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Abstract  
Purpose: The purpose of this study is to understand the strategic choices made to activate 
nostalgia in the relaunches of Igloo and Cuba Cola.  
Methodology: Qualitative research based on primary and secondary data. Primary data was 
created by three interviews. Two case studies were conducted and analyzed over two time 
periods by applying the ‘Corporate Brand Identity Matrix’ and ‘4A:s of retro branding’ as 
frameworks.   
Findings: The paper found that both Cuba Cola and Igloo have made changes to their brand in 
order to activate the nostalgia in the brand identity however they used different strategies due 
to their differing brand architecture. We found that the most significant aspects for the strategic 
choices when relaunching Igloo and Cuba Cola was dependent on brand structure, heritage and 
vision.  
Theoretical and managerial implications: This study furthers the understanding of the 
strategic choices that can be made in order to activate nostalgia in relaunching a brand from a 
corporate identity perspective. The managerial implications of this study provide several 
practical examples and ideas of how a brand can activate the nostalgia in a brand relaunch.  
Originality/value: The paper is first of its kind to combine the Corporate Brand Identity Matrix 
and 4A:s of retro branding for the theoretical framework of a case study concerning relaunches.  
 
Keywords: Brand heritage, Retro brands, Nostalgia, Corporate Brand Identity Matrix, 4A:s of 
Retro Branding, Relaunch 
 
Paper type: Research paper 

 

Introduction 
Branding means much more than just 
giving a brand name and signalling to the 
outside world that such a product or 
service has been stamped with the mark 
and imprint of an organization (Kapferer, 
2012, p.31). 

Some companies feel the need to refresh 
themselves or their sub-brands/products 
lines (Kapferer, 2012). This is referred to as 
‘relaunching’, which will be the focus of 
this paper. Relaunching can be described as 
the second life chance of a certain brand or 

product that the firm saw potential in 
(Kapferer, 2012). It represents the complete 
campaign of revitalizing the brand again. It 
includes everything from the advertising, to 
the communication strategy, the product 
packaging to the pricing of that product 
(Muzellec, Doogan & Lambkin, 2004). 
For the purpose of this research, the light 
will be shed on two brands: Cuba Cola and 
Igloo. These two brands were created a long 
time ago. Yet, for different reasons, their 
life cycle was not as promising as the 
management team was hoping for. 
Therefore, years later, the executives felt 



the need to resuscitate both brands with 
fresh new ideas and spirit. Each of those 
brands is adopting the relaunching process 
differently. This specific difference is the 
key focus of this paper. There are few 
questions that need to be asked in order to 
identify each strategy, making the 
comparison feasible: 

• How has Cuba Cola and Igloo 
activated the nostalgic feeling when 
relaunching their brands? 

• Which strategic changes have been 
implemented by the brands during 
the relaunch and why has these 
changes been made?  

Cuba Cola and Igloo are relatively big 
brands that represent perfect candidates for 
this research. Initially, personal interviews 
are conducted with key branding 
responsible from each brand. Those 
interviews will be analyzed based on both 
the corporate brand identity matrix by Urde 
(2013) and the ‘the 4A:s of retro branding’ 
by Brown, Kozinets & Sherry Jr (2003). 
 

Literature Review  
Retro marketing 
‘...the revival or relaunch of a product or 
service brand from a prior historical period, 
which is usually but not always updated to 
contemporary standards of performance, 
functioning, or taste.’ (Brown, Kozinets, & 
Sherry Jr., 2003. p.20). 
According to Fort-Rioche and Ackermann 
(2013, p. 495), retro marketing is "a generic 
term used to describe marketing strategies 
capitalizing on the past to sell up-to-date 
products and services". The authors imply 
that retro branding works efficiently to 
boost sales, considering that retro brands 
are a combination of popular products of the 
past and modern products from the present. 
What makes retro branding attractive is that 
the customer often finds nostalgia when 
they can buy products that were popular 
when they were young (Fort-Rioche & 
Ackermann, 2013). However, it is 

important to distinguish retro branding and 
nostalgia branding. Retro branding aims to 
revitalize forgotten brands and combine old 
and new while nostalgic brands do not take 
into consideration the importance of 
updating (Sariçiçek, Çokay Çopuroḡlu & 
Korkmaz, 2017; Brown, Kozinets & Sherry 
Jr, 2003). Thus, the major difference is that 
retro brands include the attribute of 
updating.  
Brown, Kozinets and Sherry Jr. (2003) 
emphasize that administering retro brands is 
more than just relaunching old 
advertisements, embracing the company's 
history and bringing back delisted brands. 
The authors underline that in order to be 
successful a deeper relationship is required 
between customers and companies where 
the marketing manager and customers 
coexist. 
Nostalgic brands 
One of the most common and cited 
definitions of nostalgia is Holbrook and 
Schindler’s definition:           

According to this logic, nostalgic brands 
are defined brands that were popular in 
the past (and are still popular now), 
whereas the non-nostalgic brands as 
brands that are popular now (but were 
less so in the past or did not exist in the 
past) (Holbrook & Schindler, 1991, p. 
330). 

