout 

the years (Aaker, 2010). The theories about personal branding can often be seen as a 

development of existing theories about corporate brand (Lair, Sullivan & Cheney, 2005). 

Montoya (2002, p.15) defines the concept of a personal brand as following: 
 

”…a personal identity that stimulates precise, meaningful perceptions in its audience 

about the values and qualities that person stands for”. 

 

Hines (2004, p. 60) also makes a clear definition of the concept; 

 

“The personal brand is about recognizing who you are and what you do best, and 

communicating that to clients.” 

 

Rampersad (2004) says that the personal brand is about creating an identity that people 

can associate to, with different interpretations and feelings. Werner Runebjörk (2006) 

argues that personal brands is not something people are, but something people have. 

Having a personal brand means to be enthusiastic about something or wanting to convey a 

message (Werner Runebjörk, 2006). At the same time, Jakobsson (2010) mentions that a 

personal brand only is a modern word for self-awareness. Furthermore, your personal 

brand will determine whether you will be successful or not and how trustworthy other 

people will perceive you (Frykman & Sandin, 2011). Haig (2003) disagrees with this 

argument, and means that a personal brand itself will not guarantee success. Shepherd 

(2005) also mentions that the personal brand will be a constrained version of an 

individual, and may lead to tensions since the personal brand only focus on selected 

abilities. The personal brand can be connected to a rhetorical concept; ethos. Ethos can be 

described as the perception people have of themselves and what they send out to others 

through their voice, their movements and the words they say. The personal brand and the 

ethos are important for how other people perceive each other (Werner Runebjörk, 2006). 

The strength of a personal brand is determined by three combined components; 

Distinctive, Relevant and Consistent. It can be described as the ability for others to see 

and understand your personal brand (McNally & Speak, 2002).    

 

Distinctive. The personal brand must be distinguished by contributing to benefits that are 

hard to find elsewhere (Stratman, 2011). It is about expressing yourself differently 

compared to other people and to give a strong impression (Montoya, 2002). A personal 

brand becomes distinctive when you act as you have said that you would do, regardless of 

whether there are obstacles or not. First, you must decide what you believe in and then 

commit these beliefs to your actions (McNally & Speak, 2002). The personal brand is 

also depending on how well people can identify their own qualities and characteristics. 

When you know your greatest strengths, your personal brand becomes distinctive and 

strong (Peters, 1997). When you differentiate yourself from other people it will enable 

you to be memorable (Lam, 2003).  

 

Relevant. A personal brand will make it possible for people to create relevant associations 

to you (Stratman, 2011). The personal brand needs to be relevant in terms of you actually 
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standing for something and then communicate your beliefs to others (Lam, 2003). But 

relevance within a personal brand also includes you understanding and caring about other 

people’s beliefs (McNally & Speak, 2002). To be able to create a relevant personal brand 

there cannot be any differences between your private life and your public person 

(Montoya, 2002).         

 

Consistent. The consistency component for a brand is referred to people doing things in a 

distinctive and relevant way, over and over again (McNally & Speak, 2002). When a 

personal brand is consistent it will enable people to be trusted by others, since they 

constantly will act and communicate in a certain way. The people around you will know 

what to expect from you (Lam, 2003). To be consistent is also about understanding what 

you deliver – and deliver it all the time (Sills, 2008). A consistent personal brand will 

allow people to keep their associations and feelings about someone, regardless of where 

the brand is experienced (Stratman, 2011).  

 

Gad and Rosencreutz (2002) describes that the genetic code between human beings only 

differs by 0.05%. Therefore, they argue that it is important for people to understand how 

they can differ from other people by using different expressions or different ways of 

communicate (Gad & Rosencreutz, 2002). Because of the explosion of social media and 

new technological development, it is even more important nowadays to create personal 

awareness and establish valuable relationships that can help you with your business 

(Vitberg, 2010).  

2.2.1 How to Shape the Personal Brand 

There are many successful people around the world that have shaped and established a 

strong personal brand around themselves; Barack Obama (Bence, 2008), Bill Gates, 

Donald Trump and Oprah Winfrey (Rampersad, 2004). To be able to establish such 

personal brand you need to send out information about yourself to other people (Vitberg, 

2010). The most important thing to think of when you shape your personal brand is to 

define yourself, communicate it to others and then protect your brand (Bence, 2008; 

Montoya, 2002). In the end, shaping a personal brand is about marketing and promoting 

yourself (Rampersad, 2004). There are both internal and external aspects of a personal 

brand (McNally & Speak, 2002).  

 

Internal and external aspects of the Personal Brand 

 
FIGURE 2-1. Internal and external aspects of the Personal Brand 

Adapted from: McNally & Speak, 2002, p. 26; Boon Hwang, 2011. 

 

Internal aspects: Purpose, Vision, and Values 

The internal aspects of a personal brand are the Purpose, Vision, and Values of people 

and it concerns how people get inspired to shape a personal brand, the inner driver 

(McNally & Speak, 2002).   
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Purpose –What is your life about? The purpose of your life is what gives you the meaning 

to live, the reason for your existence (McNally & Speak, 2002). According to Dhiman 

(2007) every life has a potential meaning despite the overall conditions, which means that 

even the most miserable life has a purpose (Dhiman, 2007). Researchers have found that 

people living in war-affected areas still are strongly motivated to understand the meaning 

of their life, despite of the awful circumstances (Frankl, 1963; Morgan & Farsides, 2009). 

The search for a meaning is considered as a primary motivation for people, but there is no 

true way of finding a meaningful life (Dhiman, 2007). Dhiman (2007) has identified three 

ways to discover the meaning of a life: 

 Create a work or doing a deed 

 Experience something or someone 

 Having an attitude towards unavoidable suffering 

These three ways of discovering the true meaning of your life will provide feelings like 

commitment, perseverance and responsibility (Dhiman, 2007).   

       

Vision –What do you want to create? When you combine your gained knowledge and 

wisdom over the years with the possibilities in front of you, your vision will be clear for 

you. Your vision is about what you want for your life (McNally & Speak, 2002). It could 

be described as the way you want to be remembered, what you want to achieve in your 

life (Yeung, 2006). A rhetorical concept that is connected to a person’s vision is ethos. 

Ethos is patterns of how people think and behave. The vision is important for your 

success and so is also your ethos (Yoeli & Berkovich, 2010). Personal vision plays an 

important role in people’s life; to create an aim for moving towards meaningful 

destinations. It is also considered to be able to influence the motivation of a person to 

achieve his or her goals (Masuda, Kane, Shoptaugh & Minor, 2010). 

 

Values –What do you hold to be true? McNally & Speak (2002) exemplifies a person’s 

value with business values; strong external brands do have strong internal values. 

Therefore, you need to know your beliefs and commit to these (McNally & Speak, 2002). 

A person’s values can be described as the background of his or her life. The background 

of someone’s life will provide a framework for judging what is good or bad, important or 

not important (Ngoc Thuy & Nguyen Hau, 2010). The concept of ethos is also connected 

to the personal values. It is ethos that will reflect a person’s values and beliefs. 

Furthermore, it is the values that will make other people understand the vision (Yoeli & 

Berkovich, 2010).  

 

External aspects: The Personal Brand Dimensions Model 

McNally and Speak (2002) defines the Personal Brand Dimensions Model, with 

interrelated dimensions that explains how people connect to a brand. This model can be 

used even for personal branding and consists of three dimensions; Roles, Standards, and 

Style (McNally and Speak, 2002). The model identifies, establishes and displays your 

brand roles, standards and style (Boon Hwang, 2011).  

 

Roles. The first dimension in the Personal Brand Model refers to peoples’ relationship 

with others. This part can be described as the “noun part of a brand”. To be able to shape 

a personal brand, it is important to know the competence and qualifications of yourself 

(McNally & Speak, 2002). This dimension is governed by the values and generic 

competencies of a person (Boon Hwang, 2011).      

 



SHAPE ME UP! 

 

 

 
10 

Standards. The second dimension in the model is governed by your values and your core 

competencies (Boon Hwang, 2011). It is a modifier and contains how people act and do 

things. Standards are often measurable and it creates the unique image of your brand in 

other peoples’ heads. It is the standards that influence how other people see you (McNally 

& Speak, 2002). 

 

Style. The last dimension could be referred to as the brand’s personality; it is about how 

people relate to other people (McNally & Speak, 2002). It is governed by values and 

personality traits of a person (Boon Hwang, 2011). This is the dimension that makes 

people unique themselves. Style could be described as the “top of the iceberg”, since it is 

the one dimension that actually can be seen by others (McNally & Speak, 2002).   

2.3 Corporate Brand 

The concept of branding is an interesting phenomenon that derives from the late 19
th

 

century (Melin, 1999; Bengtsson, 2002). Today the awareness and interest for brands has 

increased for both small and large firms since it is a tool to create a competitive advantage 

(Kay, 2006). A brand can be defined as (Ghodeswar, 2008, p. 4);  

 

“…a distinguishing name or symbol intended to identify the goods or services of either 

one seller or a group of sellers, and to differentiate those goods or services from those of 

competitors” 

 

Rowley (2004) and Bengtsson (2002) both define a brand as a name, symbol, expression, 

or a combination of these three. Kotler (2011) means that a brand is one of the most 

important assets for a company. The fundamental function with a brand is to differentiate 

the company from the competitors, according to Albertsson and Lundqvist (2007). A 

brand is supposed to create awareness and positive associations to a company (Werner 

Runebjörk, 2006). It can also be a strategy to create loyalty among the consumers 

(Rowley, 2004). The brand gives the consumers a guarantee for good quality, and can be 

a tool to influence the buying decision (Aaker, 2010; Murphy, 1998). Furthermore, a 

brand can make the personnel able to identify themselves with the company, and also 

create a successful organisational culture (Melin, 1999). It is therefore important for 

companies that want to achieve success to shape their brand, according to Albertsson and 

Lundqvist (2007). The strengthening of the brand is made within the company, and 

therefore, the leader has a central role in the process of shaping the brand (Fredlund, et 

al., 2006). Einwiller and Will (2002) define a corporate brand as the process of creating 

positive images and a good reputation of the company. This can be done by managing 

behaviour, by internal and external communication to all stakeholders, through core 

values and also by the behaviour of the employees. Corporate branding refers to shaping a 

unique organisation, and it is important for the leader to work continuously with this 

(Hawabhy, Abratt & Peter, 2009). While the product branding can be handled within the 

marketing department, the corporate branding involves the whole company. It is 

dependent on interaction between the different departments in the company (Hatch & 

Schultz, 2001).  

 

Earlier research in the field of corporate branding has generated several different theories 

and models to create a deeper understanding of brand building, which is presented in 

table 2.1 below. Since this study aims to explore how the personal brand of a leader can 

contribute to shape the corporate brand from both an internal and external perspective it is 

suitable to use a model that examines these aspects of a corporate brand. The theories that 
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have more of an external focus, such as Aaker’s theory of the brand identity, tends to 

concentrate too much of the marketing and consumer perspective. Both Kapferer (1997) 

and de Chernatony (2001) include both internal and external aspects of the corporate 

brand in their models, but we have chosen to focus on Hatch and Schultz’s Vision, 

Culture and Images Alignment model since this is one of the most used frameworks to 

understand the different aspects of a corporate brand.   

 

The Development of Corporate Brand Theory 

Author Theory Focus 

Aaker 

(1996) 

Brand Identity Panning Model – The process of building a 

strategic corporate brand with main focus on customers and 

competitors (Aaker, 2010). 

External 

Kapferer 

(1997) 

Brand Identity Prisma – Examines six internal and external 

aspects that can be helpful in the brand building process and 

to influence the stakeholders’ perception of the brand 

(Kapferer, 2008). 

External 

and 

internal  

de 

Chernatony 

(2001) 

The Process of Building and Sustaining Brands – Argues for 

the importance of brand vision, organisational culture and the 

customers association (de Chernatony, 2001). 

External 

and 

internal 

Hatch & 

Schultz 

(2003) 

Vision, Culture and Images Alignment – Focus on the internal 

aspects as strategic vision, organisational culture and the 

corporate images in the process of building a brand (Hatch & 

Schultz, 2008). 

External 

and 

internal 

TABLE 2-1. The Development of Corporate Brand Theory 

Adapted from: Aaker, 2010; Kapferer, 2008; de Chernatony, 2001; Hatch & Schultz, 2008.  

2.3.1 How to Shape the Corporate Brand 

To be able to shape and establish a strong corporate brand the leader needs to identify the 

values and emotions that reflect what the company stands for, according to Hatch and 

Schultz (2008). Aaker and Joachimstaaler (2000) means that the corporate brand reflect 

what the company can and will do over time. With a corporate brand a company can 

communicate the image that they want to send out to external stakeholders. Furthermore, 

the corporate brand should include the values of the leader and the employees (Kapferer, 

2008). Corporate branding can therefore be seen as a linkage between strategic vision, 

organisational culture and corporate images. For the leader and the employees it is 

important to understand the interaction between the different parts and how it can shape 

an effective corporate brand, according to Hatch and Schultz (2008).  

 

The key to shape a corporate brand is a close relationship between vision, culture and 

images, according to Hatch and Schultz (2001), which also can be seen in figure 2.2 

below. These three elements are the fundamental parts of a corporate brand.  

 

 Strategic vision is the central idea if the company and express the top 

management’s vision and goal for what the company will achieve in the future. 

 

 Organisational culture consists of the internal values, beliefs and assumptions 

within the company. It will influence the knowledge and attitude of the members 

of the organisation.  
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 Corporate images are the overall impression of the company that is developed by 

external parts such as shareholders, customers, media and general public.   

 

Vision, Culture and Image Alignment Model 

 
FIGURE 2-2. Vision, Culture and Image Alignment Model 

Reference: Hatch & Schultz, 2001, p. 1047.  

 

Strategic vision and organisational culture 

A strategic vision is a consistent statement that defines the long-term goal of an 

organisation. The vision should express how the organisation wants to be perceived, 

according to Kaplan and Norton (2008). The strategic vision will enable companies to 

aspire for the goal and higher levels of achievement, but it is also important to connect the 

vision to the culture and internal values of the organisation (Hatch & Schultz, 2001). A 

shared and encouraged vision will create commitment at every level in the organisation 

(Garcia-Morales, Llorens-Montes & Verdu-Jover, 2006). The strategic vision is therefore 

the most important factor in the corporate brand since it is able to connect all perceptions 

of the brand with the internal culture, according to Jones (2010). The manager needs to be 

aware of that the vision and organisational values is linked through the organisational 

culture (Balmer & Soenen, 1999). When the organisational culture supports the vision of 

the top management the strategy of the company will be more successful. Therefore, the 

manager must be assured of that the values of the members in the organisation agree with 

the strategic vision of the company (Hatch & Schultz, 2008). The organisational culture 

has an impact on both the manager and the employees’ behaviour and will influence the 

corporate brand (Hawabhay, Abratt & Peter, 2009).  

