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ABSTRACT

The purchasing of a branded product is carried with the intention of the product and the brand
reflects the buyer's image and lifestyle. The pptions of a brand and values control purchasing
patterns of products and services. The purpoghisfstudy is to research how to create brand vddue
an invisible brand within the clothing industryn érder to fulfill the task the author has intemvied a
brand group and a qualitative approach was chossraanethod that will help to understand customer
behavior and also how to create a brand value feomnvisible product.
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INTRODUCTION

“A product is something that is made in a fact@ygrand is something that is bought by a customer.
A product can be copied by a competitor; a brandnigue. A product can be quickly outdated; a
successful brand is timeless.” (Aaker, 1991, pTihere has been written thousands of studies wittén
field of branding. Therefore a legitimate questiwauld be: why branding is of such an interest? A
simple answer is that the brand differentiatespfmeluct or service from competing products, which i
the post-modern economy has an increasing impatédancan and Moriarty, 1997). This means that
the buyer will prefer the branded product and tfogeenot replace it with another. The brand create
value to the customers and can also become a cibvpetdvantage for the firm (Kotler et al., 2001).
There are some dimensions, which are important ustomers that concerns branded products.
According to Grace & O’Cass (2002) these are fgsliand self-image correspondence. Apparel is
especially a way of communicating one’s self-imagethe surroundings. Clothes and shoes that
individuals use are part of the first impressioogle get of an individual. Thus, buying a brandbit
or a pair of jeans does not only give value to esq&s well being but it is also a reflection okth
personality.

The apparel industry is one business where braridiangcommon way for companies to differentiate
from competition and gain competitive advantagelthdugh one branded t-shirt may not differ from
another when it comes to quality, the brands afferdnt, and this will lead to a perceived diversit
between the products. However, underwear diffesmfexternal and visible apparel in general, due to
the fact that they are actually hidden undernedlieroclothes. Underwear cannot, unless in certain
situations, communicate the wearer’'s self-imagéheosurroundings. Therefore it can be assumed that
branding in the underwear industry will differ frdmanding of other apparel.

Brands and branding are getting more and more itapbr Branding is today an important
marketing tool for manufacturers (Motameni and 3bkhi, 1998). The values of a brand and the
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perceptions of it control purchasing patterns obdoicts and services (Kotler et al., 2001). The
competition between corporate organizations is lagth it continues to grow. In order to keep uphwit
the market’s ongoing pace, awareness is an imgoféator. Being in control of a strong brand is a
competitive advantage and opens windows of oppitiesnin order to maintain it as well as strengthen
the competitive position. Furthermore, buildingat®nships with the customer is an essential aspkc
can determine whether a company will be successfulot. Having a good customer relationship and
being keen to the needs and demands of the cusierégreat importance for the firm. Developing a
reliable relationship with customers is a cornensetin order to establish a long-term relationshijhis
can be the prerequisite to a loyal customer angl, thigher sales to the company (Reynolds, 2002).

When a customer purchases a branded product, thbgae is carried out with the intention that the
product and the brand shall reflect the buyer’'sgenand lifestyle (Baskin, 2003). This becomes @ twa
communicate ones personality. It can especiallyobserved within in the clothing industry where
individuals’ clothes reflect parts of his/her imagBue to the fierce competition within this indystthe
barriers of entry are high. When building a brénd central to create visibility, build assoca@ts and
create differentiation in order to develop a deegta@mer relationship (Aaker & Joachimschaler, 2000)
If one cannot build a brand based on visibility wiveorn, then it is not possible to create a bramdiadd
value to it. Is it actually feasible to createteosg brand when not leveraging upon visibility?eTh
purpose of this study is to research how to crbea@d value for an invisible brand within the fashi
industry.

RELATED LITERATURE

The concept of branding and how to actually createand, if there is no brand; there can be no
brand value. But this is not sufficient; once arlat has been created it must be managed carefiilly.
managed wisely the brand can become very valuabkbe firm (brand equity) and create value for
customers. Brand equity will be analyzed with foeom the connection to brand value. On the othadh
customer behavior will determine consumer perceptiand influence how the brand misperceived by
customers and thus, affect brand value to custoaseveell.

To understand branding and thereby be able to stadet invisible branding, one must: First
understand what constitutes a brand. “A brand isame, term, sign o symbol, or design, or a
combination of them intended to identify the goads services of one seller or group of sellers’llgfe
2003, p.3). “Branding is to help achieve and namt loyal customer base in a cost effective way i
order to achieve the highest possible returns wastment” (Costantino, 1998 p.60). The word brand
originally comes from the OIld Norse word brand, ethimeans, “to burn”. The livestock owners
historically used to burn their animals to diffetiate them from other owners’. Branding livestdok
branding goods is a small step. In the Greek aochdd eras branding became more popular, shop-
owners used signs to present what goods or serthiaesvere offered. The brand was used as a nfark o
identification and the good craftsmen were hopimg ¢ustomers would be looking for their particular
mark on the goods. Early branding was both a sfgruthorship and a way to differentiate the prasluc
(Costantino, 1998).