According to Davis (1979), nostalgia is 
related to the positive emotion that is 
evoked by the past memories of beauty, joy, 
happiness and other emotions that are 
related to well-being. In addition, Davis 
(1979) suggests that the feeling of nostalgia 
is the belief that it was better before. 
Nostalgia can be divided into four 
categories, namely – personal nostalgia, 
interpersonal nostalgia, cultural nostalgia 
and virtual nostalgia (Holak, Matveev & 
Havlena, 2007). Personal nostalgia refers to 
the link the individual has created with past 
memories of earlier experiences, 
interpersonal nostalgia refers to an 
individual’s past memories and experiences 



that they have heard from friends and family 
(Arslan & Oz, 2017). Cultural nostalgia 
refers to the past experiences related to 
culture such as easter, finally, virtual 
nostalgia is the memories that have an 
indirect connection to them such as books 
and tales (Arslan & Oz, 2017). The idea 
with nostalgic brands is to create added 
value for the consumers by letting them 
reconnect with beloved memories (Grebosz 
& Pointet, 2015).  
Nowadays, nostalgic brands have become 
trendy due to the highly personal emotional 
connection consumers have with the brands 
they used to consume and can therefore be 
very effective for current consumers 
(Vojvodic, 2017). Consumers of an old 
brand value nostalgic packaging and do not 
care for updated versions of the design 
made to the product or brand (Vojdovic, 
2017). 
Brand heritage 
Brand heritage is defined as an aspect of the 
brand that reflects longevity, historical 
relationship with the customers, the long-
term communicated and/or perceived 
values of that brand and the use of symbols 
that are closely or remotely related to the 
brand over time (Urde, 2007). 
Brands acquire a competitive advantage and 
a sense of authenticity in their customers’ 
minds when using brand heritage (Blindell, 
2017). The authors explain that this creates 
a type of bond between both parties which 
makes it harder for the customers to switch 
to competitors. Blindell (2017) explains 
some factors that are important for any 
brand to consider while creating brand 
heritage these are presented below.  
Every brand needs to have a story, it is an 
efficient way of creating a strong 
relationship with the ideal customer 
(Blindell, 2017). The heritage must be a part 
of that story, which shows the consumer 
that the brand has history and that they are 
good at keeping the promise they made 
(Blindell, 2017). Moreover, it will give the 
impression that the brand is going to keep 

that promise for the long future and 
therefore the long-term customer 
relationship establishment. 
The core values are as important as the 
name suggests: core. That means that these 
core values (kernel values) need to remain 
as they are the essence of the brand’s 
heritage (Blindell, 2017). There are values 
that might change depending on the 
products (facet values).  
It might seem that heritage and innovation 
are opposing concepts, which is not true, 
they are complementary, and both are 
needed in the whole brand establishment 
process (Blindell, 2017). If a brand remains 
on the market for a long time, that signifies 
that the brand is also innovative (Blindell, 
2017). Staying innovative is an efficient 
way of approaching that issue and 
sometimes the product needs to change, 
other times it needs to be replaced (Blindell, 
2017).  
Brands life-cycles can be revitalized 
(Blindell, 2017). One way of achieving that 
is to understand the generation gaps and 
keep a flexible profile. A brand needs to be 
able to reach all generations if they want to 
remain in business (Blindell, 2017). The 
brand image and visual brand identity need 
to be refreshed regularly (Hakala, Lätti & 
Sandberg 2011). This must be achieved 
with the right communication tools, 
language and approach on a regular basis 
(Blindell, 2017). Consequently, the brand 
needs to keep that modern aspect while 
holding on to its heritage in an optimal way. 
This can be highly tricky, yet it is essential. 
4A:s of Retro branding 
When relaunching an old brand there are 
certain elements that need to be adopted in 
order to ensure the success of the relaunch. 
Brown, Kozinets & Sherry Jr (2003) have 
established the model – 4A:s of retro 
branding from themes found in previously 
published articles concerning retro and 
nostalgic brands. The model 4A:s of retro 
branding consists of the elements allegory 
(brand story), arcadia (idealized 



