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This thesis examines the potential for Jaloviina, a spirit drink from Finland, to
enhance its brand identity and elevate recognition among young adults within
the Finnish demographic. Employing a qualitative analysis, the research ex-
plores the perceptions, behaviors, and motivations of young consumers, as-
sessing the cultural importance of the brand and the obstacles it faces in adjust-
ing to contemporary market trends.

Interviews with young adult consumers highlight the appreciation of Jaloviina's
resilient cultural heritage and its attachment to Finnish tradition; however, the
perceived image is often outdated and at odds with today's preferences for
lighter and more versatile products.

The study emphasizes the need for Jaloviina to balance its real, traditional iden-
tity with strategies that make it more attractive to younger consumers, from
product development through online marketing to interactive experiences. The
analysis indicates that while Jaloviina's history represents an asset, its market
positioning could be furthered by an adaption of modern branding practices
without losing its core cultural spirit. This provides a set of recommendations on
how Jaloviina can reinvent itself to maintain relevance in the face of an increas-
ingly shifting consumer environment.

Key words: brand identity, cultural significance, consumer behaviour, Finnish
spirits market, young adults
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1 INTRODUCTION

The Finnish spirits market has undergone dramatic changes in recent years,
driven by new consumer preferences and trends, changes in the marketplace,
and evolving culture. One of those legacy brands operating within this complex
market is Jaloviina, a popular, special Finnish spirit which has enjoyed a particular
cultural position for over a century. A mix of real cognac and neutral spirits, Jalovi-
ina has carved a niche in Finnish culture, respected for its tradition and connec-
tion with endurance. As consumers' needs change, particularly for the younger
generation, there is more pressure to upgrade the brand identity of Jaloviina if it

is to continue being relevant and desirable.

This thesis will focus on how to strengthen the brand identity of Jaloviina in light
of current market trends and consumer buying behavior. The research will ex-
plore how Jaloviina can draw from its rich cultural heritage and adapt to the pref-
erences and motivational factors among young adults. The following study will try
to present strategic insights to Jaloviina by closely analyzing the main factors
influencing brand perception and consumer involvement, which will help the com-
pany compete in the turbulent alcohol beverage market while encouraging long-
term brand loyalty. Understanding these factors is crucial for Jaloviina to align its
branding efforts with current trends, ensuring its continued success within Fin-

land's emerging alcohol industry.

1.1 Case brand

Jaloviina, more popularly referred to as "Jallu," is a specific Finnish alcoholic drink
from the early 20th century. Its development was based on the need to come up
with a cheaper version of expensive cognac. The preparation method included
mixing real cognac with neutral spirits; the result was a drink that maintained
many of the aromative features of cognac but at a significantly lower price than
cognac itself (Pulkkinen 2013).
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Initially, several varieties of Jaloviina were created; among them was the three-
star "Extra" version that would remain up until 1936. As years went by, the varie-
ties of Jaloviina were reduced, although the brand has remained very important
in Finnish culture. It has become part of Finnish life, having been included in pop-
ular songs, books, and films. This drink is appreciated not only for its taste but

also for being part of Finnish resilience and history.

The formation of the Academic Jaloviina Society, along with current phenomena
such as the "Jallu-challenge," illustrates its enduring significance and emblematic
status within Finland (Pulkkinen 2013, 147-155). At present, Jaloviina is offered
not only as the traditional spirit but also in various star-variations; additionally, it
is available in ready-to-drink alcoholic beverages that consist of Jaloviina spirit

combined with non-alcoholic mixers.

Currently, the brand Jaloviina belongs to Anora Group: a major Nordic company
formed when Altia and Arcus merged in 2021. That deal made Anora one of the
leading wine and spirits companies in the Nordic countries with a solid portfolio
of well-known brands. Anora can boast of extensive production, distribution, and
marketing know-how that has enabled the company to manage and develop its
beverage portfolio effectively, from premium spirits to staples. Through its value

chain, the company aims to minimize its environmental impact (Anora n. d.)

Anora's ownership provides Jaloviina with the group's wide resources and status
regarding strategic market insight, which is important in competitive Finnish spir-

its markets.

Anora's emphasis on innovation and brand improvement is an essential tool for
Jaloviina to respond easily and quickly to the rapidly changing consumer atti-
tudes, tastes, and market developments. In Anora's portfolio, Jaloviina retains a
unique position in Finnish culture but, at the same time is well-positioned for fu-
ture growth with particular branding and marketing that squares with Anora's gen-

eral corporate strategy.



1.2 Obijective and purpose of the thesis

The purpose of this thesis is to review and strengthen the brand identity of Jalovi-
ina, a historical Finnish spirit owned by Anora Group. That is to say, it probes into
young adults' behaviors and preferences, consumption drivers, and practical sug-
gestions that help enhance Jaloviina's market presence and brand identity in re-
sponse to changing consumer trends and market dynamics. The aim of this re-
search is to establish strategic recommendations for Jaloviina that would lead the
brand successfully through the constantly changing market. By doing compre-
hensive analysis, not only of the behaviors, preferences, and motivations of
young adults but also of market trends and competitive dynamics, this research
attempts to secure the long-term relevance and competitiveness of Jaloviina.

This should result in continuous growth and long-term brand loyalty for Jaloviina.

1.3 Research questions

The main question driving this research focuses on how Jaloviina can enhance
its brand identity and boost brand awareness among young adults in Finland. By
exploring how this demographic perceives and connects with the brand, the re-
search aims to identify strategies that will reinforce Jaloviina's identity and ensure

it is more recognizable and memorable.

The main research question for this thesis is:

How can Jaloviina adapt and strengthen its brand identity to enhance awareness

and appeal among young adults in Finland?

By understanding young adult’s preferences, consumption habits, and the moti-
vations behind their choices, the research investigates how to offer strategic rec-
ommendations for enhancing Jaloviina's appeal and market penetration within

this key segment. This is supported by the following sub-questions:
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What are the preferences, behaviors, and underlying motivations driving

the consumption of Jaloviina among young adults in Finland?

. How do emerging trends and cultural dynamics in the spirit beverage in-

dustry impact Jaloviina's market positioning and competitive environment

among young adults?

What are the most effective marketing approaches for Jaloviina to balance
its cultural heritage with modern branding strategies to maximize market

penetration and consumer engagement among young adults?



1.4 Structure of the thesis

The six main chapters that feature in this thesis include an introduction, literature
review, methodology, research results, discussion, and conclusion. These to-
gether give a whole picture of the entire process of research, right from the initial

presentation of the issue at hand to the final conclusions and recommendations.

» Overview of Jaloviina. Presentation of research
objective and purpose; introduction of research
questions.

* Review of relevant literature on consumer behavior,
brand identity, market trends, analysis of theoretical
frameworks.

 Description of qalitative research, market analysis,
and case studies; outline of data analysis methods.

* Presentation of data based on theoretical framework
and research questions

* Interpretation of research results; discussion of
findings

« Summary of key findings and their implications

Figure 1. Structure of the thesis.



10

2 LITERATURE REVIEW

The literature review of this thesis is designed to underpin the research on
strengthening the brand identity of Jaloviina in Finland. This chapter discusses
the core concepts of brand identity, consumer behavior, and market penetration
strategies and cultural significance and brand heritage, supported by relevant lit-

erature.

2.1 Brand Ildentity

Brand identity is a critical aspect of a brand’s ability to stand out in a competitive
market, creating a lasting impression and fostering consumer loyalty. It encom-
passes various elements such as brand vision, culture, positioning, personality,
and relationships. According to David Aaker in his seminal work "Building Strong
Brands" (1996), brand identity is a unique set of brand associations that represent
what a brand stands for and implies a promise to customers. A strong brand iden-
tity not only differentiates a product but also builds an emotional connection with

consumers, fostering loyalty and trust.

In the context of Jaloviina, brand identity is crucial for differentiating itself within
the Finnish spirits market. By emphasizing its historical significance, unique blend
of cognac and neutral spirits, and deep cultural resonance within Finnish society,
Jaloviina can enhance its brand salience. This approach will guide the develop-
ment of marketing strategies, such as crafting brand narratives that resonate with
the target audience's appreciation for tradition and authenticity, which is essential
in designing interview questions that explore how consumers perceive these el-
ements. Keller (2001, 8) emphasizes that brand identity must achieve brand sa-
lience, which relates to how easily and often a brand is evoked under various
situations. Brand salience involves linking the brand to appropriate cues in cus-

tomers' memories and ensuring it is top-of-mind in relevant contexts.

For Jaloviina, these cues could include associations with national pride, tradi-

tional Finnish values, and its historical role in Finnish culture. These elements are
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designed to resonate with the target audience's appreciation for tradition and au-
thenticity. By embedding such cues in its communication strategy, Jaloviina en-
sures that its identity aligns closely with the cultural narratives cherished by its

consumers.

This theoretical foundation also informs the study’s data collection approach.
Specifically, the interview questions have been crafted to examine the extent to
which Jaloviina’s brand identity resonates with its consumers. Questions like
“How do you perceive Jaloviina in comparison to other spirits?” or “What emotions
or memories does Jaloviina evoke for you?” are directly informed by Keller's em-

phasis on brand meaning and salience.

2.1.1 Customer-Based Brand Equity

Keller's (2001) Customer-Based Brand Equity (CBBE) model provides a compre-
hensive framework for building a strong brand identity. According to Keller (2001,
9), brand identity is the first step in building brand equity and involves establishing
both the breadth and depth of brand awareness. This step ensures that custom-
ers can recognize and recall the brand under different conditions and that they
understand the product or service category to which the brand belongs. The
CBBE model is depicted as a pyramid with four levels, each representing a stage

in the development of brand equity (Picture 1):

Brand Identity (Who are you?)

This foundational step involves creating brand salience, which means ensuring
that the brand is recognized and recalled by consumers (Keller 2001, 8). Salience
not only refers to the frequency of brand recall but also to the contexts in which
the brand is recalled. A brand with high salience is top-of-mind and easily asso-
ciated with specific consumption or usage scenarios, which is critical for building
strong associations with the target audience. In Jaloviina’s case, understanding
the breadth of brand awareness—how well the brand is recognized in various
consumption settings such as social gatherings or celebrations—will be key in

tailoring marketing efforts.
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Brand Meaning (What are you?)

This level focuses on brand performance and brand imagery. Brand performance
involves the functional aspects of the product, such as quality and reliability, while
brand imagery encompasses the emotional and symbolic associations (Keller
2001, 9). Keller emphasizes that strong brands often balance these dimensions,
ensuring that the product meets or exceeds functional expectations while simul-
taneously forging emotional connections with consumers (Keller 2001, 10). For
Jaloviina, this means evaluating not only the perceived quality and taste of the
product but also the cultural and historical narratives that contribute to its imagery.
For instance, how consumers perceive Jaloviina’s traditional blend as embodying

Finnish heritage could be a key factor in strengthening its brand meaning.

Brand Response (What about you?)

At this stage, consumers form judgments and feelings about the brand. Judg-
ments include perceived quality, credibility, and superiority, while feelings pertain
to emotional responses such as warmth and excitement (Keller 2001, 13). These
responses are crucial for understanding how consumers evaluate the brand rel-
ative to competitors. Jaloviina’s perceived credibility—its authenticity as a herit-
age brand—and its emotional impact on consumers will offer valuable insights
into its market position. In this research while gathering data, specific interview
questions will aim to capture these judgments and feelings, such as, "How do you

perceive Jaloviina?" and "What emotions does Jaloviina evoke in you?"

Brand Resonance (What about you and me?)

The pinnacle of the pyramid is brand resonance, where consumers develop a
deep psychological bond with the brand. This includes aspects like behavioral
loyalty, attitudinal attachment, and a sense of community (Keller 2001, 15). Keller
notes that brand resonance represents the ultimate goal of brand building, as it
signifies intense, active consumer engagement and loyalty (Keller 2001, 16). For
Jaloviina, achieving resonance means fostering a community of loyal consumers
who not only purchase the product frequently but also advocate for the brand.
Questions exploring this dimension might include, "Would you recommend Jalovi-

ina to others?" or "Do you feel a connection with other Jaloviina consumers?"
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The CBBE model will guide the formulation of interview questions to assess the
depth of brand awareness among Jaloviina’s target audience—young adults.
Questions such as "What cultural values do you associate with Jaloviina?" and
"How does Jaloviina's brand image influence your purchasing decisions?" directly
align with Keller's emphasis on linking brand identity to deeper consumer asso-
ciations. Furthermore, Keller's (2001) framework emphasizes the importance of
continuous assessment and refinement of these brand-building blocks (Keller
2001, 19). This will inform not only the data collection process but also the inter-
pretation of results, ensuring that Jaloviina’s branding efforts remain aligned with
its strategic goals, such as emphasizing heritage. By understanding which as-
pects of brand identity resonate most with its target audience, the research aims

to provide actionable insights for enhancing brand loyalty and market share.

Building on Keller's concept, Beverland (2005) highlights that authenticity plays a
significant role in the brand identity of alcoholic beverages. Beverland (2005,
1003) identifies authenticity as a blend of industrial and rhetorical attributes that
create a sincere story. For Jaloviina, this involves maintaining traditional produc-
tion methods, emphasizing its cultural heritage, and portraying an image that
transcends mere commercial motives. Beverland’s research highlights several

strategies for creating and maintaining authenticity:

Sincere Storytelling
Creating a sincere narrative that emphasizes the brand’s history, traditional pro-

duction methods, and cultural significance. This approach ties directly to the
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broader consumer demand for brands that resonate with personal and cultural

authenticity.

