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Abstract

This thesis examines how a Scandinavian brand identity can be effectively translated to resonate with
consumers in the Australian market, using the Danish menswear brand Shaping New Tomorrow as a case
study. The study is grounded in a social constructivist philosophy of science and adopts a qualitative
research design in the form of a single case study. The empirical material consists of brand-generated
communication collected from Shaping New Tomorrow's official website and Instagram profile,
supplemented by contextual observations from the Australian fashion brand’s M.J. Bale and Country
Road.

The analysis is conducted in two stages. The first applies Kapferer's Brand Identity Prism to identify the
central elements of Shaping New Tomorrow's communicated identity. The second interprets these
findings within an Australian cultural context using Hofstede's cultural dimensions framework. The
findings are subsequently discussed in relation to the concept of standardisation versus adaptation in
international branding.

The analysis shows that Shaping New Tomorrow communicates a coherent brand identity centred around
comfort, individual ambition, lifestyle flexibility, and Scandinavian-inspired minimalism. When
interpreted against Australian cultural tendencies, several points of alignment emerge, particularly in
relation to Australia's high individualism and indulgence scores and its moderate uncertainty avoidance.
At the same time, a notable tension is evident around the brand's masculine identity, which differs from
the more rugged, outdoors-oriented masculine culture evident in established Australian menswear brands.
The discussion concludes that Shaping New Tomorrow's core identity is largely transferable to the
Australian market without fundamental structural change. However, selective adaptation is recommended
in areas such as the visual expression of masculine identity, the cultural register of lifestyle
communication, and the localisation of collaborations with athletes and influencers. The thesis argues that
successful international brand expansion is not dependent on extensive localisation, but on achieving an
effective balance between global brand consistency and local cultural resonance.
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1. Introduction

In an increasingly globalised marketplace, companies are under growing pressure to expand beyond their
domestic markets in order to remain competitive and sustain growth (Hollensen 2020, 5). This
development has intensified the importance of effective communication across cultural boundaries,
particularly in industries such as fashion, where products are not only functional but also carry symbolic
meaning (Kotler and Keller 2016, 274). As a result, the ability to communicate a coherent and compelling
brand identity in different cultural contexts has become a central challenge for firms engaging in
internationalisation.

Brand identity plays a crucial role in shaping how consumers perceive companies. It encompasses the
values, associations, and meanings that a brand seeks to communicate, and serves as a foundation for
differentiation in competitive markets (Kapferer 2012, 150). However, while brand identity is typically
developed within a specific cultural context, it is increasingly communicated across national and cultural
boundaries. This raises a fundamental question about whether a brand's intended meaning can be
transferred across contexts or is subject to reinterpretation by audiences in different markets (De Mooij
2019, 32).

Existing research in international marketing highlights a well-known tension between standardisation and
adaptation. On the one hand, firms are encouraged to maintain a consistent global brand identity in order
to ensure coherence and efficiency. On the other hand, they are required to adapt their communication to
local cultural conditions in order to remain relevant to consumers (Vrontis and Thrassou 2007, 478).
While this tension has been widely discussed at a strategic level, less attention has been paid to how brand
identity is communicated in practice and interpreted within specific cultural contexts.

This gap becomes particularly relevant when considering culturally embedded brand identities.
Scandinavian brands, for example, are often associated with values such as minimalism, functionality, and
quality, which are rooted in specific cultural traditions and design philosophies (Skov 2002, 138). These
attributes are frequently used as part of a broader brand narrative in international markets. However, it
remains unclear to what extent such culturally grounded identities retain their meaning when
communicated to audiences outside of their original context (Jantzen, Qstergaard, and Askegaard 2012,
45).

At the same time, cross-cultural research suggests that consumer perceptions are shaped by underlying
cultural frameworks, which influence how communication is interpreted (Hofstede 2001, 29). Even
between countries that are both considered Western and English-speaking, such as Denmark and
Australia, differences in cultural values and communication styles may lead to variations in how brand
messages are understood (De Mooij 2019, 45). This creates a potential tension between the intended
brand identity and its interpretation in a new market.

Against this background, this thesis seeks to investigate how brand identity is communicated and
interpreted across cultural contexts. The study takes a case-based approach, focusing on Shaping New
Tomorrow, a Danish fashion brand characterised by a distinct Scandinavian identity. By examining the
brand’s communication and considering its potential entry into the Australian market, the study aims to
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explore how such an identity may be translated and whether it requires adaptation in order to resonate
with a different audience.

The relevance of this study lies in its contribution to the understanding of how brand communication
operates across cultural boundaries. While existing research provides insights into international marketing
strategy, there is a need for more detailed analysis of how brand identity is constructed and interpreted in
practice. By addressing this issue, the thesis seeks to contribute to both academic discussions on branding
and cross-cultural communication, as well as to practical considerations for companies engaging in
international expansion.

2. Problem Statement

Considering how cultural differences influence the communication of brand identity in
international market context. How can Scandinavian brand identity be effectively
translated to resonate with consumers in the Australian market?

3. Philosophy of science

This section outlines the philosophical foundation of the thesis and discusses the relevance of the selected
philosophy of science as the basis for its perspective.

Given that the project examines how brand identity is communicated and interpreted across cultural
contexts, it is necessary to adopt a perspective that facilitates the analysis of meaning, interpretation, and
socially constructed realities. Accordingly, the thesis is grounded in social constructivism.

Social constructivism is based on the fundamental assumption that reality is not a fixed entity that exists
independently of human beings. Rather, reality is continuously constructed and reconstructed through
social processes and shared understandings (Berger and Luckmann 1966, 36). From this perspective, what
is perceived as “reality” is the result of ongoing processes of meaning-making, where individuals interpret
and negotiate their understanding of the world within specific social and cultural contexts.

This perspective stands in contrast to more positivist approaches, which assume that reality exists
independently of human perception and can be observed and measured objectively (Bryman 2016, 24).
While such an approach may be appropriate for studies aiming to identify causal relationships or general
patterns, it is less suitable for research that seeks to understand how meaning is constructed and
interpreted. In the context of this thesis, the object of study, brand identity, is inherently symbolic and
communicative, and cannot be reduced to objective facts or measurable variables. Instead, brand identity
exists through the meanings that are created and attributed to it by both organisations and consumers
(Kapferer 2012, 150).

The choice of social constructivism is therefore directly linked to the nature of the research problem. This
thesis does not aim to determine whether a brand identity is “correctly” communicated in an objective
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sense, but rather to explore how it is constructed and how it may be interpreted differently across cultural
contexts.

Social constructivism also emphasises the role of language and communication as central mechanisms in
the construction of reality. Language is not merely a neutral tool for describing the world, but an active
force in shaping how the world is understood (Burr 2015, 11). This is particularly relevant in the context
of branding, where communication plays a central role in constructing brand identity and conveying
meaning to consumers. Through textual and visual communication, brands do not simply present
information; they actively construct representations of identity, values, and lifestyle.

It is important to emphasise that adopting a social constructivist philosophy of science has implications
for the type of knowledge this thesis aims to produce. From this perspective, knowledge is not considered
objective or universally valid, but rather situated and context-dependent (Crotty 1998, 8). Therefore, the
aim is not to generate universally applicable conclusions, but to develop a deeper understanding of how
brand communication operates within a specific cultural setting, namely the Australian context.

3.1 Ontology and Epistemology

3.1.1 Ontology

Ontology revolves around the assumptions a study makes about the nature of reality and what can be said
to exist. (Bryman 2016, 28) In other words, it addresses the question of whether reality is something
objective and independent of human perception, or whether it is constructed through social processes and
interpretation. In line with the social constructivist foundation of this thesis, a relativist ontological
position is adopted. Relativism assumes that reality is not singular and objectively given, but instead
consists of multiple, socially constructed realities (Bryman 2016, 28). From this perspective, phenomena
do not have inherent meaning independent of human interpretation, rather, meaning emerges through
interaction, communication, and shared understanding.

The choice of a relativist ontology is directly related to the nature of the research problem. This thesis
examines brand identity and its communication across cultural contexts. The cultural context within
which brand communication is interpreted is not viewed as a fixed set of objective characteristics. Culture
is understood as a system of shared meanings, values, and practices that shape how individuals perceive
and interpret the world (De Mooij 2019, 32). From a relativist perspective, these meanings are not
universal but vary across contexts.

Adopting a relativist ontology, therefore, enables the thesis to account for variation in interpretation and
meaning. It allows for the possibility that the same brand communication may give rise to different
understandings depending on the cultural and social context in which it is received. Rather than assuming
a single “true” meaning of brand identity, the study acknowledges that multiple interpretations can
coexist.
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This ontological position is necessary to address the research question, as the study seeks to explore how
brand identity is communicated and understood across cultural contexts. A more objectivist ontology,
which assumes a single, stable reality, would not allow for such variation and would therefore be less
suitable for capturing the complexities of meaning-making in branding.

3.1.2 Epistemology

While ontology concerns the nature of reality, epistemology addresses the nature of knowledge and how it
can be generated (Crotty 1998, 8). It involves assumptions about what constitutes valid knowledge, how
knowledge is produced, and what it means to understand a phenomenon. The epistemological position of
a study is closely linked to its ontological assumptions, as different views of reality imply different ways
of knowing that reality.

Consistent with the relativist ontology and the social constructivist foundation of the thesis, an
interpretivist epistemology is adopted. Interpretivism is based on the assumption that knowledge of the
social world is achieved through understanding and interpreting the meanings that individuals attach to
phenomena (Bryman 2016, 26). Rather than seeking objective, measurable truths, interpretivist research
aims to develop an in-depth understanding of how meaning is constructed within specific contexts.

Given that this thesis focuses on cultural interpretation and brand communication, an interpretivist
epistemology is especially suitable. These are phenomena that must be comprehended through meaning
analysis because they cannot be directly observed or quantified in an objective manner. Consumers
interpret brand communication according to their cultural background, experiences, and expectations
rather than a fixed or intrinsic meaning. Knowledge of brand identity is therefore inherently interpretive.
Additionally, this epistemological stance suggests that the study's conclusions are context-dependent and
cannot be statistically generalised. Rather, the goal is to shed light on how brand communication
functions in a particular situation and cultural setting. Though they should be viewed as analytical
generalisations rather than universal truths, such insights may still have wider applicability.

4. Research Design

This section outlines the study's overall structure and justifies the methodological choices in relation to
the research question.

As established in the previous sections, the thesis is grounded in a social constructivist philosophy of
science, characterised by a relativist ontology and an interpretivist epistemology. These assumptions have
direct implications for the research design. Since social constructivism emphasises the context-dependent
and constructed nature of meaning, it is methodologically appropriate to adopt a qualitative research
design, which allows for the exploration of interpretation, communication, and symbolic phenomena
(Crotty 1998, 42).
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As aresult, the study is structured as a qualitative case study. When gaining a comprehensive
understanding of a modern phenomenon within its real-life context is the goal, especially when the
boundaries between the phenomenon and context are unclear, a case study approach is especially
appropriate (Yin 2018, 15). This thesis examines the phenomenon of brand identity communication across
cultural contexts, which is implicitly linked to the context in which it takes place.

The case focus selected for the study is Shaping New Tomorrow. This company is chosen based on its
relevance to the research problem, rather than for the purpose of statistical representation. The selected
case is particularly appropriate due to its clearly defined Scandinavian brand identity and its potential
relevance in an international context, making it suitable for examining how such an identity may be
communicated and interpreted across cultural boundaries. The company will be introduced in greater
detail later in the thesis.

The empirical foundation of the study consists of qualitative data in the form of brand-generated
communication. This includes material such as website content, social media communication, and
marketing-related texts and visuals. These sources are selected because they represent the primary means
through which brands construct and communicate identity. From a constructivist perspective, such
material is not treated as an objective representation of reality, but as a communicative construction that
reflects how the brand seeks to position itself (Burr 2015, 11).

In addition to the case-specific material, the research design incorporates a limited contextual analysis of
the Australian fashion market. The purpose of this is to provide insight into the communicative and
cultural environment in which the brand would potentially operate. This element serves to support the
interpretation of the case by situating it within a broader context, rather than functioning as a full
comparative analysis.

The research design is structured to ensure coherence between the philosophical foundation, theoretical
framework, empirical material, and methodological approach. By adopting a qualitative, interpretive case
study design, the thesis is able to explore how brand identity is communicated and understood across
cultural contexts in a manner that is consistent with its underlying assumptions about knowledge and
reality.

To answer the research question, the thesis is structured into a series of interconnected chapters.
Following the introduction, the philosophy of science and research design chapters establish the
epistemological and methodological foundations of the study. The literature review and theoretical
framework then introduce the key concepts and theories that guide the analysis, including Kapferer’s
Brand Identity Prism, Hofstede’s cultural dimensions, and the concepts of standardisation versus
adaptation.

The methodology chapter will outline the qualitative content analysis approach adopted in the study,
while the data collection chapter will present the empirical material gathered from Shaping New
Tomorrow’s digital communication platforms and the selected Australian comparison brands. This will be
followed by an empirical data chapter, which provides an overview of the collected material.



STUDY NO: 20214410 Aalborg University 01-06-2026

The analysis will be conducted in two stages. The first stage will examine Shaping New Tomorrow’s
brand identity through the six dimensions of Kapferer’s Brand Identity Prism. The second stage will
interpret these findings within an Australian cultural context using Hofstede’s cultural dimensions and
supporting material from Australian fashion brands. Building on these findings, the discussion chapter
will evaluate the extent to which elements of the brand identity may be standardised or adapted when
entering the Australian market. Finally, the thesis will conclude by answering the research question and
reflecting on the theoretical and practical implications of the findings.