 

Organisational culture and corporate images 

The relation between the organisational culture and the corporate images will create 

awareness to the stakeholders about who the company is and what it stands for. This can 

increase the reputation for the company, and also make it more attractive (Dowling, 2001; 

de Cheratony, 2001). The corporate images will influence the behaviour of the 

stakeholders, which can increase the brand equity for the company (Keller, 2009). Hatch 

and Schultz (2001) argues that to be able to manage the corporate brand the leader needs 

to understand the organisational culture and communicate the organisational values to 

external stakeholders. If the leader is able to communicate the meanings, beliefs and other 

symbols that make the company unique the corporate images will become more credible 

and distinctive (Barney, 1986; Hatch & Schultz, 2001). The leader also needs to be aware 

of how the stakeholders actually perceive the brand and how the company would like to 

be perceived (Hatch & Schultz, 2008). Davies, Chun and Kamins (2010) mean that when 

there is an alignment between internal and external views it will create a competitive 

advantage and increase the strength of the corporate brand.  
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Strategic vision and corporate images 

The main challenge in corporate branding is to align the strategic vision with the 

corporate images, according to Hatch and Schultz (2001). The stakeholders’ images of 

what the company stands for can therefore become a part of the strategic vision (Gioia, 

Schultz & Corley, 2000). The corporate images are an external factor that is beyond the 

leaders’ control. Leaders that are aware of these images that others have of the company 

are often better at shaping sustainable corporate brands (Hatch & Schult, 2001).  

 

The alignment of strategic vision, organisational culture and corporate images 

In the process of the shaping and maintaining of the corporate brand it is important to 

develop the vision, the culture and the images in relation to each other, which is done 

within the company (Hatch & Schultz, 2008). A corporate brand that is supported by a 

genuine culture and shared values is more likely to gain credibility among external 

stakeholders (Kapferer, 2008). To achieve an effective corporate brand constant dialogue 

between top management, employees and external stakeholders is required, according to 

Hatch and Schultz (2001).  

2.4 Theoretical Summary 

The theoretical framework has focused on three different parts; leadership, personal brand 

and corporate brand, which is in line with the research question. In this part a short 

summary will be presented and an explanation to how the different theories are related to 

each other. According to Jacobsen and Thorsvik (2008) the leader need to have a clear 

leadership style to be able to achieve the goals of the organisation and create motivation 

among the employees. For a leader the fundamental goal with a personal brand is about 

the ability to communicate to others who you are and what you stand for (Hines, 2004). 

Werner Runebjörk (2006) means that everyone has a personal brand. How trustworthy the 

brand is will depend on how good you are to communicate your personal brand in a 

distinctive, relevant and continuous way. For a person in a leading position it is important 

to build a personal brand to market himself/herself in a positive and distinct way, both 

within the company and to external stakeholders and customers. Furthermore, in this 

study the Personal Brand Dimensions Model by McNally and Speak (2002) will be used 

to give a clear image of the different internal and external aspects in a personal brand.  

 

Since there is an identified research gap in the connection between leaders’ personal 

brand and the corporate brand, theories about the concept of corporate brand is also 

examined in this study. Hatch and Schultz (2001) present the Vision, Culture and Images 

Alignment Model, which show that the corporate brand is shaped by strategic vision, 

organisational culture and corporate images. Furthermore, the corporate brand mainly has 

importance within the company, since the responsibility of the shaping of the brand is an 

internal task. The leaders are responsible for motivate and engage the employees, and 

make them able to identify themselves with the brand (Fredlund, et al., 2006).  

 

On the basis of the theoretical framework and with help from the chosen models a new 

model is constructed for this study, to show the relationship between a leader’s personal 

brand and the corporate brand, and how the personal brand can be used to shape the 

corporate brand. The newly constructed model can be seen below.  
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Relationship between personal brand and corporate brand 

 
FIGURE 2-3. Relationship between personal brand and corporate brand 

Adapted from: McNally & Speak, 2002, p. 26; Hatch & Schultz, 2001, p. 1047. 

 

This is our own created model to illustrate how leadership, personal brand and corporate 

brand relate to each other. With this model we want to illustrate that leadership and 

leadership style together with the personal brand of the leader is something internal, 

within the corporate brand. It is the corporate brand that holds the leaders and their 

personal brand and it is trought the corporate brand that the company can reach out to 

their customers. There are arrows from both the personal brand to corporate brand and 

back again, because there is a possibility that the personal brand not only affect the 

corporate brand, but also the other way around. As can be read from the theories, personal 

branding is about different internal and external aspects. There are three internal aspects 

of the personal brand – Purpose, Vision and Values, which could be regarded as the inner 

driver of someone. There are three external aspects of the personal brand – Roles, 

Standards and Style, which is more a reflextion of how people perceive other people, 

other peoples’ thought about you. These six aspects can be a tool for the leader to use 

when shaping the personal brand, and align the personal brand with the corporate brand. 

At the same time, the corporate brand is build on three factors; Vision, Culture and Image. 

These factors, is important to consider to be able to shape the corporate brand. With this 

model, our idea is to show the realtion between the personal brand of a leader and the 

corporate brand. We have combined the theories regarding leadership style, personal 

branding and corporate branding and this model will help us during the research process. 

We will use this model when we do our interviews with the chosen respondents. We will 

also use this model when we try to analyse how the personal bran of a leader can be used 

to shape the corporate brand. A more detailed description of this can be read in Chaper 3. 
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3 Research Method 
________________________________________________________________________

In this chapter the choice of methodology is presented and an explanation of the 

approach for collecting empirical data. Further, the chosen literature and the selection of 

respondents will be explained. Finally, a critique of the choices is made.    

3.1 Choice of Method  

The choice of methodology for this study is based on the Research ‘Onion’ created by 

Saunders, Lewis and Thornhill (2007). First, the choice of the methodology approach is 

presented and the methodology strategy and other choices. At last, different 

considerations such as time horizon and methods for data collection and data analysis is 

presented. 

3.1.1 Research Approach 

The empirical data can be collected through two different approaches; the deductive 

approach and the inductive approach (Bryman, 2011). We argue that the deductive 

approach is the most relevant for us to use. The deductive approach is when the 

researcher starts with collecting relevant theoretical information and then collects 

empirical data (Bryman, 2011). Jacobsen (2002) describes that the deductive approach 

has four levels of interpretations and the data collection is often affected by the 

researcher’s own perception of the reality. We will use a deductive approach, since there 

already are relevant research made in the field of leadership, personal branding and 

corporate branding. We believe that with the use of a deductive approach we will be able 

to create a better interview guide and collect more relevant empirical data for our study. 

The deductive approach will enable us to gain knowledge about the research field in an 

early stage of the research process, which will enable us to create a more relevant 

interview guide that fills the research gap. Arbnor and Bjerke (2004) explain that the 

deductive approach is used to analyse general theories, which are supposed to tell 

something about a specific situation. The deductive approach is considered to be less 

risky, since it is based on the theories that the researcher found to be most relevant for the 

study (Alvesson & Sköldberg, 1994).  

 

A second reason for choosing a deductive approach is how we want to conduct our 

research. We want to start with identifying our own expectations within our research area, 

along with finding relevant and suitable theories that supports our thoughts. After this 

process, we believe it will be easier for us to collect relevant and detailed information 

from our respondents. In the analysis we will combine the theoretical framework with the 

collected empirical data, to see how consistent it is too each other. A problem with the 

deductive approach is that the researcher from the beginning has a clear picture of what 

they want to find (Alvesson & Sköldberg, 1994). In other words, the researcher is trying 

to find empirical data that will be consistent with the theories (Jacobsen, 2002). We do 

not believe this is a problem with the deductive approach, as long as the result is relevant 

for the purpose of the study. Our purpose is to describe the importance of the leader’s 

personal brand, and we do not believe it will affect our result if we use a deductive data 

collecting method. Instead, this approach will hopefully provide us with relevant 

empirical data that we will be able to analyse with our theoretical framework.  
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3.1.2 Research Strategy 

We have chosen ‘Case study’ as a research strategy for collecting the empirical data. The 

main reason for using this strategy is that we want to collect detailed and subtle 

information from individuals in an organisation. A case study is a research strategy 

designed to study a phenomenon in its real context (Solberg Søilen & Huber, 2006). Our 

case will be the Swedish financial sector, and within that case we will have four 

interviews with people representing different parts of this sector; e-commerce, currency, 

banking and insurance. We will also make a control case interview, to get a more 

objective point of view about the Swedish financial sector. But, to clearify, our case is the 

Swedish financial sector and within that case we will interview four leaders from 

different target markets. One problem with case studies is that the generalization often is 

low, which means that the results can rarely be used in other studies (Bryman, 2011). 

Even if there is a risk with low possibilities to generalize our result in this study, we still 

believe that case studies will provide us with the most relevant empirical data. We have 

chosen five companies for our study since we want to gain a deeper understanding for the 

phenomena of leadership, personal brand and corporate brand within these companies. 

We believe that case studies will give us the possibility to create good relationships with 

our respondents, which might help us to collect rich and relevant information. There are 

four case study strategies in two dimensions that can be used; single case v. multiple case 

and holistic v. embedded cases (Saunders, et al., 2007). The single case strategy is often 

used when studying an extreme or unique case, while the multiple case strategies are used 

when the researcher wants to generalize the empirical data (Yin, 2009). We will use a 

multiple-holistic case strategy, because we want to focus on several companies (multiple) 

but we will only gather information from one respondent from each company (holistic). 

The reason why we want to focus on more the one company is mainly because we would 

like to collect several different perspectives and opinions of the subject, which will be 

more possible if we focus on several companies.  

 

We have chosen to collect empirical data from companies within the Swedish financial 

sector, since this sector has been affected by the economic and financial crisis. The trust 

for the companies within this sector has decreased during the last five years, and it is 

therefore of important for them to focus on building a trustworthy corporate brand. For 

the moment, with the scandal with SBAB, this has become even more important 

(Norman, 2012; Djerf, 2012; Almgren, 2011). The corporate brand needs to be shaped 

within the company and reflect the values and vision of the people in the organisation. 

Therefore, the personal brand of the leader in this sector can be a tool to communicate the 

visions of the corporate brand to the employees and make them able to identify 

themselves with the company. To explore the connection between the personal brand and 

the corporate brand we have chosen four companies that act within the Swedish financial 

sector, and also one management consultant company that works with leaders and 

branding. The reason for choosing the management consultant company is that we want 

to have a control case to get an objective perspective of the subject, to be able to increase 

the trustworthiness of the study. 

 

To support our selections we have collected different statistics about companies in the 

financial sector in Sweden. With help from Retriever Bolagsinfo AB, we have acquired 

statistical information about the chosen companies. According to the statistics from 

Retriever Bolagsinfo AB, the sector is called; Banking, Finance and Insurance, and 

Monetary intermediation. Within this sector we have choose companies that differ in 
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terms of turnover, number of employees, niche and ownership. The companies are 

presented below in table 3.1. 

 

Company Statistics 

Company Turnover 

(Tkr) 

Employees 

(Sweden) 

Target 

market 

Ownership 

Klarna AB 751 036 360 E-commerce Limited 

Forex Bank AB 1 098 284 915 Currency Limited 

Nordea AB 46 405 300 7 102 Banking Limited 

Länsförsäkringar AB 2 524 500 712 Insurance Customer owned 

Connecta AB 870 669 742 Consulting Limited 
TABLE 3-1. Company Statistics 

Reference: Retriver Bolagsinfo (2013-03-24); Annual Reports (2011-12-31) from Forex Bank AB and Nordea AB. 

 

As can be seen in Table 3.1, the chosen companies differ in terms of turnover, number of 

employees, niche within the sector and ownership. The reason for this is that we want to 

get different perspectives and opinions about the subject of personal and corporate 

branding. Even if Klarna AB, Forex Bank AB, Nordea AB and Länsförsäkringar AB all 

are in the sector of Banking, Finance and Insurance, and Monetary intermediation, they 

differ from each other, and may therefore have different opinions about how the personal 

brand can be used to shape the corporate brand. This will hopefully give us a better 

understanding of the subject. By choosing a wide sample of companies within the same 

sector we believe that we will increase the chance of getting a result that could be used as 

a starting point for further research within this subject. We have also included the control 

case, Connecta AB, in Table 3.1. Even if this company do not belong to the Swedish 

financial sector we believe that they will be able to give us an objective perspective of 

how a leader can use the personal brand to shape the corporate brand. 

3.1.3 Research Choice 

The research choice is based on whether the researcher wants to use a single data 

collection method or use more than one method for answering the research question 

(Saunders, et al., 2007). We will use a single data collection method, and we will use the 

qualitative research approach for answering our research question. There are two different 

single research approaches to use when collecting primary data; a qualitative approach 

and a quantitative approach. The quantitative approach is used when the researcher wants 

to standardize the empirical findings and it provides an absolute result. The opposite is 

the qualitative approach, which instead seeks to collect detailed information (Jacobsen, 

2002).  

 

This study is based on a qualitative approach since it focuses on getting a deep 

understanding about the phenomenon of personal and corporate branding. The qualitative 

approach is a more opened approach than the quantitative and therefore it goes more into 

depth (Holme & Solvang, 1991). There are both advantages and disadvantages with the 

qualitative approach. The positive aspects are for example the high internal validity that 

occurs since the respondents are able to give rich and detailed information about the 

phenomenon (Jacobsen, 2002). A high internal validity means that the study provides 

relevant results (Ejvegård, 2009). This approach also allows the respondents to describe 

how they interpret the reality (Backman, 1998). Another advantage with the qualitative 

approach is the flexibility; the research question can be changed after the analysis is 
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made, which makes this approach interactive (Jacobsen, 2002). The disadvantages of this 

approach are for example that it is resource consuming, because the interviews often take 

a lot of time to do and to analyse. There is also a problem with a low degree of 

generalization, which means that the qualitative approach has low external validity 

(Jacobsen, 2002). A low external validity means that the result of the study is hard to 

transmit to other studies (Merriam, 1994). The qualitative approach provides very 

complex data, which also can be a problem for the researchers, since it becomes too much 

to handle (Jacobsen, 2002). The aim with this study is to describe the importance for 

personal and corporate branding, which makes the qualitative approach most suitable. 

The qualitative approach allows us to collect more detailed information, which is 

considered more relevant for this study, to be able to answer the research question. The 

aim is not to collect empirical data that will provide a standardized result, which also 

makes the qualitative approach more justified to use for this study.    

 

The time considerations are an important aspect of a study; should it be done as a cross-

sectional study or as longitudinal study. Cross-sectional studies aim to study a particularly 

phenomenon at a specific time period, while longitudinal studies aims to study changes 

and development (Saunders, et al., 2007). We are not aiming to study changes or 

development. We want to study leadership; personal brand and corporate brand in 

specific companies at a specific time and therefore our time horizon will be cross-

sectional. Cross-sectional studies are often used when researchers’ wants to explain the 

relation between factors, when the strategy is based on cases or when the methodology 

approach is qualitative (Saunders, et al., 2007). All of these aspects match our study, and 

therefore it supports our choice of a cross-sectional time horizon. 