community), aura (brand essence) and 
autinomy (brand paradox).  
Allegory refers to the brand story, that is to 
say all the narratives, metaphors and 
symbolic stories related to the brand 
(Brown, Kozinets & Sherry Jr, 2003). 
Brown, Kozinets & Sherry Jr. (2003) 
explain that these stories can be changed 
and updated through time since they are 
affected by trends in society. In more 
concrete terms these are stories surrounding 
the brand shared by the consumers and how 
they remember the brand which can be 
related to how their interest with the brand 
started (Zonnevald & Biggeman, 2013). 
Arcadia is related to the idealized 
community surrounding the brand, the 
united feeling and emotion that is shared by 
the consumers of the brand (Zonnevald & 
Biggeman, 2013). This is something that 
brings people together to be a part of this 
brand community (Zonnevald & Biggeman, 
2013). Furthermore, this is related to the 
idea that the past is seen as something 
magical and idealized, this is used to 
understand the appeal of retro branding 
since it combines the valuable memories of 
the past with today’s new technology 
(Brown, Kozinets & Sherry Jr, 2003).  
Aura refers to the essence of the brand, the 
core and what makes it unique (Brown, 
Kozinets & Sherry Jr., 2003; Zonnevald & 
Biggeman, 2013). The brand essence 
concerns the values a brand possesses and 
which values the consumers perceive the 
brand possess (Zonnevald & Biggeman, 
2013), specifically what makes the brand 
unique and authentic.  
Autinomy concerns the paradox of the 
brand, Brown, Kozinets & Sherry Jr. (2003) 
suggests that every product has two 
opposing characteristics that is 
simultaneously satisfied and this in turn 
becomes crucial for consumer interest. This 
is constructed through the use of two 
paradoxical values or characteristics for 
example old and new or traditional and 
modern (Brown, Kozinets & Sherry Jr, 
2003). 

These four elements of retro branding have 
been used to establish a framework for the 
analysis by basing the interview questions 
on these different elements that concerns 
the success when relaunching a brand. 
Corporate brand identity matrix (CBIM) 
The Corporate Brand Identity Matrix 
(CBIM) is a matrix that was initially made 
to fulfill a serious gap that existed in the 
business literature concerning the corporate 
brand identity for any type of brand (Urde, 
2013). The matrix touches on different sides 
of identity and covers the external, internal 
and the core of any brand (Urde, 2013). The 
CBIM can be thought of as a hub where the 
brand identity can be defined with a more 
comprehensive viewpoint, which has a high 
degree of usefulness for strategic executives 
and brand managers (Urde 2013). The 
matrix has three rows, each row contains 
three elements and there is a congruent 
theme for each row. The rows are: internal, 
external and external/internal (Urde 2013).  
At the internal level the element mission & 
vision, refers to the reason why the brand 
exists other than making financial profits, in 
addition to the ultimate long-term 
objectives that the brand is aiming at 
attaining (Urde 2013). The culture is 
basically the organizational culture, how the 
whole organization works and behaves 
internally (Urde 2013). Lastly in the 
internal level there is the competences, this 
element is the main and unique strength of 
the brand that gives it edge over the 
competition (Urde 2013). 
The first external aspect is the value 
proposition which refers to the specific 
contributions that the brand has to offer, and 
what is the brand approach on appealing 
those to all stakeholders (Urde 2013). The 
relationship refers to the fact that every 
brand needs to pay close attention to its PR 
and its relationships with all types of 
stakeholders (Urde 2013). Urde (2013) 
further explains that the position mainly 
touches on the brand’s positioning on the 
market, or in the mind of both the target 
market and other stakeholders.  



There are few elements where both the 
internal and external aspects intercross. The 
expression refers to the way the brand 
communicates with the stakeholders, 
including the terms, the tone that the 
communication agents use, and the whole 
spirit of the corporate communication that 
makes the brand different and recognizable 
(Urde 2013). The personality element looks 
at the brand as an actual person and 
describes the main traits of that person that 
makes it stand out and defines the 
‘corporate character’. In the middle and 
core of the CBIM Urde (2013) presents the 
core values and promises, it sheds the light, 
as the name suggests, on the core values of 
the brand and the promise(s) that it is trying 
to fulfill. 