It is important to recognize that a brand mustwdglian added value. The difference between
branded products and commodities is due to the exiue delivered with the brand. With commaodities
customers have a hard time to differentiate thelpets; one pot is very much like another pot. With
commodities the purchase is usually based on priceavailability. Branded products on the othercha
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have additional attributes, which may be conside®thtangible, but still important to the custosnetf
customers value a branthey should also be willing to pay extra for thatrtgcular brand (Costadino,
1998).

According to Kotler, Armstrong, Saunders and WoB0(l), the brand can be divided into four
different levels. 1) Attributes: A watch can beailooking, have many technological features and be
expensive. 2) Advantages: An expensive watch niag the owner a certain status, or one with many
features may help the owner be on time. One shHooklupon the advantages with the attributes indmi
3) Values: The buyers of a specific brand will midstly share values with the brand, i.e. the coss
of BMW probably value performance, comfort and figes 4) Personality: The brand can also project a
certain personality. Sometimes it might take anlrsonality of an actual well-know person, ameahi
or an object.

Levitt (1980) argues that there is nothing thatlddae referred to as a generic product. He stgsesse
that all products and services are differentiabie. argues that the real value of any product piiceis
the use by the customer. Furthermore, he staatshb customer attaches value to a product wilityab
to solve the customer’s problems and meet its neédsording to his concept the products or sewvice
consist of different stages of performance towandscustomer and its needs. Levitt describe tlagsgs
as generic, expected, augmented and potentialrpeafee.

The generic product is the fundamental product Bbby customers and represents the minimal
essential customer expectations. The augmentedugras the addition of extra benefits exceeding
normal customer expectations. The potential prodefgrs to new or improved methods, technologies
and services used to attract and keep customerss, & product can be improved to a potential pbdu
by passing through different stages in form of m&w (Levitt, 1980). It is on two latter layers,
augmented and potential product, where brandingeadentified.

Fashion and clothing are forms of non-verbal comigation since they do not use spoken words.
The theory presented below will be used in orderexamine how and if an invisible brand can
communicate. Roach and Eicher (1979) mentionet ttiea unifying function of fashion and clothing
serves to communicate membership of a culturalgimth to those who are members of it and to those
who are not. When customers are purchasing nethedpthey tend to alter their mood and become
happier and more satisfied when wearing them (Bdri®96). In order for people to satisfy theieds,
it may sometimes go to the extreme when peoplerheaddicted to the feelings they get when wearing
something new. Within fashion clothing as well @bker items such as cosmetics and perfumes, the
added value is often emotional, and the brandetber become symbolic devices. It is not neceysari
the functional capabilities of the purchased itéat tare the primary motive for buying a certainapp
or product. People tend to purchase a brandedhtsgause it communicates something about him or her
through the design, packaging, price or even tiiertethey have made in the selection process of the
desired product (Costantino, 1998).

Roacher and Eicher (1979) proposed that the enatsurvival of humans somehow depends upon
their ability to find a balance between meeting ridsguirements of the society and protect a senseltf
identity. Some colors and joyous lines can be usexttempt to change a person’s mood. Fashion and
clothes are ways for people to differentiate thdweseand declare a form of uniqueness (Barnardg)199

Kapferer (1992) identified five useful principlesh@n creating a brand. The first principle is
defining the brand’s identity. The relevant quassi of launching a new product are: Who is being
targeted, what are the product positioning, itémtitive advantage and competitive area, and finahat
promises and benefits can the consumer expect ¢kapfl992). Another important question when
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creating a brand is: Who is the brand? Hence, am first know who is speaking, why the brand esist
what are its values, goals etc. (Kapferer, 1998en analyzing powerful brands it is shown thatythe
have physique know-how, and an essential produatioh they are not entirely restricted. Furthereno
they have a culture (a system of values) and aicettpe of relationship, consumer’s reflectiond @elf-
image (Kapferer, 1992).

The second principle is determining its imaginaoyrses. Major brands do not solely derive their
identity from functional sources. The choice obrand’s imaginary source is just as important as
choosing what products of the range to advertisgp{érer, 1992).