5. Literature review

In order to examine how a Scandinavian brand identity may be translated to an Australian market context,
it is first necessary to explore the existing literature on the chosen theories and concepts. This chapter,
therefore, reviews the most relevant theoretical contributions and positions the study within the broader
academic discussion surrounding international brand communication.

5.1 Brand identity theory

In this early stage, branding primarily served a functional purpose, helping producers distinguish their
products in increasingly competitive markets (Keller 1993, 1). This development was closely linked to
industrialisation and mass production, where standardised products required new ways of differentiation
(Kotler and Keller 2016, 248). As a result, brands were primarily seen as identifiers, and their value was
tied to product attributes such as quality, price, and performance.

This understanding was reflected in much of the early marketing literature. Scholars such as Theodore
Levitt (1980, 83-91 ) argued that firms could gain competitive advantages by differentiating their
products from those of competitors, while Porter (1985, 11-15) emphasised differentiation as one of the
key strategies through which firms could achieve superior market positioning. Within this perspective, the
brand itself was not viewed as a cultural or symbolic asset, but rather as a mechanism for communicating
product-related benefits and reducing consumer uncertainty. The primary objective was therefore to create
a clear distinction between competing offerings in the market.

Consumers were generally perceived as rational decision-makers who evaluated products based on
objective criteria and functional performance. Consequently, branding was largely understood as a
managerial tool that supported product differentiation and facilitated consumer choice rather than as a
source of identity, meaning, or emotional value. This product-centred perspective dominated much of the
marketing literature throughout the mid-twentieth century and laid the foundation for later developments
within branding theory.

From the 1980s onwards, this understanding began to change. As markets became more saturated and
competition increased, researchers started to recognise that product features alone could not explain
consumer behaviour. This led to the development of the brand equity perspective, where brands were seen
as valuable assets based on consumer perceptions (Aaker 1996, 7).

Aaker’s work was particularly important in this shift, as he defined brand equity as a set of assets linked
to a brand that create value for both the company and the consumer (Aaker 1996, 7). This moved the
focus away from purely functional attributes and toward aspects such as brand associations, perceived
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quality, and loyalty. In this way, the consumer became central to understanding how brand value is
created.

Keller further developed this perspective through the concept of customer-based brand equity, which
focuses on how brand knowledge influences consumer responses (Keller 1993, 2). According to Keller,
brands exist as associations in the minds of consumers, and their strength depends on how these
associations are structured. This marked an important step toward understanding branding as a process of
meaning creation rather than simple product differentiation.

Despite these developments, early brand equity models mainly focused on consumer perceptions and did
not fully explain how brands are strategically created and communicated by companies. For this reason,
later research began to focus more on the concept of brand identity.

The brand identity perspective shifts attention from how brands are perceived to how they are defined and
communicated by organisations. Brand identity includes elements such as values, personality, and culture,
and provides a foundation for consistent communication (Kapferer 2012, 150). This represents a more
strategic view of branding, where companies actively shape how they want to be understood.

At the same time, this perspective recognises that meaning is not fully controlled by the company, as it
depends on how communication is interpreted. This becomes especially important in international
contexts, where cultural differences can influence how brand messages are understood.

More recent research has further developed this view by emphasising the cultural and social aspects of
branding. brands are increasingly seen as meaning-making systems that are shaped through interaction
between companies, consumers, and cultural contexts (Holt 2004, 3). From this perspective, brand
meaning is not fixed, but continuously created and interpreted.

Overall, branding theory has developed from a functional and product-oriented perspective to a more
complex understanding of brands as carriers of meaning and identity. Each stage builds on earlier ideas
while also addressing their limitations. This development reflects broader changes in both markets and
consumer behaviour.

Based on this progression, it becomes clear that contemporary studies of branding require frameworks
capable of capturing not only what a brand communicates, but also how meaning is constructed through
the relationship between organisations, consumers, and broader cultural contexts. As branding has
evolved from a product-centred concept towards a more identity-oriented and symbolic phenomenon,
researchers have increasingly sought analytical tools that can account for the multiple dimensions through
which brands create meaning.

5.1.2 The relevance of Kapferer

As outlined in the previous section, branding theory has gradually developed toward a stronger focus on
identity and meaning. This shift has led to the emergence of frameworks that aim to capture how brands
are strategically defined and communicated.

Kapferer understands brand identity as a combination of different elements that together define what a
brand stands for. His model consists of six dimensions: physique, personality, culture, relationship,
reflection, and self-image (Kapferer 2012, 182). These dimensions cover both internal and external
aspects of branding, ranging from the observable features of a brand to the more symbolic meanings

10
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associated with it. In this way, the model provides a comprehensive framework for understanding how
brand identity is constructed.

One of the main contributions of Kapferer’s framework is that it distinguishes between brand identity and
brand image. While brand identity refers to how the company defines and communicates the brand, brand
image refers to how the brand is perceived by consumers (Kapferer 2012,151). This distinction is
important, as it highlights that there is not always a direct alignment between what a company intends to
communicate and how it is actually understood. This gap becomes relevant in cross-cultural contexts,
where differences in cultural frameworks may influence interpretation.

The model also has a strong focus on consistency. Kapferer emphasises that a strong brand requires a
coherent identity that is communicated consistently across different channels and markets. This is
especially important for companies operating internationally, as they must balance the need for a stable
brand identity with the need to adapt to local contexts (Kapferer 2012, 209). The model, therefore,
provides a starting point for analysing how brand identity is maintained or adjusted across different
cultural settings.

At the same time, it is important to acknowledge that Kapferer’s framework presents brand identity in a
relatively structured and stable way. The six dimensions suggest that identity can be clearly defined and
managed by the organisation. This may appear to conflict with more recent perspectives, which
emphasise that brand meaning is dynamic and shaped through interaction between companies and
consumers (Holt 2004, 3).

However, rather than viewing this as a limitation, the present study treats Kapferer’s model as an
analytical tool rather than a fixed representation of reality. From a social constructivist perspective, brand
identity is understood as something that is continuously constructed through communication and
interpretation. In this context, the Brand Identity Prism is used to structure the analysis and identify key
elements of the brand’s communication, while still allowing for multiple interpretations.

By providing clearly defined dimensions, it allows for a systematic analysis of how brand identity is
expressed through communication. At the same time, it can be applied in a flexible way that accounts for
differences in interpretation across cultural contexts.

While more recent socio-cultural approaches, including cultural branding and consumer culture theory,
provide insights into the dynamic nature of branding, they highlight that brand meaning is co-created
through interactions between organisations, consumers, and broader cultural contexts (Holt 2004, 3).
Kapferer’s model offers a balance between theoretical depth and practical applicability, making it relevant
for case-based studies such as this one.

Based on these considerations, Kapferer’s Brand Identity Prism is selected as the primary theoretical
framework for the analysis. The model builds on earlier developments in branding theory, while also
addressing the need for a structured approach to analysing brand identity.

While the development of branding theory has led to increasingly sophisticated models of brand identity,
there remains a need to examine how these identities are communicated and interpreted in practice. In
particular, existing frameworks tend to focus on how brands are strategically defined, while placing less
emphasis on how these definitions are understood across different cultural contexts. This creates a need

11
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for studies that explore the relationship between intended brand identity and its interpretation, especially
in international settings.

5.2 Culture and cross-cultural perspectives in branding

In order to examine how brand identity is communicated and interpreted across markets, it is necessary to
consider the role of culture. Culture has long been recognised as a central factor in international business,
as it shapes how individuals perceive, interpret, and respond to communication. Over time, different
theoretical approaches have been developed to understand and analyse cultural differences, particularly in
relation to organisational and marketing practices.

Before Hofstede's work became dominant, earlier scholars had already begun to recognise that cultural
context shapes human behaviour in systematic ways. Edward T. Hall was among the first to explore this
in relation to communication, arguing that culture functions as a kind of silent language that operates
largely below conscious awareness (Hall 1959, 15). Hall introduced the distinction between high-context
and low-context communication cultures, where high-context cultures rely heavily on implicit meaning
and shared understanding, while low-context cultures tend to favour explicit and direct communication
(Hall 1976, 91).

These ideas were significant because they suggested that communication cannot be understood
independently of the cultural environment in which it takes place, a premise that remains central to
cross-cultural research today. Alongside Hall, anthropologists such as Kluckhohn and Strodtbeck
proposed that cultures could be compared according to shared value orientations, including attitudes
toward human nature, time, and the relationship between the individual and society (Kluckhohn and
Strodtbeck 1961, 11). While these early frameworks were less systematic than later quantitative
approaches, they established the foundational idea that cultural differences are not random but patterned
and therefore analytically accessible. It was partly on this intellectual foundation that Hofstede's later
work was built.

Early research on culture in business contexts often sought to identify and categorise differences between
national cultures. One of the most influential contributions in this area is Hofstede’s cultural dimensions
framework, which emerged from a large-scale study of work-related values across countries (Hofstede
2001, 41). Hofstede defines culture as the “collective programming of the mind” that distinguishes
members of one group from another (Hofstede 2001, 9).

Hofstede’s framework has been widely applied in international business and marketing research, as it
provides a structured way to understand how cultural differences may influence behaviour and
communication. In the context of branding, the model can be used to explore how values embedded in
brand communication may be interpreted differently across cultural settings. For example, a brand that
emphasises individuality and self-expression may resonate differently in cultures that place greater value
on collectivism.

Despite its influence, Hofstede’s model has also been subject to criticism. One common critique is that it
presents culture as relatively stable and homogeneous at the national level, which may overlook internal
variations and changes over time (McSweeney 2002, 91). Additionally, the framework has been criticised
for simplifying complex cultural dynamics into a limited number of dimensions, which may not fully
capture the richness of cultural meaning.

12
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In response to these limitations, more recent approaches have emphasised the dynamic and contextual
nature of culture. Rather than viewing culture as a fixed set of values, these perspectives understand
culture as something that is continuously constructed and negotiated through social interaction (Hall
1997, 2). From this viewpoint, culture is not simply something individuals “have,” but something they
actively participate in shaping.

This shift aligns with broader developments in communication and cultural theory, where meaning is
understood as context-dependent and open to interpretation. In relation to branding, this implies that
brand messages are not interpreted in a uniform way but may take on different meanings depending on the
cultural context in which they are received. As a result, the relationship between intended brand identity
and perceived meaning becomes more complex, particularly in international settings. At the same time, it
remains necessary to apply frameworks that allow for systematic analysis of cultural differences. While
interpretive approaches provide insights into the fluid nature of culture, they are often less structured and
therefore more difficult to apply in empirical studies.

In the present study, Hofstede’s cultural dimensions are therefore used as a framework to support the
analysis of how brand communication may be interpreted in different cultural settings. However, the
model is applied with an awareness of its limitations. Rather than treating cultural dimensions as fixed
characteristics, they are used as indicative tendencies that may influence interpretation.

Cultural theory has developed from attempts to categorise national differences toward a more nuanced
understanding of culture as dynamic and constructed. Hofstede’s framework represents a foundational
contribution within this field, while more recent perspectives highlight the importance of interpretation
and context. Together, these approaches provide a basis for analysing how brand communication operates
across cultural boundaries.

5.3 Standardisation versus Adaptation in International Branding

In addition to branding and cultural theory, the question of how companies operate across international
markets has been widely discussed within international business research. One of the central debates in
this field concerns the extent to which firms should standardise their strategies across markets or adapt
them to local conditions. This discussion is commonly referred to as the standardisation versus adaptation
debate.

Early contributions to this debate often emphasised the advantages of standardisation. Levitt argued that
increasing globalisation and technological development would lead to the emergence of homogeneous
consumer preferences, making it possible for companies to apply standardised strategies across markets
(Levitt 1983, 92). From this perspective, standardisation allows businesses to achieve economies of scale,
maintain a consistent brand identity, and reduce operational complexity.

However, this view was later challenged by researchers who emphasised the importance of cultural and
contextual differences. Critics argued that consumer preferences are not as uniform as suggested, and that
local values, norms, and expectations play a significant role in shaping how products and communication
are received (De Mooij 2019, 35). From this perspective, adaptation becomes necessary in order to ensure
that marketing strategies resonate with local audiences.

13
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As a result, the debate has gradually shifted away from viewing standardisation and adaptation as
mutually exclusive options. Instead, more recent research suggests that companies often adopt a hybrid
approach, combining elements of both strategies depending on the context (Vrontis and Thrassou 2007,
478). This perspective recognises that while certain aspects of a brand, such as core values and identity,
may remain consistent, other elements, particularly communication and messaging, may need to be
adapted to local cultural contexts.

In relation to branding, this tension becomes particularly relevant. On one hand, maintaining a consistent
brand identity is important for building recognition and coherence across markets. On the other hand,
differences in cultural frameworks may influence how brand messages are interpreted, creating a need for
localised communication.

Within the context of this study, the standardisation versus adaptation debate is not treated as a strict
either/or decision, but rather as a conceptual lens through which to understand strategic choices in
international branding. It provides a way to frame the analysis of how brand identity is communicated
across cultural contexts, and whether this communication reflects a standardised or adapted approach.

Furthermore, the concept supports the overall aim of the thesis by linking branding and cultural theory.
While branding theory focuses on how identity is constructed and communicated, and cultural theory
addresses how meaning is interpreted, the standardisation versus adaptation perspective connects these
elements by addressing how companies manage communication across different markets.

6. Case description

This section will give context for the analysis and introduce the Danish clothing brand Shaping New
Tomorrow (SNT). The purpose is to outline the company’s background, development, and market
positioning, as well as its ambitions for international expansion. This contextual foundation supports the
subsequent analysis of how the brand’s identity is communicated and how it may be interpreted in a new
cultural setting.

