
The dream
of the perfect customer 

How a s t ruc t u r e d b r a n d p l at f or m w i l l  g e n e r at e mor e bus i n e s s  f or e x p ort i n g c om pa n i e s 



Steering the irrational choice
one of a companY’s single most 

important assets is its brand. This ap-

plies equally to both business-to-business (B2B) 

and business-to-consumer (B2C) companies.  

A company’s brand position is essentially the 

same thing as its reputation, and the more com-

plex or costly the goods or services offered, the 

greater is the significance of the company’s repu-

tation in the market for the prospective customer. 

creating tHe most faVorable 

reputation is not hocus-pocus. Brand 

strategy and brand implementation are based 

on knowledge and insights from several scien-

tific disciplines. The journey always starts with 

a well-developed brand platform.
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B2B companies’ business offers are often complex. Purchas-
ing decisions demand a large investment by the customer, 
and often involve many people in the purchasing process. 

It is therefore easy to assume that B2B purchasing decisions are 
mainly based on intellectually motivated arguments. 
 But even though the purchase is apparently structured and 
rational, the final choice of supplier is, in fact, almost always based 
on emotional factors. 
 Maurice Allais, the 1988 Nobel laureate in economics, put it like 
this: ”The more complex a product or service, the more irrational 
and unpredictable becomes the buyer’s decision.” 
 Thus, the more extensive and costly the bid, the greater the signif-
icance of the company’s reputation in the choice of supplier. 

What is product and what is brand? 
If the product itself (i.e. the idea, product or service) accounts for 
the more rationally weighted characteristics and customer bene-
fits, the brand stands for the emotional. This means that the brand 
must add something that is not already inherent in the product – 
something that is not as easily comparable with similar products. In 
short, something that enhances the emotional bond between the 
buyer and seller. 
 If the brand succeeds, then the perceived experience of the prod-
uct’s (or company’s) value also increases. A strong brand stands for 
something that people value more than technical features and prod-
uct benefits: a good reputation. 

You get the customers you deserve 
The reputation you have in your market will determine which cus-
tomers you get. Companies known to have higher competence than 
their competitors get customers who are willing to pay for it, while 
the company known for a specific technical solution attracts custom-
ers who want just that solution – but probably at the lowest possible 
price. In short, your reputation creates your customers. 

Anything can happen, anything is possible, and even likely.
Au g u s t  S t r i n d b e r g ,  f r o m  th e  i n t r o du c t i o n  t o  “A  D r e a m  P l a y”

m a u r i c e  a l l a i s ,  n o b e l  l a u r e a t e  i n  e c o n o m i c s ,  19 8 8 

”The more complex a product or service, the more irrational and unpredict-

able becomes the buyer’s decision.”

How can this be so? If a decision involves overly complex relationships, 

a strictly rational selection process becomes untenable in terms of its de-

mands on both time and personnel resources. Instead, the customer makes 

partly emotional choices that are often based on perceived risk minimiza-

tion. You simply select the provider you feel most comfortable with.

b r a n d i n g  c a s e  #  1 : 

HAGS: From mechanical engineering company to source  
of inspiration for the world’s children

HAGS is one of Europe’s leading suppliers of playground equipment and 

play modules. It is an acknowledged leader in terms of function, safety and 

pedagogic play value for children of all ages.

 Against this background, it was a pity that a large share of the market 

perceived Hags as a mechanical engineering workshop, and increasingly 

opted to go to competitors that positioned themselves on ‘softer’ values.

 Pyramid was consulted as strategic partner to implement a global reposi-

tioning and a new brand platform, personified in the motto was “Inspiring a 

New Generation”.



All established companies have a reputation, some widely 
known, some not. Sometimes consciously created, some-
times not. But the vast majority of B2B management teams 

do not focus on reputation so much as on product development. Yet, 
market reputation ultimately – with very few exceptions – has much 
greater impact on the products’ or company’s success than specific 
technological advantages or product characteristics.
 This does not mean that the product is unimportant as a carrier 
of brand value. But it is never the only factor controlling the con-
sumer’s experience of the brand.