Commitment to Quality

Demonstrating a real commitment to quality through meticulous production pro-
cesses and attention to detail. Beverland (2005, 1015) stresses that the percep-
tion of quality is intertwined with authenticity, as consumers expect luxury brands
to adhere to traditional standards while continuously enhancing their craftsman-

ship.

Linking to Place

Emphasizing the brand’s geographical and cultural roots to reinforce its unique-
ness and authenticity. In line with this, Beverland (2005, 1017) discusses the role
of terroir, where the connection to a specific place not only enhances the prod-
uct’s identity but also elevates its perceived authenticity by signaling uniqueness

that cannot be easily replicated.

Decoupling from Commerce

Appearing above commercial considerations by focusing on craftsmanship and
quality rather than mass production. This strategy reflects what Beverland de-
scribes as "decoupling,” where brands intentionally distance themselves from
overt market-driven practices to maintain an aura of authenticity and heritage
(Beverland 2005, 1018).

Beverland notes that for luxury brands, authenticity is achieved by balancing tra-
ditional values with contemporary relevance. This balance involves managing
four components: allegory, arcadia, aura, and antimony. These elements help
craft a brand story that resonates with consumers, evoking an idealized past while

staying relevant to current market demands (Beverland 2005, 1004)

Allegory

Using symbolic stories that resolve moral conflicts, reinforcing the brand’s values
and heritage. This narrative strategy allows consumers to connect with the brand
on a deeper level, fostering an emotional bond that is crucial for building long-
term loyalty (Beverland 2005, 1006).
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Arcadia

Evoking a sense of an idealized past through imagery and narratives that high-
light the brand’s history and cultural significance. Beverland (2005, 1011) argues
that this evocation serves as a powerful tool to differentiate the brand in a market

increasingly dominated by industrialized production.

Aura

Creating a powerful sense of authenticity that is perceived as genuine and intrin-
sic to the brand. This aligns with Keller's (2001, 16) notion of brand resonance,
where authenticity contributes to developing a deep psychological bond between

the brand and its consumers.

Antimony

Balancing the brand’s traditional values with the need to remain relevant and
competitive in the modern market. This duality is crucial for Jaloviina, as it must
navigate the tension between preserving its historical essence and appealing to
a younger demographic seeking contemporary relevance (Beverland 2005,
1013).

2.1.2 Kapferer’'s Brand Identity Prism

Jean-Noél Kapferer (2008) offers profound insights into brand identity and its crit-
ical role in creating strong brands. Kapferer emphasizes that brand identity is
about specifying the brand's meaning and making it unique and valuable to con-
sumers (Kapferer 2008, 171).

Kapferer's Brand Identity Prism provides a comprehensive model for understand-
ing brand identity through six facets: physique, personality, culture, relationship,
reflection, and self-image (Picture 2). This model emphasizes that a brand is not
just a product but a coherent system of communication and interaction, where

each facet interacts with the others to form a complete brand identity.
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Applying Kapferer's Brand Identity Prism to Jaloviina highlights the importance of
aligning the brand's personality, culture, and relationship facets with the prefer-
ences of young adults in Finland. This alignment is critical for creating a cohesive
and resonant brand image that not only appeals to the target demographic but
also reinforces the brand’s cultural and historical significance in the spirits market.
This holistic approach ensures that all aspects of the brand work together to cre-

ate a consistent and compelling image in the consumer's mind.
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Picture 2. Kapferer’'s Brand Identity Prism

Kapferer's Brand Identity Prism illustrates six facets of brand identity:

Physique

The physical characteristics and attributes of the brand (Kapferer 2008, 182). The
Physique of Jaloviina is defined by its distinctive packaging and the blend of cog-
nac and neutral spirits, which has historically set it apart from other spirits. This
physical aspect of the brand is immediately recognizable by Finnish consumers
and serves as a crucial element in evoking nostalgia and cultural pride. Moreover,
Kapferer (2008, 183) points out that a brand’s physique forms the tangible foun-
dation upon which intangible associations are built, making it essential for Jalovi-
ina to maintain its iconic design while exploring modern enhancements that could

appeal to younger consumers.
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Personality

The human traits associated with the brand (Kapferer 2008, 183). The Personality
of Jaloviina can be characterized as resilient, authentic, and traditional. These
traits reflect the brand's long-standing presence in Finland and its ability to adapt
through different social and economic changes while remaining a cultural icon.
Kapferer (2008, 184) suggests that a brand’s personality must evolve subtly to
remain relevant; for Jaloviina, this could mean incorporating traits that resonate
with a younger audience, such as adventurousness or a sense of modern sophis-
tication. This facet will be key in understanding how young adults in Finland con-
nect with the brand on an emotional level, particularly through interview questions

that explore perceptions of Jaloviina’'s authenticity.

Culture

The values and principles that the brand represents (Kapferer 2008, 184). Jalovi-
ina’s Culture is deeply rooted in Finnish heritage, symbolizing the resilience and
endurance of the Finnish people. The brand’s alignment with these cultural val-
ues strengthens its identity and resonates with both older generations who re-
member Jaloviina’s historical significance and younger generations who view it
as a symbol of national pride. This cultural dimension not only reinforces the
brand’s authenticity but also provides a narrative framework for marketing cam-
paigns, as highlighted by Beverland (2005, 1011), where cultural storytelling
plays a pivotal role in establishing emotional connections.The study will explore
how this cultural identity can be emphasized in marketing strategies aimed at

reinforcing brand loyalty among younger consumers.

Relationship

The way the brand interacts with its consumers (Kapferer 2008, 185). In terms of
Relationship, Jaloviina has fostered a strong connection with its consumers
through cultural associations such as the "Academic Jaloviina Society" and
events like the "Jallu-challenge." These interactions build a sense of community
around the brand, where consumers feel that they are part of a larger cultural
tradition. Kapferer (2008, 186) highlights that fostering meaningful relationships
enhances consumer engagement, a critical component for Jaloviina as it seeks

to deepen its bond with a digitally active, socially connected demographic. This
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element will be further analyzed in interviews to understand how Jaloviina’s con-

sumer engagement can be enhanced through experiential marketing strategies.

Reflection

The brand’s perceived target audience (Kapferer 2008, 186). The Reflection facet
relates to how Jaloviina’s target audience sees itself when engaging with the
brand. While traditionally appealing to older generations, Jaloviina now aims to
connect with young adults in Finland who may view themselves as upholding
cultural traditions while embracing modern trends. This dynamic is crucial in ad-
dressing the evolving self-concept of younger consumers, as they seek brands
that reflect both their individual aspirations and collective cultural identity, as
noted by Beverland (2005, 1004). This facet will be used to develop interview
questions that probe into how young consumers perceive themselves in relation

to Jaloviina and what motivates their brand loyalty.

Self-image

The way consumers see themselves when using the brand (Kapferer 2008, 187).
The Self-image facet concerns how consumers feel when they use Jaloviina.
Young Finnish adults who consume Jaloviina may associate themselves with be-
ing part of a rich cultural legacy, and using the brand may evoke a sense of pride
in Finnish heritage. Kapferer (2008, 188) asserts that self-image is a powerful
driver of consumer behavior, as it links personal identity with brand usage, mak-
ing it essential for Jaloviina to tap into narratives that highlight shared cultural
values. Understanding how Jaloviina’s consumers view their identity through the
brand will be central to data collection, as it can inform recommendations on how

Jaloviina can reinforce this aspect of its identity to enhance its market position.

Kapferer argues that brand identity is about making strategic choices that guide
the brand's communication, ensuring coherence and consistency across all con-
sumer touchpoints (Kapferer 2008, 180). He emphasizes that a strong brand
identity helps in building brand equity by fostering a deep and meaningful con-

nection with consumers.



19

In the case of Jaloviina, Kapferer’s six facets of the Brand Identity Prism can be
used to thoroughly analyze and strengthen the brand's unique identity in the Finn-
ish spirits market. By applying Kapferer's Brand Identity Prism to Jaloviina, this
thesis will not only analyze the current perceptions of the brand but also identify
strategic opportunities for strengthening its identity. Such an approach ensures
that Jaloviina not only resonates with its target audience but also maintains its
relevance in a competitive market environment. This comprehensive approach
will guide the formulation of interview questions and data analysis, ensuring that
each facet of the prism is explored in depth to enhance Jaloviina’s brand identity

in line with its cultural heritage and market goals.

Understanding the theoretical frameworks of brand identity not only guides the
interpretation of Jaloviina’s market positioning but also informs the data collection

process.

2.2 Consumer Behavior

Understanding the preferences, behaviors, and motivations behind alcohol con-
sumption among young adults is crucial for developing effective marketing strat-
egies. This literature review synthesizes findings from multiple studies focusing

on the drinking habits of young adults, particularly in Finland.

The importance of this analysis lies in its ability to uncover the factors that drive
consumption behaviors, allowing Jaloviina to craft strategies that align closely
with the lived experiences and values of young adults in Finland. By analyzing
these factors, this review aims to provide strategic recommendations for enhanc-

ing Jaloviina's appeal and market penetration within this key demographic.

2.2.1 Drinking Motives and Behavior

Motives to drink alcohol are central to understanding young adults' consumption

behavior. Lyvers, Hasking, Hani, Rhodes and Trew (2010) identify enhancement,
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coping, and social motives as significant predictors of drinking behavior among

young adults.

Enhancement motives involve drinking for pleasure and excitement, while coping
motives are related to alleviating stress. Social motives, which pertain to drinking
to fit in or enhance social experiences, are particularly significant among young
adults who consume alcohol to foster social integration and group bonding
(Lyvers et al. 2010, 117).

Similarly, Térénen and Maunu (2007) reveal that young Finnish adults' drinking
behaviors are heavily influenced by their social contexts. Their study indicates
that drinking is often a means to enhance sociability and create shared experi-
ences within peer groups. This sociability-driven consumption is evident in narra-
tives of young adults' ideal and typical nights out, where alcohol serves as a social
lubricant, facilitating interactions and group cohesion (Térrénen & Maunu 2007,
370). However, excessive drinking can disrupt this sociability, leading to negative

outcomes such as arguments and social exclusion.

These findings highlight the dual role of alcohol as both a facilitator of positive
social experiences and a potential disruptor when consumption becomes exces-
sive. For Jaloviina, understanding these dynamics can inform the development
of marketing strategies that emphasize moderation while enhancing social con-

nections.

2.2.2 Social and Cultural Influences

The need for social integration and distinctiveness simultaneously drives young
adults' consumption behaviors. Syrjala, Leipamaa-Leskinen, and Laaksonen
(2015, 302) highlight that young adults use consumption as a means to satisfy
these dual social needs. Socializing through consumption, such as participating
in social events and using visible consumption objects like branded clothing and

alcohol, helps young adults integrate into social groups while also allowing them
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to express their individualities (Syrjala et al. 2015, 303). This balancing act be-
tween conformity and uniqueness is a significant driver of their consumption pat-

terns.

Drinking to affiliate with peers and belong to specific social groups is a common
behavior among young Finnish adults. The narratives collected by Syrjala et al.
(2015) show that young adults often feel compelled to match their peers' drinking
behaviors to fit in, even if they personally prefer other activities. This social pres-
sure to conform can lead to behaviors like excessive drinking, which are influ-
enced by the need to maintain social bonds and avoid exclusion (Syrjala et al.
2015, 312).

Jaloviina can leverage this insight by positioning its brand as both a facilitator of
group cohesion and a symbol of individuality, allowing consumers to express their
unique identities within their social contexts. This dual positioning can be rein-
forced through targeted marketing campaigns that highlight Jaloviina's role in en-
hancing shared experiences while also celebrating personal choice and authen-
ticity. For instance, storytelling that emphasizes Jaloviina’s cultural heritage can
resonate with consumers seeking to connect with Finnish traditions, while simul-
taneously showcasing modern, creative uses of the product to appeal to those

looking for distinctiveness and innovation.

2.2.3 Trends and Market Dynamics

The 2018 alcohol law change in Finland, which allowed the sale of stronger alco-
holic beverages in grocery stores, has impacted young adults' drinking patterns.
Lintonen, Ahtinen and Konu (2020, 149) observed that this regulatory change led
to an increase in the consumption of beverages like ready-to-drink among under-
age drinkers. This suggests that regulatory changes can significantly influence
drinking behaviors and preferences, highlighting the importance of understanding
market dynamics when developing marketing strategies. These shifts in regula-
tory frameworks not only affect product accessibility but also reshape consumer
perceptions of certain alcohol categories, potentially opening new avenues for

product innovation and marketing.
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Recent trends in the alcohol beverage industry indicate a shift towards premiumi-
zation and the diversification of product offerings. Young consumers are increas-
ingly seeking unique and high-quality products that align with their lifestyle and
social identity (Syrjala et al. 2015, 310). This trend is evident in the preference for
craft beers, premium spirits, and other niche products that symbolize status and
group affiliation. As young adults continue to prioritize experiences over material
possessions, premium alcohol products often serve as markers of social capital,

enhancing their appeal in social settings (Fehlen & Lafaye 2022, 39).

The spirit beverage industry is experiencing several transformative trends. Feh-
len & Lafaye (2022) identify premiumization and digitalization as significant trends
shaping consumer behavior in the Nordic countries (Fehlen & Lafaye 2022, 47).
The premiumization trend, driven by a preference for quality over quantity, is par-
ticularly pronounced among Millennials who prioritize premium experiences and

ethical consumption (Fehlen & Lafaye 2022, 18).