Shaping New Tomorrow was founded in Denmark in 2015 by three childhood friends, Kasper, Christoffer
and Christian, who aimed to redefine men’s fashion by combining formal aesthetics with a high level of
comfort. The company’s core idea was to challenge traditional distinctions between formal and casual
wear by offering clothing that maintains a tailored appearance while incorporating flexible and functional
materials. (Shaping New Tomorrow n.d.)

From its inception, Shaping New Tomorrow has positioned itself as a direct-to-consumer brand, relying
on digital channels for marketing and sales. This strategy has allowed SNT to build a strong online
presence and maintain close communication with its customers. At the same time, the company has
gradually expanded, opening physical stores in other European markets like Germany and Sweden. This
combination of online and offline channels reflects a hybrid business model that supports both
accessibility and brand experience.

In terms of brand positioning, Shaping New Tomorrow emphasises values such as simplicity,
functionality, and modern design. The brand’s communication highlights comfort, flexibility, and
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everyday usability, while maintaining a clean and minimal visual identity (Shaping New Tomorrow n.d.).
This suggests a positioning that reflects broader trends in contemporary menswear, where formal clothing
is increasingly adapted to more casual and comfort-oriented contexts (McKinsey & Company 2021).

Shaping New Tomorrow has seen significant growth since its founding, and as mentioned earlier, it has
expanded beyond the Danish market into several European countries. As of 2026, the company currently
operates in Denmark, Sweden and Germany, with Webshops in the UK and the Netherlands (Shaping
New Tomorrow n.d.). Additionally, SNT has expressed a desire to grow internationally. In a
company-issued press release, the brand expresses ambitions to scale its business beyond its current
markets, including a focus on international growth (Poulsen 2022). Despite the fact that these statements
reflect the company’s own communication, they nonetheless indicate a strategic plan towards expansion
outside of Europe.

This is particularly relevant in relation to markets such as Australia, where cultural norms, consumer
expectations, and communication styles may differ from those in Northern Europe. As a result, the case of
Shaping New Tomorrow provides context for examining how brand identity is communicated and how it
may be interpreted across cultural boundaries.

7. Theory

In order to analyse how brand communication operates across cultural contexts, it is necessary to establish
a theoretical understanding of what a brand is and how it functions. This study will primarily be based on
Kapfer’s conceptualisation of branding. Kapferer’s framework provides a structured and comprehensive
approach to understanding brand identity.

Kapferer defines a brand as something more than a product or a name. Rather, a brand is “a name with the
power to influence the market” (Kapferer 2012, 13). This definition emphasises that brands derive their
value not only from their functional attributes, but from their ability to shape perceptions, associations,
and behaviours among consumers. In this sense, branding is not limited to the physical characteristics of a
product, but extends to the symbolic and intangible meanings attached to it.

Central to Kapferer’s understanding of branding is the idea that brands are built on a combination of
tangible and intangible elements. While products provide functional benefits, the strength of a brand lies
in the meanings and associations that consumers attach to it over time (Kapferer 2012, 13). These
associations are developed through repeated interactions with the brand, including marketing
communication, product experience, and broader cultural influences. As a result, brands can be
understood as the shared ideas that exist in the minds of consumers, rather than fixed entities controlled
solely by the company.

Kapferer further argues that brands are fundamentally linked to values rather than products. According to
him, brands represent ““ shared desirable and exclusive ideas embodied in products, services, places and/or
experiences” (Kapferer 2012, 13). This means that consumers do not simply purchase products, but also
buy into the values and meanings that the brand represents. For example, a brand may be associated with
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ideas such as safety, innovation or lifestyle, which in turn extends beyond the functional use of the
product itself.

Kapferer not only defines a brand but also distinguishes between several elements of a brand's
performance, such as brand assets, brand strength, and brand value. The fundamental sources of a brand's
influence, such as consumer relationships, awareness, and image, are referred to as brand assets (Kapferer
2012, 14). These assets are the result of the accumulation of customer connections and perceptions over
time.

Brand strength, on the other hand, reflects the brand’s current position in the market. It is typically
measured through behavioural indicators such as market share, customer loyalty, and price premium
(Kapferer 2012, 14). While brand assets from the foundation represent the brand strength, they also
represent how these assets translate into actual market performance.

Finally, brand value refers to the financial outcomes generated by the brand. According to Kapferer, a
brand only has value if it contributes to profitability, meaning that it must generate economic returns for
the company (Kapferer 2012, 14). This distinction highlights that branding is not only a matter of
communication and perception, but also a strategic business asset that plays a central role in value
creation.

These concepts demonstrate that branding is a multifaceted phenomenon, affecting everything from
financial success to consumer impressions. Kapferer's approach is therefore relevant for this study since it
highlights the significance of meaning, identity, and interpretation. It is feasible to examine how brand
identity is communicated and how it could be received differently in various cultural situations by
viewing brands as systems of meaning rather than just utilitarian objects.

7.1 The brand identity prism

The central component of Kapferer’s branding theory is the Brand Identity Prism, a structured framework
for understanding how brand identity is constructed and communicated. The model is chosen as it allows
for a systematic analysis of how a brand expresses itself and how this expression may be interpreted
across different cultural contexts.

According to Kapferer, brand identity refers to the way a brand defines itself and seeks to be perceived, as
opposed to brand image, which concerns how the brand is actually perceived by consumers (Kapferer
2012, 151). This distinction is relevant, as it highlights that there may be differences between the intended
identity of a brand and the interpretation in practice. The Brand Identity Prism is designed to capture the
internal structure of brand identity and to ensure coherence in how the brand is communicated.

The model consists of six interrelated dimensions, which consist of: physique, personality, culture,
relationship, reflection, and self-image. Together, these dimensions form a holistic representation of the
brand and illustrate how identity is expressed through both internal and external elements (Kapferer 2012,
158).
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The first dimension, physique, refers to the tangible and physical aspects of the brand, such as product
features, design, and visual identity. It represents the basis of the brand and provides the initial point of
contact between the brand and the consumer (Kapferer 2012, 158). In the context of clothing brands, this
may include materials, fit, and overall aesthetic.

Personality describes the character of the brand as expressed through its communication style, tone of
voice, and overall behaviour. Kapferer suggests that brands can be understood in a similar way to human
personalities, where communication plays a key role in shaping how the brand is perceived (Kapferer
2012, 159). This dimension is often conveyed through advertising, language, and storytelling.

The culture dimension reflects the values and principles that underpin the brand. It represents the
ideological foundation of the brand and often relates to its country of origin or organisational values
(Kapferer 2012, 159). This dimension is particularly relevant in international contexts, as cultural
differences may influence how these values are interpreted.

Relationship refers to the type of connection the brand seeks to establish with its consumers. This includes
the way the brand interacts with its customers and the role it plays in consumers’ lives (Kapferer 2012,
160). For example, a brand may position itself as a functional solution, a lifestyle partner, or a symbol of
status.

Reflection concerns the stereotypical image of the brand’s target consumer, as presented by the brand
itself. It reflects how the brand portrays its typical user, which may influence how consumers relate to the
brand (Kapfere 2012, 160). This is not necessarily an accurate representation of actual consumers, but
rather an idealised image communicated by the brand.

Lastly, self-image refers to how consumers see themselves when they use the brand. It captures the
internal and psychological dimension of branding, where the brand contributes to the consumer’s identity
and self-perception (Kapferer 2012, 160). This illustrates the role of branding in shaping not only external
communication but also internal meaning.

Together, these six dimensions reveal that brand identity is a complex and multi-layered construct. The
Brand Identity Prism emphasises the need for coherence across these elements, as inconsistencies may
weaken the overall strength of the brand (Kapferer 2012, 158).

In the context of this study, the Brand Identity Prism will be used as the primary analytical framework for
examining how Shaping New Tomorrow constructs and communicates its brand identity. Each of the six
dimensions will be applied to the brand’s communication in order to identify how identity is expressed
across different elements, such as visuals, language, and messaging. This structured approach will allow
for a systematic analysis of the brand’s identity, which can then be compared to cultural characteristics in
the selected market. In this way, the model will support an assessment of how the brand’s intended
identity may be interpreted within a different cultural context.
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7.2 Hofstede’s Cultural Dimensions

In order to analyse how brand communication may be interpreted across different markets, it's necessary
to establish a theoretical understanding of culture. In this study, culture is approached through Hofstede’s
framework of cultural dimensions.

Hofstede defines culture as the “collective programming of the mind which distinguishes the members of
one group or category of people from another” (Hofstede 2001, 9). This definition emphasises that culture
consists of shared values, norms and patterns of thinking that have an influence on how people perceive
the world around them. Culture, therefore, plays a central role in shaping how communication is
understood.

Hofstede's framework identifies a number of dimensions that can be used to compare national cultures.
The most commonly applied are individualism versus collectivism, power distance, uncertainty
avoidance, masculinity versus femininity, and indulgence versus restraint (Hofstede 2001, 29). These
dimensions represent different value orientations that influence behaviour, communication and decision
making in a specific cultural context.

The dimension of individualism versus collectivism refers to the degree to which individuals are
integrated into groups. In individualistic cultures, emphasis is placed on personal autonomy and
self-expression, whereas collectivist cultures prioritise group cohesion and social relationships (Hofstede
2001, 209). In a branding context, this may influence whether communication focuses on the individual
consumer’s identity and personal success, or on belonging, community, and shared experiences. For
example, advertising in individualistic cultures may emphasise uniqueness and self-realisation, whereas
communication in more collectivist contexts may highlight social harmony and group affiliation.

Power distance describes the extent to which unequal distributions of power are accepted within a society
(Hofstede 2001, 98). In high power distance cultures, hierarchical relationships and authority are more
readily accepted, while low power distance cultures tend to emphasise equality and informal interaction.
This can influence how brands position themselves in relation to authority and status. For instance, brands
operating in a high power distance context may have a greater focus on prestige, expertise or exclusivity,
whereas brands in lower power distance cultures may adopt a more informal and accessible tone.

Uncertainty avoidance refers to the degree to which people of a culture feel uncomfortable with ambiguity
and uncertainty (Hofstede 2001, 145). Cultures with high uncertainty avoidance tend to prefer structure,
predictability, and clear rules, while cultures with lower levels are more open to change and ambiguity. In
terms of branding, this may affect how consumers respond to innovation and new concepts. brands in
high uncertainty avoidance cultures may need to communicate reliability, trust and clarity, whereas brands
in low uncertainty avoidance contexts may be more able to experiment with creative and unconventional
messaging.
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Masculinity versus femininity revolves around the distribution of values such as competition,
achievement, and success versus care, quality of life, and cooperation (Hofstede 2001, 279). This
dimension can shape the type of values emphasised in brand communication. For example, in more
masculine cultures, branding may highlight performance, ambition and success, while in more feminine
cultures, communication may focus on well-being, balance, and again quality of life. This distinction can
influence both the tone and content of brand messaging.

A fifth dimension relevant to this study is indulgence versus restraint. This dimension refers to the extent
to which people in a society allow themselves to enjoy life, and the degree to which they feel free to act
on impulses and pursue personal gratification (Hofstede 2001, 281). Indulgent cultures tend to place a
positive value on freedom and quality of life, and generally maintain a more optimistic outlook on
personal happiness and well-being. Restrained cultures, by contrast, tend to suppress gratification through
stricter social norms and place less emphasis on leisure and personal enjoyment. In a branding context,
this dimension can influence how consumers respond to communication that emphasises comfort and
everyday pleasure. brands operating in highly indulgent cultures may find greater resonance when their
communication reflects accessible enjoyment and lifestyle flexibility rather than discipline or purely
functional performance.

While Hofstede's framework provides a structured and accessible way of comparing cultures, it has also
been subject to criticism. In particular, it has been argued that the model may oversimplify culture by
treating it as relatively stable and homogeneous at the national level. Furthermore, cultural values are not
fixed, but may change over time and vary within societies. These limitations are acknowledged in this
study.

Despite these criticisms, Hofstede’s model remains widely used in international business and
communication research due to its clarity and applicability. In the context of this study, the framework is
used as an analytical tool to support the examination of how brand identity may be interpreted across
cultural contexts. Rather than treating cultural dimensions as fixed characteristics, they are understood as
general tendencies that may influence interpretation.

By applying Hofstede’s framework alongside Kapferer’s model of brand identity, the study is able to
analyse the relationship between intended brand communication and its potential interpretation across
cultural boundaries.

7.3 Standardisation Versus Adaptation

In addition to branding and cultural theory, this study will also draw on the concepts of standardisation
versus adaptation in international marketing. This concept addresses the extent to which companies apply
uniform strategies across markets or adjust them to local cultural contexts.

Early contributions to this debate emphasised the advantages of standardisation. The German -born
American economist Theodore Levitt argues that increasing globalisation leads to more converging
consumer preferences, which enables firms to implement standardised strategies across markets in order
to achieve efficiency and consistency (Levitt 1983, 92). From this perspective, maintaining a consistent
brand identity across markets strengthens recognition and reduces organisational complexity.
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However, this perspective has been challenged by later research, which shows the importance of cultural
differences in shaping consumer behaviour. Mariecke De Mooij, professor of international advertising at
the University of Navarre, argues that consumer values, perceptions and responses to communication are
strongly influenced by cultural context, making adaptation necessary in many cases ( De Mooij 2019, 35).
This suggests that standardised communication may not be interpreted in the same way across different
markets.

Rather than viewing standardisation and adaptation as mutually exclusive strategies, more recent
perspectives emphasise that companies often combine elements of both. While core aspects of brand
identity may remain consistent, communication and messaging may need to be adapted to fit local cultural
contexts.

In the context of this study, the concepts of standardisation versus adaptation are used as a lens through
which to interpret the findings. It supports the analysis of whether Shaping New Tomorrow’s brand
communication reflects a predominantly standardised approach or whether it would require adaptation in
order to resonate within a different cultural setting.