A reputation is created in three dimensions
A brand* is a collection of perceptions in the minds of the buyer – 
and not the characteristics of the product. These perceptions are 
created, strengthened or changed every time the buyer encounters 
the brand. They do not need to be consistent with management’s 
interpretation of reality.
 The customer’s multi-faceted associations with a brand are a 
result of how the brand is delivered to the customer. This delivery 
takes place in three separate dimensions:
1. Product
2. Behavior
3. Communication

Brand Delivery

BRANDING  
EXPERIENCE

BEHAVIOR
• Product
• Staff

COMMUNICATIONS
• Intern
• External

*	as	opposed	to	‘trademark’,	which	is	a	legal	term	referring	to	something	that	can	individualize	a	sender,	such	as	a	word,		

	 a	symbol,	a	logo,	a	type	of	packaging	or	a	sound.
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At Volvo Aero, we have our own ways to ensure customer 
value, which is the key to success in any business relation-
ship. It is distilled in the expression ‘Combined Resources, 
Individual Solutions’.
 Our enterprise rests on three distinct product areas: 
Engines, Engine Services and Aviation Services. Together, 
they touch practically every aspect of today’s aviation and 
aerospace industries. Together, their resources and compe-
tencies combine to generate potentials and benefits for our 
customers and partners.
 Concurrently, the resources of Volvo Logistics and Volvo 
Financial Services enable us to match our partners’ needs 
with customized solutions that generate maximal returns. 

with a complete matrix of resources 

OEM Airline MRO Defense LeasingAerospace

We make a difference in practically every segment of the industry
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To profit from partnership 
We deliver a truly unique range of products and services 
to the aviation and aerospace industries, and our resources 
enable us to tackle any assignment we undertake. 
 Volvo Aero is active at a risk-sharing level in practically 
all aspects of the industry, from engine- and component 
development, production and support to inventory manage-
ment and logistical supply. We understand the technical and 
financial factors that drive aviation and aerospace. We are 
skilled at identifying potential partnerships and developing 
holistic solutions that generate tangible returns.

Create superior customer value 
Our offerings are combined with a tailored commercial logic 
to suit individual needs. This is what makes up our custom-
ized business solutions.
 The scientists, engineers, technicians, marketing and 
support staff who form the heart of each business area are 
the real key to our capabilities. On the following pages is an 
overview of the services that they can provide. 

Tools
Customized 

Business 
Solutions

Interaction & 
Cooperation

Superior 
Customer  

Value

Aeropartner  
networks  

enhance business

Commercial  
logic tailored  
to your needs

Unique products  
and services

Best Partner to the global aviation industry
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Och tillsammans är vi det. Tack vare våra kunskaper och färdigheter, 

vårt långsiktiga engagemang och vår hängivna närvaro kan vi bidra till 

framgång. På samma sätt som du bidrar till att göra oss unika. 

Våra kunder  säger att vi är unika

Svensk
aGETTING 

INSIDE

b r a n d i n g  c a s e  #  2 : 

Thule: A broad, dynamic brand platform

Thule has defined a brand platform that not only consists of how communi-

cation should take place in the traditional channels of communication, but 

also how the Thule brand will be recognized in all other contexts, such as 

product design.

 Parts of the brand platform are changing, and are constantly refined in 

line with changes in the outside world. The sales organization throughout 

the world gives its input and develops the platform further. They thus be-

come co-owners of the process, and are both involved and, more impor-

tantly, committed to the brand platform’s content.

b r a n d i n g  c a s e  #  3 : 

Volvo Aero: A transformation to business partner  
to the global aviation industry

Over the past two decades, Volvo Aero has undergone a major transforma-

tion – from a technology specialist and engine manufacturer for Sweden’s 

Defense Materiel Administration and Air Force to business partner to much 

of the international aviation industry. Significant acquisitions were made in 

the USA and Norway, and these companies have been gradually assimilated 

into Volvo Aero.

Pyramid worked for several years to strategically 

define Volvo Aero’s brand and imprint it in the me-

dulla oblongatae of the company’s several thousand 

employees. As strategic partner, we have also helped 

to define, formulate and communicate externally the 

entire scope of Volvo Aero’s offer to the international 

aerospace industry.