These shifts underscore the importance of aligning Jaloviina’s product positioning
with evolving consumer expectations, emphasizing quality, sustainability, and
cultural authenticity. In particular, Jaloviina can capitalize on the growing demand
for products that combine traditional craftsmanship with modern values, creating
a unique brand narrative that resonates with both older consumers and younger

demographics seeking authenticity.

The impact of the COVID-19 pandemic has further accelerated these trends. The
shift towards home consumption and increased interest in locally produced, eco-
friendly products has redefined market dynamics. Brands that can align with
these trends, emphasizing sustainability and local production, are more likely to
succeed in the current market environment (Fehlen & Lafaye 2022, 51). By ad-
dressing these trends, Jaloviina can strategically position itself as a brand that
not only reflects Finnish heritage but also aligns with modern consumer values.

2.3 Market Penetration Strategy
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Market penetration strategies are essential for increasing a brand's market share
and consumer base. These strategies involve various marketing and promotional
activities aimed at attracting and retaining customers. For Jaloviina, effective mar-
ket penetration strategies must consider the preferences and behaviors of young
adults, as well as emerging market trends. Given the competitive nature of the
Finnish spirits market, Jaloviina’s approach must not only attract new consumers
but also focus on building long-term loyalty by delivering value that aligns with

consumer expectations.

Kotler and Keller (2016, 537-540) suggest that a combination of digital marketing,
social media engagement, and experiential marketing can be highly effective for
reaching young adult consumers. Also, the study by Arthur Fehlen and Paul-Louis
Lafaye (2022) suggests that leveraging digital platforms for marketing can signif-
icantly enhance consumer engagement. The rise of e-commerce and digital mar-
keting offers new avenues for reaching young adults who are increasingly reliant
on online channels for information and purchases (Fehlen & Lafaye 2002, 23).
Digital platforms provide a space for interactive and engaging content, allowing
brands to connect with their audience on a personal level. Social media, in par-
ticular, offers opportunities for viral marketing and building a community around
the brand.

However, given the advertising restrictions on alcoholic beverages in Finland
(Valvira 2024), Jaloviina must adopt alternative strategies that comply with legal
regulations. This can include brand-building through sponsorship of cultural
events, collaborations with influencers in non-promotional contexts, and creating
engaging content that highlights the brand's heritage and cultural significance
without explicit advertising. Such strategies not only comply with legal require-
ments but also align with consumer preferences for authentic and culturally res-
onant brand narratives. By focusing on storytelling, Jaloviina can emphasize its
historical roots and unique production methods, creating a compelling narrative

that appeals to both older and younger demographics.

2.3.1 Experiential Marketing
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Marketing strategies targeting young adults should leverage insights into their
social motives and consumption patterns. Highlighting the social benefits of con-
suming Jaloviina, such as enhancing social experiences and fostering group co-
hesion, can resonate well with this demographic. Additionally, emphasizing the
premium and unique aspects of Jaloviina can attract young adults seeking dis-
tinctiveness through their consumption choices. This dual approach ensures that
Jaloviina appeals to both the collective and individualistic tendencies of young
consumers, positioning itself as a versatile product that enhances social gather-

ings while also serving as a statement of personal taste and cultural pride.

Leahy, Fenton & Barry (2020) emphasize the importance of creating immersive
experiences that engage consumers on an emotional level. They argue that in
today’s market, where consumers are inundated with choices, brands must go
beyond traditional marketing tactics and create memorable experiences that res-
onate with their target audience (Leahy et al. 2020, 45). Immersive experiences
not only capture attention but also facilitate deeper emotional bonds by engaging

consumers in environments that reflect the brand’s core values and identity.

For Jaloviina, this means crafting marketing strategies that not only highlight the
product’s features but also create an emotional connection with consumers. This
can be achieved through experiential events, interactive campaigns, and immer-
sive storytelling that reflects the brand’s heritage and cultural significance in Fin-
land. By creating experiences that allow young adults to engage with the brand
in @ meaningful way, Jaloviina can foster deeper brand loyalty and enhance its
market position. Such strategies are particularly effective in building brand com-
munities, where consumers feel a sense of belonging and shared identity. These
communities can be nurtured through exclusive events, limited-edition product
releases, and collaborative campaigns that emphasize Jaloviina’s role in Finnish

culture and social life.

Leahy et al. (2020) also discuss the power of sensory marketing, where brands
engage multiple senses to create a more impactful consumer experience. For
Jaloviina, sensory marketing could involve tastings that highlight the unique fla-

vors of the spirit, paired with music, visuals, and settings that evoke the brand’s
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Finnish heritage. Such experiences can make the brand more memorable and

create strong associations in consumers' minds (Leahy et al. 2020, 67).

2.3.2 Brand ldentity Building

Caseau (2018) explores how spiritourism—tourism focused on spirits production
and consumption—plays a crucial role in brand identity building. This concept is
examined through the case of "Printemps des Liqueur," illustrating how direct
consumer engagement and experiential marketing can fortify a brand's identity
and appeal in competitive markets. This source provides insights into strategic
marketing practices that leverage cultural and experiential elements to enhance
brand perception. By offering consumers an immersive experience that connects
them with the heritage and craftsmanship behind the product, spiritourism helps
brands convey authenticity and build a memorable identity. For Jaloviina, explor-
ing avenues for spiritourism or related experiential events, such as distillery tours
or brand heritage exhibitions, could further cement its connection with Finnish

cultural heritage and attract young adults interested in unique, local experiences.

Creating a strong brand identity that resonates with the values of young adults,
such as sustainability and authenticity, can strengthen market position. The inte-
gration of storytelling and brand experiences in marketing campaigns can foster
deeper connections with consumers, as seen with successful brands in the in-
dustry (Fehlen & Lafaye 2022, 19). For example, communicating Jaloviina’s com-
mitment to traditional Finnish production methods and eco-friendly practices can
enhance its appeal to young adults, who increasingly prioritize ethical and sus-
tainable consumption. This approach aligns with the premiumization trend, where
consumers associate quality with brands that uphold genuine values and crafts-

manship.

Anora currently conducts brand tracking to measure the effectiveness of brand-
building efforts against key metrics such as brand awareness and perception.
However, this tracking is not specifically targeted at young adults, a demographic
that is crucial for Jaloviina's growth. Understanding and tracking the preferences,
behaviors, and perceptions of young adults will provide valuable insights that can



26

inform more tailored marketing strategies. This demographic-specific tracking
can uncover critical information about how Jaloviina’s brand messaging reso-
nates with young adults, guiding adjustments in tone, content, and platforms to
optimize engagement. Additionally, regular monitoring of social media sentiment
and user-generated content can offer real-time insights into how young consum-
ers perceive and interact with the brand, enabling Jaloviina to remain agile and

responsive in a fast-changing market.

2.4 Cultural Significance and Brand Heritage

The cultural significance and heritage of a brand play a crucial role in shaping its
identity and consumer perception. Jaloviina's deep roots in Finnish culture pro-
vide a unique advantage in this regard. According to Holt (2004, 13-21), brands
that successfully integrate cultural elements into their identity and storytelling are
more likely to resonate with consumers and build lasting relationships. Holt fur-
ther emphasizes that culturally resonant brands act as symbols of collective iden-
tity, enabling consumers to express their values and affiliations through their pur-
chasing decisions. This dynamic is particularly relevant for Jaloviina, which can

position itself as a cultural emblem that embodies Finnish resilience and tradition.

Anthony Dias Blue's comprehensive guide on spirits offers an in-depth historical
and technical perspective on spirit production and its cultural significance (Blue
2004). This resource is invaluable for contextualizing the evolution of spirit brands
and their strategic positioning in the market. Understanding the historical back-
drop helps in appreciating how traditional practices and innovations in production

influence current market trends and consumer preferences.

Jaloviina's historical background, its role in Finnish traditions, and its continued
relevance through associations such as the Academic Jaloviina Society and the
"Jallu-challenge" contribute to its strong cultural identity (Pulkkinen 2023, 147-
155). By emphasizing these aspects in its branding and marketing efforts, Jalovi-
ina can reinforce its cultural significance and deepen its connection with consum-
ers. These elements can be integrated into storytelling campaigns that highlight
personal stories, historical anecdotes, and community events associated with
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Jaloviina, creating a rich narrative that appeals to both nostalgic older consumers
and culturally curious younger audiences. Moreover, leveraging digital platforms
to share these narratives can extend the brand’s reach and engage younger de-
mographics who value cultural heritage presented in contemporary, accessible

formats.

2.5 Conclusion

The literature review conducted in this thesis provides a comprehensive founda-
tion for understanding the core concepts critical to strengthening Jaloviina's brand

identity in Finland.

The exploration of brand identity through models such as Keller's Customer-
Based Brand Equity (CBBE) and Kapferer’s Brand Identity Prism underscores the
importance of creating a strong, coherent, and culturally resonant brand image.
For Jaloviina, leveraging its rich cultural heritage and traditional production meth-
ods is pivotal in differentiating itself within the competitive Finnish spirits market.
This differentiation is not just about standing out; it's about forging deep emotional
connections with consumers, which is essential for fostering brand loyalty and
trust. Understanding the theoretical frameworks of brand identity not only guides
the interpretation of Jaloviina’s market positioning but also informs the data col-
lection process. For instance, aspects of Keller's and Kapferer's models will be
used to develop interview questions that explore consumers' brand awareness,
perceived brand personality, and the emotional connections they associate with

Jaloviina.

The analysis of consumer behavior highlights the significance of understanding
the drinking motives and social dynamics that influence young adults in Finland.
Recognizing that social integration, distinctiveness, and the quest for quality are
driving forces behind consumption patterns, Jaloviina’s marketing strategies
should be tailored to resonate with these motivations. The shift towards premi-
umization and the demand for authentic, locally produced products further sup-
ports the need for Jaloviina to position itself as a premium brand that reflects

Finnish values and traditions.
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Market penetration strategies, particularly those focusing on digital marketing and
experiential engagement, are crucial for reaching young adult consumers. How-
ever, Jaloviina must navigate the advertising restrictions in Finland by adopting
creative, culturally aligned approaches such as sponsorships and influencer col-
laborations. Experiential marketing, which emphasizes sensory engagement and
emotional connection, presents a significant opportunity for Jaloviina to enhance

brand loyalty and market presence.

Finally, the cultural significance and heritage of Jaloviina are invaluable assets
that should be at the forefront of its branding efforts. By integrating these ele-
ments into its identity and storytelling, Jaloviina can deepen its connection with
consumers and reinforce its status as a symbol of Finnish culture. This holistic
approach, supported by the insights gleaned from the literature, will enable Jalovi-
ina to not only strengthen its brand identity but also achieve sustained success in

the evolving market landscape.
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3 METHODOLOGY

This chapter presents the research design, which utilizes a qualitative methodol-
ogy to thoroughly explore the subjective experiences related to Jaloviina's brand
identity. Following this, the data collection techniques, particularly semi-struc-
tured interviews, are described to illustrate the manner in which these instruments
are employed to obtain comprehensive, contextual insights from participants. The
paper subsequently indicates the data analysis method, following the thematic
analysis to identify and explain various patterns which may appear in the dataset.
Lastly, the research concerns ethical considerations and reviews the possible

limitations to attempt completeness and integrity of the study.

3.1 Research Design

Within this research framework, the qualitative methodologies stand out as a par-
ticularly ideal strategy toward understanding the perceptions, actions, and moti-
vations that characterize the engagement of young adults with the Jaloviina
brand. The very core of the research question “How can Jaloviina adapt and
strengthen its brand identity to enhance aware-ness and appeal among young
adults in Finland?” necessitates profound insight into consumer attitudes and ex-
periences, a need towards which qualitative methods are best suited. This ap-
proach enables the researcher to move beyond superficial trends in the subject

matter and attain profound meanings that young adults attribute to Jaloviina.

Creswell (2014) emphasizes the importance of qualitative research for examining
how individuals or groups make sense of social phenomena in natural settings,
which directly aligns with the objectives of this study. The research design centers
around semi-structured interviews conducted with key stakeholders, specifically
young adult consumers, allowing for a flexible and in-depth exploration of their
perceptions of Jaloviina’s brand identity. These interviews take place in the nat-
ural context where participants interact with the brand, facilitating a rich, contex-

tualized understanding of their behaviors and motivations (Creswell 2014, 295).
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The use of qualitative research is crucial in addressing the sub-questions of the
study, such as how insights into young adults' preferences and motivations can
strengthen Jaloviina's brand identity, and how emerging trends impact the
brand’s market positioning. These research questions require a flexible, emer-
gent design, where data collection can evolve as new themes and patterns arise
from participants' responses. This adaptability is a hallmark of qualitative re-
search, allowing the study to remain open to unexpected insights or shifts in par-

ticipants' attitudes as the interviews unfold (Creswell 2014, 296).

The qualitative approach also ensures that the researcher serves as the key in-
strument for data collection, engaging directly with participants through interviews
and observations (Creswell 2014, 295). This direct engagement allows the re-
searcher to probe deeper into the experiences and perceptions of young adults,
particularly in relation to the cultural significance and brand loyalty associated

with Jaloviina.

Moreover, inductive data analysis enables the study to build patterns and themes
from the collected data, instead of testing predefined hypotheses. This inductive
approach is particularly well-suited to exploring the complex and multifaceted na-
ture of brand identity, as it allows for the emergence of theories directly informed
by the participants' perspectives (Creswell 2014, 296). This method will help an-
swer key research questions about how Jaloviina can strengthen its market po-
sition by understanding the underlying motivations driving its consumption among

young adults.