8. Methodology

This study adopts a qualitative research approach to explore how brand communication is constructed and
how it may be interpreted across cultural contexts. A qualitative methodology has been chosen since it
enables an in-depth analysis of meaning, representation, and communication, rather than focusing on
numerical data and measurable variables (Schreier 2012, 3-4 ). Given that the purpose of the study is to
examine how brand identity is expressed and potentially interpreted, a qualitative approach allows for a
more nuanced understanding of these processes.

More specifically, the study employs qualitative content analysis as its methodological framework.
Qualitative content analysis is a method for systematically describing and interpreting the meaning of
qualitative material through the use of categories and thematic coding (Schreier 2012, 9-10). The method
is chosen as it allows for analysing communication material in a structured and interpretive manner,
enabling the identification of patterns and meanings within both textual and visual forms of
communication.

The choice of qualitative content analysis is closely connected with the purpose of the study. Since the
study seeks to analyse how Shaping New Tomorrow communicates its brand identity, this method
provides a framework for examining both the direct and underlying meanings conveyed through the
brand’s communication. This includes not only written language, but also visual elements, tone,
symbolism and the broader presentation of the brand.

Qualitative content analysis emphasises that categories function as the central analytic tool through which
the material is interpreted and organised (Schreier 2012, 59). In this study, these categories are primarily
derived from Kapferer’s Brand Identity Prism, which again provides a structured framework for
examining different dimensions of brand identity. By using theoretically informed categories, the analysis
is able to maintain a clear analytical focus while ensuring consistency throughout the interpretation
process.
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This method also allows for interpretive flexibility. While the analysis is guided by predefined theoretical
categories, qualitative content analysis does not treat communication as fixed or objectively measurable.
The method, instead, recognises that meaning is context-dependent and shaped through interpretation
(Schreier 2012, 21). This is also relevant in the context of the study, where the purpose is not simply to
identify what the brand communicates, but also to explore how such communication may be interpreted
differently within another cultural setting.

In practical terms, the analysis will involve a close reading of selected communication material produced
by Shaping New Tomorrow. Through qualitative coding and categorisation, the material will be analysed
according to the dimensions of the brand identity prism and afterwards interpreted through Hofstede's
cultural framework. This allows the study to examine both how the brand seeks to construct its identity
and how this identity may align with or differ from cultural tendencies in the Australian context.

Although qualitative content analysis provides a systematic framework for interpretation, the method also
involves a degree of subjectivity. The interpretation of communication material is inevitably shaped by
the researcher’s analytical perspective and theoretical positioning. However, the purpose of a qualitative
content analysis is not to eliminate interpretation, but to make the interpretive process transparent and
methodologically structured (Schreier 2012, 15). In this study, this is addressed through the use of clearly
defined analytical categories and a consistent theoretical framework.

By combining qualitative content analysis with a case study design, the project is able to examine brand
communication in depth and explore how brand identity may be interpreted across cultural contexts.

Artificial intelligence tools were used as a supplementary sparring partner during the research and writing
process. Al-assisted outputs were not used as empirical data or analytical findings, but rather as support
for idea generation, language refinement, and identification of relevant literature. All theoretical
interpretations, analytical conclusions, and written content in this thesis are the author's own.

8.1 Data collection

The empirical material selected for this study consists of communication content produced by Shaping
New Tomorrow across its official digital platforms. The purpose of the data collection is to gather
material that reflects how the company constructs and communicates its brand identity, as this forms the
basis for the subsequent analysis. Since the study focuses on brand communication and cultural
interpretations, the selected material has been chosen based on its relevance to the company’s
self-presentation and identity construction.

The purpose of the data collection is to gather material that reflects the company’s visual and verbal
communication, as these elements form the basis for the subsequent analysis. Since the study seeks to
examine how Shaping New Tomorrow’s brand identity may be interpreted within an Australian cultural
context, the selected material was chosen based on its relevance to the company’s self-presentation, brand
values, and identity construction. The empirical material, therefore, focuses on communication that
reveals how the company presents its products, personality, culture, relationships, and target audience
across its digital platforms.
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The data will primarily consist of qualitative data collected from Shaping New Tomorrow’s official
website and Instagram profile. These platforms were selected since they represent central communication
channels through which the company presents its products, values, aesthetics and overall brand identity.
Furthermore, both platforms contain a combination of textual and visual communication, making them
suitable for qualitative content analysis.

The website material will consist of the company’s homepage, “About Us” section and selected product
pages. The homepage was included as it functions as the primary entry point for consumers and thereby
reflects the brand’s initial visual identity and communication style. The “About Us” page was selected as
it clearly communicates the company's values, identity and overall brand story. In addition, a limited
number of product pages were chosen in order to analyse how the company communicates functionality,
lifestyle, and product-related values through product descriptions and visual presentation.

Shaping New Tomorrow’s Instagram material will consist of about ten selected posts published within the
period from January 2025 to May 2026. Instagram was chosen as it functions as a key platform for
lifestyle branding and visual identity communication. The selected posts were chosen strategically rather
than at random, based on their relevance to the study’s analytical focus. More specifically, the posts were
selected according to the following criteria:

- The post had to be produced by Shaping New Tomorrow itself

- The post had to contain both visual and textual communication

- The post had to contribute to the communication of brand identity and brand values

- The post had to reflect recurring themes or aesthetic tendencies in the company’s communication.

The selection process aims to ensure variation within the material while maintaining analytical relevance.
The dataset includes product-oriented posts, lifestyle-focused content, and broader branding or
campaign-related communication. Posts primarily related to discounts, competitions or purely
informational announcements were excluded, as they were considered to have limited relevance to the
construction of Shaping New Tomorrow’s brand identity.

This study deliberately focuses on communication produced directly by the company rather than
consumer-generated materials such as reviews, comments, or external media coverage. This is done in
order to maintain a clear focus on intended brand identity rather than audience reception. As the purpose
of the study is to examine how the brand constructs and communicates identity, the company-produced
material is considered the most relevant empirical foundation.

In addition to the primary empirical material collected from Shaping New Tomorrow, supplementary
material was gathered from the Australian fashion brand's M.J. Bale and Country Road. This material
consists primarily of homepage content, campaign communication, and brand presentation. The purpose
of collecting this material was not to conduct a full comparative brand analysis, but rather to provide
contextual insight into contemporary Australian fashion communication and consumer positioning. The
two brands were selected based on their strong presence within the Australian fashion market and their
relevance as established lifestyle-oriented clothing brands.
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In order to ensure consistency and transparency, all selected material will be archived in two appendices
through screenshots and saved webpage material. This is considered necessary due to the changing nature

of digital communication, where online content may be altered or removed over time.

8.2. Empirical data

The empirical material collected for this study consists of communication content from Shaping New

Tomorrow’s official website and Instagram profile. The dataset includes website communication, product

descriptions, campaign material, and social media content, all of which contribute to the company’s
overall brand communication and identity construction.

The website material includes the company homepage, the “About Us” section, and three selected product

pages consisting of the GEN2 Pants, the Classic Shirt, and the Essential Pants. Across these pages, the

communication combines visual and textual elements in order to present the company’s products, values,

and overall identity. The homepage is characterised by a minimalist visual style dominated by black,
white, and grey tones, accompanied by images and videos of models wearing the company’s clothing.
Throughout the website, recurring communicative themes include comfort, flexibility, innovation,
Scandinavian design, timelessness, and functionality.

The “About Us” section contains descriptions of the company’s origins, philosophy, and development.
Particular emphasis is placed on themes such as innovation, personal growth, stepping outside one’s
comfort zone, and creating clothing that combines style with comfort. The section also introduces the
slogan “Dreamers That Do”, which appears repeatedly throughout the company’s communication and
functions as a central identity-related message.

The selected product pages primarily communicate functionality and performance-related qualities.
Product descriptions frequently highlight features such as stretchability, comfort, durability, wrinkle
resistance, breathability, and freedom of movement. At the same time, the products are consistently
associated with ideas of modern style, Scandinavian design, and versatility across different social
situations.

In addition to the website material, the dataset includes selected Instagram posts published by Shaping
New Tomorrow. The Instagram material consists of collaboration posts, lifestyle-oriented campaigns,
product showcases, value-based communication, and community-focused content. Several posts feature
collaborations with athletes, influencers, and public figures, including individuals associated with sport,
performance, and personal achievement.

Across the Instagram material, recurring themes include ambition, self-development, movement,
community, performance, and aspiration. The communication often combines motivational messaging

with lifestyle-oriented visual presentation, frequently using slogans such as “Comfortable Anywhere” and

“Dreamers That Do”. Furthermore, the visual identity across the Instagram content remains relatively
consistent with the company’s website communication, particularly through the use of minimalist
aesthetics, neutral colour palettes, and modern Scandinavian styling (Appendix A).
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The empirical material consists of both textual and visual communication collected from Shaping New
Tomorrow’s website and Instagram profile. Across the selected material, recurring themes include
comfort, flexibility, movement, Scandinavian design, lifestyle, and modern menswear. The collected data
includes product descriptions, campaign communication, collaboration posts, visual branding elements,
and company value statements, which together form the empirical foundation for the subsequent analysis.

In addition to the primary empirical material collected from Shaping New Tomorrow’s own
communication platforms, selected Australian fashion brands are included as contextual comparison
points within the cultural interpretation stage of the analysis. More specifically, the Australian menswear
brand M.J. Bale and the lifestyle-oriented fashion brand Country Road are used to provide broader insight
into contemporary Australian fashion communication and consumer positioning.

The inclusion of these brands is not intended as a full comparative brand analysis, but rather as supporting
contextual material for interpreting how Shaping New Tomorrow’s brand identity may potentially align
with Australian market tendencies and cultural preferences. The brands were selected due to their strong
positioning within the Australian fashion market and their relevance to themes central to this study,
including modern professionalism, lifestyle branding, masculinity, minimalism, and casual sophistication.

M.J. Bale was specifically selected because the brand similarly operates within the intersection between
formalwear and contemporary lifestyle fashion, making it relevant for comparison with Shaping New
Tomorrow’s positioning. Country Road was selected due to its strong emphasis on minimalist aesthetics,
lifestyle-oriented branding, and relaxed premium fashion, which provides contextual insight into broader
Australian consumer and fashion culture.

The material collected from these brands primarily consists of homepage observations, campaign
communication, product presentation, and brand value communication. This material is used selectively
throughout the cultural interpretation stage in order to support broader analytical observations regarding
Australian branding tendencies and market communication.

9. Method of analysis

The analytical method applied in this study is closely connected to the project’s research design,
theoretical framework, and overall purpose. Since the study seeks to examine how Shaping New
Tomorrow communicates its brand identity and how this communication may potentially be interpreted
within an Australian cultural context, the analysis combines branding theory with cross-cultural analysis.
More specifically, the analysis is structured around Kapferer’s Brand Identity Prism and Hofstede’s
cultural dimensions.

The analysis is conducted through a qualitative, theory-driven coding process inspired by Saldafia’s
approach to qualitative coding. According to Saldafia, coding functions as a process of assigning
interpretive meaning to qualitative data in order to identify patterns, themes, and relationships within the
empirical material (Saldafia 2016, 4). In this study, coding is used to establish a systematic connection
between the empirical data and the analytical categories applied throughout the analysis.
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The analytical process is conducted in two interconnected stages. The first stage focuses on identifying
and analysing the brand identity communicated by Shaping New Tomorrow across the selected empirical
material. Here, Kapferer’s Brand Identity Prism functions as the primary analytical framework. The six
dimensions of the prism function as the primary categories and are used as overarching analytical
categories for structuring and interpreting the company’s communication.

The empirical material is analysed through a process of qualitative coding in which recurring
communicative patterns, themes, and symbolic meaning are identified by Saldafia’s coding methodology.
The analysis applies descriptive and thematic coding to category elements such as visual representation of
masculinity and lifestyle (Saladana 2016, 102—107). These codes are subsequently organised into broader
analytical categories based on Kapferer’s framework in order to establish how SNT constructs and
communicates a coherent identity.

This approach is chosen as it allows the analysis to remain systematically grounded in the empirical
material while simultaneously interpreting the findings through an established branding framework. Since
Kapferer’s Brand Identity Prism specifically concerns how brands construct coherent and recognisable
identities, the framework is considered suitable for analysing the relationship between communication
style, visual identity, and symbolic meaning.

The second stage of the analysis builds upon the findings from the brand identity analysis and introduces
Hofstede’s cultural dimensions as an interpretive framework. Here, the purpose is not to categorise
Australian culture in absolute terms, but rather to examine how specific elements of Shaping New
Tomorrow’s brand identity may align with or differ from broader cultural tendencies associated with the
Australian context.

The cultural analysis, therefore, functions as an interpretive layer built upon the coded findings from the
first analytical stage. Themes identified through the coding process, such as Scandinavian minimalism,
comfort, aspiration, and functionality, are discussed in relation to Hofstede’s cultural dimensions in order
to examine how these identity elements may potentially be interpreted within an Australian cultural
setting.

The structure of the analysis was chosen to ensure a clear analytical progression. First, the study
establishes how the brand communicates its identity through its own communication channels. Secondly,
these identity elements are interpreted in relation to cultural tendencies associated with the Australian
market. This progression ensures that the cultural interpretation remains grounded in the empirical
material rather than becoming purely theoretical or descriptive.

Finally, the discussion section builds upon both analytical stages by relating the findings to the concept of
standardisation versus adaptation in international branding. This makes it possible to discuss which
aspects of the brand identity may potentially remain consistent across markets and which elements may
require adaptation in relation to cultural context.