Put simply, communication can be said to comprise that part of the 
brand delivery that promises and attracts, while the product and 
conduct together constitute brand behavior – i.e. how the customer 
perceives that the brand has lived up to what it promises. 

Brand strategies focus on the wrong things.
Traditionally, branding work has primarily concerned communica-
tion, with the possible exception of a document for internal circu-
lation commonly titled “Brand Book”, “Our Values” or something 
similar. The result is a well-made desktop product that seldom has 
the desired impact on the organization. 
 The reason is simple. If the company’s own personnel are in 
direct contact with customers, their behavior is always, always, always 
more important to how the brand is perceived than marketing com-
munication is. 
 Put another way: your company’s reputation depends more on 
how your sales and service teams act (and how well your product 
meets the customer’s expectations) than how your ads, printed 
materials and websites look. 

A brand platform for everything  
and everyone 
An effective, business-oriented brand platform affects all aspects of 
brand delivery, with the overall aim to create customers who drive 
business forward. It defines how your brand delivers strategic cus-
tomer value – both how you should attract the right customers, and 
how to develop your existing customers so that they become even 
more profitable, while minimizing competitors’ ability to copy your 
success. 
 In other words, success requires that the brand platform should 
apply to virtually all aspects of your business and your whole organ-
ization. The most successful companies are those whose employees 
really ‘burn’ for their brand.

“Of good repute are dreams woven.”
a  V e r Y  l i b e r a l  i n t e r p r e t a t i o n  o f  t H e  w o r d s  o f  w i l l i a m  s H a k e s p e a r e , 
a  m a n  w i t H  o n e  o f  t H e  w o r l d ’ s  s t r o n g e s t  b r a n d  r e p u t a t i o n s .

How we act and  
communicate:
• Visual guidlines
• “Thuleinzation”
• Function and design

How we wish to  
be perceived:
• Brand Toolbox
• Brand Training

Who we are:
• Vision
• Mission (purpose)
• Values
• Philosophy

br a n di n g p ro c e s s

tHule br and platform



Read the X Team Program folder, or enter InSite 

and click on ‘X Team’, and nominate a fellow 

employee today!

Your effort counts!

Not only will you help build a stronger 

FMC FoodTech, but our success affords 

us the ability to make donations to 

organizations that provide some relief to 

a portion of the world’s population that 

lacks the means to feed themselves and 

their dependents.

Within the X Team Program, an 

eXtra effort or a task eXecuted 

eXceptionally well transforms into 

life-saving contributions.

For every new X Team member awarded, 

- 10 famine-struck families of four can 

be provided with food and training for 

a whole month.

-  or, 6 poor children can be fed and 

educated for a full year.

-  or, a hungry community can be given 

10,000 cups of rice.

We help feed the world
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START FINISH

TORK PRODUCTS 
AND SERVICES

TORK MESSAGES

TORK PEOPLE TORK VALUES
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Safety – ROLF BAGGE

I’m pleased to say we’re getting real re-
sults with our safety awareness program. 
Just one accident in  in Europe, and 
zero in Asia. Now, of course, we have to 
maintain this level of awareness, and one 
of the ways we’re doing so is by continu-
ing the monthly telephone conferences 
with the European managers & service 
managers, where we update each other 
on all safety-related issues. We also have 
quarterly safety meetings within FSSD. 
Due to the time diff erence to Asia, it’s 
not practical to conduct these by phone 

with the whole group, so Peter Bullock 

and I get in touch directly.
I’m getting written reports of “near 

misses” from the organization, so we can 
study them and learn from each other. An-
other big thing right now is the new Safety 
Manual for Europe, which will very soon 
be ready for release. I’m certain that this 
important document is going to be our 
health and safety “bible” – a crucial tool 
and reference in all our safety work. It will 
contain the details of responsibilities and 
liabilities between our customers and us, 

instructions for use of personal protective 
equipment, safety policies, safety check-
lists and much more. 