Figure 1: The Corporate Brand Identity 
Matrix 
Source: Urde (2016) 

Methodology 
In order to analyze the relaunches of Igloo 
and Cuba Cola we chose to conduct both 
interviews and a literature review for a 
comprehensive understanding of the chosen 
cases. The purpose of conducting 
interviews were to gather primary data from 
the brand managers of Cuba Cola and Igloo 
in order to understand their strategic choices 
for the brand in the past as well as for the 
relaunch. Since this is a case study that 

focuses on two specific cases we found that 
the explorative nature of the study required 
a qualitative approach in order to 
purposefully analyze, explain and interpret 
the gathered data (Williams, 2007). In 
relation to this, a theoretical framework was 
created in order to understand the fields 
relating to relaunching a brand such as retro 
brands, nostalgic brands and brand 
heritage.  
 
 
 
 
 

 
 
We conducted three semi-structured 
interviews in order to attain rich answers 
from our interviewees as well as to flexibly 
steer the direction of the interview (Bryman, 
2012). Since Cuba Cola have had different 
owners over the years we chose to interview 
both the brand manager of the old Cuba 
Cola brand – Edward Liepe, CEO and 
owner of Saturnus and the new brand 
manager for Cuba Cola – Jon Hilander, 
senior brand manager for soda brands at 
Spendrups. We did this to get a 



comprehensive understanding of the Cuba 
Cola brand. In addition, we interviewed the 
brand manager for GB Glace – Olivia 
Nilsson to attain information about the 
Igloo brand. 
Our theoretical frameworks CBIM and the 
4A:s of retro branding were used as 
foundations in the creation of interview 
questions, this was done to get valid and 
valuable responses that could be used for 
our analysis and the purpose with this 
research. We chose to use Urde’s (2013) 
CBIM in order to get a holistic view of the 
company structures and values at the two 
separate occasions. In addition, we used the 
4A:s of retro branding to relate the 
interview and analysis to retro branding and 
nostalgia when relaunching an old brand. 
We have chosen to conduct case studies 
since it is a very useful method when the 
aim is to explore new insights on a specific 
phenomenon in the social context (Collis & 
Hussey, 2014; Yin, 2014). The two brands 
were analyzed at two points in time, the past 
brand and the new relaunched brand. The 
purpose of this was to analyze which 
changes that had been made to the corporate 
strategies as well as why these changes had 
been implemented. Our aim was to 
understand how they activated the nostalgia 
in the relaunches.  

Presentation of cases 
Cuba Cola  
Cuba Cola is a cola drink established and 
previously owned by Saturnus, they are 
now owned by Spendrups. Cuba Cola 
launched for the first time in 1953 and 
became the first cola drink on the soft drink 
market in Sweden (Cuba Cola, 2020). From 
February to April 1953, Cuba Cola was the 
market leader, however the competitors 
quickly managed to catch up, ie Coca-Cola 
and Pepsi-Cola. Both Edward Liepe 
(interview, 30 September 2020) and Jon 
Hilander (interview, 7 October 2020) 
explains that the reason why Cuba Cola 
launched in 1953 is because, until 1953 
Swedish authorities had banned caffeine in 

beverages outside of coffee. This was also 
the reason why the giants such as Coca-Cola 
and Pepsi-Cola were not already on the 
Swedish market. However, when the 
regulations changed in 1953, there was an 
explosion on the market with soda brands. 
Cuba Cola was a licensed brand in the 
beginning, thus Saturnus licensed the brand 
to different breweries (Jon Hilander, 
interview, 7 October 2020). Edward Liepe 
(interview, 30 September, 2020) points out 
that during the sixties there were quite many 
competitors on the cola market which 
makes Cuba Cola a survivor that is still 
present in today’s market.  
According to Jon Hilander (interview, 7 
October 2020), local production and brands 
have become more relevant for Swedish 
consumers. Jon Hilander and his team at 
Spendrups saw an opportunity to be the 
Swedish offering within the cola category 
and thus bought Cuba Cola. They 
researched the cola market and concluded 
that there were at least three different 
categories: “the kings” which was Pepsi-
Cola and Coca-Cola, the “B”-brand and 
“Folkhem” which contains Swedish-origin 
brands that have lived a long time in our 
society. They concluded that Cuba Cola 
was between the “B”-brand and “Folkhem” 
categories and instead of trying to compete 
with "the kings'', they decided to try to push 
Cuba Cola into the “Folkhem” category. 
They wanted to position Cuba Cola as really 
Swedish, authentic and regional and with 
that kind of positioning, they thought they 
could be interesting and relevant to Swedish 
consumers (Jon Hilander, interview, 7 
September 2020). 
Igloo 
Igloo is a water-based ice cream provided 
by GB Glace. In 1961, GB Glace’s ice 
cream Igloo made its debut on the Swedish 
market with the flavors cola, orange and 
raspberry. Igloo remained on the market 
until 1997 (Allas, 2017). In 2000, Igloo 
reappeared on the market, but only offering 
the raspberry flavor (Glace Glimtar, 2010). 
In 2002, the cola flavor replaced the 