The third principle is choosing products with a mieg. The more ambitious the brand is the greater
is the degree of care required when choosing tbdyat or service to launch a brand campaign. The
focus should be on the product which best repredtit brand’s intention, the best supports theddsan
potential to bring about change. All products uiedd by a brand are able to do this. A campaigst mu
be backed by a product which reflects the brandis image (Kapferer, 1992). Brand campaign or
product campaign is the fourth principle. Whenrand is created, two alternative strategies may be
chosen. Firstly by communicate the brand meaniagmaginary significance, and its intention direz
the consumer. Secondly by promote a representatoauct to build the brand image.

The last principle argued by Kapferer is brand leage and territories of communication. Firstly,
brand identities are rich in meaning and therefiocannot be reduced to a single word or a conc&pe
vocabulary of today does not take a uniquely vefbah. In fact the visual part is just as impottan
Taking a glance at the television or the ads inagamine, the picture stands out more than the words
Brand language facilitates the expansion of thendyradue to lack of a personal language,
communications are more complicated. By not kngwivhat language to speak, the same words or
picture keep reappearing, leading to the whole dhmarssage becoming restrained. Due to a desperate
desire to create a common image the different cagnpawill end up as near clones (Kapferer, 1992).

Finally, Kapferer (1992) presented brand languageisg as a means of decentralizing decisions.
Subsidiaries worldwide may adapt the theme of asags to their local markets and product
requirements but at the same time maintain theutanigy and nature of the brand, and thereby tiese
common language.

Advertising has an important role in the brand d@weent. Advertising could be used to position a
brand, and to help enhance awareness and fanyilafrda brand. Using advertising is costly and ieegi
a high budget, therefore this strategy is calleghtiudget route. There is an alternative though,law
budget route, which is a cheaper version where éntegnsfer can play an important role. The route
chosen for the brand development is based on ttigdbwsize. Not only the marketing budget decides
what route to choose, an organization could chbedldw budget route based on two other principles.
Firstly, choose the cheaper way if the target grisumther small and the advertising would not give
satisfying return on invested capital. Secondig, firm wants to choose a way where the differdiotia
is low, in other words choosing a low-cost strat@igiezebos, 2003). When choosing a high budgeerou
one should have an indication of the advertisingget needed. To indicate this, a determinationood
big the target group is must be done and furthatyae if advertising is valuable enough to reaah th
target group (Riezebos, 2003).

Since brands reflect a certain image, brand exdessare a natural move for several organizations.
The customers’ brand loyalty, preferences and neitiog of a certain brand, makes it possible tadfar
a certain image to a new product. This could gead strategy to increase revenue. If it is im@atad
successfully the customers will buy the same bramthe new product category (Forney, Park and
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Brandon, 2005). Forney et al. (2005) argued thailbw the customer to spend minimal time at point
purchase, the idea of habitual shopping of maiastréorands is interesting. By brand extension,
organizations can gain from this and a strong brarde could automatically have the customers buying
products from a different category. A strong braraane would reduce the risk of introducing a new
product by building on customers’ familiarity anddwledge of an already existing brand. Another
benefit would be that companies could enter a nanket segments without the expenses of launching a
new brand. This can reduce the costs of acquirewfedistribution and/or boost the effectiveness of
promotional costs (Forney et al., 2005).

A brand extension that broadens a successful bmange by launching new or modified products or
lines offers customers wider access to that brandiltiple product contexts (Kotler et al., 2001).
Branding a product is important when building amg® and it also affects the experiences value,hwhic
leads to an added value for the customers andefuttha brand loyalty that enhances the effectzrafd
extensions (Cleary, 1981; Forney et al., 2005).ez8bos (2003) argued that brand extension could
influence brand name acknowledgment and image wd@ering new markets. But if the brand
extension is unsuccessful the core brand couldamaded. Customers are becoming more aware of
trends and more selective when it comes to prodtimsefore it is important that the retailers el
aware and educated in order to meet the needdfefatit kind of customers. An offering of a set of
products that can be linked to a specific lifestiglean interesting approach to reach and keep mesto
(Forney, Park and Brandon, 2005).

Within the fashion industry, it is crucial to disguish between the product and the brand and see th
relationship between them. Without a good prodioetbrand would not survive. The brand is used as
strategic way to differentiate the firm from itsngpetitors and can be used to sustain a competitive
advantage. This tool for distinction is especiaihyportant for products within the fashion industsince
within this particular industry elements such assglic and evocative are more important than tesaini
and functional ones. Fashion is linked to a shkenra horizon, the season, which have led to congsani
putting a lot of effort into product-oriented strgies (Saviolo & Testa, 2002).

The products are more homogenous today, and thelapeuents in the market are controlled by a
few large brands. But at the same time the modastomer seems to express a more individualistic
identity and is more independent from the factanstiolling the industry (Saviolo & Testa, 2002).