Finally, qualitative research’s holistic perspective is essential for addressing the
research questions comprehensively. It allows for an integrated view of the mul-
tiple factors influencing brand identity, such as social, cultural, and individual driv-
ers of consumption (Creswell 2014, 296). By examining the participants' experi-
ences in full context, this study can provide detailed insights into how Jaloviina
can leverage its cultural heritage and consumer motivations to enhance its brand

identity and market penetration.
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Thus, qualitative research provides the necessary tools for answering the main
research question and its sub-questions by offering a deep, contextual under-
standing of how young adults perceive and experience the Jaloviina brand. It en-
sures that the study remains flexible, comprehensive, and driven by the data col-

lected from participants.

3.1.1 Research Philosophy

The nature of this research, which seeks to understand and potentially strengthen
Jaloviina's brand identity, aligns with the principles of interpretivism. Rather than
searching for objective, universal truths, the focus is on understanding the diverse
and contextually dependent meanings that young adults in Finland attach to the
brand. These meanings are influenced by consumers' social and cultural back-
grounds, which cannot be fully captured through a positivist approach that fo-
cuses solely on objectivity and quantifiable phenomena generalizations (Saun-
ders et al. 2007, 103).

Saunders, Lewis, and Thornhill (2007) describe interpretivism as a philosophy
that prioritizes understanding differences between humans in their roles as social
actors, highlighting that rich insights are lost if the complexity of human behavior
is reduced to law-like generalizations (Saunders et al. 2007, 106).This approach
is particularly suitable for studying brand identity, as it allows for exploring how
individuals personally and culturally interpret a brand, rather than relying solely

on measurable data.

Adopting an interpretivist stance enables this study to dive deeply into how con-
sumers interpret Jaloviina’s brand. This perspective recognizes that brand iden-
tity is not a static, company-defined concept but is dynamically co-created
through the interactions between the brand and its consumers. For a culturally
significant brand like Jaloviina, it is essential to explore how young adults today
perceive its historical legacy and cultural resonance, especially considering
changing social and market trends generalizations (Saunders et al. 2007, 109).

Using qualitative methods such as interviews allows for a detailed exploration of
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these subjective realities, providing insights into the cultural and personal mean-

ings that consumers attribute to the brand.

3.1.2 Research Strategy

The research strategy employed in this thesis is grounded in a case study ap-
proach, designed to explore the dynamics of brand identity for Jaloviina within the
Finnish market. This method is particularly useful when examining a complex,
contemporary phenomenon within its real-life context, which aligns with Robert
Yin's foundational perspectives on case study research. According to Yin (2003,
2) case studies are most appropriate when the boundaries between the phenom-
enon and context are not clearly evident, as is often the case with brand identity

and consumer behavior.

Yin (2003, 7) emphasizes that case studies are effective for answering "how" and
"why" questions, particularly when the researcher has little control over the events
being studied. This aligns well with the core objective of the thesis, which focuses
on exploring strategies for Jaloviina to enhance its brand identity among Finland's
younger demographic. By focusing on Jaloviina as a single case within the Finn-
ish market, this research aims to investigate the interplay between brand identity

and consumer perceptions in a specific socio-cultural and economic context.

Yin (2003) notes that case studies are especially valuable when the research
seeks to provide in-depth, multi-faceted insights into a real-world situation, such

as understanding the brand's positioning amidst shifting consumer preferences.

3.2 Data Collection

The primary data for this study was collected through semi-structured interviews,
a widely recognized method in qualitative research for gaining in-depth insights
into participants' perspectives. The use of semi-structured interviews was partic-
ularly appropriate given the exploratory nature of this study, as it allowed for a

structured yet flexible interaction with participants.
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Semi-structured interviews offer flexibility by allowing the interviewer to follow a
prepared set of questions while also providing the freedom to explore emerging
themes based on participant responses. This approach is particularly useful when
the research requires both consistency across interviews and the ability to adapt
questions to the individual perspectives of participants (Kallio, Pietila, Johnson,
& Kangasniemi 2016, 2955).

The process of developing a semi-structured interview guide was methodical, en-
suring that key themes related to Jaloviina's brand identity were covered while
allowing participants to express their unique experiences and insights. According
to Kallio et al. (2016), a five-phase framework was used to develop the guide.
This framework includes: (1) identifying the prerequisites for using semi-struc-
tured interviews, (2) retrieving and using previous knowledge, (3) formulating the
preliminary interview guide, (4) pilot testing the guide, and (5) refining and pre-
senting the final guide (Kallio et al. 2016, 2954).

Semi-structured interviews also aid in cross-case comparison while maintaining
a degree of flexibility. This allows the researcher to analyze recurring themes
across different interviews while accounting for individual differences in how par-
ticipants experience and describe the phenomenon under investigation (Patton
2015, 454). In this study, semi-structured interviews will help identify patterns in
young adults' behaviors and motivations related to Jaloviina while still capturing

the individual variation in their responses.

A purposive sampling strategy was employed to select participants who could
provide valuable insights into Jaloviina’s brand identity. Purposive sampling is a
non-probability sampling method often used in qualitative research when specific
insights from a particular group are required (Palinkas, Horwitz, Green, Wisdom,
Duan & Hoag-wood 2015, 534). The method ensures that participants are se-
lected based on their ability to provide relevant and in-depth information, enhanc-
ing the trustworthiness of the study (Adeoye-Olatunde & Olenik 2021, 1361). The
sample included 21 young adults aged 18-29 years old who were familiar with
the Jaloviina brand. The choice of this demographic was informed by the research

objective to understand the brand’s appeal among younger consumers.
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The interviews (appendix 1) were conducted via online platform, Microsoft
Teams. Each interview lasted between 20 to 45 minutes and was guided by an
interview protocol developed based on the key themes identified in the literature
review such as brand identity, consumer behaviour, marketing and cultural sig-
nificance. The questions were designed to explore participants’ perceptions of
Jaloviina’s brand identity and their personal experiences with the brand. The
questions corresponding to these themes were discussed with each participant;
however, certain questions were omitted if they had already been addressed in
previous responses or if the participant lacked relevant experience or an answer

on the topic. The interview questions are provided in Appendix 1.

Interviews were recorded with the participants' consent to ensure accuracy and
were subsequently transcribed verbatim for analysis. This process aligns with
best practices in qualitative research, where recording and transcription are es-
sential for capturing the full depth of participants’ responses and enabling thor-

ough analysis (Braun & Clarke, 2006).

3.3 Data Analysis

The qualitative data obtained from the semi-structured interviews were analysed
using thematic analysis, a method that is widely regarded for its ability to identify
and interpret patterns within qualitative data (Braun & Clarke 2006, 77). Accord-
ing to Braun and Clarke (2006), thematic analysis organizes and describes the
data set in rich detail and can go further by interpreting various aspects of the
research topic. One of its key advantages is its flexibility, as it is not tied to any
specific theoretical framework and can be used across a variety of epistemologi-
cal approaches. Thematic analysis is especially useful because it allows re-
searchers to provide both a rich description of the entire data set and a detailed
account of one specific aspect of the data (Braun & Clarke 2006, 78).Thematic
analysis was chosen because it provides a systematic approach to coding and
identifying themes across the data, allowing the researcher to construct a detailed
and nuanced understanding of the brand identity of Jaloviina as perceived by the

participants.
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Coding is defined as the process of organizing data by assigning labels that rep-
resent key themes, which helps in identifying patterns and drawing insights from
qualitative data. The coding process is a critical step in thematic analysis as it
enables the researcher to systematically organize and interpret the data (Braun
& Clarke 2006, 88).

Coding can either emerge directly from the data (inductive coding) or follow pre-
established categories aligned with the research framework (deductive coding).
This method is crucial for breaking down extensive data sets and addressing the
research objectives by uncovering underlying trends and relationships that inform
the study’s findings (Keller 2001, 8). For this research, a hybrid approach was
chosen. The approach that combines inductive and deductive coding is well-sup-
ported in qualitative research. Keller (2001) emphasizes the importance of bal-
ancing established frameworks, such as his Customer-Based Brand Equity
model, with consumer insights, allowing for flexibility in exploring brand meaning
through both theoretical models and consumer experiences. Creswell (2014,
296) also supports combining inductive and deductive methods, highlighting that
while theoretical frameworks help guide research, the data should inform and ex-
pand on these theories. Braun and Clarke (2006, 90) encourages to use a hybrid
approach in thematic analysis, enabling both data-driven and theory-driven in-
sights to emerge, which is particularly useful for exploring complex phenomena

like brand identity.

The data analysis process began with the researcher familiarizing herself with the
data by reading and re-reading the interview transcripts, an important first step in
thematic analysis (Braun & Clarke 2006, 87). This familiarization process helped
in gaining a comprehensive understanding of the content and in identifying initial

patterns.

The next step involved generating initial codes, which were derived both deduc-
tively from the theoretical frameworks identified in the literature review and induc-
tively from the data itself (Braun & Clarke 2006, 88). Deductive codes were based
on pre-existing concepts such as Keller's Customer-Based Brand Equity model

and Kapferer's Brand Identity Prism, ensuring that the analysis was grounded in
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established theory. Simultaneously, inductive codes emerged from the partici-
pants' responses, capturing key features of the data that were not predetermined

by the theoretical frameworks but were relevant to the research questions.

Coding was done manually, with both deductive and inductive codes being as-
signed to specific segments of text that were particularly illustrative of the partic-
ipants’ experiences and perceptions. Following the initial coding, these codes

were reviewed, refined, and grouped into broader themes.

Themes were then defined and named, ensuring that each theme was distinct
and provided a coherent narrative addressing the research questions. For exam-
ple, themes related to "cultural significance," "brand loyalty," and "consumer be-
havior" emerged from the data, offering insights into how Jaloviina’s brand iden-

tity is constructed and perceived by its target audience.

The final stage of thematic analysis involved writing up the findings, where the
themes were related back to both the research questions and the literature. This
step ensured that the analysis was grounded in existing theoretical frameworks
while also incorporating new insights specific to the context of Jaloviina, enhanc-

ing both theory and practice.

3.4 Ethical Considerations

This study was conducted in accordance with the ethical guidelines provided by
Tampere University of Applied Sciences, 0000000ensuring that all participants
were treated with respect and integrity. Prior to participating, all interviewees were
provided with detailed information about the study's purpose, procedures, and
their rights as participants, including the right to withdraw from the study at any
time without penalty. Informed consent was obtained from all participants before

the interviews commenced, in line with ethical standards in qualitative research.

To ensure confidentiality, all personal identifiers were removed from the interview

transcripts, and pseudonyms were used where necessary. The data was securely



37

stored, accessible only to the researcher. These measures ensured that partici-
pants’ privacy was protected and that the research was conducted in a manner

that respected their dignity and autonomy.
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4 RESEARCH RESULTS

This research investigates how Jaloviina can enhance its brand identity and in-
crease awareness among young adults in Finland. By exploring the perceptions,
behaviors, and motivations of this demographic, the study identifies potential av-
enues for Jaloviina to strengthen its connection with younger consumers. The
qualitative data gathered through in-depth interviews (appendix 1) provides in-
sights into how Jaloviina is perceived in terms of its cultural significance, brand
resonance, and consumer engagement. The analysis reveals emerging trends
and competitive factors that are shaping consumer preferences, offering strategic

opportunities for Jaloviina to adapt and grow within the evolving market.

The findings presented in this chapter are based on insights from 21 interviews
and have been analyzed using frameworks such as Keller's Customer-Based
Brand Equity (CBBE) model (picture 1) and Kapferer's Brand Identity Prism (pic-
ture 2). These frameworks provide a structured understanding of Jaloviina’s
brand positioning and potential avenues for growth. Additionally, the findings
were drawn from responses to carefully designed questions that directly align
with the research questions. These responses offered valuable insights that ex-
tend the theoretical models, providing practical recommendations for Jaloviina's

marketing strategies and product development.

4.1 Brand Personality and Imagery

Jaloviina's brand personality and imagery were key focal points throughout the
interviews (appendix 1), with respondents consistently describing the brand as
embodying traits of masculinity, roughness, and tradition. Across different age
groups and social contexts, Jaloviina was frequently portrayed as a drink that
appeals to older men and those with an appreciation for Finnish cultural heritage.
These findings resonate with Kapferer's Brand Identity Prism, which suggests
that a brand's personality reflects its values and character, often deeply con-
nected to cultural identity (Kapferer 2008, 184).
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Brand Personality

Many participants characterized Jaloviina's personality as inherently traditional
and rugged, qualities that resonate particularly with older generations. This per-
ception was especially evident among respondents who had grown up seeing
Jaloviina in their households or in the hands of older male relatives. One partici-

pant stated,

"Jaloviina has always been something my grandfather drank. It's strong, reliable,

and a bit rough around the edges—Iike something that fits his generation."

This association with older men was a recurring theme, positioning the brand as
one that symbolizes resilience and masculinity, aligning with Keller's Customer-
Based Brand Equity (CBBE) model, which highlights the importance of brand per-
sonality in shaping consumer perceptions and emotional connections (Keller
2001, 9).

Younger respondents, particularly those involved in student culture, acknowl-
edged Jaloviina’s traditional character but often saw it through a nostalgic lens.
For these participants, the brand is closely tied to memories of student parties

and social events. One interviewee noted,

"Jaloviina feels like a rite of passage during student life, but it’s not something |

would drink casually. It's more of a communal experience.”