3.2 Data Collection 

Empirical data can be collected through secondary data and primary data. Secondary data 

means that the researcher collects previous studies in the field, such as literature, 

scientific articles and statistics (Jacobsen, 2002). The secondary data for this study has 

been collected through reviews of both printed literature and scientific articles in 

databases. The secondary data about the companies that has been used for the empirical 

data collection, where collected from the websites of the companies and Retriever 

Bolaginfo AB, which have statistical information about Swedish companies.   

 

To find relevant theories for this study, different search methods where used, such as the 

University library, Internet and economic databases for scientific articles. The keywords 

that were used were Personal brand and Corporate brand. Other keywords such as 

Branding and Leadership did also provide interesting and relevant theories. The most 

frequently used databases where Emerald, ABI/Inform and Google Scholar.  

 

The primary data in a qualitative approach is often collected through interviews, 

observations and questionnaires (Jacobsen, 2002). This study is based only on interviews 

with Klarna AB, Forex Bank AB, Nordea AB, Länsförsäkringar AB and Connecta AB.  

3.2.1 Interview 

The primary data in this study has been collected through four interviews with companies 

within the Swedish financial sector and one interview with a management-consulting 

firm. When interviews are used to collect primary data there are some consequences for 

the researcher to take in consideration. These consequences all affect the result of the 
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study, which indicates that the researcher needs to know the advantages and 

disadvantages with the different choice that could be done (Jacobsen, 2002).  

 

Visit Interview. Individual interviews can be done as telephone interviews or as visit 

interviews (Wärneryd, 1990). We will do visit interviews, since we believe that the visits 

will provide us with a better picture of the companies and the respondents. The negative 

aspect with a visit interview is something called the “interviewer effect”, which means 

that the interviewer affects the respondent with his or hers physical presence (Jacobsen, 

2002). The positive aspect with visit interviews is the personal contact that can occur, 

which might lead to the respondent answer more honestly to the given questions 

(Jacobsen, 2002). Both the negative and the positive aspects have been considered in this 

study, but we still want to base our empirical collection on visit interviews. We argue that 

it will provide a clear view of the company and hopefully it will give us more honest 

answers from the respondents.  

 

Open and structured interviews. In this study the primary data is collected through an 

interview guide with open questions in a structured order. One positive aspect with the 

open interview it that is can be done without limitations for the respondents’ answers 

(Lekvall & Wahlbin, 2007). Another positive aspect is that an open interview provides 

the researcher with new insights (Kvale, 2010). The main reason to why we choose an 

interview guide with open questions and structured order is that the respondent can speak 

free about the subject. But at the same time we have the ability to guide the respondent 

through the interview by the structured order of questions. This will reduce the risk of 

missing important information.  

 

Location for the interviews. We have decided to do the interviews for this study in a 

location that is natural for the respondents. People tend to change their behaviour 

depending on the environment they are in (Silverman, 1993). Jacobsen (2002) describes 

something called the “context effect”, which means that regardless of the environment, 

people are getting affected by the circumstances around them. There are two different 

types of locations for doing interviews; an unusual location or a natural location. A 

natural location for the respondent is for example at home or in the office (Jacobsen, 

2002). We believe that it will be most relevant to do the interviews in the respondents’ 

offices, since it is considered to be a natural place for them. However, we are aware that 

this also could be a problem, since colleagues, or other circumstances at the office can 

affect the respondents’. But we still believe that the offices will give us relevant, detailed 

and honest information about the company and the respondents.   

 

Open intention. The intention with an interview could be open or hidden, depending on 

how much information is given to the respondents (Jacobsen, 2002). The interviews for 

this study have an open intention, since it will be easier to collect detailed information if 

the respondents are fully aware of the intentions with the interviews. 

 

Recording. All of the interviews for this study will be recorded. There are some 

consequences when an interview is recorded, but at the same time it make the process of 

sorting the empirical data easier (Jacobsen, 2002). One consequence with recording 

interviews is if the respondents gets nervous with the tape recorder and therefore gives 

less complete answers (Repstad, 2007). Another consequence is that the respondents 

could get a negative attitude towards the tape recorder and therefore it is vital to have 

approval from all of the respondents before recording the interviews (Patel & Davidsson, 
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2003). We are aware of these consequences, but all the respondents will know from the 

beginning that their answers will be recorded. Even if we are two persons making the 

interviews, we believe it is easier to record the interview and sort the empirical data 

afterwards. During the interviews we will be able to interpret the respondents’ behaviour 

and reactions to different questions.      

 

Time. Jacobsen (2002) says that an interview should be about one and a half hour to be 

the most optimal. To get a complete picture and full understanding of a certain situation, 

interviews should be repeated (Jacobsen, 2002). The interviews for this study are done 

only once and have been about an hour. However, we will have contact with the 

respondents throughout the whole process, which makes it easier to supplement the 

interviews afterwards. Therefore we do not think it is necessary to repeat them.  

3.2.2 Interview Guide 

An interview guide can be created with help from operationalization. Operationalization 

is about measuring the phenomenon that the study aims to explore (Jacobsen, 2002). 

Operationalization is based on the theories used in the research (Holme & Solvang, 

1991). This is an important part of the study to increase the relevance and reliability, 

according to Bryman (2002). We have tried to be critical to our material during the whole 

process, and only include what we really want to explore. The theories that we have used 

is based on earlier research and studies about personal brands and corporate brands, since 

these are the subjects that we want to get a deeper understanding about. Jacobsen (2002) 

means that abstract concepts are harder to operationalize, since the definition and 

interpretation of the concept can differ from person to person. Leadership and personal 

brand are both concepts with many different definitions, and can therefore be seen as 

abstract concepts. To be able to operationalize them we need to design an interview guide 

with more questions than we would do with a non-abstract concept.  

 

Our interview guide consists of 33 questions, to guarantee that we will be able to collect 

enough data to answer our research question. The interview guide is based on the 

theoretical framework and on Figure 2-3, which is our own created model for 

summerizing the theoretical framework. This model connects the personal brand of a 

leader and the leadership style with the corporate brand of the company. Our questions do 

not suggest that there is a connection between the personal brand and the corporate brand; 

our questions will only make the respondents think about the different aspects and factors 

of personal and corporate branding. Therfore, we have divided our interview guide based 

on the contant in the theoretical framework. The aim of this study is to explore the 

importance of the leader’s personal brand for the corporate brand within the Swedish 

financial sector. Further, this study aims to explore how the personal brand of a leader can 

contribute to shape the corporate brand from both an internal and external perspective. 

We belive that our model (Figure 2-3) illustrate that there could be a connection between 

these three parts; leadership, personal branding and corporate branding. Our intention 

with this interview guide is to create a deeper understanding for the phenomenon and 

after, during our analyse phase, we will try to connect the anwers from the respondents to 

our model, to try and explore the importance of the leader’s personal and how the 

personal brand of a leader can contribute to shape the corporate brand from both an 

internal and external perspective.  

 

Question 1-6 is based in the first part in the theoretical framework, named leadership. The 

next questions, 7-12, have been constructed from the second part in the theoretical 
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framework, which is about the personal brand. They are followed by question 13-23, 

which also is based in the part about personal brand, but focus more on how to build a 

personal brand. The remaining questions, 24-33, are constructed from the theories about 

corporate brands in the last part of the theoretical framework. For the interview with the 

consultants we have used the same interview guide but with fewer questions, since we 

want to gain knowledge about leadership, personal brand and corporate brand from a 

more objective point of view. The operationalization schedule and the interview guides 

can be found in Appendix 1, 2 and 3.  

3.2.3 Selections 

To be able to answer our research question we have collected empirical data from 

respondents within the chosen companies. The criteria we had when we choose the 

respondents in each company were that they should be in a leading position, we did not 

reflect upon gender, age or nationality. Netiher did we put up any criteria that the 

respondents needed to have the same position since the companies differs in size, 

turnover and niche. Therefore it could be hard to find respondents with exactly the same 

position. Yin (2008) and Eisenhardt (1989) argues that the sample could be based on 

similarities or differences between the units. We believe that the differences between the 

respondents will make us able to see the subject from different perspectives.  At the same 

time it will be harder for us to generalize the collected information, but since that is not an 

aim with the qualitative study this will not be a problem. Our aim with the study is to 

explore how a leader can use the personal brand to shape the corporate brand, and we are 

convinced that we will be able to understand this phenomenon even if the respondents do 

not have exactly the same position. Furthermore, the differences between the respondents 

will provide us with information about how the personal brand can be used in different 

positions in a company. By this selection we will therefore be able to see if the position of 

the leader and their number of employees will affect in what extent they can use the 

personal brand to shape the corporate brand. We have also included two respondents from 

Connecta AB that are not leaders themselves, but work with management consulting and 

therefore have experience of working with leaders and branding. The purpose for 

including them in the study is to get an objective perspective of the subject, and increase 

the trustworthiness. The respondents are presented below in table 3.2. 

 

Respondent Statistics 

Company Respondent Position Number of 

Employees 

Klarna AB Claes Tellman VP of 

Communications 

3 

Forex Bank AB Mattias Varén Travel Economist 0 

Nordea AB Carl Englund Regional 

Manager 

170-190 

Länsförsäkringar AB Björn 

Schedwin 

Director of 

Insurance  

75-100 

Connecta AB 

(control case) 

Agnes Gawel, 

Henrik 

Ekstam 

Management 

consultants 

0 

TABLE 3-2. Respondent Statistics 

Reference: Interviews with each respondent. 
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As can be seen in the table, the respondents in each company differ in terms of position 

and number of employees. This selection of respondents will hopefully give us relevant 

information about the subject from their own perspective, and therefore be able to give us 

a wide collection of empirical data. We believe that even if the respondents have different 

positions and number of employees, they are still able to give us information that will 

help us answer our research question, since everyone has experience of leading others. 

We are fully aware of the the fact that there is only one female respondents, who is only 

part of the controle case interview. The other respondents for the leadership interview are 

all male, but we do not consider this as a problem for our study. We believe that these 

respondents will provide us with relevant information, regarless of their gender. 

According to us, leadership and personal brand are individual and will not differ from 

male or female respondents. There is no reason for only choosing male respondents, or 

not trying to interview female respondents, since we believe that the leadership style and 

personal brand has something to do with yourself, and as for that, we do not see that is 

will affect our result to have only one female and five male respondents.      

3.2.4 Ethics 

Ethical issues are something to consider when doing a business research. These issues 

occur during the research process, but it is important to understand them already in the 

beginning of the research to be able to make correct ethical choices (Saunder, et al., 

2007). Bryman and Bell (2007, p. 122) describe two vital questions to ask when starting 

the research process; 

 How should we treat the people on whom we conduct research? 

 Are there activities in which we should or should not engage in our relations with 

them? 

To be able to make relevant ethical choices, we will answer these two questions that 

Bryman and Bell (2007, p. 122) point out. We believe that one important thing to 

consider is our attitude towards the respondents. We need to be modest when visiting the 

companies, since they allow us to gather information about them and their employees. We 

also need to show respect for the respondents, since they are the key persons that possess 

relevant information for our study. We feel honoured that these companies are willing to 

help us with our study and share the information we need to be able to answer our 

research question. We will show respect to the respondents by being in time, be well 

prepared for the interviews and also prepare the respondents before our meeting, by 

sending them the interview guide and explain our purpose with the interview. According 

to us, it is important to explain our aim with this study and why we want to interview 

particularly these respondents. It is also important to give information about recording the 

interviews and why we want to do that. We believe that sharing this information before 

the interviews will make it possible to create trust between the respondents and us. It will 

enable us to gather more detailed empirical data, since the respondents feel their value 

and that they are contributing with relevance to our study. We also believe that sending 

the compiled empirical data to the respondents afterwards is a way of showing modesty 

and respect for their collaboration with us. We have also discussed the respondents’ 

appearance in our study and they had the option to be anonymous but none of them did 

see the point of covering their names or the company name in this study.     

 

Since the intention with the interview is open, we do not believe there are any activities 

through the process that the respondent should not be involved within. However, we 

understand that there are some steps that the companies and respondents do not have any 
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interest in, but we still have a completely open intention with the interviews. The most 

relevant parts for the respondents to be engage with is the compilation of empirical data, 

the analysis and our conclusion. After the interviews we will compile our findings and 

then let the respondents read it through and reply whether we have understood them 

correctly or if there is something that needs to be changed or is missing in that part of our 

study.  

 

Other ethical issues when doing business research could be described as general ethical 

issues, which contain problems with privacy, deception, confidentiality, embarrassment 

and harm (Saunders, et al., 2007). The respondents were familiar with the aim of our 

study already before they approved their participation. Therefore, we believe that the 

respondents are aware of their own personal brand as well as the corporate brand, which 

will make it easier for us to consider the ethical issues. As we see it, there will be minimal 

of problems with privacy and confidentiality, since the brand of the leader and the brand 

of the company are something that is visible to the public area. However, to make sure 

that the respondents will provide us with detailed information, we will offer them to be 

anonymous. If one respondent wants to be anonymous, we will let all of the respondents 

will be presented in this study as anonymous persons with fictious names. The 

respondents however, did not see any point of covering their names or the company 

name; therefore they will be openly presented in this study. We also argue that there 

cannot be a lot of information that would be regarded as private and confidentially, since 

we believe that the aim with branding is to be seen by as many people as possible. The 

companies are aware of our situation and aim with this study and therefore we do not 

believe there will be a problem with the ethical issue of deception. They are aware of that 

we are students who want to interview them about their personal brand and the corporate 

brand. When it comes to the issues with embarrassment and harm, we will consider to it 

by letting the respondents read our empirical compilation and reply whether we present 

them in a proper way or not. We will also offer them to be anonymous with a fictious 

name, but all of the respondents turned down this option and they will be openly 

presented in this study.  

3.3 Data Analysis 

To be able to do an analysis of the collected data we started with constructing a relevant 

interview guide with questions that were based on the theoretical framework and the 

model that was constructed based on the theories. In the analyse process we have 

connected the empirical data to the theory to be able to see patterns in the data that we can 

use to answer the research question. Denscombe (2009) mentions that an important part 

of the analysis is the transcription of the interviews, which should be done as soon as 

possible after the interviews have been conducted. After the transcription we systematized 

the material, which means that we selected the data that we found most relevant for the 

study. Bryman and Bell (2007) argue that this is important to give the researcher an 

overview of the material. In the analysis we choose to have the same structure as in the 

theoretical framework and empirical data to make it easier for the reader to follow the 

study. The model that was created in the theoretical framework is used through the 

analysis, where the different factors of the personal brand and the corporate brand are 

discussed further. Kvale (2010) mentions that it is important to be aware of that the 

researcher can affect the analysis depending on how he/she choose to interpret the data. It 

is hard to interpret the material in a neutral way since we always will be affected by our 

own opinions and assumptions. We are aware of this problem and we have tried as much 

as possible to interpret the collected data with an objective perspective, but it is hard to 
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avoid this completely. The result that we will present in the analysis will therefore be our 

personal interpretation of the collected data.  