The lifestyle of the customer controls what bratidg are possible to be leaders within each market
segment. The distribution organizations seleave $trategically industrial suppliers on an intéiorzal
level. The distribution organizations and the eoners require a long term relationship which cowdl
be built around the product, since it changes divee along with the fashion trends. Brand identity
allows creating a bridge between the long termsimait term, and also a connection between produtt a
brand. The relationship with the customers celtaitepends on the connection between product and
brand; therefore it is also critical to separaie éixpressions of product and brand. The produshi
the firm delivers, but the consumer buys the bravihile products last during a shorter amount et
since the lifecycle is short. The brand could fastages and represent a long-term asset foritire f
(Saviolo & Testa, 2002).

Once the brand is created, the value of it mustustained for the brand to survive in the long-term
perspective. This section concerns the aspecthbananagement should have in mind when managing a
brand. The model presented by Saviolo (2002) showlsree steps why brand management is important
and what way the management team should go. Quingethe way to go, the last part of this sect®n i
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not connected to Saviolo’s model, but it contrilsute the brand management in another way, exptainin
what retailer to chose.

According to Saviolo (2002), branding is a way ofanizing and extracting value from limited
resources in the fashion industry is:
 The supply system (obtain access to the beds siid suppliers worldwide).

* Creativity (designers, architects, advertisingrages, creative people in general and creativagdhat
are difficult to find and manage).
» Location (it becomes more and more difficult ®odresent in the top location at global level).

Branding requires a great awareness of mediumrg-ferm strategies, a clear market positioning
consistent product innovation and product rangécigsl. Thus, branding will act as a means to bette
organize and select the network of suppliers, desgyand the rest of the creative people workingHe
brand vision (Saviolo, 2002).

Brand management begins with the concept of breadtity, where brand identity is defined as a
word or a logo related to a product that in theifngigg does not truly have any meaning. Howevsr, a
the years go by, it becomes significant due toptteelucts and the communications of the past (Kapfer
1993).

Firms must manage the brand through the branditgeat perceived by the market. Brand image
evolves as the overall perception of a brand itheimi the marketplace, driven by brand personaditg
position. The personality and position of a branthe result of the interplay between differemneénts,
all affecting the values and the symbolic meanifithe brand. The brand identity can be defined as
system of attributes. In particular importancehisee types of brand attributes: corporate brastbiy
and core competencies, product and stylistic ithgraind visual identity (Saviolo, 2002).

History is a very important asset of a brand anfai$ a fundamental role in defining the brand
authenticity and what it stands for. History rdgdahe original competencies, which constitutedirend
and its credibility. A brand acquires legitimagydagrowth potential from its core competenciesstatiy
and competencies are the starting point, and thedbuilding a credible brand identity (Saviol®Q(2).

Stylistic identity is the definition of the long#ta stylistic codes belonging to a brand (formspcs|
materials, and product categories). The styligtentity is the main point of the product and brand
systems in fashion and style based industriesthése industries, arising as an original product an
distinctive concept, and by leveraging upon thigytbuild a strong brand identity and a wide raafje
products that are always bound to the product esiéésthetic. The brand identity should be pathe
corporate story and consist of daily practice, méghes, designing and constant innovation (Saviolo,
2002).

The definition of the visual identity is long-terepdes to characterize brand communication.
Message, tone, atmosphere, the media strategyt pbisale, and merchandising are, if employed
correctly, able to make the corporate image disisigng. It is necessary to have a strong consigte
between stylistic and visual identity in order il a strong brand (Saviolo, 2002). However, thies
not mean that the stylistic and visual identity hasecome rigid, but instead keep focus on itgetar
group and always be relevant. The difference betwierands that maintain their leadership year after
year and brands that just last for a couple of@®ass their skillfulness in making the brand idfgnt
evolves together with the market evolution. Tonpemently being dynamic is the most important cohcep
in brand management. The key issue for luxury tasthion brands is how to be relevant to new
generations. It is not always the case that gbauk to the roots, the historical essence of thadis the
right cure to revive a brand. Thus, returninghte past ideals of a brand is not always the righttion.
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Instead a successful brand should connect witlmagé that is relevant to the identity of the custmrat
that point in time. To maintain leadership, bramged to transfer themselves across generatioms. |
fashion clothing and accessories this transfeaiiqularly difficult due to the fact that clothing within
such a symbol intensive product category (Savi20®?2).