Other news includes the ongoing work 
to establish an environmental system at 
Lamek. We’ve just had seven installation 
& service technicians here from Asia for 
GYRoCOMPACT® training, comprising 
both theory and assembling. We’re work-
ing on a program of systematic fi re con-
trol. And we’re building an information 
program for travel security awareness, an 
unfortunate necessity in today’s world.

Dear Colleague,

A lot has happened 
since last time, so 
there’s a big supply 
of exciting stories 
our people have been 

waiting to tell. And I’m glad to say that 
we have lots of good news, which should 
make us all confi dent about tackling the 
fi ve major initiatives we’ve got for :

. to grow Stein, DSI, Process Analysis 
and Service & Customer Support 
in Europe and Asia;

. to improve our execution, i.e. our 
order cost deviation and warranty 
situation;

. to maintain our high level of safety 
awareness;

. to reduce our unit-costs by  ;
. to develop the new belt and drive 

system.

You’ll fi nd updates on these from the 
respective people in charge among the 
stories in this fi rst issue of our Europe & 
Asia Newsletter. 

You’ll also fi nd a report on our new 
branding strategy. A lot of information 

about this will soon be rolled out, but 
I’d like to personally emphasize a couple 
of points right here and now. Times are 
changing and we need to adapt accord-
ingly. We need to send the right signals 
to the right customers, to let them know 
that whatever we do, we do it better than 
anyone else. 

Our role in FMC FoodTech has given us 
a critical mass of fi nancial strength, global 
presence and breadth of competence, so 
we will be actively building this brand. 
Branding is in fact very much a part of 
our growth strategy – doubling our com-
mitment – and aims to further strengthen 
the relations with our customers. 

It’s important, by the way, to under-
stand the diff erence between brands 
and trademarks. Trademarks are things, 
names, symbols that can be registered 
and protected legally. Brands are simply 
the feelings our name or products arouse 
in the minds of our customers. 

 e only way to build and protect our 
brand is to deliver what the customer 
wants, to treat the customer with friend-
liness and respect, and to behave in every 
little way so that we boost the confi dence 
our customers have in us. It’s also impor-
tant to realize that everyone is involved, 

not just the salesforce. It can be the 
person at the switchboard, whose friend-
liness makes the customer feel “at home”. 
It can be the mechanic making that extra 
eff ort to get an assembly fi nished in time 
to meet the customer’s deadline. 

Sometime these people have remained 
quite anonymous – silent heroes. We’re 
going to start telling their stories during 
... 

In closing, I’d like to thank each and 
every one of you for a job well done dur-
ing the past year. I could, of course tell 
you how important it is that we continue 
to do our very best in the increasingly 
competitive world we are facing, but I’m 
sure you know that. Just as you know how 
much more fun it is to get real results 
from hard and focused eff orts – eff orts 
that have made us the leaders and that 
will keep us at the very top of the heap!

Our holiday season was touched by 
the horrible tsunami tragedy in Asia. 
Our sympathy and condolences go out 
to all of the people, both in Asia and else-
where whose lives have been aff ected.

Torbjörn Arvidsson

A word from Toby
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One of our Growth Initiatives in 
Europe is re-establishing DSI in the 
protein portioning market. DSI was 
successful in the early ’s, and 
our goal is to bring it back into a 
leadership position in Europe. 

We’re confi dent that we’ve got what it 
takes to do it: the new Accura™ por-
tioner.  is new machine delivers twice 
the accuracy at lower cost, which means 
we can expect to broaden our market of 
protein processors.

We’ve also got some new software 
– SuperShape™ – that can give processors 
a real boost in defi ning product form. 

We’ll be looking at the fi sh processing 
market, where we think we’ll fi nd a de-
mand for smart trimming of fi sh fi llets 
and other applications.

 e initiative to re-establish DSI in 
Europe began in July, and we’re in the 
process of training FMC FoodTech’s 
European salesforce. DSI in Europe has 
a great foundation to build on in  Peter 

Glensmark, our sales and 
applications engineer, and 
Kenneth Norrlin, service tech-
nician, both veterans in the 
art of portioning. To further 
increase our responsive-
ness to custom-
ers, Matthew 

Frost is joining 

the DSI team part-time as a DSI service 
technician. 