 

During the data analysis phase, we have tried to connect the respondents’ answers with 

our own created model. First the answers where categorized not only based on the asked 

question, but also on the actual content of the answer. Further described, we did not 

categorize the answer only on the basis of the question, but on what the respondents 

actually said. Some questions became connected to each other based on the respondents’ 

answers, for example the questions about the vision of the leader and the vision of the 

company, which during some interviews where answered the same way. Our categories 

were the internal and external aspects of the personal brand, the three factors of the 

corporate brand and one categorie were about the general leadership style. After we have 

categorized the answers, we tried to see patterns among the answers, connected to the 

model. The patterns where later used to explore the importance of the leader’s personal 

brand for the corporate brand and how the personal brand of a leader can contribute to 

shape the corporate brand from both an internal and external perspective. 

3.4 Trustworthiness 

To increase the trustworthiness in a study, four concepts can be used; credibility, 

transferability, dependability and confirmability (Shenton, 2004). We believe that we 

have considered these four concepts, but we are aware of the fact that some of them are 

more or less easy to increase in this study. Our study is a qualitative study and it is 

dependent on human beings, which in some extent will affect the trustworthiness of this 

study. We are aware of the fact that this study is based on interviews with leaders who 

answers questions about leadership, personal and corporate brand, from their own point of 

view. Therefore, we know that the trustworthiness of this study is quite low, since it is 

based on self-reported, self-perceptions of the leaders we interview. In following sections 

we describe further how we have tried to concider the four concets of trustworthiness in 

our study.    

 

Credibility and internal validity. To increase the internal validity there need to be an 

alignment between the data that are collected by the researcher and the theories that is 

developed (Bryman & Bell, 2011). Credibility and internal validity is referring to the 

researchers’ ability to ensure that they study what is actually intended (Shenton, 2004). 

To prove the internal validity it is important that we during the whole process are critical 

to our material to make sure that we have used relevant theories in comparison to the 

research question. To align the theoretical framework with the collected data we have 

constructed an interview guide to make it clearer that we study the right subject. The 

questions that we have formulated are based on the used theories and will make us able to 

answer our research question. In a qualitative study the internal validity often becomes a 

strength since the researcher is present during the collecting of the data. The researcher is 

also able to discuss the subject with the respondent (Bryman & Bell, 2011). Since we will 

do the interviews face-to-face we will be able to discuss the questions with our 

respondents and hopefully create a deeper understanding of how the personal brand 

influences the corporate brand.  

 

Transferability and external validity. Transferability and the external validity of a study 

define the domain to which the findings can be generalized to other cases and situations 

than the ones that have been studied (Yin, 2009). The study should be able to be applied 

in other situations and to a wider population (Shenton, 2004). We know that our study 
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cannot easily be gerneralized to a larger population, since it is based only on five 

interviews. Bryman and Bell (2011) mean that the external validity often is a problem for 

the qualitative study since the conclusions are drawn from a limited selection. We are also 

aware of that our respondents are not being representative for a whole population. The 

transferability in this study is low and this will affect the trustworthiness of our study, 

something that we are fully aware of. We believe it is difficult to increase the 

transferability in our study, since it is based on four interviews with leaders, which are not 

representative for a whole population. Therefore, we know that the result of our study 

cannot be generliazed to a wider population, and it will decrese the trustworthiness of our 

study.   

 
Dependability and reliability. This refers to if the study is reliable and if the results are 

dependable. (Bryman & Bell, 2011). Dependability also refers to the ability of making the 

exact same study again, with the exact same method and still gets similar results 

(Shenton, 2004). The data that has been collected during this study has been obtained 

from relevant theories within the area of leadership, personal branding and corporate 

branding. The primary data has been collected from individuals that are in a leading 

position and therefore are able to give their opinions about how they are able to use their 

personal brand to shape the corporate brand. Unfortunately this makes the depenadability 

in this study is low, since the result of it is based on self-percetions of the individuals. We 

believe that the main problem with the dependability in our study is the ability for 

someone else to get the same answer as we did. Our study is based on interviews with 

peoples’ own reflection on their leadership style, personal brand and corporate brand. We 

believe that self-reflection is much depending on different circumstances, such as the 

mood of the respondents, the environment around them or the fact that we are 

interviewing them. In the collection of the empirical data the researcher needs to be aware 

of that the situation can affect the respondent (Jacobsen, 2002). Since we will do face-to-

face interviews, our respondents can be influenced of our presence and behaviour, and 

also by the situation. To make the respondents to feel as comfortable as possible we have 

choose to do the interviews in their natural context, such as their office, to decrease this 

effect. But even if we have concidered the so-called “interviewer effect”, we believe it is 

almost impossible for someone else to get the same results as we did, because of the self-

perception of the leaders which is depending on circumstances during our interviews. 

However, we believe that our methodology approach is not that difficult to duplicate. If 

someone else should do this study in the exact same way as we did, in the same sector or 

in another sector, they could hopefully ahieve similar result. But we realize that this is an 

extremely low possibility for this to happened, since our study is qualititave and based on 

self-reflections from our respondents.  

 

Confirmability and objectivity. To increase the confirmability and objectivity within a 

qualitative study, the study should contain “… use of instruments that are not dependent 

on human skill and perception.” (Shenton, 2004, p. 72). However, this is very difficult 

when doing a qualitative study, since almost everything is created by human beings 

(Shenton, 2004). We are aware of the fact that this study has low confirmability compared 

with a quantitative research, since we are choosing the theories, we are creating the 

interview guide, we are doing the interviews and we are interviewing human beings. 

However, we do not believe that a quantitative questionnaire would provide the detailed 

information that we are seeking to find, to be able to answer our question. Therefore we 

will have lower ability to increase the confirmability within this study; however, we are 

fully aware of this fact. 
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To sum up, the trustworthiness of this study is not particularly high, since the whole study 

is based on human beings with own reflections on phenomenon. We as researcher have 

our own opinion on how we want to do our study and what choices we want to make, and 

our respondents have their own perception of their leadership style, personal brand and 

corporate brand. We believe that the purpose of this study will make it difficult to 

generalize the result and to fully duplicate the research approach. In some extent, our 

study could be made in the same way, but since the result is depending on human beings 

that are reflecting on themselves, we believe that the result could never be the same. Even 

if our study do not have high trusthworthiness, we believe the study in some extent could 

contribute to exploring the importance of the leader’s personal brand for the corporate 

brand within the Swedish financial sector and how the personal brand of a leader can 

contribute to shape the corporate brand from both an internal and external perspective. 

3.5 After the study 

During this study we have done some methodology choices that we now want to reflect 

upon. Already from the beginning we were unanimous that we wanted to do a study with 

the use of a qualitative approach. The main reason for this was that we wanted to get a 

deeper insight of a phenomenon and thought that the qualitative approach is most suitable 

for this. Of course we realize that this study could be done quantitative, but we still 

believe that the qualitative approach will provide the most relevant result for the research 

question. The reason for choosing a deductive approach was that there were a lot of 

theories containing personal brand and corporate brand, however we found a research gap 

for the connection between these two fields, and that was when we came up with our 

research question. 

 

We started the process of sending out requests for participating in our study quit early; 

something that we later on realized was not the best thing to do. We got fast response 

from some companies and started to do the interviews. However, we came to the 

understandings that justify our selections of companies and respondents became more 

difficult, since we did not define the qualifications for our selections before we started 

doing the interviews. From the beginning it was not even decided that the study would be 

done within the financial sector, but when some of the companies within this sector were 

positive towards our study we made the decision of focusing only on the financial sector. 

However, we argued that since we have respondents from different types of companies 

with different positions and span of control but in the same sector, it was easier for us to 

generalize the result. But on the same time we realize our mistake and we understand that 

without having a set of qualification for the respondents before sending our requests, it 

could in some extent affect the result of the study.  
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4 Empirical Data 
________________________________________________________________________ 

This chapter starts with a presentation of the five companies and the respondents. 

Further, the respondents’ answers will be presented, following the same structure as the 

theoretical framework. Finally, this chapter includes an empirical summary.     

 

The research question for this study is; “How can a leader in the Swedish financial sector 

use the personal brand to shape the corporate brand?”. To be able to answer this 

question four interviews will be done with leaders within the Swedish financial sector. All 

of the respondents are in different types of leading position, which will provide us with 

information of the subject from different perspectives. It will also reveal if the position of 

the leader will affect in what extent they can use the personal brand to shape the corporate 

brand. Also, an interview with two management consultants in management consulting 

will be done, to gain an objective understanding for the concept of leadership, personal 

brand and corporate brand.   

4.1 Company Presentation 

Below is a presentation of the chosen companies, followed by a presentation of the 

respondents. In the company presentation a short background of the financial companies 

is presented, and also a short introduction to the strategic vision, the organisational 

culture and the corporate images of each company. A short presentation of the control 

case is also included. The information about the companies is collected from their 

websites, annual reports and also during the interviews. 

 

Klarna AB was founded in Stockholm in year 2005. The aim was to create a payment 

solution that would make it easier for people to shop online. The idea is to let the 

customer get the goods first and pay afterwards via invoice, while Klarna AB is 

responsible for the credit risk of the merchants. Today, Klarna AB is one of the fastest 

growing companies in Europe with over 700 employees in seven countries. The vision in 

the company is to provide a zero-friction online payment solution that allows consumers 

and merchants to interact with each other as safely and simply as possible. There are also 

three main values in the organisation that shall influence the daily work: simple, safe and 

fun. This is also how they want the external stakeholders to perceive the company. 

Furthermore, the organisational culture is described as dynamic, open and flat.  

 

Forex Bank AB is a banking company that was founded in Stockholm in 1927. The 

company offers traditional banking services and currency management. The company 

also offers accident insurances. Today, Forex Bank AB is the Nordic market leader in 

travel services. Forex Bank AB has about 130 banking offices and approximately 1 200 

employees in the Nordic countries. Forex Bank AB’s vision is to sell basic banking 

services with high personal service and high availability. They also have developed a 

concept called “ReseEkonomen” with the vision to make the trip easier and more fun. 

The organisational culture at Forex Bank AB is open and reflected in the values of the 

company. Values that are central in the organisation are customer focus, think for 

yourself and take responsibility, simplicity, cooperation and openness.  

 

Nordea AB is part of Northern Europe’s largest financial group with over 33 000 

employees and 1 000 offices. In 2000 a new banking organisation was introduced, when   
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MeritaNordbank and Unidanmark merge and acquired the Norwegian K-Bank. Together 

they found Nordea AB, a bank with Nordic business. Today, Nordea AB has 

approximately 7 530 employees in Sweden. They have the vision to be a Great European 

Bank and the slogan “We make it possible”. In Nordea AB the organisational culture is 

focused on the relationship with the customer, and everything they do in the company 

should create positive customer experiences. The corporate images that Nordea AB wants 

to send out to the external stakeholders are that it is a bank that pays attention to the 

individual, and they also want to be perceived as a good financial partner for other 

companies.  

 

Länsförsäkringar AB was founded in 1801, as a mutual form of ownership, which means 

that it is the customers and policyholders that own the company. Länsförsäkringar AB 

consists of 23 independent local companies with approximately 1 500 employees. These 

independent companies cooperate and offer banking and insurance services. Today, 

Länsförsäkringar AB is market leader in Swedish market for life insurances.  The vision 

of Länsförsäkringar AB is to offer total solutions of banking and insurance services for 

private customers, companies and farmers. They also want to be a bank that is close to the 

customers, both in mind and geographically. The organisational culture at 

Länsförsäkringar AB is often described as kind where the members of the organisation 

care about each other. The corporate images that external stakeholders have about 

Länsförsäkringar AB are that it is a professional and competent bank that keeps the 

promises.  

 

Connecta AB is a management consultant firm that was established in Stockholm, 1993. 

In 1999 was Connecta AB the fastest growing company in Sweden. Today the company 

has three specializations; management consulting, enterprise consulting and digital 

consulting. Connecta AB has over 700 employees in Stockholm and Malmö. The 

customers are companies within different industries, both private and public markets.   

4.1.1 Respondent Presentation 

In this part the respondents will be further presented. The information about the 

respondents is based on questions from the interviews, concerning educational 

background, qualifications and responsibility within the company.   

 

Claes Tellman is Vice President of Communications at Klarna AB in Stockholm. Tellman 

has an MBA in business from Handelshögskolan in Stockholm, but has also studied at 

London Business School and Harvard Business School. He has worked with 

communications in different ways during 20-25 years. For instance has he been Vice 

President of Communications at Telia Stockholm, ComHem, Coca-Cola and Net 

Entertainment for instance. Furthermore, he has been CEO at Casino Cosmopol in 

Sweden.  

 

Mattias Varén is the developer of the concept “ReseEkonomen” at Forex Bank AB. 

Varén is economist and educated at Halmstad University, where he studied European 

Business. During his education he studied both in Great Britain and Spain. When he had 

taken his bachelor he started working as media seller at Mix Megapol. After two years he 

started working with counselling at Swedbank in Malmö and Köpenhamn. During his 

time at Swedbank he applied for the position as travel economist at Forex Bank AB, 

where he has worked for two years now.   
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Carl Englund is regional manager for Nordea AB, and is responsible for the region of 

Helsingborg, which consists of 16 bank offices. The region of Helsingborg consists of 

12.000 business customers and 215.000 private customers. Englund has a MBA in 

economic and social history from the University of St. Andrew’s in Scotland. He has 

worked in different positions at Nordea since 1997. For instance he has worked four years 

as strategically advisor to Nordea’s Swedish management team and also with different 

LEAN-projects.  

 

Björn Schedwin works as director of insurance at Länsförsäkringar AB in Göteborg. He is 

an educated lawyer from Handelshögskolan in Göteborg, and worked extra at 

Länsförsäkringar AB during his studies. Now he has worked at Länsförsäkringar AB for 

12 years as group manager, office manager and seller. In 2009 he started as director of 

insurance, which is the position he has today.  

 

Agnes Gawel and Henrik Ekstam are both management consultants at Connecta AB in 

Malmö. Gawel has an education in systems science and marketing. She has worked for 

Sony Mobile, Philips and in other international organisations with technique and 

management. Ekstam is an engineer with focus on project and quality management. He 

has worked with marketing and business-to-business during 10-12 years.   