Gehlhar (2005) stressed the importance of retadledswhat retailing path to be chosen. The authors
therefore found it interesting to examine how tlahpchosen affects an invisible brand and if itl wil
influence the brand value. To reach the custortiemigh department stores is advantageous duesto th
prestige, exposure, and sales volume they can gepgince the relationship with them strongly can
reflect the sales (Gehlhar, 2005). Having a clogation with the retailer could also be a good
competitive advantage. Department stores areyréadused on sales volume and if the product is not
selling well, the risk of dumping the item is higilherefore it is important to be consistent witie t
relationships and work hard. The choice for newigleers should be more focused towards small
boutiques and work with them until the brand orduat is well established. Small boutiques are more
flexible regarding delivery and they are also hajpio share the risk (Gehlhar, 2005). In smalfieres
the owner is usually the buyer, he/she often knthescustomers and could purchase goods espeaally f
them. A good relationship with a smaller stora igood way to reach the market at a first phaséad
challenges though: the process of finding the rigbtes and the need of serving them all separetelid
be a problem. Since smaller stores are less krnmmpared to department stores, the turnover iasot
high and they could be seen as uneconomic risklf@e2005).

Gehlhar (2005) also presented another way to réaeltustomers and that is through the internet.
Selling from a company’s own homepage, combinedh wiing other already existing sites, is a good
way to reach a wider market. Following up the sadean advantage, since the firm could track éxact
where the products were delivered, as well as kngwihere potential returns were made and why.
Doing this, gives the designer or the firm that preducing the goods, a chance to meet the customer
directly, leading to a possible higher margin. tB& other hand, the negative aspects of usingiteeniet
as a distribution channels are that the customenatause all their senses when buying. The faat th
some customers want to have the product in hidlheds before the purchase could be an important
aspect that is left out when using the interned dsstribution channel. If the product, when itres to
fashion products, does not fit there is a problemvell, a problem that could have been resolvedrbef
the purchase in an ordinary store (Gehlhar, 2005).

Riezebos (2003) stated that brand value referadaét that a branded product has more value or th
customers than the bare product. He also argusdhh brand has to have some kind of importance to
the consumer in order to add any value to the miodBrand loyalty is the most important measurea of
brand’s value. If customers are indifferent to inend and make their purchase based on featutes, p
and convenience with little concern to the branth@athere is probably low brand equity. However, i
customers continuously purchase the brand over etiops’ with superior features, price, and
convenience, brand value actually exists. This neethat brand loyalty can be thought of as a
measurement of the customer’s attachment to a b¢Aaler, 1996). Levels of brand loyalty: 1)
Committed buyer, 2) Likes the brand — considesesit friend, 3) Satisfied buyer with switching spgf)
Satisfied/habitual buyer, no reason to changewsic8ers/price sensitive, indifferent no brand libya

The ability of a potential buyer to recognize arakthat a brand is a member of a particular pebdu
category is called brand awareness. Thus, a ktwéden class and brand must be involved (Aakerg)199
In contrast to brand loyalty, brand awareness ésdimplest form of brand equity. A familiar brand
makes the customer feel more confident (reduck} ofsthe product thus its chances of being considie
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and selected are increased. Evidence supportfathehat customers prefer brands, which they are
familiar with. Furthermore, by choosing a knowiatl the buyer justifies the decision, in other vgatd
explains the actions of the buyer. The justificatalso acts as a social role, indicating thaipirson has
bought something of value (Aaker, 1996).

A brand association is anything customers link whth brand. The link to a brand will be stronger
the more experiences and exposures it is based Upather it will be stronger when it is supportada
network of other links (Aaker, 1996). Subjectivadaemotional associations are an important parts of
brand value. These include personal associatindsaagood example of this is celebrity endorsement.
Associations may also be of an emotional charactdating to lifestyle or personality etc. Strong
associations can also be with the type of custaneiser of the product or geographic region. Toget
these associations make a brand personality tggests situations when a brand is and is not apiptep
(Aaker, 1996).

Branding is somehow always linked to the custorsieice the customer is the buyer of the branded
product and the actions is known as the buying Wieha How the customers behave in the buying
decision, and how they affect the brand’s succesheé market is an important issue. As mentioned,
there is a need to convince the customer in omlaget successful. Convincing is important, and the
relationship with the customers could be a waydcomplish that. Customers tend to choose certain
product and services that are associated with their lifestyle. The lifestyle influences the chesc
made by the customers in their own consumptioruothmse of lifestyle products.