This reflects Kapferer's notion of brand reflection (2008, 184), where the brand
becomes associated with a certain group or subculture—in this case, students
who engage with Jaloviina primarily in social contexts. However, these younger
respondents also pointed out that while Jaloviina’s personality is well-established,

it may feel outdated or out of place in more contemporary, everyday contexts.

Despite its clear alignment with tradition, several respondents expressed a sense
that Jaloviina’s personality might be too tied to the past. For younger consumers
who are increasingly drawn to lighter, more modern spirits, Jaloviina’s image as
a "rough and strong" drink may limit its broader appeal. As one respondent re-
marked,
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"It's a bit too strong and old-fashioned for my taste. | prefer something lighter,

especially now that there are so many new options out there."

This tension between tradition and modernity is well discussed in Kapferer’s Iden-
tity Prism, where brand personality can sometimes conflict with evolving con-
sumer tastes if the brand is perceived as inflexible or outdated (Kapferer 2008,
183).

Brand Imagery

Jaloviina's imagery was another dominant theme in the interviews (appendix 1),
with many respondents pointing to the brand's iconic packaging and distinctive
star symbols as key identifiers. The star rating system on the bottle was frequently

cited as a recognizable feature, with one respondent stating,

"The stars on the bottle are what make Jaloviina instantly recognizable. You can'’t

mistake it for anything else."”

The consistent use of such visual cues aligns with Keller's CBBE model, which
emphasizes the role of brand imagery in shaping consumer perceptions and how
it contributes to brand meaning (Keller 2001, 8). Jaloviina’s visual identity—an-
chored by the stars and the bottle’s design—reinforces its traditional and iconic

status within Finnish culture.

The brand’s visual identity contributes to its association with both older genera-
tions and student culture. Younger participants described the brand as a "symbol"
within student life, often seen at parties and informal gatherings. One student

explained,

"You always see Jaloviina at our student events. It’s a part of our culture, some-

thing that everyone recognizes immediately."

This strong imagery helps sustain Jaloviina’s relevance in social rituals, aligning
with Kapferer's concept of brand physique, where the tangible elements of a
brand (e.g., packaging, symbols) reinforce its identity (Kapferer 2008, 182).
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However, for some respondents, Jaloviina's unchanging imagery was viewed as
dated. While the brand’s visual consistency has helped it remain recognizable
over time, it may not resonate with younger, more image-conscious consumers.

One younger respondent expressed this sentiment, saying,

"The packaging looks the same as it did decades ago. It feels stuck in the past.”
This feedback highlights a key challenge in balancing brand heritage with the
need for brand evolution, as discussed in the literature on brand identity and
brand response (Keller 2001, 13).

Figure 2 shows participants' perceptions of the Jaloviina brand across various

categories, such as Traditional, Cultural/Heritage, and Modern/Adaptable. Cul-

tural/Heritage and Traditional.
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Figure 2. Frequency of perceptions of Jaloviina’s brand personality.

4.2 Brand Resonance and Consumer Engagement

Jaloviina’s brand resonance, or the depth of the relationship and level of engage-
ment that consumers have with the brand, was well discussed in the interviews

(appendix 1). According to Keller's Customer-Based Brand Equity (CBBE) model,
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brand resonance is the ultimate level of brand loyalty, where consumers feel a
strong connection and engage with the brand at a deeper level, whether through

frequent consumption, advocacy, or community activities (Keller 2001, 13).

Figure 4 illustrates the relationship between participants' levels of brand reso-
nance with Jaloviina and the contexts in which they engage with the brand. The
data was derived from a detailed analysis of 21 interview transcripts. Participants'
responses were categorized based on their level of engagement with Jaloviina
across three contexts: Cultural Events, Social Gatherings, and Everyday Use.
Patterns were then quantified and used to generate the numbers in the stacked
bar chart, reflecting the distribution of participants across the different levels of

resonance and contexts of engagement.
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Moderate Resonance / Occasional use
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Level of Brand Resonance

0 5 10 15 20
Number of Participants

Cultural events Social Gatherings Everyday use

Figure 4. Brand resonance and context of engagement for Jaloviina.

Brand Resonance

Brand resonance for Jaloviina varied significantly among participants, with much
of the resonance being situational and tied to specific cultural or social events.
Older participants often expressed stronger brand resonance, particularly in rela-
tion to cultural identity and family traditions. For these consumers, Jaloviina was
not only a product but a symbol of Finnish heritage, leading to a sense of loyalty

to the brand. One participant remarked,
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"Jaloviina has been a part of our family gatherings for as long as | can remember.

It’s not just a drink; it’s part of our tradition."

This loyalty often manifests during national celebrations and family events, where

the brand plays a symbolic role.

Among younger participants, brand resonance was more variable and dependent
on context. While some viewed Jaloviina as an integral part of student culture,
others engaged with it only in specific social settings, such as parties or traditional

events. One student commented,

"l drink Jaloviina mainly at student events because it’s part of the tradition, but |

wouldn’t buy it on my own."

This demonstrates a form of resonance tied to social identity rather than personal
preference. For younger consumers, the brand's resonance is driven more by its
role in group rituals than by a deep personal connection. This social context-
driven consumption reflects key findings from Lyvers et al. (2010, 117), who iden-
tify social motives as one of the central drivers of alcohol consumption among
young adults. According to their research, social motives involve drinking to fit in,
enhance social experiences, and foster group bonding, which was emphasized
in the interviews (appendix 1) conducted for this study. Many younger respond-
ents reported that they view Jaloviina as a communal drink, central to student life
and social integration, rather than a beverage they would consume regularly in

other settings.

Consumer Engagement

Consumer engagement with Jaloviina primarily revolves around specific cultural,
social, and community settings, reinforcing the brand’s role in formal and tradi-
tional events. For example, participants frequently mentioned the brand’s pres-
ence at family gatherings, saunas, and Finnish national celebrations. This en-
gagement reflects Kapferer's Brand Identity Prism, where the relationship be-
tween the brand and its users is closely tied to cultural rituals and the community’s
collective identity (Kapferer 2008, 185).
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Participants expressed that while Jaloviina is a staple at traditional events, it is

less frequently chosen for everyday consumption. One participant shared,

"I only really engage with Jaloviina during special occasions—like family gather-

ings or holidays—when it feels appropriate to drink something traditional.”

This suggests that consumer engagement with Jaloviina is ritualistic rather than
habitual, indicating a more symbolic relationship between the brand and its con-

sumers.

However, the lack of engagement outside these formal settings was also notable.
Several participants, particularly younger consumers, mentioned that while they
respected Jaloviina's cultural significance, they rarely interacted with the brand

outside of these specific contexts. One younger respondent explained,

"Jaloviina doesn't fit info my daily life; | mostly see it at parties or special occa-

sions."”

This reflects a gap between brand resonance in cultural settings and the brand’s
ability to foster everyday engagement, potentially limiting its reach in more cas-

ual, modern drinking habits.

4.3 Brand Performance and Functionality

The performance and functionality of Jaloviina were frequently discussed by par-
ticipants, often in relation to the brand’s taste, strength, and versatility. According
to Keller's Customer-Based Brand Equity (CBBE) model, brand performance en-
compasses the product's ability to meet consumers' functional needs, including
its primary characteristics and how well it performs in specific consumption situ-
ations (Keller 2001, 9).

Taste and Strength
Jaloviina’s taste and strength emerged as two of the most significant aspects of
the brand’s performance in participants' minds. Many respondents described the
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drink as being strong and distinctive, often associated with a robust, bold flavor

that reflects its heritage. One participant remarked,

"Jaloviina is not for the faint-hearted. It’s strong, and you know exactly what you’re

getting when you have a glass.”

This perception aligns with the brand’s traditional image, which emphasizes mas-
culinity and ruggedness, characteristics often sought after by its loyal consumer
base. Beverland (2005, 1005) underscores the importance of such attributes in
building brand authenticity, highlighting how traditional production methods and
cultural storytelling contribute to a brand’s perceived legitimacy and identity.
Jaloviina’s robust flavor and high alcohol content serve as hallmarks of authen-

ticity, closely tied to cultural narratives of masculinity and resilience.

However, some participants, particularly younger ones, expressed a preference

for lighter or more modern drinks, with one stating,

"It’s a bit too strong for my taste. | would prefer something smoother.”

This feedback highlights a potential challenge for the brand as it attempts to ap-
peal to younger consumers who may not resonate with the brand’s traditionally

strong flavor profile.

Despite these differing opinions, Jaloviina’s strength and distinct flavor remain
core components of its brand performance, contributing to its unique position in
the market. Keller's model notes that performance elements such as taste are
critical to a brand’s ability to meet consumer needs, and Jaloviina’s strength has
clearly secured a loyal following among those who appreciate a bold, traditional

spirit.

Figure 5 illustrates participants' perceptions of Jaloviina's key functional attrib-
utes—taste and strength. Participants' responses were categorized into positive

and negative perceptions for each attribute.
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Figure 5. Perceptions of taste and strength for Jaloviina.

Versatility and Usage

Participants also discussed Jaloviina’s versatility, particularly in terms of how it
can be consumed. Some respondents highlighted that Jaloviina is primarily en-
joyed as a straight spirit, especially during cultural events or when consumed in

its most traditional form. One participant noted,

"Jaloviina is something we drink on its own, without mixing it with anything. That’s

how it’s meant to be enjoyed.”

This reinforces the idea that Jaloviina is perceived as an authentic drink, best
appreciated in its original form. Such traditional consumption practices empha-
size authenticity, a critical element in brand performance, as highlighted by Bev-
erland (2005, 1003).

However, other participants mentioned using Jaloviina in cocktails or mixing it
with other beverages, demonstrating that it has the potential to be a more flexible
option for consumers who may prefer different drinking experiences. A participant
observed,

"I've tried Jaloviina in cocktails, and it’s surprisingly good when mixed with the

right flavors. It’s not something I'd drink straight, but it works well when blended."”
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This suggests that while Jaloviina’s primary appeal lies in its traditional consump-
tion, there is room for the brand to be positioned as more versatile, particularly
among younger consumers who might prefer lighter or mixed drinks. This aligns
with Keller's model, which emphasizes that brand performance is enhanced when
products can adapt to different usage situations and meet varying consumer
needs (Keller 2001, 10).

Functionality in Specific Situations

Jaloviina’s functionality also extends to the specific situations in which it is con-
sumed, often during formal or traditional events. Several participants emphasized
that Jaloviina holds a special place in their lives during these events, contributing

to its strong cultural performance. One participant shared,

"Jaloviina is what | drink at weddings, funerals, and other important gatherings.

It’s part of the tradition, and you expect it to be there.”

This reflects the brand’s strong alignment with cultural performance, where its
functionality is intertwined with the values and traditions of Finnish culture. Holt
(2004, 13-21) discusses how brands gain cultural capital by embedding them-
selves in local customs and practices, which strengthens consumer loyalty
through shared societal rituals. Jaloviina’s integration into significant cultural and
personal events exemplifies this, reinforcing its symbolic importance within Finn-

ish heritage.

On the other hand, the brand’s functionality in casual or modern settings was

perceived differently by some participants. One respondent explained,

"l wouldn’t choose Jaloviina for a casual night out. It's more of a formal or cere-

monial drink, something that’s tied to specific moments in life."”

This view highlights that while Jaloviina performs exceptionally well in traditional
contexts, it may not resonate as strongly in everyday or contemporary settings,

limiting its functionality for certain segments of the market.
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Overall, Jaloviina’s functionality is closely linked to its cultural and traditional sig-
nificance, reinforcing the brand’s identity in specific, often ceremonial, contexts.
As Keller's model suggests, brand performance is measured not only by how well
the product meets functional needs but also by how it fits within particular usage

occasions (Keller 2001).

4.4 Cultural Significance and Tradition

Jaloviina’s deep-rooted connection to Finnish culture and tradition was a recur-
ring theme throughout the interviews (appendix 1), highlighting the brand's strong
cultural resonance. Participants frequently associated Jaloviina with national
identity, rituals, and important life events, emphasizing its role as a symbol of
Finnish heritage. Kapferer's Brand Identity Prism (Kapferer, 2008) emphasizes
the importance of cultural relevance and symbolism in strengthening a brand’s
identity, and Jaloviina’s cultural significance is a key element of its continued rel-

evance in the market.

Symbol of National Identity
Many participants described Jaloviina as an icon of Finnish culture, symbolizing
resilience, strength, and tradition. For some, the drink carries a sense of national

pride, with one participant stating,

"Jaloviina is a part of who we are as Finns. It’s more than just a drink; it repre-

sents our history and the toughness of our people.”

This symbolic representation is reinforced by Jaloviina’s consistent presence in
national celebrations and important cultural events, such as Independence Day
and Midsummer festivals. Participants frequently cited these occasions as mo-
ments when Jaloviina was not only consumed but revered as part of the tradi-
tional experience. One participant explained,

"You can’t celebrate a real Finnish Midsummer without Jaloviina. It’s part of the

tradition, like the sauna.”
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Holt (2004, 13-21) supports the idea that brands deeply embedded in cultural
rituals gain significant cultural capital, becoming more than products—they be-
come symbols that carry the collective memory and values of a community. In
Jaloviina’s case, its association with key national and cultural moments reinforces

its role as a cultural artifact, fostering a shared identity among Finnish people.