4.2 Leadership 

Englund and Varén define leadership as the ability to influence people to work towards a 

common goal. Both Gawel and Ekstam agree with this, but add that it depends on the 

situation and is therefore hard to define. Tellman also describes leadership as situational 

and means that it will be different depending on the situation, the company and the 

organisational culture. For him, leadership is about achieve what he wants and see the 

results of it, whether the goal is hard or soft. Furthermore, Tellman describes his own 

leadership style as complex, but simple. He says that he focuses on what his employees 

provide, not how many hours they work. In crucial moments he acts fast, straight on and 

tough. 

 

“Leadership needs to be based in who you are” 

 (Claes Tellman, personal communication, 21
st
 of February, 2013). 

 

For Schedwin, leadership is to lead by example. He means that a leader should not 

demand people to do things that he/her would not do himself/herself. Leadership is also 

about taking decisions and guides the way for others. Schedwin would describe himself as 

an enthusiastic and coaching leader. Varén says that his leadership style is under constant 

process and he always tries to get better. Englund describe himself as a positive person 

that leads by being curios and visible.  A leader often has a lot of different tasks and 

duties to accomplish. The most central task, according to all of the respondents, is to lead 

the organisation towards a common goal. It is also important to follow up the goals and 

create a functional team, says Tellman. Englund says that the leader should help the 

employees to develop to achieve a long-term result.  

 

“The leader should inspire the employees and give their work a meaning” 

(Mattias Varén, personal communication, 21
st
 of February 2013). 

 

To be able to create trust among the employees it is important to always tell the truth and 

be honest, according to Schedwin. As a leader you should also be interested in your 
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employees and their work. Tellman, Englund and Varén point out the importance of being 

accessible and visible to the employees. To act in a consistent way and lead by example 

will also create trust, says Gawel. The respondents also mention the importance of 

openness, listen to the employees, try to understand them and contribute with own 

experience and knowledge. Englund mention the fact that the leader must be able to take 

decisions.  

 

“Trust is created by holding your head cold, your heart warm and your hands clean” 

(Henrik Ekstam, personal communication, 26
th

 of February 2013). 

 

Tellman says that trust is created by being who you are, which is the key to create good 

relations. Schedwin and Englund indicate that good relations can be created over a cup of 

coffee in the lunchroom. Schedwin also walk around the office every Friday and wish 

everyone a nice weekend. It is important to have a dialogue with the employees, he says. 

Varén thinks that good relations are created by paying attention to the individuals and 

what they contribute with in their work. Good relations will consist of mutual respect 

between the leader and the employees, says Gawel.  

 

It can be an advantage to differentiate you from others, and we asked our respondents 

how they believe that they differ from other leaders. All of them agree that it is hard to be 

unique, but they all have some distinctive traits. Varén says that he differentiate himself 

from other leaders in his role as an inspirer, which makes him able to engage the 

employees in the work. A success factor for Schedwin has been his stubbornness, and the 

fact that he is very performance-oriented. Tellman thinks that he differ from other leaders 

by being accessible, open and easy to talk with. Englund says that he is inquisitive and 

curious as a leader, which may help him to differentiate himself. From an objective 

perspective Eklund and Gawel believes that a leader can differentiate him/her from others 

by live up to the expectations and being accessible.  

4.3 Personal Brand 

When it comes to the definition of personal brand, Gawel and Ekstam describes it as a 

person’s prominent characteristics that he or she consciously presents to other people. 

They both believe that there is a different between the personal brand of someone and the 

person’s identity. According to Ekstam, the identity of a person is loaded with more self-

awareness than the personal brand. He explains it by saying that a person can choose to 

present specific characteristics within his or her personal brand, but the identity is 

something unchangeable. Schedwin agrees to the definition and adds that everyone has a 

personal brand, whether it is something positive or negative. If the personal brand of a 

person is positive, it can contribute too many opportunities for the person, according to 

Schedwin. However, Schedwin disagree with the fact that the personal brand differs from 

the identity, and believes that it is possible that these two things could be regarded as one 

thing. Varén agrees with this comment and further describes the concept as a picture of 

who we are and how we act in certain situations. Englund describes the concept in a 

similar way, but add that the personal brand also is depending on how other people 

perceive you. According to Tellman, the personal brand differs between if you use the 

company to shape your own brand or if you use your brand to help to shape the company.  

 

“A personal brand is when a person carries the company visible and emotionally but also 

distinct and clear” 

(Claes Tellman, personal communication, 21
st
 of February 2013). 
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To describe your own personal brand can be difficult, according to Tellman. He believes 

that his personal brand is depending on different factors, such as country, culture and 

business role. He means that his personal brand changes a bit if he is in the United States 

or in Sweden, if he has a business role with a mot authority or if he is at a private 

gathering. Varén on the other hand has a very clear picture of his personal brand; he 

believes it is strongly connected to his role as a “ReseEkonom” at Forex Bank. He is 

often introduced as the guy with the best job in the world. According to Varén, this is a 

receipt that Forex Bank has accomplish what they wanted, to create a phenomena around 

the concept of “ReseEkonomen”. Englund’s personal brand is more connect to his person, 

according to himself. He believes that he is a nice leader who listens to his employees, but 

on the same time has the authority to take decisions when it is needed. Schedwin’s 

description is similar to Englund’s, but he adds the fact that he is full of energy and not 

afraid of trying new things in his position. But why is it important for a leader to have a 

personal brand? Gawel and Ekstam argue that it is difficult not having a personal brand, 

because people associate you with your characteristics, your position or the company 

where you are working. Gawel believes that the personal brand is important for leaders, 

because people create specific expectations of you, when you walk in to a meeting or 

talking on a conference. According to Gawel, these actions need to be similar to your 

personal brand, so your employees know what they can expect. Schedwin agrees and adds 

that the personal brand becomes important for a leader if he or she want to drive things in 

certain directions. The personal brand is also important for a leader, to be able to 

communicate with the employees, according to Schedwin. Varén on the other hand 

believes that the personal brand becomes more or less important, depending on what it 

stands for. If the personal brand of a leader is loaded with negative aspects, then it is not a 

good thing to send it out to others. Tellman disagrees and means that it is generally very 

important today to have a personal brand, especially as a leader. He is referring a lot to 

social media and the affect it can have on both leaders and their companies. 

 

“The personal brand is important for a leader, to be able to make an impact or to create 

an impression in the society” 

(Claes Tellman, personal communication, 21
st
 of February 2013). 

 

The personal brand is also important to attract new workforce, according to Tellman. 

Englund agrees with Tellman, saying that he represents both his employees and Nordea, 

when he meets clients and customers. His personal brand needs to be consistent with the 

brand of Nordea, and the images people have about the company.  

 

The personal brand is connected to the characteristics of a leader, according to Schedwin. 

He believes that he is goal-oriented, finds it easy to build new relationships and to learn 

new things. Tellman describes his characteristics as analytical, that he is able to see the 

whole picture but also the small pieces, which mean that he easily can foresee different 

situations. Englund sees himself as a curious leader that wants to challenge his employees 

in a positive way.  

 

“If the leader is not able to deliver results, his or her characteristics do not matter” 

(Carl Englund, personal communication, 28
th

 of February 2013). 

 

Both Tellman and Varén agree with this statement, saying that it all ends up in deliver a 

result as a leader. Varén also sees himself as an inspirer for his employees. He works 
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actively with communicating his personal brand to his employees, but also to the 

customers. “ReseEkonomen” is something that is communicated through social media 

both as a concept but also as a person, which is represented by Varén. He gets a lot of 

help from a PR-bureau and other colleges. Schedwin and Tellman on the other hand do 

not actively think about communicating their personal brand. Along with Englund they 

think more about act in a consequent way and meet the expectations that the employees 

and customers have. Both Gawel and Ekstam believe that leaders communicate their 

personal brand through their behaviour. Ekstam argue that the communication of a 

leader’s personal brand is about how he or she presents himself or herself, and both 

Schedwin and Tellman agree with this statement. To act in a consequent way is very 

important, according to Varén. He believes that he needs to be consequent to be able to 

ensure that the concept of “ReseEkonomen” is real and genuine. Schedwin also believe it 

is important to act in a consequent way, but he is not always following the rules strictly, 

because he means that sometimes it is necessary to have some common sense rather than 

doing everything according to the rules. Tellman agrees with this point and believe that 

he needs to have a certain line of behaviour, but it is important for him to make decisions 

also based on previous experience and common sense. However, when it comes to social 

media, Tellman is always trying to act the same way, since he represents the company. 

Englund also think it is important to be consequent and says that the difficulty with being 

consequent is when problems occur, because then you need to act differently depending 

on the specific problem.  

 

How do the leaders then shape their personal brand? All of the respondents agree with 

each other, saying that it must be done actively, that nothing comes for free when talking 

about personal branding. Gawel means that to be able to shape the personal brand, the 

leader needs to have the right circumstances, which can be hard to define. Ekstam adds 

that it is also depending on the leader’s ability to deliver what others expect from you. 

Schedwin argue that the personal brand should be consistent with who you are, which 

means that when you are shaping your own brand it needs to be based on your own 

experiences and values. Both Englund and Tellman argue that you need to accomplish 

something valuable in reality to be able to shape your personal brand. Englund also adds 

that it includes being visible for employees and customers. When it comes to shaping 

Varén’s personal brand, it is a bit different, since his personal brand is strongly connected 

to the concept of “ReseEkonomen”. When he started his project their where no direct way 

to do it, so he had be ability to fill the concept with his most prominent characteristics. He 

got a lot of help from PR- bureau and employees. When it comes to the most important 

things to think about when shaping a personal brand, the respondents are unanimous; the 

personal brand most be based on yourself. Schedwin also mentions honesty and to be 

consequent to all employees. Englund adds the synchronizing with his personality, that 

his characteristics must be a part of his personal brand. Varén mentions credibility, which 

means that your personal brand needs to reflect who you are. All of these things are 

important according to the respondents; otherwise you will end up in trouble. 

 

“People will see trough you. It will be like living in a lie” 

(Mattias Varén, personal communication, 21
st
 of February 2013). 

 

Gawel and Ekstam also mentions the focus of the leader, that he or she needs to define 

their focus and goals, so people know what to expect from them. Tellman adds the ability 

to be humble and to understand your weaknesses.  
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A leader can have different roles depending on different situations, according to Englund, 

but his means that his role is to help develop the employees to do a great work and to help 

the company achieve its goals. Tellman speaks more about develop the whole company 

and also believes his role include problem-solving and communication activities. Varén 

believes his roles are more as the inspirer and entrepreneur while Schedwin think his roles 

are strongly connected to strategic management and operations within the company. 

Schedwin do not think about meeting the employees’ expectations about him, he is more 

interested in how well the employees meet his expectations. Both Varén and Tellman 

agree with this point and Varén says that if he is thinking about his way of acting, it is 

more connected to common sense in different situations. Tellman however mentions to 

act from his own expectations rather than the employees. Englund on the other hand 

argue that it is important for a leader to be consequent and show the employees where he 

or she wants to company to be. He believes that a leader needs to be able to work as the 

employees expect him or her to do. Schedwin, Englund and Tellman all think that their 

employees see them as available leaders that are easy to talk to and always want to help 

solving their problems. Varén agrees in some way, but mentions that his employees also 

see him as a creative inspirer and a good role model, according to surveys from the 

employees. 

 

The purpose of the leader is connected to results, according to the respondents. Tellman 

means that his purpose is about achieve things; it can be a specific goal or just achieving 

something every day and every hour. Englund sees his purpose in short- and long term; 

the short-term purpose is to develop his employees and the long-term purpose is to 

achieve results and earn money. Schedwin agrees with these points, but he also mentions 

that he wants to emphasis his employees and their work. Varén sees his purpose in 

another way; he wants to help, guide and engage his employees to strive towards the same 

goals. Why is it important to have a purpose as a leader then? All respondents are 

unanimous; that it helps to guide the leader to achieve the goals and therefore it is very 

important to have a purpose. Englund also think the purpose it connected to what you 

accomplish, that it is easier to compare your accomplishments if you have a purpose, 

according to him. Tellman also mentions that the purpose is important to be able to 

control the company in the direction you want. Varén says that the purpose is the meaning 

of why we do business. 

 

“The purpose should remind you and others why we get out of bed in the morning” 

(Mattias Varén, personal communication, 21
st
 of February 2013). 

 

Schedwin agrees and says that it will be boring to work without a purpose, without 

something to push you forward. Gawel believes that the purpose of the leader should be 

reflected in the purpose of the company. The purpose of the leader is all about why the 

company exists and what we want to achieve, according to her. Ekstam on the other hand 

think that the purpose is more connected to the resources within a company; with a clear 

purpose the leader will be able to allocate the resources in the best manner.   

 

When it comes to the vision as a leader, the respondents have clear statements for their 

own visions. Tellman means that his vision is continuous development. It contains 

personal development, development of the company and the development as a leader 

within the company. Varén do not have a vision of his own, but often reflects on the 

company’s vision when he works.  
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“I have three worlds: Mission, Performance and Balance” 

 (Björn Schedwin, personal communication, 25
th

 of February 2013). 

 

He describes his vision as; mission – always make sure you know where you are going, 

performance – always do the best you can, and balance – have balance between work and 

spare time. Englund also has his own vision, which includes the customers, the employees 

and the result of the company. He along with the all of the other respondents means that it 

is important for a leader to have a vision, so he or she knows where they want to be in the 

future. Without a vision it is impossible for leaders and their employees to know which 

direction the company is going. Tellman also talks about continuous development; that 

without a vision there is no real meaning with working towards the goals.   

 

Something that is vital for leaders to communicate is their values, according to Tellman. 

He believes that a lot of the Swedish companies want to have balance, harmony and 

quality among the employees. Englund agrees and adds that it is important that everyone 

has the right to speak up; no matter what position he or she has in the company. After 

everyone has been heard, Englund takes his decision. Schedwin also thinks that the values 

is about contributing to the result and appreciate what your employees are contributing 

with. Varén sees values from another perspective; entrepreneurship. He means that 

everything he does needs to be good for the business as well; otherwise there is no point 

of doing it. The respondents are unanimous on the fact that their values have been shaped 

based on their childhood and their previous experience. Englund adds that his values also 

are created because of his personality.   

4.4 Corporate Brand 

A corporate brand can be of importance for a company for many different reasons. Gawel 

says that a corporate brand will help a company to differentiate them from others; a brand 

is a requirement for a company with a long-term goal. Schedwin means that if the 

corporate brand is associated with good values that mean something to people it will be 

an advantage in your business. During the last 10 years a strong corporate brand has 

become of an extreme importance for companies, according to Tellman. He thinks that 

this is aligned with the recruitment of qualified employees. If a company wants to attract 

motivated employees they need to have a strong corporate brand.  

 

“A strong corporate brand is a door opener. It will attract employees, customers and 

partners” 

(Mattias Varén, personal communication, 21
st
 of February 2013). 