By combining a structured branding framework with a qualitative coding approach and a cultural
interpretive perspective, the analysis seeks to generate a broader understanding of how a brand identity
may operate across different cultural contexts.
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10. Analysis

The purpose of the analysis is to examine how Shaping New Tomorrow constructs and communicates its
brand identity across its digital platforms and, afterwards, to explore how this identity may be interpreted
within an Australian cultural context. The analysis is structured according to Kapferer’s Brand Identity
Prism, which functions as the primary analytical framework for identifying and interpreting the
company’s communicated identity.

The analysis is divided into two overall stages. The first stage focuses on establishing the core elements of
Shaping New Tomorrow’s brand identity through an analysis of the company’s website and Instagram
communication. Here, the six dimensions of Kapferer’s Brand Identity Prism are applied in order to
identify recurring themes, values, and communicative tendencies within the empirical material.

The second stage of the analysis builds upon these findings by interpreting the identified identity elements
through Hofstede’s cultural dimensions. This allows the study to explore how elements of the brand
identity may align with or differ from broader cultural tendencies associated with the Australian context.

By structuring the analysis progressively, the study seeks first to establish what the brand communicates
before discussing how these identity elements may potentially operate across cultural contexts.

10.1 Brand identity analysis

10.1.1 Physique

According to Kapferer, the physique dimension refers to the brand’s tangible and immediately
recognisable characteristics, such as its visual appearance and physical attributes (Kapferer 2012,158).In
the case of Shaping New Tomorrow, the physique dimension is centred around clothing that combines a
formal appearance with a strong emphasis on comfort and freedom of movement. This is supported by a
visual identity characterised by Scandinavian-inspired minimalism and contemporary menswear and
womenswear aesthetics.

Across both the company’s website and Instagram, the products are positioned as an alternative to
traditional formalwear. Rather than asking consumers to choose between appearance and comfort, the
communication repeatedly suggests that the two can coexist. This is visible within the selected product
pages, where recurring communicative themes include stretchability, freedom of movement, breathability
and durability. This is particularly visible on product pages such as the GEN2 Pants and Essential Pants,
where the products are described through phrases such as “360° stretch”, “Unlimited movement”, and
“Quick-drying and wrinkle-free” (Appendix A, 3.1 & 3.3). These descriptions position the products
through functionality and performance rather than traditional formalwear characteristics.

At the same time, the visual presentation of the products reflects a minimalist aesthetic. The homepage is
visually dominated by black, white, and grey colour tones, while product imagery frequently relies on
clean urban environments and minimalist compositions (Appendix A, 1.1). This visual approach creates
an identity that appears understated rather than attention-seeking, reflecting design traditions commonly
associated with Scandinavian fashion.
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practicality from appearance. Product descriptions and campaign messages consistently frame comfort as
something that enhances, rather than compromises, the visual appeal of the clothing. Rather than
presenting comfort and aesthetics as opposites, the communication consistently positions the products as
capable of fulfilling both practical and stylistic needs simultaneously. This is especially clear in recurring
slogans and descriptions such as “Comfortable Anywhere” and communications that highlight
adaptability in a variety of real-world contexts (Appendix A, 1.3, 3.1 & 4.2).

Furthermore, the physique dimension is reinforced through the company’s use of movement-oriented
imagery and active body language. Across the Instagram material and campaign communication, models
are frequently shown walking, running, or otherwise interacting with their surroundings. As a result,
movement becomes an integrated part of the product presentation rather than merely a background
element. In this way, the products are presented as tools for everyday life rather than isolated fashion
items. The emphasis is less on the garments themselves and more on the situations in which they can be
worn.

The physique dimension is therefore not limited to the technical characteristics of the products alone.
Instead, the company presents its products as a response to the changing expectations of contemporary
consumers. Throughout the material, clothing is expected to perform across professional, social, and
leisure settings, and the brand's physical identity is constructed around this expectation. The products are
communicated not only as clothing items, but as practical solutions designed to support a flexible
contemporary way of life.

10.1.2 Personality

According to Kapferer, the personality dimension refers to the character and tone of the brand as if it were
a person (Kapferer 2012, 159). Brand personality is expressed through communication style, language,
visual presentation, and the types of individuals and lifestyles associated with the brand. In the case of
Shaping New Tomorrow, the personality communicated across the data collected appears modern,
ambitious, and confident, while at the same time remaining approachable and socially grounded.

A clear expression of the brand’s personality is found in the recurring slogan “Dreamers That
Do”(Appendix A, 2.3, 4.3 & 4.6). This phrase appears across several parts of the company’s
communication and suggests a personality that values initiative. The emphasis is placed on individuals
who actively pursue their goals rather than merely aspire to them. Rather than positioning success as
something exclusive or unattainable, the slogan frames ambition as connected to personal growth and
everyday progression. The brand, therefore, communicates a personality that encourages consumers to
pursue goals and challenge themselves while still maintaining a relatively relaxed and accessible identity.

Rather than relying heavily on direct sales messaging, the company frequently uses motivational
storytelling and lifestyle-oriented communication. This is particularly visible within collaboration
campaigns and philosophy-focused content, such as the Instagram post including the Swedish model and
influencer Johnny Edlind, where the emphasis is placed on ambition, growth, and personal progression
rather than purely transactional product promotion (Appendix A, 2.3,4.3 & 4.6).
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This personality is further reinforced through the company’s collaborations with athletes, coaches,
influencers, and public figures. Collaborations involving figures such as Anders Hofman and Nikolaj
Jacobsen, as well as partnerships with the Danish national football team, reinforce an image of sustained
effort and commitment. The selected ambassadors are recognised not because of celebrity status alone,
but because of what they have accomplished through persistence and long-term dedication. However,
these collaborations do not communicate extreme exclusivity or celebrity culture. Instead, the selected
individuals are presented as people who have developed their abilities over time. This aligns with the
broader emphasis on personal growth that appears throughout the brand's communication.

At the same time, the personality of the brand is communicated through its visual and linguistic style.
Across both the website and Instagram, the tone remains measured and deliberate. Even when discussing
ambition or success, the communication avoids exaggeration and rarely adopts the energetic language
often associated with fashion marketing. Rather than using high-pressure sales language, the brand opts
for understated and confidence-led phrasing. This is visible on the homepage, where the brand describes
itself not through claims, but through measured statements such as "bold words, but we stand by them", a
formulation that projects confidence while simultaneously acknowledging the consumer's scepticism
(Appendix A, 1.4).

A similar tone carries through to Instagram, where motivational messaging is kept concise and restrained.
Posts such as "Success lies in daring to take the leap, so get comfortable pursuing your dream"
communicate ambition without becoming forceful or excessive (Appendix A, 4.3). This creates a brand
personality that reads as confident and purposeful, while maintaining the kind of quiet authority more
commonly associated with Scandinavian communication culture than with conventional fashion
marketing.

Another important aspect of the brand’s personality is the balance between professionalism and
casualness. The clothing is consistently presented within contexts associated with modern work life, urban
environments, travel, and active lifestyles. However, these situations are communicated in a relaxed and
flexible manner rather than through highly formal or corporate imagery. In this way, the brand personality
reflects a lifestyle in which professional and personal spheres are no longer clearly separated. The same
clothing is presented as suitable for the office, social occasions, and everyday activities.

Furthermore, the brand's communication frequently associates ambition with movement and adaptability.
Visual elements frequently depict models and ambassadors in motion, while product descriptions
repeatedly emphasise movement and adaptability. As a result, the brand personality appears active
without becoming overtly competitive. This contributes to a personality that appears dynamic and
forward-looking, while still maintaining the simplicity and restraint associated with Scandinavian
branding.

Shaping New Tomorrow presents itself as a brand for individuals who seek progress without sacrificing
balance. The personality that emerges from the material is ambitious yet understated, consistently
conveying the idea that success should be compatible with comfort and everyday life (Appendix A,
1.1-2.3). The brand presents itself as confident and aspirational, yet simultaneously approachable and
relatable. Through its collaborations, visual communication, and motivational messaging, the company
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constructs a personality that reflects both performance-oriented values and contemporary lifestyle
aspirations.

10.1.3 Culture

The Culture dimension refers to the values, beliefs, and principles embedded within the brand and
reflected through its communication (Kapferer 2012, 159). The dimension concerns the ideological
foundation of the brand and the broader worldview it seeks to communicate. In the case of Shaping New
Tomorrow, the empirical material suggests a brand culture built around continuous improvement and a
contemporary understanding of everyday life. Throughout the communication, success is rarely presented
as a final destination. Instead, emphasis is placed on personal progress and the willingness to take action.

A central cultural theme within the collected data is the recurring focus on personal growth and
progression. This is especially visible through the slogan “Dreamers That Do”, which appears repeatedly
across both the website and Instagram. Here, success is not linked to social status or material rewards.
Instead, the communication repeatedly celebrates individuals who take risks, pursue goals, and push
beyond their own limitations. The company repeatedly encourages consumers to “step outside their
comfort zone”, thereby communicating a culture where growth is associated with action and personal
development.

This cultural positioning is visible within the company’s philosophy of communication and collaboration
campaigns. Within the “Our Philosophy” section, the company explicitly describes how building the
brand required “stepping outside their comfort zone”, while Instagram campaigns repeatedly frame
growth as connected to risk-taking and action (Appendix A, 2.3 & 4.6). These examples indicate that
personal development occupies a central position within the brand's worldview. Growth is presented as
something achieved through action rather than something that simply happens over time.

At the same time, the data collected also suggests that the brand promotes a culture centred around
balance and adaptability within modern everyday life. Shaping New Tomorrow repeatedly emphasises the
idea that modern lifestyles require clothing that can function across different situations and routines.
Rather than treating work, leisure, and social life as clearly separated spheres, the communication presents
them as interconnected parts of the same lifestyle. The recurring emphasis on clothing that can move
seamlessly between different situations reflects this understanding of contemporary everyday life.

The culture communicated by Shaping New Tomorrow differs from more traditional luxury-oriented
menswear branding. Rather than communicating exclusivity or status through distance and prestige, SNT
instead promotes relatively accessible and relatable forms of ambition and success. The individuals
featured throughout the communication are presented as relatable rather than aspirational in a traditional
luxury sense. Even when athletes or public figures appear in campaigns, the focus remains on their
journeys and achievements rather than celebrity status itself. This, again, contributes to a cultural identity
where success is associated with progression and self-development rather than superiority.

Furthermore, the data reflects a broader cultural belief that comfort and performance should be integrated
into modern everyday life. Across both the website and Instagram, functionality is consistently presented
not as a technical product feature, but as something that enables freedom, movement, and confidence in
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everyday situations. In this sense, clothing is portrayed as something that should accommodate everyday
demands rather than dictate them. The products are consistently framed as enabling movement between
different roles and situations without requiring consumers to change how they live.

The cultural identity communicated by Shaping New Tomorrow is also closely connected to the
company’s Danish and Scandinavian origins. Founded in Aalborg, Denmark, the company repeatedly
references Scandinavian design principles and contemporary Nordic lifestyle values throughout its
communication.

However, rather than functioning merely as aesthetic references, these origins appear to influence more
than just the brand's visual identity. Throughout the material, there is a recurring preference for simplicity,
moderation, and practical solutions, suggesting that the company's Scandinavian roots are embedded in
the values it communicates as well as in the products it sells. In this way, the company’s cultural identity
reflects not only its products, but also a wider Scandinavian understanding of modern lifestyle and
menswear.

The cultural identity communicated by Shaping New Tomorrow extends beyond the products themselves.
The material consistently promotes the idea that individuals should challenge themselves, pursue
meaningful goals, and remain open to change. At the same time, these ambitions are presented in a
balanced and accessible manner rather than through exclusivity or status. The result is a brand culture that
reflects both contemporary Scandinavian values and a broader belief that personal progress should be
integrated into everyday life.

10.1.4 Relationship

The relationship dimension, according to Kapferer, refers to the type of relationship a brand seeks to
establish with its consumers (Kapferer 2012, 160). This dimension concerns the interaction between the
brand and the consumer, including the role the brand attempts to play in the consumer's everyday life. In
the case of Shaping New Tomorrow, the empirical material suggests that the brand attempts to establish a
relationship based on involvement rather than distance. Across the material, consumers are repeatedly
invited to participate, engage with campaigns, and see themselves as part of the broader brand
community.

One of the clearest examples of this relationship-building approach is found within the company’s
community-oriented campaigns and social media communication. Across Instagram, the brand repeatedly
encourages interaction and participation from consumers. This is particularly visible in posts such as the
“SNT Makeover” campaign, where an employee approaches ordinary people in public spaces and offers
them a new outfit and styling experience (Appendix A, 4.4). The post directly encourages followers to
“Drop a comment or tag someone who needs an SNT makeover”, thereby creating active audience
participation rather than passive consumption.

Similarly, Shaping New Tomorrow frequently communicates ideas of togetherness and collective
participation. This is visible in the half-marathon campaign, where employees participate in a running
event while wearing SNT suits (Appendix A, 4.10). Rather than celebrating individual performance, the
campaign focuses on the shared experience of participating together. The emphasis is placed on collective
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effort and mutual support rather than personal achievement. The post explicitly states that “it wasn’t about
finishing fast, but finishing together”, while repeatedly highlighting ideas of support, cheering, and
collective participation. This suggests that the relationship communicated by the brand is not solely
product-oriented, but also socially oriented.

The relationship dimension is also reflected through the company’s emphasis on accessibility and
relatability. Unlike many fashion brands that rely on exclusivity or aspirational distance, Shaping New
Tomorrow consistently presents its products within recognisable everyday situations.