Rituals and Life Events

In addition to its national significance, Jaloviina plays a prominent role in personal
rituals and life events. Many participants shared stories of how Jaloviina is con-
sumed during family gatherings, weddings, funerals, and milestone celebrations.
These rituals reinforce Jaloviina’s status as a drink that holds emotional signifi-

cance, passed down through generations. One participant shared,

"At every important family event, Jaloviina is there. It's something that connects

us to our past and to each other."

This sentiment is mentioned in Beverland’s (2005, 1004) research, which empha-
sizes the role of authenticity in brand heritage. He argues that brands that stay
true to their cultural roots and traditional practices maintain their relevance across
generations by becoming integral to the consumer’s life narrative. For many,
Jaloviina is associated with traditional Finnish values, such as endurance and
community. These values are reflected in how the brand is used in rites of pas-
sage and ceremonial toasts, with participants often expressing that drinking

Jaloviina is a way of honoring tradition.

The drink serves as a physical representation of continuity, linking past genera-
tions to the present. As Pulkkinen (2013, 147-155) notes, the brand has kept its
continuing relevance through associations such as the Academic Jaloviina Soci-
ety and modern traditions like the "Jallu-challenge." This continuity is vital in pre-
serving a brand’s identity while allowing it to adapt to modern contexts, a balance
emphasized by Holt’'s (2004) work on cultural branding.

4.5 Modernity vs. Tradition
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There was plenty of discussion in the interviews (appendix 1) about the ongoing
tension between modernity and tradition in how Jaloviina is perceived. Partici-
pants expressed conflicting views on whether the brand should remain rooted in

its traditional image or evolve to appeal to contemporary tastes.

The Appeal of Tradition
For many participants, Jaloviina’s strongest appeal lies in its traditional roots. Its
enduring image as a symbol of Finnish culture and heritage was frequently men-

tioned as a key reason for loyalty to the brand. One participant shared,

"Jaloviina has always been about tradition for me. It's something my family has

been drinking for generations, and that’s what makes it special.”

This connection to the past, reinforced by the brand’s presence at cultural and
life events, offers consumers a sense of continuity and identity. This aligns with
Beverland’s (2005, 1025) findings, which emphasize that brands with a strong
sense of tradition and authenticity often foster deeper emotional connections with
consumers. By preserving its traditional formula and aligning with national rituals,
Jaloviina embodies the ideals of heritage branding, as discussed in Kapferer’s
Brand Identity Prism (2008).

Moreover, Jaloviina’s unwavering commitment to its traditional formula and pack-
aging was seen as a marker of authenticity, with many participants expressing a

deep respect for the brand’s consistency over time. Another participant remarked,

"Jaloviina doesn’t try to change with the trends. It’s stayed true to itself, and | think

that’s why people trust it."

This sentiment resonates with Beverland’s concept of "sincere storytelling,"
where maintaining historical integrity and authenticity helps brands navigate com-
petitive markets without sacrificing their core identity (2005, 1012). Despite
changing tastes and trends, Jaloviina’s stability and commitment to tradition give

it a unique place in Finnish culture. As one respondent put it,
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"There are plenty of trendy drinks out there, but Jaloviina is something that has
stayed the same. That’s why people come back to it—it’s familiar, it’s part of our

culture.”

These views reflect a strong belief that Jaloviina’s cultural significance sets it
apart from other brands. For these participants, Jaloviina is more than just an
alcoholic beverage; it serves as a marker of continuity and tradition, embodying
Finnish cultural identity and remaining a constant presence in national and family
events. According to Holt (2004, 35), brands deeply rooted in cultural symbolism
are better positioned to weather market fluctuations, as they carry enduring value

beyond their immediate functional benefits.

Desire for Modernization

However, not all participants viewed this traditionalism as a strength. Particularly
among younger consumers, there was a noticeable call for modernization. These
participants acknowledged Jaloviina’s historical significance but felt that the
brand was struggling to resonate with contemporary audiences. One younger re-

spondent stated,

"l respect Jaloviina’s history, but it feels like something my grandfather would

drink, not me."

This sentiment suggests that while Jaloviina’s cultural significance is clear, its
image as a traditional drink may limit its appeal in contemporary settings, espe-
cially among those seeking more modern alternatives. Syrjala et al. (2015, 303)
highlight the tension young consumers often face between embracing cultural
traditions and seeking products that reflect their modern lifestyles. This dichotomy
points to the importance of striking a balance between maintaining heritage and

adapting to evolving consumer preferences.

The desire for modernization was particularly pronounced in discussions about
Jaloviina’s branding and packaging. Some participants suggested that the visual
elements of the brand felt dated and could benefit from a refresh that maintains
the brand’s cultural essence while making it more appealing to younger genera-
tions. Another participant mentioned,



52

"There are ways to modernize without losing the history. Jaloviina could update

its packaging or do more innovative marketing to reach younger people."

Kotler and Keller (2016, 309-312) argue that modern branding strategies, includ-
ing refreshed packaging and digital marketing, can help traditional brands remain
relevant in contemporary markets without diluting their core identity. The call for
modernization extended beyond packaging to the product itself, with several par-
ticipants suggesting that Jaloviina experiment with new flavors or lighter versions

to cater to evolving tastes. One participant commented,

"You can't just rely on tradition forever. People’s tastes are changing, and Jalovi-

ina could do more to adapt.”

This sentiment underscores the challenge the brand faces: staying true to its
roots while finding ways to evolve and attract a broader audience. Fehlen and
Lafaye (2022) emphasize the importance of premiumization and diversification in
the spirits industry, particularly for legacy brands looking to capture the attention

of younger, more experimental consumers.

The Duality of Jaloviina’s Identity

Jaloviina’s identity is clearly defined by the dual forces of modernity and tradition.
While some participants were fiercely loyal to the brand’s traditional image, others
saw this same image as a potential barrier to growth in a modernizing world. This
duality presents both opportunities and challenges for the brand, as it must navi-
gate between cultural preservation and market adaptation. Kapferer's Brand
Identity Prism highlights the necessity for brands to balance these opposing
forces, ensuring that their cultural foundations are not lost while adapting to

changing consumer expectations.

As shown in Figure 6, majority of participants value Jaloviina primarily for its tra-
ditional roots, emphasizing its connection to Finnish heritage and its symbolic

presence in national and family events.
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Figure 6. Importance of tradition vs. modernization for Jaloviina consumers.

4.6 Awareness of Jaloviina’s Ready-to-drink (RTD) Products

The questions surrounding the awareness of Jaloviina's Ready-to-Drink (RTD)
products were designed to better understand consumer perceptions of these rel-
atively new offerings, which were introduced as part of Jaloviina’s efforts to keep
up with industry trends. While RTD products reflect the shift toward convenience
and portability in the alcohol market, participant responses revealed varying lev-
els of awareness and experience. This feedback helps inform how Jaloviina can
adjust its marketing strategies to increase engagement with the young adult seg-
ment, directly addressing the research question: "What are the most effective
marketing approaches for Jaloviina to maximize its market penetration and con-

sumer engagement within the young adult segment?"

The responses revealed that awareness of Jaloviina’s RTD products was rela-
tively low. Many participants were unfamiliar with the fact that Jaloviina offered

RTD options. As one respondent shared,

"I had no idea that Jaloviina offered ready-to-drink cans. I've only ever seen the

classic bottled versions."
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This indicates that the brand’s RTD products may not have reached widespread
recognition among its target audience, suggesting that greater marketing efforts
might be needed to raise awareness. As Kotler and Keller (2016, 537-540) em-
phasize, strategic marketing efforts, including digital and experiential campaigns,
are crucial for raising product awareness, particularly among younger de-

mographics who are heavily influenced by online content.

Experience with Jaloviina’s Ready-to-Drink Options

Among those who were aware of Jaloviina’s RTD offerings, experiences were
mixed. Some participants who had tried the products appreciated their conven-
ience and found them suitable for informal and outdoor occasions. One partici-

pant said,

"I tried Jaloviina’s RTD at a festival, and it was great for the occasion—easy to

carry and tasted good."

These consumers valued the product’s ease of use in situations where portability
was a priority. This reflects the findings of Fehlen and Lafaye (2022), who identify
convenience and on-the-go consumption as major drivers in the growth of the
RTD market.

However, other participants were less satisfied with the RTD options, particularly

regarding the flavor. One participant noted,

"It didn’t quite taste like the Jaloviina I'm used to—it felt watered down compared

to the original.”

This highlights the challenge of maintaining Jaloviina’s distinctive taste in the RTD
format, where convenience may sometimes come at the cost of flavor con-
sistency. As Beverland (2005) notes, maintaining product authenticity, even in

innovative formats, is critical to preserving brand equity and consumer trust.

Perception of Ready-to-Drink Products
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Participants’ general perceptions of RTD alcoholic products were varied. Some
appreciated the convenience and portability, particularly for festivals, social gath-

erings, and outdoor events. One respondent remarked,

"RTD products are great when you’re on the go, especially for festivals or casual

gatherings where you don’t want to carry a whole bottle."

These participants valued the ease and accessibility of RTD options in certain
social settings. According to Syrjala et al. (2015), convenience in consumption
settings significantly impacts product choice, particularly among younger con-

sumers who prioritize flexibility in their lifestyles.

On the other hand, several participants expressed concerns about the quality of
RTD products, feeling that they often lacked the depth of flavor found in traditional

bottled versions. As one respondent commented,

"RTDs are convenient, but they rarely match the quality and flavor of the original

bottled versions. They often feel too commercial."”

This reflects a broader hesitation about the quality of RTD products, which can
influence purchasing decisions. Beverland’s (2005, 1017) research on authentic-
ity suggests that consumers are often wary of products perceived as overly com-

mercialized, particularly if they compromise on quality.

Participants who had tried Jaloviina’s RTD products reported consuming them in
specific contexts, such as outdoor events, festivals, and casual social gatherings.
These occasions emphasized the importance of portability and ease of consump-

tion. One participant shared,

"l brought Jaloviina RTD cans to a barbecue—they were convenient, and | didn’t

need to worry about mixing anything.”

This suggests that Jaloviina’s RTD offerings are particularly well-suited for occa-
sions where convenience is prioritized over a more traditional drinking experi-

ence.
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The Role of Convenience in Purchase Decisions

Convenience emerged as a significant factor influencing participants' decisions
to purchase RTD products. Many participants emphasized that portability and
ease of use made RTD beverages an appealing choice, particularly for festivals

and outdoor gatherings. One participant explained,

"When I'm out for a picnic or an event, I'd much rather grab an RTD can than

have to bring a bottle and mix my own drinks."

However, some participants also mentioned that while convenience was im-
portant, flavor and quality were still primary considerations when choosing which

alcoholic product to purchase. One respondent stated,

"l appreciate the convenience, but if the flavor isn’t good, | won’t buy it."

This indicates that while convenience can drive RTD purchases, maintaining the

quality associated with Jaloviina’s traditional offerings is essential.

Expectations for Ready-to-Drink Beverages
Participants shared clear expectations for Jaloviina’s or other brands’ RTD offer-
ings. Many emphasized the importance of maintaining quality and flavor con-

sistency, even in a convenient format. One respondent noted,

"If Jaloviina makes RTD products, | expect them to keep the same strong, tradi-
tional flavor. | wouldn’t want something that feels watered down just for conven-

ience."

In addition to maintaining flavor, participants expressed a desire for innovative
packaging and flavor variety. Some respondents suggested that Jaloviina could
explore new flavors or lighter versions to appeal to a wider range of consumers.

One participant remarked,

"I'd love to see some more modern flavors in Jaloviina’s RTD line—something

lighter but still with the character of the original.”
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This indicates that while the RTD market is growing, there is a demand for inno-
vation that maintains the brand’s core identity while offering new and diverse op-
tions for consumers. Kotler and Keller (2016, 274) highlight the importance of
product differentiation in crowded markets, suggesting that Jaloviina’s RTD line
could benefit from introducing unique flavors and eco-friendly packaging to stand

out.

4.7 Marketing and Improvement Suggestions

In exploring the research question, "What are the most effective marketing ap-
proaches for Jaloviina to maximize its market penetration and consumer engage-
ment within the young adult segment?", participants provided valuable insights
into how the brand can adapt its strategies. Suggestions centered around mar-
keting approaches, potential improvements, and new product ideas for both

Jaloviina’s spirit and ready-to-drink (RTD) products. serving the brand's identity.

Suitable Locations for Promoting Jaloviina’s Products

Participants were asked to suggest appropriate places or events for promoting
Jaloviina’s products, considering the restrictions on alcohol advertising. Re-
sponses indicated a strong preference for bars, restaurants, and festivals as key

venues for promotion. One participant noted,

“Festivals would be a great place for Jaloviina’s RTD products—it's a setting

where people want convenience and something they can easily carry."
Many participants emphasized that bars and restaurants were ideal venues for
promoting Jaloviina’s traditional spirit, especially in settings that align with the

brand’s cultural and traditional image. One respondent remarked,

"I could see Jaloviina doing well in local restaurants where Finnish culture is cel-

ebrated. It feels like a drink you’d enjoy with traditional Finnish food."

Promotional Strategies to Increase Interest
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As highlighted by Kotler and Keller (2016, 537-540), reaching young adults re-
quires a combination of digital marketing, social media engagement, and experi-
ential marketing, strategies that are highly effective in today’s digitally driven land-
scape. When asked about promotional strategies that would increase their inter-
est in trying or buying Jaloviina’s products, participants mentioned several key
approaches. Tasting events and limited-time offers were particularly popular sug-

gestions. One respondent shared,

"If there were tasting events at festivals or bars, I'd be more likely to try Jaloviina,

especially if | could sample different products.”