Purchases reflect the trends and fashion expres¢iRnandon et al., 2003). According to Grossman
& Shapiro (1998), the brand could sometimes be waportant to the customers; this is shown by the
willingness to buy counterfeited products by Gutom street vendors. The products are not autbenti
and do not have the same quality, despite thististomers buy these products since they are branded
with a well-known brand, hence that the brand igdd. This shows that a brand name is a potential
complement in consumption behavior and that ineaeastomers’ willingness to pay a premium price.
Kotler et al., (2002) argues the buying behaviouad new products is a process of having the pitdiduc
in the customers’ mind, to prepare them mentalfptgepurchasing the product. This mental phas lat
decides whether the customers are ready to usgrdigleict or not. Kotler et al., (2002) further ssed
that there are several roles in what the customrersndifferent to during a purchase a producte fitst
of these roles are the innovators; these custoarerseady to try a new product in a real earlyestat
fulfill the adventurous feeling around being thestfione with a new product. Early adopters choseyt
the product to a less risk of being first, thesespe are often the influencer to others in theleiaf
acquaintances. The most traditional customersharéaggards. These customers are suspicious@nd d
not try a new product before it is fully acceptgdthe community (Kotler et al., 2002)

METHOD OF RESEARCH

The qualitative approach is characterized by adriglegree of intimacy between the interviewer and
the respondent (Holme & Solvang, 1997). When cotidg qualitative research, the sample population
is usually pretty small not more than 30 respond€emntzler, 1992). This research method is usually
built upon interviews and case studies, which imtfostered an interactive environment where the
interviewer gets the chance to respond througtoieilg up questions. Obviously the results of the
different interviews will differ and to put all thdata together demands a lot of resources suémasahd
money. Due to these facts the sample data islysuatl more than 30 (Cantzler, 1992). The purpafse
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the thesis is to research how to create perceivaddbvalue for an invisible brand within the clatti
industry. When investigating upon how a compargates brand value one has to take the company’s
brand strategy in consideration. A research obmpany’s brand strategy based upon the quantitative
approach would be quite thin and it is not the atithpurpose to examine if there are some variaibles
brand strategy that are similar between differemhganies. Instead the focus goes in depth andllip t
understand the process of thinking when a compeeates brand value for an invisible brand.

The researcher has chosen to focus the researbm lite qualitative approach since the authors
believed that the purpose is most suited for thye tof study. It will be difficult to turn respoedts’
thoughts into numbers. Instead the researches findnore meaningful to understand the intentional
strategic actions taken by the firm in order tcateeperceived brand value for customers. The twgtisk
approach fosters a creative and innovative intenadtetween the interviewer and the respondentr(idol
& Solvang, 1997)

The Mall Group was used in fulfilling the purpos&he qualitative approach will help understand
customer behavior and also how to create a brah ¥eom an invisible product. To help the resbarc
to get a real life case, the Stargate Brand Groap wterviewed, this seen as the first of threeeetsp
The organization was successful within the undenimdustry and was interesting in this thesis. The
information received during the interviews was gmatl with help of the next aspect, which was
interviews with their retailers, in this was tryitg find the some critics to the accomplishments also
trying to find the real truth about the organizaicsuccess story. Having these two aspects in, rttind
third and last one are the customers that intemtiewithin focus groups. This is one of the best
gualitative approaches to gather information framagie persons.

After the interviews were done, the taped inforomatwas transcribed. This means that the spoken
words are transformed into written word (BrymanP20 This gives the authors a better overview of
what was said and it is also making sure that npoimant information was lost. The next step irsthi
process is to code and systemize the informatiopn(Bn, 2001). After this was done the analysithef
collected data was easier to interpret and coratigstould easier been drawn.

FINDINGS

Interview with Mall Brand Group Profitable in unde¥ar is important to get a high volume.
Therefore by choosing a niche, one may not gefffcigunt piece of the market share. The brand name
contains many product groups and Mall is beginrimgmplement brand extension. The brand was
accepted very fast by the customers, thereforesesahats and other branded apparels were added at
early stage. The thought was to make the brarnbleiand thereby making people like the brand.

The product in itself was very much unique, no canigs before had emphasized colors and patterns.
Therefore the product was distinctively differerdrh competitors. However, recently competition has
launched products with similar attributes. Malbgucts are more aggressive with new colors and
patterns. Furthermore the price is fairly attneetin comparison with competition. The major prthe
underwear market today is the “everyday underwégbiriderwear that are not too nice to be worn
everyday). The big challenge for Mall is to findtdwow to conquer market share and establish ttwedbr
as one of the major competitors among “everydayumear” in the future.

There is an extreme longing in customers to be,dbel media buzz and the commercialism feeds
people with the message that in order to becomeskody one has to buy certain products. Thus,
shallow reasons lie behind the purchasing decisibne companies working the market try to convince
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the customers that they need these products. réfids with a trendy attitude capitalize on the tyaand
the shallow ideals of society of today, as welbasples seek for identity and belonging. Men ass |
changeable than women when it comes to productssihae Mall offers something fairly unique it
becomes interesting for the consumer to try thalpets and hopefully like the product and continue
buying it. The company has excellent designersery confident in its creation, meaning the conypan
dares to be controversial in its design and isafi@tid to do the little extra. In addition the quamy has
huge network of contacts and distributors, which major advantage.