The communication is largely situated within recognisable everyday settings. Whether the consumer is
out and about or meeting friends, the products are consistently presented as part of ordinary routines
rather than as part of exceptional occasions. For example, campaign imagery repeatedly portrays
consumers within office environments, urban commuting situations, travel settings, and socially active
contexts, thereby integrating the brand into recognisable aspects of modern everyday life (Appendix A,
1.1, 3.1 & 4.10). This creates the impression that the brand seeks to integrate itself naturally into
consumers’ everyday routines rather than positioning itself as something extraordinary or unattainable.

Furthermore, the empirical material suggests that the brand seeks to establish an encouraging, supportive
relationship with consumers. This is especially evident in the recurring “Dreamers That Do” messaging,
which encourages consumers to pursue personal goals and embrace challenges. However, the
communication rarely frames success in extreme or highly competitive terms. Instead, progress is
presented as something incremental. The communication focuses on taking action and improving over
time rather than achieving extraordinary results. In this sense, the relationship between brand and
consumer resembles motivation and support more than authority or status signalling.

Another important aspect of the relationship dimension is the company’s attempt to create transparency
and closeness through behind-the-scenes content. This is particularly evident in the “The Journey”
production showcase series, where one of the founders visits production facilities and speaks directly with
factory employees about product development and manufacturing processes (Appendix A, 4.8). By
allowing consumers to observe parts of the production process, the company moves attention away from
polished marketing imagery and towards the people involved in creating the products. This creates a sense
of openness that is rarely visible within traditional fashion communication.

The relationship dimension suggests that Shaping New Tomorrow seeks to position itself as a companion
rather than an authority. Consumers are not merely presented with products but are actively invited into
campaigns, events, and stories connected to the brand. Through this approach, the company becomes
integrated into everyday life and establishes a relationship that feels approachable rather than exclusive.

10.1.5 Reflection

According to Kapferer, the reflection dimension concerns the stereotypical or idealised image of the
consumer that the brand communicates (Kapferer 2012, 160). This dimension, therefore, focuses on how
the brand portrays its audience through visual representation, communication, and lifestyle associations.
In the case of Shaping New Tomorrow, the empirical material reflects a consumer who appears
comfortable moving between different areas of everyday life. Throughout the communication, the ideal
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consumer is portrayed as professionally competent and able to balance work, leisure, and personal
ambitions.

Across both the website and Instagram communication, the individuals portrayed by the brand are
consistently presented as stylish and well-dressed, while simultaneously appearing relaxed and
approachable. Across product pages such as the GEN2 Pants, Classic Shirt, and Essential Pants, models
are consistently portrayed in modern urban environments, dressed in combinations of formal and casual
clothing (Appendix A, 3.1-3.3). Rather than being presented as executives or luxury consumers, the
models resemble ordinary professionals navigating contemporary urban life. This makes the reflected
consumer appear attainable rather than aspirational in a traditional fashion sense. This reflects a consumer
identity associated with contemporary city life and modern professional lifestyles rather than traditional
luxury fashion culture.

Furthermore, the visual presentation of the models suggests a balance between professionalism and
casualness. Across product pages such as the GEN2 Pants, Classic Shirt, and Essential Pants, the clothing
is styled to combine formal and informal elements. The reflected consumer is therefore not confined to a
single social role. Instead, the communication presents individuals who move between professional
responsibilities and personal interests without changing their overall appearance or identity.

The empirical material also reflects consumers as physically active and mobile individuals. This is
particularly visible within Instagram campaigns involving movement, sport, and travel-oriented imagery.
Posts featuring skiing, running, walking through cities, and active daily routines repeatedly portray
consumers as dynamic rather than static. Importantly, physical activity is not communicated through
extreme athleticism or performance culture, but instead through accessible and lifestyle-oriented
movement. As a result, physical activity appears as a natural part of everyday life rather than a defining
personal trait. The consumer is not presented as an elite athlete, but as someone who values movement
and an active routine.

Another important aspect of the reflection dimension is the portrayal of masculinity throughout the
empirical material. The men represented by the brand are generally styled in a controlled and minimalist
manner, often appearing confident without becoming overly dominant or aggressive. This is particularly
visible in collaboration campaigns featuring figures such as Anders Hofman and Nikolaj Jacobsen, who
are portrayed through their achievements and long-term commitment rather than fame itself. The focus
remains on what these individuals have accomplished and the effort required to get there.

At the same time, the empirical material suggests that the reflected consumer values authenticity and
individuality over perfection. This is especially visible within the company’s motivational and
values-based communication, where themes such as growth, mistakes, and self-development are
emphasised. The reflected consumer is therefore not presented as someone who has already achieved
success. Instead, the communication focuses on individuals who are still developing, learning, and
working towards personal goals.

The women’s communication similarly reflects contemporary and independent consumer identities.
Within the “Women of Tomorrow” campaign, female consumers are portrayed as individuals actively
pursuing careers, goals, and personal aspirations. The campaign emphasises agency and independence
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rather than traditional gender expectations (Appendix A, 4.6). This suggests that the reflected identity
communicated by the brand extends beyond menswear alone and instead aligns with broader
contemporary lifestyle values centred around progression and empowerment.

The reflection dimension portrays a consumer who is engaged in multiple areas of life without being
defined by any single one. The individual reflected by the brand is professionally competent and
motivated by personal development, yet remains approachable and grounded. Through this portrayal,
Shaping New Tomorrow presents an image of success based on continual progress rather than status or
exclusivity.

10.1.6 Self-Image

The self-image dimension concerns how consumers are intended to feel about themselves when
interacting with the brand (Kapferer, 2012, 160). Whereas the reflection dimension focuses on the
external image of the consumer communicated by the brand, self-image instead concerns the internal and
psychological experience associated with brand consumption. In the case of Shaping New Tomorrow, the
data suggest that the brand encourages consumers to view themselves as individuals who can move
comfortably between different situations without compromising who they are. Throughout the
communication, confidence appears to stem from feeling prepared and at ease rather than from status or
external recognition.

One of the most prominent self-image tendencies within the empirical material is the association between
comfort and confidence. Across both the website and product communication, the company repeatedly
presents comfort not merely as a physical sensation, but as something that enables consumers to move
confidently through different social situations. Product descriptions frequently emphasise movement and
wearability through phrases such as “Unlimited Movement”, “Moves in Any Direction”, and
“Comfortable Anywhere” (Appendix A, 1.1, 3.1 & 3.2). Rather than presenting comfort as a purely
physical benefit, the communication links it to how consumers carry themselves in everyday situations.
The underlying message is that feeling comfortable allows individuals to focus on what they are doing
rather than on what they are wearing. In this way, the brand suggests that consumers can feel
comfortable without sacrificing appearance or professionalism.

The empirical material also constructs a self-image centred around adaptability and control within modern
everyday life. Throughout the communication, the clothing is repeatedly presented as suitable across
multiple contexts. Rather than requiring consumers to change their appearance or behaviour depending on
the setting, the brand communicates that one product can support multiple aspects of everyday life
simultaneously. This encourages consumers to see themselves as people who can adapt to different
situations without changing their identity. Whether moving between work, social activities, or travel, the
communication suggests that consumers can remain consistent while their surroundings change.

Another important aspect of the self-image communicated by the brand is the feeling of self-improvement
and progression. Within the “Dreamers That Do” communication and philosophy-focused campaigns,
consumers are encouraged to see themselves as people who are still progressing rather than as individuals
who have already reached a final destination. Shaping New Tomorrow frames progression as an ongoing
and accessible process. Statements such as “Trying and failing still puts you ahead of those who never
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start” communicate a self-image where effort and willingness to act are valued more highly than
perfection.

The self-image dimension is also reinforced through the company’s emphasis on ease and simplicity. The
brand consistently presents clothing choices as something that should be uncomplicated. Concepts such as
“The Perfect Collection” and references to a “comfortable backbone of your wardrobe” suggest that
consumers can maintain a polished appearance without spending significant time or energy managing it.
In this way, the communication encourages a sense of control rather than perfection.

Furthermore, the empirical material suggests that the brand promotes a self-image associated with
authenticity rather than status performance. Consumers are not encouraged to signal status or exclusivity.
Instead, the communication suggests that confidence comes from being comfortable with oneself and
acting naturally in different social situations. This creates an internal identity in which confidence
appears connected to ease, movement, and self-assurance rather than to hierarchy or display.

Therefore, the self-image communicated by Shaping New Tomorrow is that of a person who feels
comfortable in their own skin. The brand encourages consumers to see themselves as capable of handling
different aspects of everyday life without unnecessary complexity or compromise. Rather than promising
transformation, the communication reinforces the idea that confidence emerges when clothing supports
the individual rather than demanding attention for itself.

10.2 Cultural Interpretation of Shaping New Tomorrow in an Australian Context

In the second stage of the analysis, the findings from the brand identity analysis are interpreted within an
Australian cultural context through Hofstede's cultural dimensions. Here, the purpose is to examine how
central elements of Shaping New Tomorrow’s brand identity may potentially align with broader
Australian cultural tendencies and consumer values. To strengthen the cultural interpretation, the analysis
additionally incorporates contextual observations from the Australian fashion brand's M.J. Bale and
Country Road, which serve as supporting points of comparison for identifying broader tendencies in
contemporary Australian fashion and lifestyle communication.

10.2.1 Individualism

According to Hofstede, Australia scores highly on individualism, indicating a culture where personal
achievement, independence, and self-expression are strongly valued (Hofstede 2001, 225). Within highly
individualistic societies, consumers are generally encouraged to pursue personal goals, develop individual
identities, and express themselves through lifestyle and consumption choices. This cultural tendency is
therefore relevant in relation to Shaping New Tomorrow’s brand identity, as many aspects of the
company’s communication revolve around self-development and personal growth.

As mentioned earlier, an example of this is the “Dreamers That Do” campaign, which consistently frames
identity in terms of personal ambition. Shaping New Tomorrow repeatedly encourages consumers to take
initiative and move beyond their comfort zones. Throughout the campaign material, personal
development is portrayed as the result of action rather than circumstance. Statements from their website
and Instagram, like “Growth requires risk” and “Trying and failing still puts you ahead of those who
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never start, " position personal development as something that depends on individual effort. The
underlying message is that meaningful progress begins when people are willing to act despite uncertainty
or the possibility of failure (Appendix A, 4.6).

The emphasis on flexibility within Shaping New Tomorrow’s product communication further supports
this interpretation. Across multiple product descriptions, the brand repeatedly highlights unrestricted
movement and the ability to wear the same products across different situations, whether at work, while
travelling, or during everyday activities (Appendix A, 3.1-3.3). Rather than presenting clothing as
something tied to a specific professional role, the products are positioned as suitable across different parts
of everyday life. The communication, therefore, reflects a consumer who values freedom of choice rather
than fixed expectations regarding appearance. This appears relevant within an Australian context, where
contemporary professional identity is associated with casualisation and work-life balance rather than rigid
corporate formality.

Comparable tendencies can also be observed within the Australian comparison brands. Country Road’s
communication emphasises “a modern Australian lifestyle” through relaxed, lifestyle-oriented imagery
that portrays consumers in everyday social environments rather than in highly formal settings (Appendix
B, 2.1). Similarly, M.J.Bale combines tailoring with themes related to travel, sport, and outdoor
environments, thereby presenting professionalism in a more relaxed manner than traditional businesswear
brands (Appendix B, 1.1-1.3).

The findings suggest that several aspects of Shaping New Tomorrow's communication align with the
individualistic tendencies associated with Australian culture. The emphasis on personal initiative, freedom
of choice, and self-directed development appears broadly consistent with how contemporary Australian
consumers are portrayed in both Hofstede's framework and the communication of the selected comparison
brands. (Lowe and Corkindale 1998, 699-701 ).

10.2.2 Masculinity

According to Hofstede, Australia scores relatively high on masculinity, indicating a culture in which
achievement, performance, and success are generally valued (Hofstede 2001, 297). Within masculine
cultures, social recognition and accomplishment often play an important role in both professional and
personal identity formation. However, masculinity may be communicated differently across cultural and
commercial contexts. In relation to Shaping New Tomorrow, the data found suggests that the brand
communicates a form of masculinity that places greater emphasis on self-control and personal
development than on traditional displays of authority or status.

A key aspect of Shaping New Tomorrow’s masculinity is its emphasis on controlled confidence and
self-development rather than on dominance or status display. On both the website and Instagram,
consumers are generally portrayed as comfortable in different social settings. Rather than being defined
by a single professional or social role, they are shown moving between work, leisure, and everyday
activities with relative ease (Appendix A, 3.1-3.3). Several Instagram posts also portray men smiling,
interacting casually with others, or engaging in reflective, motivational communication focused on
personal development and everyday experiences rather than on authority or social status (Appendix A, 4.1
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& 4.6). The visual communication consistently relies on minimalist styling, neutral colour palettes, and
relaxed body language, thereby creating a restrained and modern masculine identity (Appendix A, 1.1 &
3.1-3.3).

This differs somewhat from the masculinity communicated by Australian menswear. M.J. Bale similarly
combines tailoring and lifestyle branding; the brand places stronger emphasis on ruggedness, nature, and
national masculine identity. This is visible within campaigns featuring outdoor environments, surfing
culture, and collaborations with Australian rugby players (Appendix B, 1.1-1.3). The homepage imagery
portraying jeeps, beaches, and expansive natural landscapes further reinforces a masculine ideal closely
tied to the outdoors and distinctly Australian cultural references. Nature functions as more than a
backdrop; it becomes part of the identity being communicated.