So how’s it going? Two new machines 
were shipped in  (for chicken nug-
gets), which is very encouraging. And we 
see lots of potential synergies for using 
the freezer market to leverage our position 
with poultry, fi sh and meat customers.

DSI – MAGNUS OLSSON

Stein – PER BLIXT 

From prototype to  units sold 
– in one year!  at pretty much 
says it all about the success of the 
new Stein  M-fryer. 

What’s the appeal? For one thing, it’s 
extremely fl exible, since it allows food 
processors to switch from one product 
to another quickly and easily.  is fac-
tor is a lot more important in Europe 
and Asia than in the US, where volumes 
are so huge they can dedicate a line to 
a single product. But when a processor 
has to use the same line for several prod-
uct, or even many diff erent products, 
fl exibility and fast changing become 
critical productivity factors. 

Another major benefi t of the  M-fryer 
is its exceptionally low oil volume, where 
the product pick-up accounts for the en-
tire replacement volume.  is is impor-
tant for two reasons: one is that the oil 
quality is constant, no matter how long 
the production run; the other is that the 

processor never has to throw away any 
oil.  ere’s no waste!

We’re focusing on building up Stein’s 
reputation here in Europe. (In North 
America, Stein has been seen as top-of-
the-line for decades.) So the success 
of the  M-fryer is a great way to start! 
 e next step is coating equipment, 
which is now leaving the concept 
phase and moving 
into the develop-
ment phase.  e 
thing has been to 
re-engineer current 
Stein machinery for 
European condi-
tions.  at means 
not just metric, but 
with the same quick-
change features of the 
 M-fryer. We’re expect-
ing to start getting to 
the market with these 
during the second half of 
this year.

We’re also looking forward to the opening 
of a Stein section at our Food Technology 
Center in Helsingborg, complete with 
lab capabilities, during . It’s going 
to be an exciting year!

X-team starts with the right spirit

Good news from Asia

Orders of note

Seafood Processing Europe

Unit cost reduction
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SAFER FOOD PREPARATION, 
HANDLING AND SERVING

PROTECTING THE WELLBEING OF PATIENTS AND STAFF

CARE, COMFORT AND CONVENIENCE

A living process – not a rule book 
More and more companies operate in an expanding number of 
markets, with different cultures and competitive situations. Whether 
this occurs through organic growth, or merger and acquisition, all 
these differences in preferences and behavior must be taken into 
account when a brand platform is formed. In most industries, the 
pace of development is also accelerating, making it difficult to reli-
ably predict how the world will look even a year ahead. 
 Casting a brand platform in stone under such circumstances is 
not just difficult – it is directly counterproductive. Let us agree that 
the main purpose of the brand platform is to create profitable cus-
tomers, not a great design. Then we should also be able to agree 
that we are not certain today what the most effective brand strategy 
will be in each market five years from now. 
 Therefore, the brand platform should be seen as a living proc-
ess, rather than a comprehensive regulatory framework. In the con-
text of what management wants to achieve with the brand, it should 
be created and developed by those who ultimately must work with 
the brand. It is therefore essential to engage and involve staff from 
marketing, sales, service, product development and design – at all 
levels and markets. When they can influence brand development, 
they also become motivated to actually practice what they preach. 

Brand platform = Customer platform 
A brand platform should never be just a paper exercise or frame-
work of different branding elements, such as identity, symbols, per-
sonalities, promise and positioning. It should be an action-oriented 
tool that develops the customer, and the customer’s relationship to 
the product and/or company. The more the brand platform serves 
as a customer platform and not just an identity platform, the more 
effective it becomes. 

b r a n d i n g  c a s e  #  4 : 

SCA/Tork: A game to increase understanding of the brand

To create broad understanding and support for Tork’s brand strategy, we 

used a ‘branding game’ of the classic Trivial Pursuit type. Everyone in the 

organization engaged in a wide range of issues dealing with Tork as a brand 

to learn how everyone can help to strengthen and polish the brand at every 

meeting with the customer.

b r a n d i n g  c a s e  #  5 : 

FMC FoodTech: Seven global industry leaders merge

In order to offer the market a totally integrated line solution from one supp-

lier, FMC FoodTech decided to collect the group’s seven strong brands un-

der a ‘master brand’. Existing brands were converted to product brands to 

maintain customer value.