Purchasing decision / buying behavior. The purchasing behavior of invisible items such as
underwear varies to a certain extent compareddihes in general. The buying behavior connected to
invisible items is strongly connected to a persows feelings and thoughts. When buying underwear,
most of the interviewers believed that people aogenprice sensitive, due to the fact that underigear
relatively unpleasant item to spend too much mooey The respondents also believed that buying
underwear is an impulse purchase decision thatsraée the salesmen’s skill of selling an additional
product to the customer.

Often the underwear is placed next to the cashameby making it easier for the customers to add in
their purchase when waiting in line before payimy &nother item. Another detail presented by
respondents is about buying underwear. It appasarg women prefer to buy underwear on a more
regular basis compared to men. Several of theorelgmts claim that there is a relation between the
prices the consumer pays for other clothes whewsihg what underwear to buy. If a person normally
does not spend a lot of money on clothes in genkedshe will probably not buy expensive underwear.
According to some answered received, men’s underhesa tendency to be more important today than
it was a couple of years ago, this could be duddchigh competition within the market and that nwea
are more aware of what they wear, another answihigassue could be that there are more brandthéor
customers to pick from. Furthermore, fashion leaay led to that the whole concept is important and
customers tend be more conscious about what is woderneath. The respondents agree upon that
especially boys and men tend to care more aboubtthied when buying fashion products, including
underwear. This behavior may have been transfdroed the female buying behavior, since females
always have been aware of this.

The respondents believe that those who buy brandddrwear are not in a particular segment. It
can be every person between 15 and 45 who caret afimat clothes that they are wearing. The
customers who are around 18 or older have a tegydenspend more money, and thus more expensive
underwear compared to those who are younger. Redsothis can be that people above 18 have more
money to spend, and the fact that underwear becomes expensive due to brands and quality. Some of
the respondents assumed that a person who suffensiéw self-esteem can increase his/her confidence
by purchasing branded underwear. It might alspdes pressure that influence especially youth's afay
buying underwear as well as clothes in generatthEumore the shop assistants believed that pedpbe
buy underwear want to be a little bit cooler arehtlier than other people. The empirical resealsh a
revealed that underwear is a popular gift. Congbaoea pair of jeans, which one has to try in orier
know it suits, underwear is easier to buy. Frois frerspective it was claimed that the brand has a
competitive advantage since if one wants to buyeandar in gift one would choose a pair of colorful
and fun underwear over a pair of traditional blackvhite underwear.

Product/Brand. Almost all retailers interviewed by the authdalieved that branded clothes are
more important today than ever before. The autfaarsd different opinions of whether the brand fog t
produce is the most importance concerning underw8ame argued that the product was most important
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and others argued the opposite. However all redgms agreed that quality was of high concern and i
that sense if the quality is low the brand valu# é low as well. Hence if the product s good hinend

will benefit. Although, when one is purchasing nemderwear for the first time, the brand becomes
important. If the underwear is of high quality tamers will repurchase the brand, and if qualitiois
they will not. If the product has got a good reghiain it seems to be more people purchasing a ptodu
due to the well-known brand instead of the barelpectd Furthermore, some of the interviewed retailers
believed that the brand can help someone who dateknow what kind of clothing item to buy. In this
case a well-known brand secures that an item ismoipletely out of style or fashion. A negativpect

of following a brand can be when a low quality protiwill be sold just because it has a high starasd.
One of the shop assistants said that a brand leasesded when it can do almost whatever it pleagbs w
a product still sell very well.

How to succeed in the market. According to the interviewers the overall relatibipswithin the
clothing industry can be more important than witbther businesses, since it mostly concern smaller
orders than for instance within the food businelsssomehow there arises a more personal convensati
to a smaller company and its sellers, than it da#slarger firms. Another favorable aspect carttsd a
clothing retailer has additional contact with natib companies compared to foreign. The responders
have mentioned that high quality and a good fitteue major characteristics that determine if undsaw
will be successful or not, it is of importance taysinnovative and keep on refreshing the modets an
pattern of the underwear.

How important is the brand for an invisible product? The participants found that the brand for these
products stands for quality and identification, godt as for other branded products people buy an
identity. Personal preferences, experiences audrasing decide whether a product has high quality
not. Moreover, quality is about positioning. Andstomers assume that a higher price vouches for
higher quality. However, people sometimes tenthug the brand more than the actual product. The
brand also shows that the user is knowledgeablatdashion, why the brand is especially important.