raspberry flavor but once again Igloo only 
made a brief appearance for three years.  
When Igloo launched in 1961 it became 
very popular because of the format itself, 
you got two ice creams in one. When GB 
decides to relaunch an ice cream, the 
product is usually only on the market for 
two to three years (Olivia Nilsson, 
interview, 8 October 2020). This is because 
impulse singles are very news-driven and 
become unexciting after just a few years. 
Each year GB evaluates the ice creams and 
if any of the product relaunches have 
continued to keep up the good numbers, 
they consider keeping the product until the 
following year (Olivia Nilsson, interview, 8 
October 2020).  
Olivia Nilsson (interview, 8 October 2020) 
explained that last year (2019), GB 
launched a campaign on their website and 
social media called "Comeback of the year" 
where consumers got to vote for which 
product they wanted to bring back, Igloo 
won.  

Analysis of cases 
Corporate brand identity matrix applied on 
Cuba Cola 
This section will address the changes made 
to the Cuba Cola brand by applying the 
CBIM (Urde, 2013) on the Cuba Cola brand 
from the past and now. As can be seen in 
figure 2 and 3, one clear similarity between 
the old Cuba Cola brand and the new one is 
that they chose to preserve the value 
proposition “the Swedish option” when 
relaunching the brand (Edward Liepe, 
interview, 30 September 2020; Jon 
Hilander, interview, 7 October 2020). The 
brand is trying to adopt a strategy away 
from the cheap cola perception for Swedish 
people who appreciate local products. They 
perceive that the nostalgic factor is key, 
therefore they came up with two strategies 
to reposition themselves (Jon Hilander, 
interview, 7 October 2020). They believe 
that the taste matters, thus they chose to 
update it for a stronger competitive position 
(Jon Hilander, interview, 7 October 2020), 

despite the risky change in brand attributes 
(Vojdovid, 2017). The core values appeared 
to be significant for rebranding Cuba Cola, 
thus, they have decided to put an emphasis 
on the Swedish origin, uncovering the fact 
that it was purely made with a special 
Swedish heritage touch to it. We therefore 
found that they have aligned the external 
and internal elements of competences, 
brand core and value proposition in the 
CBIM, thus this further strengthens their 
corporate brand.  
Cuba Cola has a two-part customer 
segmentation. Jon Hilander (interview, 7 
October 2020) means that there are people 
that are 35 and older that have knowledge 
of the brand but almost all of them see the 
brand as a “B”-brand, thus as a low-value 
brand with bad flavor. In addition, they have 
the segment of 35 and younger which 
probably have no previous knowledge of 
the brand (Jon Hilander, interview, 7 
October 2020). Blindell (2017) and Hakala, 
Lätti and Sandberg (2011) discuss the 
generational change and that companies 
need to understand the generation gaps. In 
order to reach the new generations, their 
brand image and visual brand identity need 
to be refreshed regularly with e.g. the right 
communication tools (Blindell, 2017). The 
authors explain that in today's society, 
companies must interact with consumers in 
order not to be outcompeted and it is not 
enough to only have a long history on the 
market. Thus, the relationship to the 
consumers is one of the big changes in the 
relaunch. Today, the Cuba Cola brand 
works strongly with humor, irony and self-
distance by saying that they are market 
leaders but at the same time everyone 
knows that they are not (Jon Hilander, 
interview, 7 October 2020). This means that 
Cuba Cola has understood the importance 
of updating its brand and with the right 
communication they can reach the younger 
generation.  
There is a clear paradox to how a company 
is supposed to be up-to-date to fit today's 
society but at the same time build its 