 

There is often a lot of internal work required to shape the corporate brand, and this work 

can be done in different ways. Tellman says that Klarna have a culture department that 

are responsible for the values in the company. They have three main values that shall 

influence the whole organisation: simple, safe and fun. At Klarna they work a lot with 

these values and involve them in the daily work as much as possible. At Nordea, Englund 

says that they work hard internally by discussing how they want others to perceive them 

and their corporate brand. There are much focus on questions about CSR, since they 

believe that Nordea have a great possibility to make differences in the society. According 

to Varén, the internal work to shape the corporate brand is an on-going process in Forex 

Bank. The work involves everything in the company, such as business planning, 

marketing and partners. The content and values of the corporate brand needs to be based 

internally before they are able to communicate the brand externally. At Länsförsäkringar, 
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they work with values to shape the corporate brand. Schedwin says that the business plan 

consists of three philosophies: one for the employees, one for the leaders and one for the 

customers. In each philosophy there are a number of values. We fill these values with 

meaning by having regular discussions about them, says Schedwin. Gawel and Ekstam 

say that the culture is a central part of an organisation and it needs to be based on the 

values of the corporate brand.  

 

We asked our respondents what the strategic vision of their company is, and why it is 

important to have a strategic vision. Nordea's vision is to be a “Great European Bank”. 

We shall be known for our good employees, satisfied customers and also deliver a good 

value to the shareholders, says Englund. Schedwin says that the strategic vision of 

Länsförsäkringar is to always be close to the customers, both in mind and geographically. 

We shall be a total supplier of financial services for both companies and private persons, 

he says. At Klarna the strategic vision is to be the best payment solution in the world. 

Tellman says that Klarna put much effort in product development and marketing to be 

able to reach that vision. The vision for Forex Bank is “We make your trip easier and 

more fun”, says Varén. Furthermore, all of the respondents imply that a strategic vision is 

important to make everyone in the company aware of the direction of their work. From an 

objective perspective Gawel and Ekstam say that the vision also is the basis for the 

strategies in a company and a requirement for survival.  

 

“The strategic vision guides the company” 

(Björn Schedwin, personal communication, 25
th

 of February 2013). 

 

The organisational culture is a factor that can contribute to shape the corporate brand. 

Varén describes the organisational culture at Forex Bank as open. He says that it is not 

unusual to run into the CEO at the coffee machine. The culture is also reflected in the 

values of Forex Bank, which are customer focus, think for yourself and take 

responsibility, simplicity, cooperation and openness. At Klarna the organisational culture 

is dynamic, intense, open and flat, according to Tellman. Nordea was founded when four 

Nordic banks merged and the culture is therefore influenced by four different national 

cultures. Furthermore, Englund says that the organisational culture at Nordea is extremely 

focused on relations. Everything is about positive customer experiences. Schedwin 

describe the organisational culture at Länsförsäkringar as kind. We care about each other, 

he says. Ekstam believes that a leader can contribute to shape the organisational culture 

by talk and reflect about it with the employees.  

 

A central part of the corporate brand is how external parts perceive the brand. Therefore, 

we asked our respondents how they want others to perceive their company. Tellman says 

that Klarna wants other actors to perceive them in alignment with their values: simple, 

safe and fun. Englund want competitors to be jealous of Nordea’s satisfied customers. He 

also wants other companies to perceive Nordea as a possible financial partner. Private 

persons shall perceive Nordea as a bank that pay attention to the individuals. 

Länsförsäkringar wants to be perceived as professional and competent, says Schedwin. 

He continues that it is important to keep the promises, and believes that if 

Länsförsäkringar are good at what they do it will create good marketing for the company. 

Forex Bank wants to be perceived as market leaders, which they already are. 

Furthermore, we want to be best in class, but that is up to the customers to decide, says 

Varén.  
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To be able to create a trustworthy corporate brand it is an advantage if the vision is 

reflected in the corporate brand, and also to synchronize the vision, the culture and the 

corporate images. Tellman says that the vision of the company is reflected in the product, 

but also in all actions taken by the company and when they appear in public. The leaders 

and employees must act in alignment with the values and the visions of the corporate 

brand to create trustworthiness. He says that it is a difficult challenge for Klarna to 

synchronize the vision, the culture and the corporate images since they grow so fast. 

There are a lot of new employees in the organisation and the company expand quickly to 

new countries. Therefore, all the new employees participate in an introduction week 

called Klarna Academy where they get an understanding for the company and the values. 

There are also monthly meetings for all employees to give them information about what 

happens in the company. 

 

Schedwin believes that the vision of Länsförsäkringar is reflected pretty well in the 

corporate brand, since they have sustainability in what they do. The company are owned 

by their customers, which means that they do not have a requirement for maximization of 

the profit. Schedwin thinks that this makes them able to grow stronger in the long run. 

The alignment of the vision, culture and corporate images are made through the 

philosophies and the business idea. We involve everyone in discussions about the values, 

what we stand for and the goal of the company, says Schedwin.  

 

The vision of Nordea is “We make it possible”, and that is what everyone in the company 

work for. Englund hope that this is reflected in the corporate brand. Nordea has worked 

with a “house of values” since 2006, and this is a help to synchronize the vision, the 

culture and the corporate images. The “house of values” consists of the overall vision, 

which is to be a “Great European Bank” and also “We make it possible”. Furthermore, 

there are three main values that Nordea works with in all of their markets. The first value 

is about positive customer experiences. The second value is that it is about people, and 

the third value stresses the importance of a Nordea-team. They work hard with these 

values and talk about them in their daily work, and they are also used when recruiting 

new employees, according to Englund.  

 

For Forex Bank and the concept “ReseEkonomen” the vision is to make the trip easier 

and more fun for the customers. When the concept “ReseEkonomen” was developed the 

idea was that it should be an added value for the customers. Varén says that when it 

comes to align the vision, the culture and the corporate images every part of the company 

is involved. It is dependent on communication and cooperation between the different 

departments of the company. If Forex Bank is going to launch a new product it needs to 

be in line with all parts of the vision, the culture and the corporate images. Otherwise, the 

product will not be credible among the customers, says Varén.  

4.4 To use the personal brand to shape the corporate brand 

At last, we ask our respondents if they are able to use their personal brand to shape the 

corporate brand. Varén is convinced about this since he is the concept of 

“ReseEkonomen” personified. He continues by saying that if he does a good job it will 

influence Forex Banks corporate brand. Since Varén believes that he can contribute to 

shape the corporate brand since he has developed the concept “ReseEkonomen”. 

Schedwin agree with Varén and are convinced that he can use his personal brand to shape 

the corporate brand. He says that if he fails and do not keep his promises it will ruin his 

personal brand, but also the corporate brand.  
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“The personal brand and the corporate brand is the same thing, and you cannot separate 

them. You are representative for your company” 

(Björn Schedwin, personal communication, 25
th

 of February 2013).  

 

Tellman also believes that he can use his personal brand to shape the corporate brand 

since he represents Klarna in meetings with external parts. He thinks that it is easy to 

associate his behaviour with the whole organisation and the corporate brand of Klarna. It 

is important to be distinct in the message you send out to others to be perceived in a 

correct way, says Tellman.  

 

Englund do not believe that he, in his role as region manager, has the possibility to use 

the personal brand to shape the corporate brand. But he thinks that the CEO of Nordea 

can do it, since he is the public face of the company. He ends by saying that there will be 

a problem if the values of the CEO do not align with the values of the company. Gawel 

and Ekstam that have an objective perspective of the subject are convinced that the leader 

can use the personal brand to shape the corporate brand, but in what extent it can be done 

is dependent on what position the leader has. Ekstam believes that a leader can use the 

personal brand to steer the vision of the company, set the goals and also by what he/she 

communicate to others. Gawel says that some companies are strongly associated with a 

specific person, such as IKEA, and in that case the corporate brand is in a high degree 

shaped by the founders’ personal brand.  
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5 Analysis 
________________________________________________________________________ 

This part contains a presentation of the analysis of the answers from the respondents in 

connection with the theoretical framework. The analysis is divided in three parts that 

follows the structure of the theoretical framework.       

5.1 Leadership 

A leader should motivate the employees and contribute to achieve the goals of the 

organisation, according to Jacobsen and Thorsvik (2008). This is the essence of 

leadership, and it is also reflected in the answers of the respondents. Varén and Englund 

define leadership as the ability to influence people to work towards a common goal. 

Tellman means that it is about achievement of the goals, and also to see the results of it. 

He also points out that leadership needs to be based in who you are. Gawel and Ekstam 

argue that leadership is dependent on the situation. This can be connected to Svedberg 

(2007) opinion that it is hard to define the most optimal leadership since a leader need to 

behave different in each situation. Schedwin believe that a leader should lead by example, 

which is a leadership style that is suitable in different situations. The most central task for 

a leader is, according to the respondents, to lead the organisation towards a common goal. 

This is also related to what Jacobsen and Thorsvik (2008) mean is the essence of 

leadership. Englund points out that a leader should help the employees to develop to 

achieve the long-term result. Tellman believes that a leader also should be responsible for 

follow up the goals and create a functional team, which can be seen as the ability to 

organise as Yukl (2010) mentions.  

 

Hilmarsson (2010) points out the importance for a leader to create trust among the 

employees. This will create a better working environment and inspire the employees. 

Schedwin thinks that a leader can earn trust by always tell the truth and be honest. 

Tellman, Englund and Varén are convinced that by being accessible and visible as a 

leader creates trust. Hilmarsson (2010) also mentions the fact that a leader needs to 

understand the personal vision and values of the employees to create trust, and also a 

higher degree of efficiency. Schedwin says that it is important to be interested in the 

employees and their work, which will give the leader a better insight of the vision and 

values of the employees as Hilmarsson (2010) mentions. Another way for the leader to 

increase the understanding for the employees and earn trust is to listen and try to 

understand the employees, says Gawel. A trustworthy leader also needs to have a good 

decision-making ability (Svedberg, 2007), which both Englund and Ekstam mention. To 

become a successful and trustworthy leader you need to have a clear leadership style 

(Shenkman, 2007). This can be achieved by act in a consistent way and lead by example, 

according to Gawel. Furthermore, leadership is about creating followers and build up 

good relationships (Shenkman, 2007). According to the respondents this can be done by 

being who you are, be interested and paying attention to the employees, and show respect. 

A good strategy to create followers could also be to differentiate you from other leaders, 

according to Ulrich and Smallwood (2007). All of the respondents say that it is hard to be 

unique, but they all have some distinctive traits that they try to express and communicate 

to others.  
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5.2 Personal Brand 

Throughout the years, there have been different definitions of “personal branding” 

(Aaker, 2010). However, Peters (1997) argues that everyone has a personal brand, 

regardless of age, position or business. A personal brand should reflect your personal 

identity, but it is vital to distinguish them from each other (Peters, 1997). Rampersad 

(2004) believes that the personal brand is about creating an identity that people can 

associate with. Schedwin believes that the personal brand and the identity could be 

regarded as one thing but it is not necessary. Varén agrees with this comment on identity, 

and further he describes his definition of the concept as a picture of who we are and how 

we act. According to the definition made by Hines (2004), the personal brand is about 

recognizing who you are and what you do best. Englund partly agrees with this statement 

but also believes that the personal brand is depending on how other people perceive you. 

Werner Runebjörk (2006) and Bence (2008) say that the personal brand is about how you 

want others to perceive you and then you can actively shape your brand depending on this 

fact. Gawel and Ekstam agree with the fact that the personal brand is an active approach 

of presenting yourself. Tellman adds that either you can use the company to shape your 

own brand or you can use your brand to shape the company’s brand, but still he believes 

it is an active choice. Frykman and Sandin (2011) argue that the personal brand will 

determine whether you will be successful or not. Tellman argue that it is very important 

to have a personal brand, especially as a leader, and Schedwin believes it will provide the 

ability to drive things towards different goals. Werner Runebjörk (2006) mentions a 

rhetorical concept; ethos, which is described as the perception you have of yourself and 

what you send out to other people. Gawel and Ekstam both believe that people will create 

specific expectations of you, because of your personal brand and how you act. Both 

Varén and Englund agree with the comment and Englund also believe it is important that 

the personal brand is consistent with the company, to be able to be successful.  

 

Peters (1997) mentions the importance of knowing your greatest strengths to be able to 

distinguish your personal brand. It means that you need decide what you believe in and 

then commit your beliefs with your actions (McNally & Speak, 2002). Schedwin agrees 

with this statement, saying that his personal brand is connected to his characteristics. 

Englund, Tellman and Varén believe that a leader needs to deliver results; otherwise his 

or her characteristics do not matter. However, all of the respondents are fully aware of 

their strengths as leaders and how their employees perceive them. It is also important that 

your personal brand is relevant, which means that you need to communicate your true 

beliefs to others (Lam, 2003). It will enable people to create associations with you 

(Stratman, 2011). Gawel and Ekstam argue that a relevant brand is about your behaviour 

towards others. It is only Varén who actively communicate his personal brand to his 

employees and to the customers. Schedwin, Tellman and Englund only think about acting 

in a consequent way. When you act distinctive and relevant over and over again, your 

personal brand will be consistent (McNally & Speak, 2002). It is about understanding 

what you deliver – and deliver it all the time (Sills, 2008). Varén points out the 

importance for him to act consistent, to ensure the concept of “ReseEkonomen”. Tellman, 

Englund and Schedwin all think about acting consequent and consistent. Schedwin also 

mentions the importance of having common sense, something that Englund agrees with 

and mention that a consequent way of acting can be hard when problems occur. One 

important thing to consider when shaping your personal brand is to send out information 

about yourself to others (Vitberg, 2010). All the respondents believe that it is important to 

shape the brand in an active way, since nothing comes for free when talking about 
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personal branding. It is important that you define yourself (Bence, 2008; Montoya, 2002) 

and then promotes this definition to the people around you (Rampersad, 2004). The 

respondents are all unanimous; the personal brand needs to be based on you. Other 

important things they believe will help you shape your brand is to act consequent, be 

credible and show your personality, be humble but on the same time have focus and be 

goal-oriented.  

 

There are both external and internal aspects to consider when shaping a personal brand 

(McNally & Speak, 2002). The external aspects are described by McNally and Speak 

(2002) as a three dimensional model that explains how people connect to a brand and 

contains Roles, Standards and Style of a personal brand. A leader can have different roles 

in different situations, according to Englund. A leader’s role in an organisation is 

connected to their relationships with other people (McNally & Speak, 2002). The role of a 

leader is governed in the personal values (Boon Hwang, 2002) and the competences and 

qualifications of yourself (McNally & Speak, 2002). All of the leaders have a perception 

about their role in the companies. Englund believes that his role is to develop his 

employees and to help the company achieve its goals. Tellman on the other hand think 

that his role is to develop the whole company and to solve problems. Varén is an inspirer 

and entrepreneur and Schedwin’s role is connected to the strategic management and 

operations in the company. McNally and Speak (2002) further describe the standards as 

the unique image of your brand, how you act and do thing, in other peoples’ heads. This 

dimension is also governed by your values but also by your core competencies (Boon 

Hwang, 2011). Englund believes that it is important for a leader to act in a consequent 

way and to show the employees where the company is heading. Tellman agrees with this 

comment. He also wants to act due to his own expectations. Varén and Schedwin do not 

actively think about meeting the employees’ expectations. They mean that the employees 

should meet their expectations and they act according to common sense. The last 

dimension is the brand’s personality, how people relate to each other (McNally & Speak, 

2002). This dimension is governed by values and personality traits (Boon Hwang, 2011). 