Invisible branding, underwear. Branded underwear can be important for the setfemst it feels
better to wear a pair of nice branded underwedre fMost important aspect when buying underwear is
quality. Underwear is the clothes closest to tia and therefore it is natural that underwear niest
comfortable, hence the fit must be good. Espsci@t men, underwear is still seen as just a good.
Therefore quality becomes a decisive factor. Imes@ub-cultures, i.e. the skate-culture, peopleadigt
show their underwear, since the trend is to hagesizie jeans and the underwear will be revealedaae
loose fit of the pants.

How important is the brand? When buying underwear the first time the branddsyvimportant as
quality insurance. However when buying the sectomé the brand is of less importance and instead
quality is the determinant factor, if one were sad with the quality of the underwear after tlvstf
purchase you will probably buy them again. Theugragreed upon the importance for the producers of
underwear to get customers’ attention and evolt@ anpurchase and hopefully of the repeated puechas
behavior. In this sense the brand was seen aschgg@mple due to the colorful and patterned unearw
which inevitably draws the customers’ attentiontb® product. Customers usually buy the same
underwear over and over again due to price andtgublt also due to the fact that men cannot twey t
underwear before the purchase. This is why ustiadhjbrand is most important for the purchase datis
at the first time purchase. If one does not r&deany particular model or color of underwear pecgule
more willing to buy a well known brand. The actbaling behavior for underwear is then characterize
by repetition. If someone has a pair of black lsexghich one is satisfied with someone would prdypab
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not change for another brand. One may even bugsthet same pair of underwear (color, model, etc.),
and this is not very common when buying other @eth The group members found that three of the
strongest brands within the clothing industry @enetton this brand stands for not only the care about
profits and selling clothes but takes a strong ao@sponsibility and takes its role of world aitie
seriously. Diesel the Diesel brand has a strong personality andistancy mixed with the Italian
heritage and an ambition of being in the front ldielesign and qualityLevi's; the Levi's brand is seen
without noticed, meaning that when entering a rdalinof people up to fifty percent wear Levi's jean
with the Levi's tab. This unconscious marketingvisat makes Levi's such an astonishing brand.

CONCLUSION

The empirical research concluded that in order¢ate brand value for an invisible brand, the most
important elements are quality and perceived qualithereby to become a successful underwear brand,
quality must be highly emphasized and having a lojgality product is the easiest way to create brand
value to customers. The quality of the products e perceived quality are vital aspects to ttenthr
value, firstly in order to attract customers andoselly in order for customers to become loyalloifal
buyers can be created, the brand value will bengo By saying this though, the authors do nguer
that quality exclusively is the road to succes$er€ are other issues concerning the topic as \iéle
men’s underwear industry though has experiencathpartant change due to Mall and how the company
found a new way to create value to customers usgngand innovative design.

The overall understanding of invisible products &nainds is that they are bought primarily to fulfil
the customer’s need of feeling comfortable andraye upon people’s want of well being. An invisibl
brand cannot leverage upon its user to the sanenteas other products, since it is not shown to the
public. Therefore marketing becomes a high concefhe tool of marketing could be used to form
associations connected to the brand and its message create an image around the brand. Since the
product is invisible, image transfer is of mostoam. Having a lifestyle concept connected tolttand
that can be transferred is essential since psyghuwabfactors have a strong influence on the itksi
products. Therefore it becomes important to “coogf the customer that the purchased productligén
with the experienced life style of the buyer. Imagansfer is also affected by the choice of retsil If
an invisible product is being present at high eaghion stores the brand will automatically be vidwas
a high end brand. The marketing approach musterassociations that cause the invisible brand to
become visible and connects this to the customieedings. Hence the marketing approach must
coincide with the customers’ perceptions. Finaditailers should be of very high concern for arisitle
brand. The need of a well planned path to reaetctistomer must be considered. The retailers have
big part in helping the brand to be valuable aretefore it is one of the key terms in this modéhe
management of the invisible brand must firstly ftheé retailers which the brand best can leveraga.up
Secondly the relationship with retailers must beured very carefully in order to make retailersmpote
the product.

Even though, we as the authors came up with a nfodélow to create brand value for an invisible
brand in our conclusion, we wished to enhancettiiatmodel is not in any way revolutionary. A peop
model for invisible branding can not be designety dacusing upon the fashion industry, but we as
authors believed that this concept is real aneéds further research for other industries tharfasieion
industry. Concerning our study, we argued thabitld be done in other ways, but we found our smut
to be the one with the best fit for this subject.
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The results could be used by organizations thatt wanincrease the value to their brands.
Organizations could also use this thesis as a goaar source of inspiration when launching a new
brand that is concerned as an invisible brand. fdsilt of this endeavor could be used to raise
awareness around the subject of invisible.
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