Another common suggestion was offering discounts or bundle deals on Jalovi-

ina’s RTD products to encourage trial. One participant explained,

"A promotion where you can get a bundle of different RTD flavors at a discount

would make me more willing to try them all."”

Additionally, some participants suggested engaging consumers through social
media campaigns and collaborations with influencers, noting that these channels
are effective for reaching younger audiences and showcasing new flavors or
product launches. Younger consumers are increasingly turning to online plat-
forms for product information and purchases, as supported by Fehlen and Lafaye
(2022, 22), who emphasize the importance of leveraging digital platforms to cre-

ate interactive and engaging content that resonates with younger audiences.

Participants also mentioned the importance of visual marketing, particularly eye-
catching packaging and in-store displays that stand out on the shelf. One re-

spondent remarked,

"If Jaloviina’s packaging were more modern and colorful, it would catch my eye

more in stores.”

Suggestions for Product Improvements
When it came to product improvement suggestions, participants were eager to
offer ideas for both Jaloviina’s spirit and RTD products. For the traditional spirit,
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many respondents felt that maintaining its authenticity and bold flavor was crucial,
but some recommended introducing small batch editions or limited-time flavors

to keep the brand fresh. One participant mentioned,

“I'd love to see limited edition versions of Jaloviina with slightly different flavors,

like a winter edition with spices or a summer edition with citrus."

This reflects a desire for innovative variations that stay true to the brand’s heritage
while offering something new. Kapferer’s (2008) Brand Identity Prism highlights
that innovation within the boundaries of a brand’s core identity can help sustain

consumer interest without diluting the brand’s essence.

In terms of RTD products, participants suggested improvements related to flavor
variety and packaging innovation. Several respondents expressed a preference
for lighter, fruitier flavors that could appeal to a broader range of consumers. One

participant explained,

"I think a lighter, more refreshing Jaloviina RTD would work really well for younger

people. Something fruity and less intense."

There was also a call for environmentally friendly packaging in the RTD line, with
several participants noting that sustainability is increasingly important in their pur-

chasing decisions. One respondent said,

"If Jaloviina could introduce eco-friendly packaging for their RTD products, I'd

definitely be more likely to buy them."

Preferred Flavors and Types of RTD Products

Participants were asked to suggest flavors or types of RTD products that they
believed would resonate with their age group. A wide range of flavors was men-
tioned, with fruit-based and lighter options being the most popular. Many respond-
ents indicated a preference for citrus-based flavors, such as lemon or grapefruit,
which they felt would offer a refreshing contrast to Jaloviina’s traditionally strong

flavor. One participant commented,
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"A citrus-flavored Jaloviina RTD would be perfect for summer—something light
but still with the kick of Jaloviina."

Other popular flavor suggestions included berry-based flavors (e.g., raspberry,
blueberry), as well as more experimental options like ginger or herbal infusions.
Some participants also expressed interest in seasonal flavors, such as spiced or
cinnamon-infused RTDs for the winter months, which could enhance the brand’s

association with Finnish tradition and celebrations.

Additionally, participants suggested that low-alcohol or lighter versions of Jalovi-
ina’s RTD products would resonate with younger audiences who may prefer less

intense drinks. One participant noted,

"I think a lighter version of Jaloviina RTD would attract younger people who don'’t

want something too strong."

These insights are consistent with Syrjala et al.’s (2015) findings on evolving con-
sumer preferences, which highlight the growing demand for balanced, lighter al-

cohol options among younger demographics.
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5 DISCUSSION

The research aimed to explore how Jaloviina can strengthen its brand identity
and awareness among young adults in Finland. The findings reveal that while
Jaloviina holds strong cultural significance and is deeply associated with Finnish
tradition, its image is often seen as outdated by younger consumers. Jaloviina is
primarily consumed in cultural or social contexts, but it struggles to engage
young adults in everyday settings. Although the introduction of ready-to-drink
(RTD) products provides an opportunity to modernize the brand, awareness and

uptake are limited.

5.1 Brand ldentity

The findings of this research highlight both the strengths and limitations of Jalovi-
ina’s current positioning. Drawing from established theories such as Keller’'s Cus-
tomer-Based Brand Equity (CBBE) model and Kapferer's Brand Identity Prism,
the research reveals that Jaloviina’s brand identity is firmly rooted in tradition,
masculinity, and Finnish cultural heritage. These traits, while resonating with
older generations, present challenges when appealing to younger consumers.
The key elements of Jaloviina’s identity, such as its rugged personality and as-
sociation with national pride, align well with Keller's concept of brand salience
and Kapferer's emphasis on cultural and symbolic resonance. However, these

same characteristics may limit the brand’s modern appeal.

Many consumers, especially older ones, view the brand as a symbol of Finnish
resilience and tradition, which supports the hypothesis that Jaloviina’s identity is
deeply intertwined with national culture. This aligns with Beverland’s (2005, 1022)
assertion that authenticity is crucial for alcoholic beverages, particularly when
brands emphasize their heritage and craftsmanship. Jaloviina’s consistent use of
traditional packaging and messaging reinforces its authenticity and ensures
strong brand recognition, particularly in formal and cultural settings.

However, the study also uncovered a noticeable gap between this traditional

identity and the preferences of young adult consumers. While Jaloviina’s heritage
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is respected, younger participants often view the brand as outdated, preferring
lighter and more modern beverages. This divergence highlights a key tension in
brand identity: while authenticity and tradition are strengths, they can also alien-
ate segments of the market seeking innovation and modernity. This finding is
consistent with Kapferer's (2008) view that a brand must balance tradition with
adaptation to changing consumer expectations. Jaloviina’s difficulty in resonating
with younger consumers, particularly outside of formal or cultural contexts, sug-
gests that its identity, while strong, may not be sufficiently flexible to engage a

broader audience.

The results challenge some aspects of the CBBE model, particularly the notion
that strong brand salience and loyalty will naturally lead to widespread consumer
engagement. While Jaloviina enjoys high brand awareness and cultural reso-
nance, this has not translated into everyday use among young adults. This sug-
gests that brand salience, while important, must be coupled with relevance to the
lifestyle and preferences of the target demographic. Keller's (2001) model may
assume a more linear progression from salience to loyalty than is evident in
Jaloviina’s case, where cultural loyalty does not equate to frequent consumption

among young adults.

Unexpectedly, the study also found that Jaloviina’s ready-to-drink (RTD) prod-
ucts, which were introduced to modernize the brand, have not yet achieved sig-
nificant market penetration. While these products were intended to align with
younger consumers’ demand for convenience, their lack of visibility and incon-
sistent flavor experience has hindered their success. This finding suggests that
the brand’s attempt to modernize has not fully addressed the core elements of its
identity that resonate with younger audiences. As Keller (2001, 11-13) highlights,
brand performance is critical in building a positive brand response, and the mixed
reception of RTD products indicates that performance issues—such as flavor in-
consistency—may prevent these products from enhancing Jaloviina’s overall
brand equity.
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Contextualizing these findings within the broader literature on brand identity, it is
clear that Jaloviina’s traditional identity provides a solid foundation, but its current
branding strategies do not fully align with the evolving preferences of younger
consumers. Beverland’s (2005) research on authenticity underscores the need
for balance between tradition and innovation. For Jaloviina, maintaining its au-
thentic, traditional image while introducing modern elements in both product of-
ferings and marketing strategies is essential for long-term success. The desire
for modernity among younger consumers suggests that Jaloviina could benefit
from experimenting with limited-edition flavors or innovative packaging, as pro-
posed by participants in the study. This would align with Kapferer’s (2008, 1004)
notion of managing antimony in brand identity, where tradition and modernity

must coexist to appeal to a diverse consumer base.

In practical terms, these findings suggest that Jaloviina needs to refine its mar-
keting approach to better engage with young adults. One strategy could involve
leveraging digital marketing and social media to promote its RTD products, which
are more aligned with the convenience and lifestyle of younger consumers. At the
same time, Jaloviina must ensure that these new products meet the brand’s
standards of authenticity and quality, as discrepancies in flavor and quality can
undermine brand trust. By enhancing both the performance and visibility of its
RTD products, Jaloviina can begin to bridge the gap between its traditional brand

identity and the expectations of modern consumers.

5.2 Consumer Behaviour

Several important insights are revealed regarding the consumer behavior of
young adults toward Jaloviina. The data shows a clear pattern in how young con-
sumers engage with the brand, particularly in social and cultural contexts, while
avoiding its regular use in everyday life. This pattern highlights the significance
of social motives, cultural factors, and consumption behaviors that align with pre-
vious theories on alcohol consumption, particularly those discussed by Lyvers et
al. (2010) and Térénen & Maunu (2007).
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As the study found, participants often associated drinking Jaloviina with tradi-
tional events, student parties, and other group-based activities. This supports
Lyvers et al.’s (2010, 117) findings that social motives, such as drinking to en-
hance sociability and group cohesion, are significant drivers of alcohol consump-
tion among young adults. Respondents frequently mentioned that they drink
Jaloviina as part of social rituals or when it is available in group settings, suggest-
ing that the brand functions as a social facilitator rather than a beverage for indi-
vidual enjoyment. This behavior aligns with the broader understanding of con-
sumer behavior as context-dependent, with young adults using alcohol consump-

tion to integrate into social groups, as discussed by Syrjala et al. (2015, 308).

Interestingly, while the research met the expectations in confirming the role of
social integration in young adults’ drinking behavior, it also revealed an unex-
pected reluctance to consume Jaloviina in more casual or everyday settings.
Many participants described Jaloviina as “too strong” or “old-fashioned” for casual
consumption, preferring lighter or more modern beverages when not participating
in group-based social events. This suggests a divergence between Jaloviina's
strong association with formal or ritualistic events and the evolving drinking habits
of younger consumers, who increasingly seek products that are perceived as

lighter or trendier.

This finding aligns with existing literature on evolving trends in alcohol consump-
tion, particularly the growing preference among younger consumers for premium
products and lighter beverages (Fehlen & Lafaye 2022, 19). The expectation that
Jaloviina’s ready-to-drink (RTD) products would help bridge this gap between so-
cial traditions and modern consumption preferences was only partially supported.
While some participants appreciated the convenience and portability of RTD
products for informal gatherings, many expressed dissatisfactions with their taste
and quality, describing them as inconsistent with the brand's traditional flavor pro-
file. This inconsistency may explain why the RTD products have not achieved
widespread popularity, despite aligning with broader market trends.

The study also uncovered the fact that while young adults respect Jaloviina’s cul-
tural significance, they often see it as a brand aligned with older generations. This
perception may inhibit the brand’s broader appeal to younger audiences, who
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associate alcohol consumption with expressing individuality and modernity, as
noted by Syrjala et al. (2015, 309). The emphasis on Jaloviina’s strong cultural
and national identity may inadvertently alienate consumers who prioritize lighter,

more versatile options.

Alternative explanations for these findings might include the specific drinking hab-
its within the Finnish context, where cultural pride and tradition play an outsized
role in shaping alcohol consumption. It is possible that the reverence for tradition
creates a divide between Jaloviina's usage in ceremonial or cultural events and
its everyday appeal. Additionally, the rise of health consciousness among young
adults, as noted by Fehlen & Lafaye (2022, 26), may be contributing to the pref-
erence for lighter beverages, further distancing this demographic from Jaloviina’s

traditionally strong and masculine image.

To effectively engage young adult consumers, Jaloviina needs to develop mar-
keting strategies that pair with their evolving behavior, particularly by addressing
the desire for lighter, more modern products. One potential avenue is enhancing
the visibility and quality of the RTD product line, ensuring that it delivers a con-
sistent brand experience that meets the expectations of convenience and taste.
At the same time, Jaloviina must remain attentive to its cultural roots, potentially
creating campaigns that blend tradition with modern values, such as sustainability

or wellness, which increasingly resonate with younger audiences.

5.3 Market Penetration Strategy

In terms of market penetration strategy, the findings of this research reveal both
opportunities and challenges for Jaloviina in appealing to young adults in Finland.
Several key patterns emerged from the data, particularly regarding the effective-
ness of Jaloviina’s current marketing approaches and the potential for new strat-
egies to increase market share within the younger demographic. These findings
match established theories on market penetration but also provide new insights

into the specific obstacles faced by traditional brands in a modern marketplace.
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One significant correlation identified in the data is the clear link between Jalovi-
ina’s cultural identity and its limited engagement with young adult consumers out-
side of formal or cultural settings. Despite Jaloviina’s strong brand recognition, its
traditional identity has hindered its ability to penetrate the everyday drinking hab-
its of younger audiences, who tend to favor lighter and more versatile products.
This finding confirms our hypothesis that Jaloviina’s historical and cultural signif-
icance, while an asset in some contexts, may restrict its broader market appeal
among younger consumers, especially in casual, social settings. This supports
Fehlen & Lafaye's (2022, 19) observation that younger consumers are increas-
ingly drawn to products that match modern trends, such as premiumization and

convenience.