Schedwin, Englund and Tellman all believe that their employees think that they are 

available leaders who is easy to talk to and get help from. Varén agrees but mentions a 

survey from the employees saying that he is a good role model for them. The style of your 

personal brand can be seen as the “top of the iceberg”, the things that actually can be seen 

by others (McNally & Speak, 2002).   

 

The internal aspects of a personal brand are about the inner driver of people, and contain 

Purpose, Vision and Values (McNally & Speak, 2002). Having a purpose, as a leader is 

something that all the respondents believe is important. Your purpose is what gives you 

the reason for living, the meaning for your existence (McNally & Speak, 2002). 

According to the respondents, the purpose of a leader is connected to achieving goals and 

delivers results. The purpose is also about developing, emphasising and engage your 

employees, according to Englund, Schedwin and Varén. Tellman believes that it is easier 

for a leader to control the company if he or she has a purpose. Englund agrees and says 

that it is easier for you to compare your accomplishment if you have a purpose. Gawel 

believes that the purpose of the leader should be reflected in the purpose of the company, 

where the company should be. Searching for a purpose and a meaning in life is a 

motivating thing for people, regardless of the circumstances around you (Dhiman, 2007). 

All the respondents are unanimous; a purpose can guide the leader to achieve goals, and 

therefore they all believe it is very important to have a purpose as a leader.  
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Another thing that is important for a successful personal brand is your vision (Yoeli & 

Berkovich, 2010). Your vision is about what you want to create in your life (McNally & 

Speak, 2002) and how you want to be remembered (Yeung, 2006). The respondents all 

have clear visions, and those contain development of themselves, of the employees and of 

the business. There is also a focus on customer satisfaction. It is important to have a 

vision, to be able to create an aim for moving forward (Masuda, Kane, Shoptaugh & 

Minor, 2010). All of the respondents are agreed that without a vision, it is impossible for 

leaders and employees to know which direction the company are going. Tellman also 

believes that it is the vision that makes the real meaning of working towards the goals.  

 

Finally, the respondents believe it is important to have a value. Tellman believes it is 

important to not only have values as a leader, but to communicate them to the employees. 

McNally and Speak (2002) argue that it is important you understand you own belief and 

commit to these. Tellman says that many Swedish companies have values connected to 

balance, harmony and quality. Varén however, thinks that his values should be connected 

to the meaning for doing business. The background and previous experience is what 

shapes your values (Ngoc Thuy & Nguyen Hau, 2010). They respondents all believe that 

their personal values have been shaped due to their childhood and earlier experience. 

Englund also believes it has something to do with his prior personality traits. 

5.3 Corporate Brand 

A corporate brand is one of the most important assets for a company since it will 

contribute to differentiate the company from the competitors, according to Kotler (2011) 

and Albertsson and Lundqvist (2007). Gawel also mention that the main function for a 

brand is to differentiate the company from others, which will create a competitive 

advantage. Another reason for a company to shape a corporate brand is to create 

associations that mean something for both the employees and the customers, according to 

Schedwin. Furthermore, Tellman mentions that the corporate brand is important to attract 

qualified employees. Werner Runebjörk (2006) also mentions that the functions of a 

corporate brand are to create awareness and positive associations for the company, which 

can be helpful to recruit new employees. The process of shaping the corporate brand can 

be done by internal communication and core values, according to Einwiller and Will 

(2002). Tellman, Schedwin, Varén and Englund believe that it is important to work 

continuously with the values and involve them in the daily work in every department of 

the company. This opinion aligns with Hatch and Schultz’s (2001) theory, which says that 

the corporate branding involves the whole company. Hawabhay, Abratt and Peter (2009) 

also mention the fact that it is important for the leader to work continuously with the 

corporate branding and involve everyone in the work. 

 

The strategic vision is the central idea of the company, and expresses the vision and goal 

for the company (Hatch & Schultz, 2008). All of the respondents are convinced that the 

strategic vision is an important part of the corporate brand. Schedwin and Varén explain 

that the strategic vision will make everyone in the company aware of the direction of their 

work and give them a meaning. Furthermore, the vision often works as a basis for the 

strategies in the company, which is a requirement for survival, according to Gawel and 

Ekstam. The second part of the corporate brand is the organisational culture, which 

consists of the internal values and beliefs of the company (Hatch & Schultz, 2008). Varén 

says that the culture of Forex Bank is reflected in the values of the organisation, which is 

important according to Hatch and Schultz (2008). The organisational culture will be able 

to influence the behaviour and attitudes of both the leader and the employees, and it will 
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have an impact on the corporate brand (Hatch & Schultz, 2008; Hawabhay, Abratt & 

Peters, 2009). The leader may also have the ability to shape the organisational culture by 

talk and reflect about it with the employees, according to Ekstam.  

 

Both the strategic vision and the organisational culture can be controlled inside the 

company, but how external stakeholders perceive the company will depend on the 

corporate images (Dowling, 2001; Hatch & Schultz, 2001). Schedwin believes that if a 

company is good at what they do, and are able to communicate that to the external 

stakeholders it will be a good marketing channel for the company. This will also increase 

the brand equity for the company, according to Keller (2009). It is important for the 

leader to know how the company would like to be perceived by others, according to 

Hatch and Schultz (2008). Englund, for example, wants other companies to perceive 

Nordea as a possible financial partner, while Varén wants Forex Bank to be perceived as 

market leaders and best in class. At the same time the leader need to be aware of how the 

external stakeholders actually perceive the corporate brand (Hatch & Schultz, 2008). 

Tellman wants Klarna to be associated with their vision; simple, safe and fun, which he 

also believes is how external stakeholders perceive them. Otherwise, the business would 

not go well, he says. Leaders that are aware of the corporate brand is perceived by 

external stakeholders are often better at shaping a sustainable corporate brand, according 

to Hatch and Schultz (2008). 

 

When a company has developed the strategic vision, the organisational culture and the 

corporate images it is important to align and relate them to each other to make the brand 

trustworthy (Hatch & Schultz, 2008). This is a big challenge according to the 

respondents. Tellman and Varén believe that it can be done by involve every part of the 

company in the process and to have a communication between the different departments. 

Furthermore, Tellman points out that the vision, the culture and the images of the 

corporate brand must be reflected in the product and in all actions taken by the company. 

Hatch and Schultz (2001) also stress the importance of a constant dialogue between the 

top management, the employees and the external stakeholders to achieve an effective 

corporate brand. Varén also mentions the importance of align all the products and actions 

in a company with the vision, the culture and the images of the corporate brand. 

Otherwise, it will not be credible among the customers. Kapferer (2008) says that the 

corporate brand needs to be supported by a genuine culture and shared values to be able 

to create trustworthiness. According to Schedwin and Englund the alignment of the 

vision, the culture and the corporate brand will be made through the business idea of the 

company. It will also be done by involve the values of the company in the daily work and 

in the recruiting process.  

5.3 To use the personal brand to shape the corporate brand 

The fundamental goal with a personal brand is to be able to communicate to others who 

you are and what you stand for, according to Hines (2004). A leader with a trustworthy 

personal brand can use it to shape the corporate brand by achieve the goals of the 

organisation and create motivation among the employees (Jacobsen & Thorsvik, 2008). 

Varén, Schedwin and Tellman are convinced that they can use their personal brand to 

shape the corporate brand, and achieve the goals of the organisation. If the leader does a 

good job it will contribute to the corporate brand, says Varén. At the same time, if the 

leader fails and do not keep his promises it will ruin the personal brand, but also the 

corporate brand, adds Schedwin. Eklund and Gawel are also convinced that a leader can 

use the personal brand to shape the corporate brand, but in what extent the leader can do it 
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will be dependent on what position he/she has. This is also reflected in the answers of the 

respondents. Englund means that in his role as a regional manager at Nordea he will not 

be able to use his personal brand to shape the corporate brand. But he is convinced that 

the CEO of Nordea can do it since he is the public face of the company. At the same time, 

Varén are convinced that he can use his personal brand to shape the corporate brand since 

he is the developer of the concept “ReseEkonomen”. Therefore, the position, the span of 

control and the size of the company will affect in what extent the leader can use the 

personal brand to shape the corporate brand.  

 

For a leader it is important to shape a personal brand that will communicate the corporate 

brand in a positive way both within the company and to external stakeholders (Williams, 

2010). Tellman represents Klarna in meetings with external stakeholders and believe that 

it is easy to associate him with the whole organisation. Therefore, it is important that he is 

distinct and consistent in the messages he sends out, and that his actions align with what 

Klarna stands for. Englund also mentions that there will be a problem if the values of the 

leader do not synchronize with the values of the company. The corporate brand is mainly 

shaped within the company, and the leader is therefore responsible for motivate and 

engage the employees in this work. It is also important that the leader makes the 

employees able to identify themselves with the corporate brand (Fredlund, et al., 2006), 

which can be done through a consistent dialogue between the leader and the employees 

(Hatch & Schultz, 2001).  

 

Furthermore, Eklund and Gawel believe that the leader can use the personal brand to steer 

the vision of the company, set the goals and achieve them through communication with 

the employees. Gawel also mentions that some companies, such as IKEA, are strongly 

associated with the founder’s personal brand. This can be connected to Varén, who has 

developed the concept of “ReseEkonomen” at Forex Bank. He says that he can shape the 

corporate brand to a large extent since he is the person behind “ReseEkonomen”. 

Schedwin also stress the importance of this, the personal brand and the corporate brand 

cannot be separated. They are the same thing and need to be aligned with each other, he 

says.  

 

But even if there are many benefits for a company if the leader has developed a personal 

brand it is also important to be aware of the disadvantages. If the leader has a strong 

personal brand, the company and the corporate brand will be associated only with this 

specific person. As long as the leader stays in the company it may not be a problem, but 

when the leader leaves the company it can be difficult to keep the trustworthiness and the 

strength of the corporate brand. Overall, the respondents believe it is a positive thing to 

develop a personal brand as a leader, and use it to shape the corporate brand. At the same 

time it is important to shape a corporate brand that do not stand and fall with one specific 

person, because then it will be hard to develop the corporate brand further when the 

leader leaves the company. Company leaders will continuously be replaced by different 

reasons, while the corporate brand will be more persistent. Therefore, it is of great 

importance to shape and create corporate brand that is more than just one person. The 

corporate brand need to be based in values that can stand strong and keep on developing 

even when a leader in a company is replaced by another. The respondents think that they 

are able to use their own personal brand to shape the corporate brand, but since none of 

them are the CEO of the company they do not think that their personal brand will be the 

only association to the corporate brand. The corporate brand need to be able to stand for 
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itself, and not be dependent on only one person, since that will not be sustainable in the 

long run.  

 

From the analysis it becomes clear that the different aspects of the personal brand that is 

presented in the theoretical model can be useful in the process of shaping the corporate 

brand, even if some aspects are more important than others. We can see that the aspects of 

the personal brand that is most relevant in the process of shaping the corporate brand are 

the internal aspects of the leader. These will be the base in the personal brand, and needs 

to be aligned with the corporate brand. The values and the vision can be seen as the most 

central parts of the personal brand. The respondents mention several times that you need 

to know who you are and what you stand for to be able to shape a trustworthy personal 

brand, and you also need to align your own values with the values of the corporate brand. 

By doing this the leader may be able to shape the corporate brand with the personal 

brand. The analysis and the answers from the respondents also show that the corporate 

brand is able to influence and shape the personal brand of the leader. Therefore, the leader 

of a company must have the ability to adjust the personal brand so that it fits with the 

corporate brand. The internal aspects, which consist of purpose, vision and values, can 

therefore be seen as the first aspects that a leader needs to develop if he/she wants to use 

the personal brand to shape the corporate brand. When the leader has shaped these three 

aspects so that it fits with the corporate brand, he/she can start to focus on the external 

aspects of the corporate brand which consists of roles, standards and styles. These aspects 

focus on how you communicate your personal brand to others and how other perceives 

your personal brand. For a leader this is of great importance to be able to create followers 

and make them loyal to the corporate brand. If the leader is able to act in a consistent way 

and communicate the values and vision of the corporate brand it will create 

trustworthiness among both the employees and the external stakeholders. Therefore, as a 

leader in the financial sector, which is a sector that nowadays struggle with low 

trustworthiness, it is important to be aware of how the internal and external aspects of the 

personal brand can be used to strengthen the corporate brand in terms of vision, culture 

and images. 
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6 Conclusion 
________________________________________________________________________ 

In this last chapter the result of the study is presented. A summarize of conclusions and 

interpretations is made, which are built on the knowledge that have occurred during the 

research. There is also a presentation of the practical and managerial implications that 

this study contributes with. At last, suggestions for further research in the area are given.  

6.1 Conclusions 

The purpose with this study is to highlight the importance of the leader’s personal brand 

by answer the research question: “How can a leader in the Swedish financial sector use 

the personal brand to shape the corporate brand?” 

 

For companies in the Swedish financial sector it is of importance to be able to shape a 

trustworthy corporate brand to attract both qualified employees and satisfied customers. 

The leader should work actively with the corporate brand and try to involve the 

employees in this process. The personal brand of a leader can be a helpful tool that can be 

used when shaping the corporate brand. Bases on the interviews in this study and existing 

theories in the field of personal and corporate branding, we have come up with four things 

that describe how the leader can use the personal brand to shape the corporate brand. 

These are; Know your values, Create a vision, Act consistent and Communicate yourself 

to others. This means that leaders can use their personal brand to shape the corporate 

brand by first knowing their values and then creating a vision that is synchronised with 

the corporate vision. After this it is important for the leader to act consistent and in line 

with the vision and values. At last, the leader needs to communicate the personal brand to 

the people around him or her. With this study, we have tried to connect theories about 

personal branding and corporate branding. We believe we have identified a research gap 

when it comes to the question of how a leader can use the personal brand to shape the 

corporate brand. However, we are fully aware of the fact that this study does not provide 

any evidence of how the personal brand actually shapes the corporate brand, since the 

study is based on self-reported reflection from four leaders within the Swedish financial 

sector. Therefore, the result of this study should be regarded as guidance for leaders when 

they are trying to create loyalty among employees and customers. Since this study is 

based on human beging with own reflections on leadership, personal branding and 

corporate branding, the trustworthiness of the study are not particulary high. First, there 

will be a problem with the credibility of the study, which means that we as researcher 

affect the alignment of the theoretical framework and the data collection. We believe that 

this problem will only affect the trustworthiness in some extent. When it comes to the 

transferability, the ability for generalizing the result of this study to a wider population is 

limited, since it is based only on five interviews. We know that the respondents are not 

being representative for a whole population and therefore it affects the trustworthiness of 

our study. According to us, it would be difficult to generalize the result of this study and 

fully duplicate the research metodology, mostly because of the purpose and the 

qualitative approach. In some extent, our study could be made in the same way, but since 

the result is depending on human beings that are reflecting on themselves, we believe that 

the result could never be the same. Regardless of the fact that our study has low 

trustworthiness, we believe that the study in some extent could contribute to exploring the 

importance of the leader’s personal brand for the corporate brand within the Swedish 
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financial sector and how the personal brand of a leader can contribute to shape the 

corporate brand from both an internal and external perspective. 