 When FMC FoodTech launched its new brand platform, it created ‘The 

X-Team’. People in the organization who exemplified company values and 

made extraordinary efforts were recognized and rewarded. Good examples 

are presented regularly on the company’s Intranet and house newsletter.



At Pyramid, we believe that dreams should be realized, at least those 
dealing with business. To add strength to our words, we would there-
fore like to make some offers to you. Contact us, and you will receive 
a quick response about:
1. A branding seminar for your management team, lasting 2 to 3 

hours, about how a structured brand platform can generate 
better business. The seminar is free, except for our travel and 
accommodation costs.

2. ”The CEO’s 10 questions of conscience”. A thought-provoking 
poster about the importance of communication for manufactur-
ing companies.

3. ”Frameworks for ...”. A collection of checklists that summarize 
issues you should consider in order to achieve effective and inte-
grated marketing communications.

Welcome!

When does a dream  
stop being a dream?
When it is shared by many. 

When building a brand, you should always consider the following five things: 
1. Formulate a motivating and challenging brand vision and mis-

sion that covers all aspects of your enterprise. 
2. Develop a ‘roadmap’ to synchronize product development 

/design/innovation with other activities. 
3. Creating a tangible picture of your customer’s dream – or cus-

tomer archetype – as your model for customer segmentation and 
processing. 

4. Develop your brand experience beyond that offered by your com-
petitors. 

5. Further develop the existing, strong brand associations, while 
simultaneously adding new and changed associations. 

Easy, right? The problem is that, for most companies, this is becom-
ing difficult. Regardless how insightful the management team, an 
individual marketing manager, or the CEO is, his or their opinion 
are almost always from an ‘inside out’ perspective. But customers do 
not see the company or product this way, for obvious reasons. This 
is where management must consciously take control of the irrational 
choices instead of trying to get customers to choose rationally. 
 One way to proceed is to connect with an external partner. A part-
ner who is not only an experienced brand builder, but who also looks 
at the business with new eyes. Pyramid is one such partner. We are 
ready to meet with your management team, and to tell you more 
about what we have already done for several dozen major Swedish and 
international companies. We are confident we can also serve you. 

Coming outside 



PPyramid builds strong brands by crea-

ting conspicuously profitable, bound-

less communication solutions for inter-

national companies who have high ambitions 

and entrepreneurial spirit.

 What do you need to do to be noticed – 

and respected? Our proven methods will help 

you find the answer.

 Pyramid is Sweden’s most international B2B 

advertising agency, and has been ranked as 

Sweden’s top B2B every year since 2006.

In Pyramid, you’ll find a partner who:

• Sounds out your business strategy

• Focuses your organization

• Adjusts your offer to the market

• Positions your company

• Differentiates your products and services

• Builds strong brands

• Stimulates your sales force

• Attracts the right customers

• Makes your business grow globally

• Enhances your use of the Internet  

 … to lift your growth and profitability.

Many of our customers are world leaders in their business areas: 

AAK
ABS
AGA/Linde 
ARM
ArjoHuntleigh 
Atlas Copco 
AudioDev 
Axis 
BB Electronics
Benzlers 
Bluetooth SIG

BOSS Media 
Bostik
Bring 
Carpenova
Crawford
Culinar
EuroMaint
Flint Group
FORIA
Höganäs
Höganäs Bjuf

JBT Corporation
Kockums
LogIn
MCT Brattberg
Moving
Munkfors 
NIBE
Norden 
Nord-Lock 
Peab
Perstorp

Posten Norge
Ruukki
Rymdbolaget
SAS Cargo 
Scalado
SIMAB
Strålfors
SydGrönt
Sörmlast
Tetra Pak 
UnitedLog

Pyramid Communication AB
Box 1026 (Bergaliden 11) 

SE-251 10 Helsingborg
Sweden

Phone: +46 42 38 68 00
Fax +46 42 38 68 68

E-mail: info@pyramid.se
www.pyramid.se