At the same time, similarities can also be identified between the two brands. Both Shaping New
Tomorrow and M.J. Bale integrate athletes and sporting identities into their communication strategies.
M.J. Bale collaborates with Australian rugby players and national sports teams, while Shaping New
Tomorrow similarly features athletes and public figures such as Anders Hofman, Nikolaj Jacobsen, and
the Danish national football team in its campaigns. (Appendix A, 4.3 & 4.5)

In both cases, sport serves to communicate commitment and achievement. In both brands, athletes serve
as examples of individuals who have reached their goals through sustained effort rather than through
talent alone. However, whereas M.J. Bale’s communication often associates masculinity with rugged
elegance and national sporting culture, Shaping New Tomorrow instead presents masculinity as rooted in
personal growth and the ability to navigate various aspects of everyday life without sacrificing comfort or
authenticity.

This difference may also reflect broader cultural tendencies. According to Lowe and Corkindale (1998,
699-701), Australian consumer culture often values individuality, achievement, and youthfulness, while
maintaining a relatively low social hierarchy and a high degree of informality. Within this context,
Shaping New Tomorrow’s relatively approachable and socially accessible masculinity may still resonate
with Australian consumers despite differing somewhat from more traditional masculine archetypes.
Rather than presenting masculinity through hierarchy or status, the brand associates achievement with
personal development and an active lifestyle.

Furthermore, the material collected suggests that Shaping New Tomorrow avoids highly formal or rigid
representations of professionalism. Instead, the male consumer is frequently portrayed moving between
professional responsibilities, social activities, and leisure time without substantially changing how they
dress or present themselves. The same identity is maintained across different situations. This may align
well with contemporary Australian lifestyle culture, where casualisation and flexible professionalism
increasingly appear integrated into modern identity construction.

Shaping New Tomorrow's portrayal of masculinity is likely to resonate with several aspects of Australian
culture, particularly the emphasis on achievement and an active lifestyle. At the same time, the brand
introduces a distinctly Scandinavian interpretation of masculinity that is less concerned with status and
more focused on personal development, everyday confidence, and self-control. This creates a point of
difference rather than a direct conflict with the Australian comparison brands.
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10.2.3 Indulgence

Australia, according to Hofstede, scores relatively high on indulgence, indicating a culture where
enjoyment, leisure, personal freedom, and quality of life are generally viewed positively (Hofstede 2001,
281). Indulgent cultures are often characterised by a positive attitude towards leisure, personal choice, and
everyday enjoyment. Within such societies, consumers may place greater value on products that support a
comfortable and balanced lifestyle rather than those associated solely with status or obligation. In relation
to Shaping New Tomorrow, several aspects of the company’s communication appear highly compatible
with cultural tendencies, particularly through the brand’s strong emphasis on comfort and relaxed
professionalism.

One of the central elements in Shaping New Tomorrow’s communication is the repeated association of
comfort with everyday life. Across both product pages and social media communication, the clothing is
consistently presented as suitable across a wide range of everyday situations. Whether consumers are
working, travelling, meeting friends, or simply going about their daily routines, the communication
suggests that the same clothing can accompany them throughout the day (Appendix A, 3.1-3.3). Product
descriptions frequently emphasise movement and day-to-day comfort through phrases such as “360°
stretch”, “Unlimited movement”, and “Comfortable Anywhere” (Appendix A, 1.1 & 3.1-3.2). Rather than
communicating formalwear through rigidity or discipline, the brand presents comfort as a complement to
professionalism, not a threat to it.

This is relevant within an Australian cultural context, where lifestyle flexibility and casualisation
increasingly influence both fashion and workplace identity. According to Lowe and Corkindale (1998,
699-701), Australian consumer culture is generally characterised by informality, practicality, and
openness to modern, less rigid social structures. Within such a context, Shaping New Tomorrow’s
combination of tailoring aesthetics and comfort-oriented functionality may align well with consumers
seeking professional clothing that simultaneously supports mobility and lifestyle balance.

Similar tendencies can also be identified within Australian fashion communication. Country Road’s
homepage repeatedly frames the brand around “a modern Australian lifestyle”, while presenting
consumers within relaxed domestic, social, and everyday environments rather than highly formal
professional settings (Appendix B, 2.1). Likewise, M.J. Bale frequently integrates leisure-oriented
imagery connected to beaches, nature, travel, and outdoor experiences into its menswear communication
(Appendix B, 1.1-1.3). These examples suggest that Australian fashion branding extends beyond clothing
itself and that Australian fashion brands sell more than clothing alone. The products are embedded within
narratives about how consumers spend their time, where they travel, and the lifestyles they aspire to
maintain.

Shaping New Tomorrow's communication similarly appears strongly lifestyle-oriented. Several Intergram
campaigns focus less on traditional fashion promotion and more on experiences and everyday activities.
This is particularly evident in campaigns featuring running events, travel-related imagery, and
motivational storytelling tied to personal experiences and everyday progress (Appendix A, 4.3, 4.5 &
4.10). In these campaigns, clothing functions less as formal status attire and more as something naturally
integrated into active, enjoyable everyday life.
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The visual identity of Shaping New Tomorrow conveys a relatively relaxed and accessible atmosphere.
Models are frequently portrayed smiling, interacting with others, or moving through informal urban
settings (Appendix A, 1.1 & 3.1-3.3). This contributes to a brand identity that appears emotionally
approachable and compatible with contemporary lifestyle values centred around balance and personal
comfort.

The findings suggest that Shaping New Tomorrow's communication aligns well with the lifestyle-oriented
tendencies associated with Australian culture. Rather than presenting clothing as a symbol of status, the
brand positions it as something that should make everyday life easier and more enjoyable.

10.2.4 Uncertainty Avoidance

According to Hofstede, Australia scores at an intermediate level on uncertainty avoidance, with a score of
51, suggesting that Australian culture neither strongly resists ambiguity nor actively embraces it
(Hofstede 2001, 145). This moderate positioning implies a degree of openness towards new concepts and
unfamiliar products, while still maintaining some preference for clarity and reliability in communication.

In a branding context, this is relevant to Shaping New Tomorrow, as the brand's core proposition
challenges several conventions of traditional menswear. In markets with higher uncertainty avoidance,
such a departure from established clothing norms might require more explicit reassurance and
legitimisation. Within the Australian context, however, the moderate score suggests that consumers may
be receptive to this alternative interpretation of menswear, particularly when the practical benefits are
communicated clearly and supported by tangible product features.

This is also relevant when considering how SNT communicates its product philosophy. Rather than
simply presenting its clothing as an alternative to existing menswear, the brand consistently provides
concrete functional justifications for its positioning. Product descriptions emphasising measurable
performance qualities such as "360° stretch" and "Quick-drying and wrinkle-free" serve a purpose beyond
describing the product itself. By highlighting specific and measurable benefits, the brand gives consumers
clear reasons to trust a concept that differs from more traditional formalwear (Appendix A 3.1 & 3.3).

In this sense, the brand's communication style appears suited to a cultural context where some degree of
reassurance is expected, without requiring the level of formal legitimisation that a
high-uncertainty-avoidance market might demand.

A comparable tendency can be observed in the Australian comparison brands. M.J. Bale similarly
combines tailored aesthetics with functional, lifestyle-oriented language, suggesting that Australian
consumers are already familiar with brands that blur the distinction between formal and casual wear,
provided the value proposition is communicated with sufficient clarity (Appendix B, 1.1-1.3). This
further supports the interpretation that Shaping New Tomorrow's positioning is not inherently foreign to
Australian consumer expectations, but may instead fit within developments that are already visible in the
Australian menswear market. The comparison brand's demonstrate that consumers are accustomed to
clothing that combines tailoring with practicality and everyday usability.
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10.3 Analytical Synthesis

The two analytical stages undertaken in this chapter have examined Shaping New Tomorrow's brand
identity through Kapferer's Brand Identity Prism, and subsequently interpreted central elements of that
identity against Australian cultural tendencies using Hofstede's cultural dimensions. The findings suggest
that many aspects of Shaping New Tomorrow's identity are likely to resonate with Australian consumers.
At the same time, the brand communicates a distinctly Scandinavian perspective on lifestyle and
menswear, which may not always be interpreted in the same way outside its home market.

During the Brand Identity Prism, consistent themes emerged throughout SNT’s communication. Several
recurring themes emerged throughout the analysis. Comfort is consistently presented as enabling freedom
of movement, while ambition is framed as an ongoing process rather than a final achievement. The
communication also challenges traditional distinctions between formal and casual dress by presenting the
same products across a variety of everyday situations. These themes are not confined to individual
dimensions of the prism but appear across physique, culture, reflection, and self-image simultaneously,
suggesting a high degree of consistency across the company's communication channels.

When this identity is interpreted through the lens of Australian cultural dimensions, several points of
alignment become apparent. Australia’s high individualism score aligns with SNT’s consistent emphasis
on personal ambition and individual lifestyle flexibility. The brand’s “Dreamers That Do” philosophy,
which frames progression as a personal responsibility and active choice, aligns closely with Hofstede's
description of cultures in which individuals are expected to take responsibility for their own development,
which Hofstede associates with highly individualistic cultures (Hofstede 2001,225).

Similarly, Australia’s high indulgence score appears compatible with SNT’s comfort-oriented approach to
professional clothing. The brand’s insistence that clothing should support everyday enjoyment and
unrestricted movement aligns with a cultural context where leisure and everyday comfort are viewed
positively. The moderate uncertainty avoidance score further suggests that Australian consumers may be
reasonably open to SN'T’s unconventional product proposition, provided the communication continues to
anchor its claims in concrete functional language.

The analysis also revealed notable points of tension, one of which revolved around the masculinity
dimension.

While Australia scores relatively high on masculinity, the masculine identity communicated by SNT
differs from the form of masculinity closely connected to outdoor life and Australian cultural references
found in Australian comparison brands such as M.J. Bale. SNT’s masculinity is rooted in Scandinavian
design sensibility and contemporary Nordic lifestyle values rather than physical toughness or national
sporting culture. This gap does not necessarily represent an insurmountable barrier to market entry, but it
does suggest that the brand's masculine identity may require contextual adaptation if it is to resonate as
naturally in the Australian market as it does in the Scandinavian one.

Another tension is present in the cultural dimension of the brand identity prism. SNT’s brand culture is

rooted in its Danish tradition and reflects a Scandinavian mindset. In a Scandinavian context, consumers
are culturally familiar with and emotionally resonate with values associated with moderation, practicality,
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and a preference for understated forms of success. In Australia, the brand may be perceived as
refreshingly different or slightly foreign, depending on how strongly it conveys its Nordic identity.

The comparison brands suggest that Australian fashion communication tends to anchor lifestyle values in
locally recognisable cultural markers. SNT's communication, by contrast, draws on lifestyle ideals that are
less tied to a specific national context, which may function as both a strength and a vulnerability
depending on how they are received.

These findings suggest that Shaping New Tomorrow's brand identity carries some transferable qualities
for the Australian market. At the same time, the analysis highlights the most significant differences in
how masculinity and cultural identity are communicated. These areas represent the clearest distinction
between SNT's Scandinavian origins and the communication strategies observed among the Australian
brands in the comparison. These alignments and tensions form the basis for the subsequent discussion,
which will examine the strategic implications of this interpretation in relation to standardisation and
adaptation.

11. Discussion

Having established how Shaping New Tomorrow's brand identity is constructed and how it may be
interpreted within an Australian cultural context, the discussion now turns to the strategic implications of
these findings.

The purpose of this discussion is to interpret the findings produced in the analysis in relation to the
theoretical frameworks established earlier in the thesis. Where the analysis mapped what Shaping New
Tomorrow communicates and how that communication may function within an Australian cultural
context, the discussion now addresses what those findings mean strategically. Specifically, it examines the
implications for how Scandinavian brand identity of this kind can be effectively translated for an
international market, and to what degree that translation requires adaptation rather than standardisation.

11.1 The Transferability of SNT's Core Identity

A central finding from the analysis is that several of Shaping New Tomorrow’s most distinctive brand
values appear broadly compatible with Australian cultural tendencies. The analysis suggests that several
aspects of Shaping New Tomorrow's identity fit naturally within the Australian cultural context. The
brand's emphasis on personal progression aligns closely with Australia's high individualism score, while
its focus on comfort and lifestyle flexibility appears compatible with the indulgent tendencies identified
by Hofstede. The moderate uncertainty avoidance score further suggests that Australian consumers are
likely to be receptive to Shaping New Tomorrow’s product proposition, provided the communication
maintains the functional clarity it already shows.

This compatibility is not incidental. It reflects the fact that SNT’s identity, while Scandinavian in origin, is
largely constructed around post-national values. Ambition and personal progression are not culturally
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exclusive concepts, but rather ones that travel relatively well across Western markets. Kapferer’s
framework allows for a distinction between the cultural dimension of the prism, which remains distinctly
Scandinavian, and dimensions such as self-image and relationship, which convey ideas likely to be
understood across different cultural contexts (Kapferer 2012, 182). It is this separation that creates room
for the brand to enter a new market without wholesale redesign.

From a standardisation standpoint, these findings suggest that Shaping New Tomorrow’s core identity can
be largely maintained in an Australian context. The brand’s visual identity and product proposition appear
broadly compatible with the cultural tendencies identified in the Australian context, and are likely to
function without significant structural change. As Vrontis and Thrassou state, consistent brand elements
such as core values and identity tend to be the most viable candidates for standardisation, as they are the
foundation of recognition and differentiation across markets (Vrontis and Thrassou 2007, 478). Applied to
SNT, this suggests that the "Dreamers That Do" philosophy can remain a central part of the brand identity.
Likewise, the company's emphasis on comfort and its relatively approachable relationship with consumers
appear capable of functioning across both Scandinavian and Australian contexts.