The data also highlights the importance of digital marketing and social media as
key drivers of brand awareness and engagement among young adults, aligning
with the literature's emphasis on the shift toward digital platforms (Keller 2016,
537-540). Many respondents indicated that they primarily learn about new prod-
ucts or promotions through social media, underscoring the need for Jaloviina to
enhance its digital presence. Despite Jaloviina’s strong historical association with
traditional Finnish culture, its limited use of digital marketing tools appears to be
a missed opportunity in terms of reaching younger audiences. These finding chal-
lenges some of the more traditional market penetration strategies used by Jalovi-
ina, suggesting that more innovative approaches, such as influencer collabora-
tions and interactive social media campaigns, are necessary to build stronger
connections with this demographic. This kind of approach can be fulfilled only in
the case of the RTD products, because advertising spirit drinks in Finland is pro-
hibited by law (Valvira n. d.)

While the introduction of ready-to-drink (RTD) products was expected to facilitate
Jaloviina’s entry into the younger, more casual market, the results reveal that this
initiative has not yet reached its full potential. Many participants were either una-
ware of Jaloviina’s RTD offerings or had negative experiences with their flavor or
quality. This discrepancy between product introduction and market penetration
points to a potential gap in the brand’s promotional efforts. Kotler and Keller’s
(2016) emphasis on experiential marketing, which involves creating memorable

consumer experiences, could be beneficial in this context. Jaloviina’s failure to
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build excitement around its RTD products suggests that more targeted marketing
strategies, such as tasting events or pop-up bars at festivals, could enhance vis-

ibility and consumer engagement.

Moreover, the study reveals that Jaloviina’s advertising efforts have been limited
by Finland’s strict regulations on alcohol promotion. This presents an additional
challenge for market penetration, as the traditional methods of advertising used
by other brands may not be feasible. Despite these constraints, alternative strat-
egies such as sponsorships, collaborations with cultural events, and experiential
marketing remain viable. As the research suggests, Jaloviina’s cultural reso-
nance can still be leveraged through these non-traditional forms of advertising.
Experiential marketing could be used to highlight Jaloviina’s deep roots in Finnish
culture while simultaneously modernizing its appeal to younger audiences. This
finding aligns with Arthur Fehlen and Paul-Louis Lafaye’s (2022, 45) assertion
that brands must navigate advertising restrictions creatively to maintain con-

sumer engagement.

The research uncovered a disconnect between Jaloviina’s long-established
brand identity and the preferences of young adults for premium, artisanal, or lo-
cally produced beverages. This shift toward more refined, niche alcohol brands
has been well-documented in the literature, yet Jaloviina has not fully capitalized
on these trends. Instead, its branding continues to emphasize its historical and
masculine image, which younger consumers perceive as outdated. This finding
suggests that Jaloviina’s market penetration strategy must not only adapt to the
growing trend of premiumization but also find ways to position itself as both au-
thentic and contemporary. As Beverland (2005, 1015) highlights, maintaining au-
thenticity while embracing innovation is essential for alcohol brands looking to
expand their market reach. Jaloviina could explore introducing small-batch or lim-
ited-edition variations, tapping into the artisanal trend while staying true to its

roots.

Findings implicate that Jaloviina needs to reconsider how it promotes its RTD
line. To ensure successful market penetration, the brand must not only improve
the flavor and quality of these products but also invest in more visible and engag-
ing marketing efforts that resonate with the younger, digitally savvy demographic.
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Social media campaigns, influencer marketing, and experiential events should be
central to this strategy, allowing Jaloviina to build emotional connections with

young adults while maintaining its cultural relevance.

Also, the brand’s positioning within the context of premiumization should be re-
evaluated. While Jaloviina’s traditional image is an asset in cultural settings, its
market penetration strategy must also address the growing demand for high-qual-
ity, artisanal, or eco-friendly products. Jaloviina could explore collaborations with
local distilleries or introduce more sustainable packaging to appeal to environ-
mentally conscious consumers. Such moves would agree with Syrjala et al.’s
(2015, 309) argument that young adults use consumption as a way to express

individuality and values such as sustainability.

5.4 Cultural Significance and Brand Heritage

The data strongly supports the notion that Jaloviina’s brand heritage is central to
its appeal, particularly among older generations and within formal cultural set-
tings. This agrees with the theoretical framework discussed in the literature, par-
ticularly Beverland’s (2005, 1015) emphasis on the importance of authenticity and
cultural storytelling in reinforcing a brand’s heritage. However, as mentioned ear-
lier, the research also reveals a significant gap between Jaloviina’s cultural iden-
tity and the preferences of younger consumers, presenting both opportunities and
limitations in leveraging brand heritage for market expansion. While they recog-
nize and respect the brand’s cultural significance, many younger respondents
viewed it as outdated, reserved for older generations or formal occasions rather
than something they would choose for casual, everyday use. This presents a
challenge: while the cultural significance of Jaloviina remains strong, it does not
fully translate into everyday engagement with younger consumers. This is sup-
ported with Kapferer's (2008) argument that while cultural heritage can differen-
tiate a brand, it can also create barriers if the brand fails to evolve with its audi-
ence. Young adults are increasingly drawn to products that reflect their own iden-
tity and modern values, which can conflict with a brand that is perceived as too

traditional or unchanging.
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Many participants associated Jaloviina with Finnish national holidays, family
gatherings, and significant life events, such as weddings and funerals and this is
matched with Holt's (2004, 13-21) theory that brands deeply embedded in na-
tional culture serve as symbols of collective identity. Jaloviina’s role in Finnish
culture, particularly through its connection to resilience and national pride, has
cemented its status as a symbol of tradition. As participants described, Jaloviina
is often more than just a beverage; it acts as a link to Finnish history and heritage,
and its consumption is intertwined with expressions of cultural pride. This sup-
ports the hypothesis that Jaloviina’s heritage is one of its greatest assets, helping

it retain a loyal consumer base, particularly among older generations.

One unexpected result was the extent to which younger consumers saw Jalovi-
ina’s brand heritage as both an asset and a limitation. While they acknowledged
its symbolic value, they expressed a preference for lighter, more modern bever-
ages in social settings. This suggests that while Jaloviina’s cultural significance
remains relevant in specific contexts, it struggles to resonate with the contempo-
rary drinking habits of young adults. The finding challenges the assumption that
cultural heritage alone can sustain a brand’s appeal across generations. It under-
scores the need for brands with strong cultural identities, like Jaloviina, to balance

tradition with modernity in order to remain relevant.

An alternative explanation for this disconnect could lie in the way cultural narra-
tives are framed. While Jaloviina has successfully positioned itself as a brand tied
to Finnish history, the narrative may be overly focused on the past, making it
harder for younger consumers to see how it fits into their modern lives. Bever-
land’s (2005, 1004) concept of “sincere storytelling” suggests that authenticity
must evolve to remain relevant; brands must continue to craft narratives that res-
onate with contemporary values while staying true to their heritage. Jaloviina’s
current positioning as a traditional, masculine brand may limit its appeal to
younger generations who prioritize different social values, such as inclusivity,

sustainability, and individual expression.

It is evident that while Jaloviina’s cultural significance provides a strong founda-
tion, it also requires a more refined approach to engage younger consumers. For
example, Beverland’s (2005, 1007) research suggests that brands must strike a
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balance between tradition and innovation by creating cultural experiences that
connect with both old and new audiences. Jaloviina could achieve this by mod-
ernizing its brand narrative—introducing limited-edition products or engaging with
younger consumers through cultural events that blend traditional values with con-

temporary lifestyles.

Jaloviina should rethink its marketing strategies in order to modernize its brand
heritage while preserving its cultural authenticity. As discussed in the literature,
experiential marketing could be particularly effective for Jaloviina. By creating im-
mersive experiences that highlight both the brand’s rich history and its relevance
in contemporary Finnish life, Jaloviina can build stronger connections with
younger consumers. This strategy could involve collaborations with modern Finn-
ish influencers or cultural events that blend tradition with modernity, making the
brand more accessible to younger audiences without alienating its core consum-

ers.

5.5 Research Reliability and Validity

One significant limitation of this study is the relatively homogeneous nature of the
sample, as the maijority of interviewees were students. While this demographic is
relevant to the research focus—since young adults are the primary target audi-
ence—it does not encompass the full range of potential consumers in Finland.
Students may have specific drinking habits and perceptions shaped by their
unique social environments, financial situations, and lifestyles, which can differ
significantly from those of other young adults, such as working professionals or
young parents. As a result, the findings may not fully capture the diverse attitudes
and behaviors of all young adults in Finland, limiting the overall generalizability of

the study.

Additionally, the qualitative nature of the research, which relied on semi-struc-
tured interviews (appendix 1), introduces another limitation. While this method
allowed for a deeper exploration of participants’ attitudes and perceptions, it is
inherently subjective. Participants' responses may have been influenced by the
interview context, social desirability bias, or their individual experiences with
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Jaloviina. Therefore, the results reflect personal opinions rather than universally
applicable insights. Moreover, qualitative data does not provide measurable,
quantifiable metrics, which makes it challenging to assess broader market per-

ceptions with a high degree of precision.

Another limitation is the assumption of a basic level of familiarity with the Jaloviina
brand among participants. Those who were already aware of the brand’s cultural
significance may have held pre-existing opinions that shaped their feedback. This
pre-awareness may have limited the study’s ability to capture the perspectives of
young adults who are either unfamiliar with Jaloviina or indifferent to traditional

brands, potentially skewing the results.
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6 CONCLUSION

This research explored how Jaloviina can evolve its brand identity to remain rel-
evant among young adult consumers in Finland. Through a detailed analysis of
consumer perceptions and behavior, the study examined the brand’s deep cul-
tural roots and its current standing in the market. By conducting qualitative inter-
views (appendix 1), rich insights were gained into how younger consumers en-
gage with the brand, revealing a complex relationship between Jaloviina's tradi-

tional image and the evolving preferences of modern audiences.

The findings suggest that while Jaloviina’s cultural heritage continues to reso-
nate, particularly in formal or nostalgic contexts, its appeal to younger consumers
in everyday settings is limited. Younger audiences respect the brand’s history but
often perceive it as outdated. The research highlighted the importance of bridging
the gap between tradition and modernity, suggesting that Jaloviina’s future suc-
cess lies in adapting its brand messaging, product offerings, and marketing strat-

egies to meet contemporary demands while retaining its authentic identity.

Reflecting on the research process, the qualitative approach provided a detailed
understanding of the disconnect between Jaloviina’s heritage and younger con-
sumers' preferences. However, it also opened up new options to explore, such
as the potential for product innovation and the expansion of Jaloviina’s presence
in digital spaces. Future work could dive deeper into these areas, exploring how
traditional brands can leverage digital marketing and experiential campaigns to

engage younger audiences more effectively.

This research has contributed valuable insights into how brands with strong cul-
tural significance can navigate the challenges of modern consumer markets. It
underscores the need for balancing authenticity with adaptability, providing a
roadmap for how Jaloviina can reinforce its cultural heritage while evolving to

appeal to new generations.
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APPENDICES

Appendix 1. Interview questions

Background and Preferences

What is your age?

Gender?

Place of residence?

Could you tell me a little about your background and interests?

What types of alcoholic beverages do you usually prefer? Why?

2B T

How often do you consume alcoholic beverages, and in what situations
(e.g., at home, social gatherings, bars)?

7. What factors do you consider when choosing alcoholic beverages?

Awareness and First Impressions

8. How did you first hear about Jaloviina?

9. What is your first impression when you hear the name "Jaloviina"?

10.Could you describe what you know about Jaloviina in terms of taste,
product range, and packaging?

11.How do Jaloviina's products compare to other alcoholic beverages you
have tried in terms of taste, packaging, and overall experience?

12.How would you describe Jaloviina's brand identity in your own words?

13.What specific aspects of Jaloviina’s brand do you find most appealing or
distinctive?

14.Do you perceive Jaloviina as an authentic Finnish brand? Why or why
not?

15.How important is the cultural heritage of a brand like Jaloviina in your

purchasing decisions?

Consumption Experience
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16.Have you ever tried Jaloviina? If yes, could you describe that experi-
ence?
17.1f you have not tried Jaloviina, what has prevented you from trying it?

18.What factors would make you consider trying Jaloviina in the future?

Brand Perception

19.How would you describe Jaloviina's brand image in your own words?

20.Do you think Jaloviina fits your lifestyle and values? Could you explain
why or why not?

21.How does Jaloviina compare to other alcoholic beverage brands you
know?

22.What would make you feel more loyal to the Jaloviina brand?

23.How does consuming Jaloviina make you feel in terms of cultural pride or

personal enjoyment?

Influence and Recommendations

24.How influential are friends' recommendations, online reviews, or promo-
tions in your decision to try a new alcoholic beverage?

25.Have you ever recommended Jaloviina to someone? Why or why not?

Awareness and Experience with RTD Products

26.Are you aware that Jaloviina offers ready-to-drink (RTD) products?

27.Have you tried Jaloviina's ready-to-drink options? If yes, please share
your experience.

28.How do you generally perceive the quality and appeal of ready-to-drink
alcoholic products?

29.In what situations have you consumed Jaloviina's ready-to-drink options?

30.How much does the convenience of alcoholic products influence your
purchase decision?

31.What expectations do you have for Jaloviina's or other brands' ready-to-
drink beverages?
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32.Considering the restrictions on alcohol advertising, which places or
events do you think would be suitable for promoting Jaloviina’s products,
such as bars, restaurants, or festivals?

33.What kinds of promotional strategies would make you more interested in
trying or buying Jaloviina's products?

34.1f you could suggest improvements or new ideas for Jaloviina's spirit and
ready-to-drink products, what would they be?

35. Are there specific flavors or types of RTD products that you believe

would resonate well with your age group.