 

We have based this study on two theories about corporate brand (Hatch & Schultz, 2001) 

and personal brand (McNally & Speak, 2002). The theory about corporate brand consist 

of three factors; Vision, Culture and Image. Theory about personal brand consist of 

external factors; Roles, Standards and Style, and internal factors; Purpose, Vision and 

Values. Our interviews for this study are created based on these factors to be able to 

understand how the leaders can use the personal brand to shape corporate brand. Our aim 

with this study was to combine theories about personal branding and corporate branding, 

therefore we have not develop these theories, but instead focused on how they can be 

synchronised with each other. This has generated new insight in this field, since we have 

answered the question of how a leader can use the personal brand to shape the corporate 

brand. We found out that all the respondents believe it is very important for a leader to 

have a personal brand and to work actively with his or hers vision and values. They all 

believe that the personal brand of a leader can be helpful to achieve goals, deliver results 

and shape the corporate brand. If you have a positive personal brand as a leader, it will 

enable you to create a trustworthy corporate brand and gain more loyalty among your 

customers. For the moment, this is particularly important within the Swedish financial 

sector who suffers from different scandals where banks have lost the trust among the 

Swedish people. However, this is important in all sectors, since a trustworthy corporate 

brand will create associations and enable the company to be the top of the mind for the 

customers. 

 

During the study we have come to the conclusion that the most important thing to be able 

to shape the corporate brand is to align your vision and values with the vision of the 

company. The respondents believe that your personal brand needs to be equal with the 

corporate brand, both when it comes to communication with employees and 

communication with external parts. We believe that first of all, you need to understand 

your own personal brand, and then communicate it internally in the company to be able to 

achieve goals and deliver results. When the personal brand is established within the 

company it is possible to communicate a trustful corporate brand. According to us, the 

leader can use the personal brand to shape the organisational culture and make the 

employees aware of where the company is heading. This will internally create a 

fellowship and loyalty among the employees. We believe it will contribute to employees 

acting in line with the vision of the company and the corporate brand. If the company has 

united employees who are aware of the vision, it will create a trustful corporate brand, 

which can be communicated to external parts. 

 

To be able to use your personal brand, you need to know who you are and what you hold 

to be true. All the respondents believe that their personal brand is shaped due to their 

childhood and previous experiences. Therefore, it will be hard to change your personal 

brand; however you need to be able to adjust it depending on different situation, because 

you sometimes need to show more or less of your personal brand. According to us, your 

identity is impossible to hide and it contains both positive and negative characteristics. 

Your personal brand however, is something that you actively communicate to others, and 

therefore you can decide which characteristics should be included or not in your personal 

brand. We believe that you cannot base your personal brand on a lie; you need to fill your 

personal brand with characteristics that actually is part of your identity. In the short-term 



SHAPE ME UP! 

 

 

 
47 

we believe that you can get away with having a fake personal brand, but in the long-term 

you will be seen through and your trustworthiness as a leader will be ruined.  

 

During this study we have also come to the conclusion that in what extent the leader can 

use the personal brand to shape the corporate brand will be dependent on different 

positions and different companies. If you are in a position with a lot of employees you 

will have greater ability to use your values to shape the organisational culture. You will 

also have more possibilities to reach out to external parts, particularly if you have the 

ultimate responsibility for the company. Therefore, we believe it is easier for the CEO to 

shape the corporate brand trough the personal brand, but we still believe it is possible for 

everyone in a company in a smaller extent to use their personal brand to shape the 

corporate brand. When it comes to different companies, the leader’s ability to shape the 

corporate brand is depending on how visible the company is in the society. There are 

some companies that work actively with being visible in social media, when others do not 

and we believe it is easier for a leader in a visible company to communicate the personal 

and corporate brand to external parts. However, we believe that every leader can 

communicate the personal brand internally which will lead to external effects in form of 

customer associations and loyalty. We believe that regardless of the respondents’ 

position, their personal brand enabled us to create an image of the corporate brand. We 

therefore believe that the personal brand of a leader is very important to create good 

relations to others and positive associations with the corporate brand. According to us, 

our conclusions can be applied in every sector, since we believe that all companies want 

to have a corporate brand that is associated with positive values among both employees 

and customers. We believe that leaders within every sector have more or less ability to 

use their personal brand to shape the corporate brand.   

 

To sum up, our conclusion is that the personal brand of a leader is very important and can 

be used to shape the corporate brand. It is important to be able to create a trustful 

corporate brand and gain loyalty both internally among employees and externally among 

customers. The aspects of the personal brand need to be aligned with the aspects of the 

corporate brand to reach success. In this study we have identified four implications that 

describe how the leader can use the personal brand to shape the corporate brand. The 

implications are; Know your values, Create a vision, Act consistent and Communicate 

yourself to others.  

6.2 Implications 

In this part we will further present our implications for this study. We have focused on 

managerial implications that can be applied in the Swedish financial sector but also in 

other sectors, since we believe that companies in every sector want to create a trustful 

corporate brand. We believe that leaders within every sector have the possibility to use 

their personal brand to shape the corporate brand. Since the trustworthiness of this study 

is lower because of our choices, these implications should be regardless as guidance for 

leaders when they are trying to create loyalty among employees and customers. These 

implications are created depending on the theoretical framework, the empirical data that 

we have collected and on the analysis and conclusion we have made. Therefore, these 

implications are much based on the interviews we made with leaders from the Swedish 

finanancial sector. We are aware of the fact that they are not a representative sample and 

the ability of generalizing these implications is limited. However, we believe that these 

implications could be applied in the Swedish financial sector and in other sectors aswell, 

and should be regarded as guidance for the reader. Our managerial implications are: 
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 Know your values. Your core values are created during your childhood and based 

on earlier experiences. As a leader, it is important that you understand your own 

beliefs and commit to these, to be able to create trust among your employees and 

customers. If you are true to your own values and base your action on them in 

your daily work, it will enable you to create trustworthiness within the corporate 

brand.    

 

 Create a vision. As a leader, it is important to have a vision to be able to show the 

employees where the company is heading. If your vision is synchronized with the 

vision of the company, it will enable you to motive and engage your employees to 

work towards the goals. To be able to achieve your vision, you need to a purpose 

which should be reflected in the purpose of the company. The purpose can be a 

tool that can be used to set up short-term and long-term goals, while the vision is 

connected to the meaning for doing business.    

 

 Act consistent. When you know your values and have created a vision that is 

aligned with the corporate vision, you need to have a clear leadership style. When 

you act in a distinctive and relevant way, your personal brand will be consistent. 

To be able to shape the corporate brand with help from your personal brand, your 

brand needs to be consistent with the company as well. This will provide 

trustworthiness for the corporate brand which hopefully will lead to success. It can 

also lead to positive associations and corporate images from external 

stakeholders. This creates standards for the corporate brand which is built on the 

interpretations from others.    

 

 Communicate yourself to others. To be able to use your personal brand to shape 

the corporate brand, you need to communicate your values and vision to others. It 

is important that this communication is consistent with your leadership style and 

the way that you relate to other people. The corporate brand is mainly created 

within the company and therefore it is important to communicate the values and 

the vision to the employees in their daily work. Internal communication will 

create organisational culture which will have an impact on the corporate brand. 

The organisational culture is created by the constant dialogue between the 

different departments in the company.   

 

In other words, the leader can use the personal brand to shape the corporate brand by 

knowing their values, create a vision, act consistent and communicate themselves to other 

people. These actions will enable the leader to create trust for the corporate brand, which 

nowadays is very important within the financial sector in Sweden. Since the economic 

and financial crisis the year 2008 and due to the scandal in April 2013, the confidence for 

the companies within this sector has decreased. It has become even more relevant for 

leaders in these companies to create trustful relationships both internally and externally. 

The personal brand of the leader can be a useful tool to achieve trust among employees 

and customers, and reach the goals. However, this is important for every company in 

every sector.        
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6.3 Further Research 

In the field of personal brand and corporate brand, there are many aspects that could be 

interesting to develop further, since we can see a lack of theories in this field, especially 

for personal brand. For further research we have three suggestions; Employees’ 

perspective, New sector and Compare different sectors. It could be interesting to base a 

study on the perspective of the employees, to see how they perceive the personal brand of 

their leaders. We believe that there could be a difference in the way the leader and the 

employees perceive the personal brand. Another interesting approach would be to test this 

result in another sector, to the se similarities and differences. It would be interesting to 

choice a sector completely different from the financial sector. It could also be interesting 

to base a study on different sectors and compare them to see similarities and differences 

and see the ability to generalize the relation between the personal brand of the leader and 

the corporate brand.  
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Appendix 1 
Theoretical framework Questions 

Leadership  

There are different definitions for the concept 

of leadership (Berggren, et al., 1998).  

What is your definition of ”leadership”? 

A clear leadership style will make it easier for 

the manager to increase the motivation of the 

employees (Jacobsen & Thorsvik, 2008). 

How would you describe your own 

leadership style?  

The main task for a leader is to organize, 

manage and control the employees, so the 

business goals are achieved (Yukl, 2010). 

According to you, what are leaders’ 

main duties?  

It is important that the leader understands the 

views and values of the employees. This will 

contribute to trustworthy people and to higher 

motivation and efficiency (Hilmarsson, 2010). 

How do you create trust among your 

employees?  

With a good leadership, the leader will create 

clear and powerful relationship with their 

employees (Shenkman, 2007). 

How do you create good relationships 

with your employees?  

Leadership is about differentiating yourself 

from other leaders (Ulrich & Smallwood, 

2007).   

How do you differentiate yourself as a 

leader?  

Personal brand  

Hines (2004, p. 60) makes a clear definition of 

the concept; The personal brand is about 

recognizing who you are and what you do best, 

and communicating that to clients.” 

What is your definition of a personal 

brand?  

How would you describe your own 

personal brand?   

Your personal brand will determine whether 

you will be successful or not and how 

trustworthy other people will perceive you 

(Frykman & Sandin, 2011). 

Why is it important for a leader to have 

a personal brand? 

 

Distinctive. When you know your greatest and 

clearest strengths, your personal brand 

becomes distinctive and strong (Peters, 1997). 

What of your characteristics as a leader 

do you regard as strong?  

Relevant. The personal brand needs to be 

relevant in terms of you actually standing for 

something and then communicate your beliefs 

to others (Lam, 2003). 

How do you do to communicate your 

beliefs to your employees?  

Constistent. The consistency component for a 

brand is referred to people doing things in a 

distinctive and relevant way, over and over 

again (McNally & Speak, 2002). 

Do you think you act in a consistent 

way in different situations? Please give 

an example.   

Personal brans is about using different 

expressions or different ways of communicate 

(Gad & Rosencreutz, 2002). 

Which characteristics do you have, that 

differentiate you from others? 

How to shape a personal brand   

To be able to establish a personal brand you 

need to send out information about yourself to 

How do you build your personal brand?  
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other people (Vitberg, 2010). 

The most important thing is to define yourself, 

communicate it to others and then protect the 

brand you have created (Bence, 2008; 

Montoya, 2002). 

What is important to consider when 

building a personal brand?  

 

Roles. Refers to peoples’ relationship with 

others (McNally & Speak, 2002).  

 

What is included in your role as a 

leader?  

Standards. It contains how people act and do 

things (McNally & Speak, 2002).  

How do you do to act the way your 

employees expect you to do?  

Style. Ii is about how people relate to other 

people (McNally & Speak, 2002).  

How do you think your employees 

perceive you and your personal brand?  

Purpose. The purpose of your life is what gives 

you the meaning to live, the reason for your 

existence (McNally & Speak, 2002). 

What is your primary purpose as a 

leader?  

 

Purpose. The search for a meaning is 

considered as a primary motivation for people, 

but there is no true way of finding a 

meaningful life (Dhiman, 2007). 

Why is it important for a leader to have 

a purpose?  

Vision. Is about what you want for your life 

(McNally & Speak, 2002 

What is your vision as a leader?  

Vision. Is important for your success and so is 

also your ethos (Yoeli & Berkovich, 2010). 

Why is it important for a leader to have 

a vision?  

Values. You need to know your beliefs and 

commit to these (McNally & Speak, 2002). 

Which are your primary values?  

Values. The background of someone’s life will 

provide a framework for judging what is good 

or bad, important or not important (Ngoc Thuy 

& Nguyen Hau, 2010). 

How have these values been shaped?  

Corporate brand   

The fundamental function with a brand is to 

differentiate the company from the competitors 

(Albertsson & Lundqvist, 2007).  

Why is it important for companies to 

build a corporate brand?  

The corporate brand is the process of creating 

positive images and a good reputation of the 

company. This can be done by managing 

behaviour, by internal and external 

communication to all stakeholders (Einwiller 

& Will, 2002).  

How do your work internal in the 

company to shape the corporate brand?  

Strategic vision is a consistent statement that 

defines the long-term goal of an organisation 

(Kaplan and Norton, 2008). 

What is the strategic vision of the 

company? 

The strategic vision will enable companies to 

aspire for the goal and higher levels of 

achievement (Hatch & Schultz, 2001). 

Why is it important for a company to 

have a strategic vision? 

To be able to manage the corporate brand the 

leader needs to understand the organisational 

How would you describe your 

organisational culture?  
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culture (Hatch & Schultz, 2001). 

The leader needs to be aware of the how the 

stakeholders actually perceive the brand and 

how the company would like to be perceived 

(Hatch & Schultz, 2008). 

How do the company wants to be 

recognized by other actors?  

The main challenge in corporate branding is to 

align the strategic vision with the corporate 

images (Hatch & Schultz, 2001). 

How is the company’s vision reflected 

in the corporate image?  

 

In the process of building and maintaining the 

corporate brand it is important to develop the 

vision, the culture and the images in relation to 

each other (Hatch & Schultz, 2008). 

How do you work to synchronize your 

vision, culture and image?  

The model shows the different aspects in a 

leader’s personal brand, which can be a tool to 

shape the different aspects of the corporate 

brand (Theoretical summary). 

Do you believe that you can use your 

personal brand to shape the corporate 

brand? Why? How?  
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