While these elements appear transferable in their current form, there is also an argument to be made that
SNT could actively lean into this compatibility rather than simply relying on it. Australian culture often
appears more comfortable with openly celebrating achievement than Scandinavian culture does, where
ambition is more frequently expressed in a restrained manner. Where SNT's current communication
expresses ambition through quiet determination and understated progression, an Australian audience may
respond more readily to a version of that same message that is slightly more direct and optimistic in tone.
This would not require changing the substance of what the brand communicates. It would simply mean
calibrating the emotional register of the ambition narrative to align with a cultural context in which
self-improvement is typically expressed with greater energy and visibility.

11.2 The Tension Around Masculine Identity

While the analysis identified several points of alignment, it also revealed a more significant cultural
tension around the brand's masculine identity. SNT's masculinity is relatively restrained and understated.
Rather than relying on visual markers of status or authority, the brand communicates masculinity through
self-control, personal development, and a minimalist aesthetic. This is a form of masculinity embedded in
Scandinavian cultural norms, in which expressiveness is often understated and professional identity is not
projected through dominance or visual authority.

Australian masculine culture, as reflected in the comparison brand M.J. Bale, leans toward a different
register. The communication of M.J. Bale draws heavily on outdoor settings and Australian sporting
culture. As a result, masculinity is presented in a more visible and physically expressive manner than in
the communication of Shaping New Tomorrow.

Hofstede's masculinity dimension is also relevant here. While both Denmark and Australia score on the

more masculine end of the scale, the way in which masculine values are culturally embodied differs
substantially between the two contexts (Hofstede 2001, 297). It should also be mentioned that Hofstede
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himself acknowledges that high masculinity scores do not produce identical cultural expression, but rather
that ambition and performance tend to be channelled through locally specific social norms and symbols.

This has direct implications for how SNT's communication might land in Australia. A consumer whose
understanding of masculine professionalism is shaped by outdoor culture and sporting traditions may find
SNT's Nordic interpretation somewhat unfamiliar. This does not mean the brand will be rejected, but it
does suggest that the current communication strategy may not achieve maximum resonance without some
degree of tonal recalibration. De Mooij and Hofstede note that even brands with strong universal appeal
often need to adjust the cultural register of their communication to ensure that their underlying values are
decoded in the way they were intended (De Mooij and Hofstede 2010, 92). In Shaping New Tomorrow's
case, this might involve not changing what the brand communicates, but considering how masculinity is
represented through imagery, ambassadors, and campaign settings when addressing an Australian
audience.

In practical terms, this recalibration could be as straightforward as expanding the visual contexts in which
the clothing is shown. SNT's current imagery is largely set in clean, minimal, urban environments that
reflect a Scandinavian design sensibility. Introducing settings that are more recognisably Australian could
allow the brand to communicate its comfort-and-flexibility values through a visual language that feels
more native to the market. Importantly, this would not dilute the brand's premium positioning. Outdoor
and active imagery is entirely consistent with the aspirational lifestyle identity SNT has already built. The
difference is that it would be decoded more naturally by an Australian consumer, rather than requiring
them to translate across a cultural gap before the message lands.

11.3 Strategic implications

The findings suggest that the question of standardisation versus adaptation is not as clear-cut as it might
initially appear. Instead, the findings suggest that the issue is one of balance. Some elements of the brand
appear transferable in their current form, while others may benefit from adjustment to better fit the
Australian context. This is consistent with the hybrid view of international branding, where core identity
is standardised while communicative execution is selectively adapted to local cultural conditions (Vrontis
and Thrassou 2007, 478).

based on values and lifestyle philosophy. The “Dreamers That Do’ philosophy, the approachable tone of
the communication, and the emphasis on comfort as something that enables everyday freedom all appear
compatible with the cultural tendencies identified in the Australian context. These elements form the
identity core of the brand. Altering them would risk undermining the coherence and authenticity that
Kapferer identifies as essential to a strong brand (Kapferer 2012, 209). Keeping these elements consistent
is therefore not simply a matter of efficiency. It is also important for maintaining a coherent brand identity
across markets.

Looking through the findings of the analysis, one area that invites clear adaptation is the visual and tonal
expression of masculine identity. Shaping New Tomorrow currently communicates masculinity through
understated styling and a distinctly Scandinavian lifestyle aesthetic. This may work as a point of
differentiation in Australia, signalling something distinctly European and premium.
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However, it may also create a degree of distance for consumers whose sense of masculine professionalism
is shaped by different cultural reference points. An adaptation here would not require the brand to change
what it stands for. It might simply involve showing the clothing functioning in a wider range of contexts,
so that the brand's core comfort-and-flexibility message is communicated through more locally familiar
visual language.

A similar point applies to the cultural dimension of the prism. SNT's Scandinavian origins are embedded
throughout its communication, and this is likely an asset. Scandinavian design carries positive
associations with quality and understated sophistication in many international markets (Skov 2002, 138).
However, the brand could consider whether its lifestyle imagery leaves enough room for Australian
consumers to see themselves reflected in it. This is not about replacing the Scandinavian aesthetic. It is
about ensuring that Australian consumers can recognise themselves in the lifestyle being presented.

A particularly relevant strategy in this regard is the brand's existing use of athlete collaborations and
recognisable Danish figures in its campaigns. As the analysis demonstrated, these collaborations play a
central role in constructing the reflection and relationship dimensions of the brand, connecting the brand's
lifestyle philosophy to individuals that consumers can recognise and relate to. Translating this approach to
an Australian context could be done by partnering with locally recognisable athletes or cultural figures,
which could allow SNT to communicate the same underlying values while simultaneously signalling
cultural familiarity and relevance to a new audience. Rather than replacing the brand's identity, such a
strategy would serve as a cultural bridge, allowing Australian consumers to access SNT's lifestyle
philosophy through reference points that feel closer to their own experience.

A further consideration is the role of digital and social media communication. SNT has built much of its
brand presence through Instagram and direct-to-consumer channels, and this model is well-suited to the
Australian market, where social media engagement around lifestyle and fitness content is particularly
high. The brand's existing combination of lifestyle-oriented content and collaborations with recognised
public figures closely resembles communication strategies already used by many Australian lifestyle
brands.

If SNT were to extend this model to include Australian creators, fitness personalities, or cultural voices
with established audiences, it could build local relevance and visibility without requiring significant
structural change to its broader communication strategy. This would represent a relatively low-cost form
of adaptation, one that works with the brand's existing strengths rather than against them, and that allows
SNT to enter the Australian market as something that feels both internationally premium and locally
present.

11.4 Theoretical reflections and limitations

While the findings of this study provide insights into how Shaping New Tomorrow’s brand identity may
be interpreted within an Australian cultural context, several theoretical and methodological limitations
should be acknowledged.

Firstly, the study relies heavily on Kapferer’s Brand Identity Prism as the primary framework for
analysing brand identity. Although the model provides a framework for identifying patterns within brand
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communication, it assumes a degree of coherence that may not always reflect how brands are experienced
in practice. It has been criticised for presenting brand identity as relatively coherent and stable. More
recent branding perspectives emphasise that brand meaning is continuously negotiated between
organisations, consumers, and cultural contexts (Holt 2004, 3). Consequently, the study examines
intended brand identity rather than actual consumer interpretations of that identity.

Secondly, the cultural interpretation is largely based on Hofstede’s cultural dimensions. While Hofstede
remains one of the most influential frameworks within cross-cultural research, the model has been
criticised for treating national cultures as relatively homogeneous and stable entities (McSweeney 2002,
91). Cultural values are not static, and significant variation may exist within national populations.
Therefore, the Australian cultural tendencies identified throughout the analysis should be understood as
general patterns rather than definitive descriptions of all Australian consumers.

Related to this, the study does not include primary data collected from Australian consumers. The cultural
interpretation is therefore based on existing literature, Hofstede’s framework, and observations from
selected Australian fashion brands. While this approach provides a basis for analytical discussion, it
cannot determine with certainty how Australian consumers would actually perceive and respond to
Shaping New Tomorrow’s communication. Future research could strengthen these findings by
incorporating primary data from Australian consumers, allowing the proposed cultural interpretations to
be tested against actual audience responses.

Despite these limitations, the combination of Kapferer's Brand Identity Prism, Hofstede's cultural
dimensions, and qualitative content analysis has provided a basis for exploring how brand identity may be
interpreted across cultural contexts. While the findings should be understood as exploratory rather than
predictive, they demonstrate how cultural frameworks can be used to identify both opportunities and
potential challenges when brands enter new international markets.

12. Conclusion

The purpose of this study was to examine how Shaping New Tomorrow’s Scandinavian brand identity
may be translated to resonate with consumers in the Australian market. Through a qualitative content
analysis of the company’s website and Instagram communication, the study first identified the central
elements of the brand’s identity before interpreting these findings within an Australian cultural context
using Hofstede’s cultural dimensions and contextual observations from Australian fashion brands.

The analysis revealed that Shaping New Tomorrow communicates a coherent and recognisable brand
identity built around the idea that clothing should support contemporary everyday life. Across both the
website and Instagram, the brand consistently combines comfort with a professional appearance while
drawing on a distinctly Scandinavian design aesthetic. Through both visual and textual communication,
the brand consistently presents menswear as capable of moving between different situations and everyday
contexts in which professional, social, and leisure contexts increasingly overlap.
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Furthermore, the company's communication repeatedly encourages consumers to pursue personal goals
and view development as an ongoing process, particularly through campaigns such as "Dreamers That
Do", while simultaneously maintaining an approachable and accessible brand personality.

The cultural interpretation indicated that many of these identity elements appear compatible with broader
Australian cultural tendencies. In particular, the brand’s focus on personal initiative, a less formal
approach to professional dress, and lifestyles that move fluidly between work and leisure align with
cultural characteristics commonly associated with Australian consumer culture. Likewise, the comparison
with Australian brands such as M.J. Bale and Country Road suggested that contemporary Australian
fashion communication increasingly incorporates themes related to everyday experiences and a more
relaxed interpretation of premium fashion, creating several points of overlap with Shaping New
Tomorrow’s existing identity.

At the same time, the findings also highlighted areas where cultural differences may become relevant.
While Shaping New Tomorrow communicates masculinity through a restrained Scandinavian aesthetic,
Australian menswear brands more frequently draw on outdoor culture, sport, and national identity. These
differences do not necessarily suggest incompatibility, but they indicate that certain aspects of the brand’s
communication may benefit from cultural adaptation to strengthen local relevance and consumer
resonance.

Based on the findings, the study suggests that Shaping New Tomorrow should primarily pursue a strategy
characterised by selective adaptation rather than extensive localisation. The company’s core brand
identity, including its Scandinavian aesthetics, comfort-oriented value proposition, and emphasis on
flexibility and self-development, appears capable of being transferred successfully to the Australian
market without substantial modification. However, selected elements of the communication could be
adapted through the incorporation of locally relevant cultural references, ambassadors, and lifestyle
narratives that reflect Australian consumer culture while remaining consistent with the brand’s overall
identity.

The study finds that Shaping New Tomorrow’s Scandinavian brand identity is broadly compatible with
the Australian market. Rather than requiring a fundamental repositioning, the brand appears
well-positioned to maintain its core identity while making targeted adaptations that increase cultural
relevance. The findings therefore suggest that successful international brand expansion depends less on
extensive localisation and more on identifying which elements of a brand's identity should remain
consistent and which can be adapted to local cultural expectations.
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Reflection sheet

This project has been quite different from the projects I have written throughout the rest of my education.
While I have written assignments on my own before, this is the first time I have completed a project of
this size entirely by myself. Throughout both my bachelor’s degree and my master’s degree, I have almost
always worked in groups, so it was a new experience not having anyone to discuss ideas with on a daily
basis.

One of the things I realised fairly quickly was how much I normally rely on having someone to spar with.
When writing in a group, it is easy to test ideas, discuss theory, or simply get a second opinion when you
are unsure about something. In this project, every decision had to be made by me, which was both
challenging and educational. It forced me to become more critical of my own work and trust my own
judgement to a much greater extent than I have had to before.

Fortunately, I had a very helpful supervisor throughout the process. Our meetings often helped me
identify weaknesses in the project and forced me to rethink certain choices. This was particularly relevant
when working on the analysis, where I had to strengthen the connection between the empirical material
and the analytical categories. In this context, it should be pointed out that I used generative Al as a
supporting tool for idea generation, structure-based feedback and language-related assistance during the
writing process. Though Al was used as a sparring partner, it has to be said that all analytical decisions,
source choice, interpretation and final content are my own.

Another challenge was finding the right scope for the project. Looking back, I probably underestimated
how much material I would end up collecting and analysing. At several points during the semester, I
found myself going down interesting paths that were ultimately not directly relevant to the research
question. This was especially the case when researching Australian culture and Australian fashion brands.
While some of this material ended up being useful, the process reminded me of the importance of The
methodological aspect of the project was also a valuable learning experience.

I spent a considerable amount of time working on the connection between theory, empirical material, and
analysis. Incorporating Saldafia’s coding approach helped me structure the analysis and made me think
more carefully about why specific observations belonged within particular analytical categories. At times,
this process was frustrating, especially when trying to avoid simply describing the empirical material, but
it ultimately gave me a much better understanding of how qualitative analysis is carried out in practice.

As this is the final project before completing my degree, it has also made me reflect on my overall
academic development. Looking back at the beginning of my studies, there are many things that [ now
take for granted that I previously found difficult. Academic writing, theory selection, source criticism, and
analytical work all feel much more manageable today than they did several years ago. This project,
therefore, became more than just another assignment. It also became an opportunity to look back at how
much I have developed throughout my time at university.

I found the project both challenging and rewarding. Writing alone required a level of discipline and
independence that I had not previously experienced to the same extent. At the same time, it has given me
confidence that I am capable of completing a larger academic project on my own. As I prepare to finish
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my degree in International Business Communication, I see this project as a fitting way to conclude my
studies and as a reflection of the knowledge and skills I have developed over the years.
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