identity on heritage and history (Brown, 
Kozinets & Sherry Jr., 2003). Jon Hilander 
(interview, 7 October 2020) explains that 
they chose to update the design to blend in 
with the major competitors giving the 
customers an easy choice in the store – thus, 
the expression of the blue and red colors. On 
the other hand, Vojdovic (2017) explains 
that the design is one of the key elements 
that can bring nostalgia which means that if 
a brand changes their design too much, the 
nostalgic feeling will be gone. Moreover 
Blindell (2017) means that heritage and 
innovation are complementary and that both 
are needed in the whole brand establishment 
process. This means that Cuba Cola's choice 
to modernize the brand and to be innovative 
with its design can be seen as a strategic 
move. However, one may ask whether it is 
innovative to imitate their competitors.  
Cuba Cola’s products may look a lot like 
their competitor’s products, but their focus 
is now on creating a clear personality that 
customers will associate with the brand and 
in that way the brand will be able to 
differentiate themselves on another level. 
Cuba Cola now tries to convey a clear 
personality with warmth and joy (Jon 
Hilander, interview, 7 October 2020). Jon 
Hilander (interview, 7 October 2020) 
explains that they are to some extent kind of 
schizophrenic, considering that they have 
big plans for the brand which implies 
substantial changes in the brand personality. 
Even though Cuba Cola has made big 
changes to the design and product, the brand 
core values remain the same. As a result, we 
therefore found that they have aligned the 
middle row of elements in the CBIM, thus 
this further strengthens their corporate 
brand.  
There is a clear difference regarding Cuba 
Cola's mission and vision when comparing 
the old and the new. When the brand was 
launched in 1953, their vision was to 
become the market leader. Today, the 
company has realized that this is not 
possible, thus they are aware of the market 
situation and understand their limitations. 

Instead, they strive for a more achievable 
vision that is becoming “the third-option” 
(Jon Hilander, interview, 7 October 2020). 
Although Cuba Cola’s vision is more 
attainable, there is a long way to go. It can 
be difficult to be the third-choice on a 
competitive market that contains two 
exceptionally strong brands. Instead, the 
company should perhaps invest more in 
positioning themselves as the ‘Swedish 
option’ than the third-choice.  
 
 

 

 

 
 

 
 

 

 
 

 

 

 
 

 

 
 

 

 

 
 

 

 
 

 

 
 



Figure 2: Corporate brand identity matrix 
applied to the old Cuba Cola brand  

Figure 3: Corporate brand identity matrix 
applied to the new Cuba Cola brand  
 

A:s of retro branding applied on Cuba 
Cola 
Allegory 
Although Cuba Cola has been on the market 
for many years, it has not created a clear and 
consistent brand story. Due to a lack of 
distinct communication and market 
positioning, Cuba Cola was linked to left-
wing politics and the Cuban leader, Fidel  
 

 
 

 
 
Castro during the seventies and eighties. 
People thought they were supporting Castro 
when they bought Cuba Cola, subsequently 
a brand story was created by people who 
stood for left-wing politics. Therefore, Jon 
Hilander (interview, 7 October 2020) 
stressed that the brand today tries to clearly 
communicate that the Cuba Cola brand has 
never been associated with left-wing 
politics and that today's brand is not 
politically active. However, he means that 



the brand did not distance themselves 
enough from left-wing politics in the past as 
they should have done. Thus, many 
believed that Cuba Cola was politically 
active and that association has thus become 
a part of the brand’s history and narrative.  
Blindell (2017) explains how important the 
brand story is, especially with an integrated 
brand heritage. This tells the consumers that 
the band has history and that they keep their 
promises, which creates a strong customer 
relationship. Cuba Cola today tries to have 
a distinct communication and base their 
brand story on the brand's heritage but at the 
same time explains to society and 
consumers that some parts of the brand 
story are not true. Jon Hilander (interview, 
7 October 2020) explained that since there 
was no clear communication in the past, 
customers created their own image of the 
brand and therefore can it be difficult to 
change an image that the consumers already 
have of the brand. The difficult task is to 
preserve the part of the brand story that 
creates nostalgia for their consumers but at 
the same time update it, giving the new 
consumers the right image of the brand. 
Aura 
There is not much change to Cuba Cola’s 
old and new core values. The core of the 
brand has always been to embrace that Cuba 
Cola was the first cola on the market, it was 
local, popular and folksy. The difference is 
that the core values have contrasting 
meanings. Previously the core values 
represented the prestige of being the first 
cola on the market and being the market 
leader a short while (Edward Liepe, 
interview 30 September 2020). Today, the 
core values are more focused on that the 
company has survived for a long time on a 
competing market (Jon Hilander, interview, 
7 October 2020). Even though the core 
values’ meanings have changed somewhat 
the core remains the same. Thus, we argue 
that it was a strategic choice to preserve the 
core even though much else related to the 
brand has been changed. 
 

Arcadia 
Cuba Cola was a local popular brand in the 
south of Sweden (Jon Hilander, interview, 7 
October 2020), therefore, communities 
were created in the local cities. The brand's 
communication was mostly aimed towards 
families but also the people who wanted to 
promote the Swedish market and distance 
themselves from the Americans (Edward 
Liepe, interview, 7 October 2020). Even 
though Cuba Cola did not have a clear 
communication before, they did have a clear 
target group they wanted to reach. 
However, one can question whether the 
brand managed to create a community since 
the brand was only popular for a short 
amount of time.  
Furthermore, left-wing politics managed to 
be associated with the brand and created a 
community where the supporters felt they 
supported Fidel Castro when buying the 
cola (Jon Hilander, interview, 7 October 
2020). This unforeseen idealized 
community was created by the consumers 
themselves and Cuba Cola had a hard time 
detaching themselves from this purpose and 
community. Since Cuba Cola relaunched 
this year, the company has not yet created a 
strong connection with their consumers, but 
they have a clear strategy for the future.  
Autinomy 
Autinomy refers to the brand paradox also 
known as the two opposing characteristics 
that is present in the brand (Brown, 
Kozinets & Sherry Jr, 2003). Spendrups has 
not been afraid to implement changes in 
order to keep Cuba Cola relevant. 
Accordingly, retro branding means that the 
brand combines old and new and thus keeps 
the attributes updated in order to fit today's 
society (Sariçiçek, Çokay Çopuroḡlu & 
Korkmaz, 2017). 
According to Sariçiçek, Çokay Çopuroḡlu 
and Korkmaz (2017) a retro brand that will 
relaunch usually needs updating, but at the 
same time for retro branding it is essential 
for the nostalgic feeling to be retained 
which makes the brand unique. We argue 



that if a brand changes the core values and 
personality too much, they may lose the 
uniqueness and the attributes that make the 
brand nostalgic. On the other hand, Jon 
Hilander (interview, 7 October 2020) was 
very clear that they wanted to keep and 
embrace the brand heritage of the Cuba 
Cola brand. Jon Hilander explains: 

Well we need push Swedish: Swedish 
cola and we need to push origin 
produced in Sweden, developed in 
Sweden, Sweidsh heritage and that's how 
we separate from the other brands 
(interview, 7 October 2020).  

Consequently, there is a clear paradox for 
the Cuba Cola brand today. The question is 
when has the brand become too updated and 
when is it not modern enough. The brand 
must find a balance with a good mix 
between the old and the new (Sariçiçek, 
Çokay Çopuroḡlu & Korkmaz, 2017). 
Corporate brand identity matrix applied on 
Igloo 
This section addresses the changes made to 
the Igloo brand by applying the CBIM 
(Urde, 2013) on the Igloo brand from the 
past and now. As can be seen in figure 4 and 
5, Igloo has kept all of their core values 
when relaunching the brand but added the 
core value of nostalgia. Olivia Nilson 
(Interview, 8 October 2020) explains that 
currently their vision is to keep the interest 
and want for Igloo for at least one year and 
if the interest is still strong they might make 
it into a classic and something consistent in 
their product portfolio. However, this 
depends on how Igloo performs during this 
relaunch. If they would make this shift in 
vision we argue that this would demand 
creating more of a heritage brand with more 
consistent heritage communication of the 
product and keeping it interesting for the 
consumers instead of having it as a retro 
brand available for relaunches every now 
and then. Nevertheless, Igloo has no real 
long-term vision for the future considering 
that their future is completely dependent on 
2021 (Olivia Nilsson, interview, 8 October 
2020). The lack of a long-term vision rather 

limits the aim with the Igloo brand which 
could have an overall effect on the success 
of the relaunch and the brand in general.  
Igloo’s activation of brand heritage and 
fueling the nostalgia associated with the 
brand has affected several sections of their 
brand now such as competences, position, 
relationship, value proposition and the 
brand core. Olivia Nilsson (Interview, 8 
October 2020) explains for this relaunch 
they have truly taken advantage of the 
nostalgia of Igloo by branding it as a 
comeback, by doing this they have created 
added value for their consumers that gets to 
relive their beloved past (Grebosz & 
Pointer, 2015). Using the nostalgia in 
branding is today very trendy and effective 
due to the fact that consumers have a 
personal emotional connection with the 
brands they used to consume which in turn 
creates added value for the consumer 
(Vojvodic, 2017). Although, it seems as 
they have focused on the nostalgia of GB 
Glace and not on the nostalgia of Igloo, 
considering that the focus was on 
relaunching one of GB Glace classics and 
not specifically Igloo.  
The changes to the external elements are 
mostly visible in the positioning on the 
market. Previously, Igloo was considered to 
be a unique and innovative product 
considering the two sticks were a fun and 
interesting concept. Comparatively, for this 
relaunch the main focus was on promoting 
the product as nostalgic and a “comeback”, 
making it something old that has come back 
to please the consumers and bring back 
memories (Olivia Nilsson, interview, 8 
October 2020). The strategy makes sense 
since the two sticks are no longer something 
innovative and to be positioned as 
innovative they would have to make 
interesting and visible changes to the 
product which most likely would make 
them lose their brand core and unique 
selling point (USP). It is crucial for a 
relaunched brand to have made at least a 
few small changes to stay current and up-to-
date with the consumers expectations of a 



product on the market (Fort-Rioche & 
Ackermann, 2013) and since Igloo’s 
changes are rather invisible (small changes 
to the packaging and recipe (Olivia Nilsson, 
interview, 8 October, 2020)), the 
positioning is a valid element to innovate. 
Nevertheless, the success of the relaunch 
may be affected if the consumers do not see 
or realise the changes made. Igloo’s 
minimal change to the packaging may be 
seen as a strategic choice for nostalgic 
brands considering that consumers of 
nostalgic brands do not care for updated 
versions of the packaging design (Vojdovic, 
2017), however the absence of updating 
makes them more of a nostalgic than a retro 
brand (Brown, Kozinets & Sherry Jr., 
2003).  
Igloo’s relationship to their consumers have 
also been adapted and is now more 
applicable for a retro brand, by making the 
consumers a part of the relaunch the 
relationship has the possibility to grow even 
stronger. Considering that when 
relaunching an old brand the companies 
need to create a deeper relationship to the 
customers where they together can coexist 
(Brown, Kozinets & Sherry Jr, 2003). 
Olivia Nilsson (interview, 8 October 2020) 
explains that when creating this relaunch 
they were not particularly focused on Igloo 
the entire time as the consumers were 
invited to vote for which of their old 
favorites they wanted to bring back, 
evidently Igloo won. GB managed to make 
the consumers feel valued by allowing them 
to participate in the campaign. Igloo has the 
possibility to evoke both personal and 
cultural nostalgia since many consumers 
have experienced this product firsthand 
when they were younger and have their own 
experiences with the brand (Arslan & Oz, 
2017) . Moreover, the cultural nostalgia 
comes from the highly valued Swedish 
summer when many families eat ice cream 
and Igloo is therefore associated with the 
season that holds many memories. 

 
 

 
 
 
 
 
 
 
 
 
 
 
 



 
Figure 4: Corporate brand identity matrix 
applied to the old Igloo brand  
 

Figure 5: Corporate brand identity matrix 
applied to the new Igloo brand  
 
 

 
 
 
 

 
 
 
 



4A:s of retro branding applied on Igloo 
Allegory  
Most of Igloos personality is built on the 
idea "sharing is caring" since the ice cream 
has two sticks which makes it possible to 
share the ice cream if one would want to 
(Olivia Nilsson, interview, 8 October 2020). 
The personality remains the same since the 
design of the product has stayed consistent 
through all years. The design of the two 
sticks is such a strong USP that it would not 
be an Igloo anymore if it was a popsicle 
with only one stick. The stories and 
narratives can be updated through time in 
order to stay current and relevant with 
today's consumers (Brown, Kozinets & 
Sherry Jr, 2003), but Igloo has chosen to 
stay consistent with their idea of sharing is 
caring but now including the strong 
nostalgic feeling by marketing and 
communicating the product as the 
comeback of the year (Olivia Nilsson, 
interview, 8 October 2020). The comeback 
of the year campaign strongly creates a 
sense of history, something that existed in 
the past and now has been brought back to 
please consumers. However, since the focus 
for this relaunch have been mainly at GB 
heritage and not Igloo specifically they 
might have lost Igloo’s brand story and 
narrative in the process.  
Considering that “sharing is caring” is one 
of Igloo’s kernel values it should be strong 
enough in the minds of the consumers that 
it does not need to be included in all 
communication of the brand. Although, 
when a brand is relaunched it is important 
to communicate the core brand narrative to 
evoke the nostalgia in consumers’ minds to 
ensure the success of the relaunch (Brown, 
Kozinets & Sherry Jr, 2003). Consequently, 
we see that Igloo has activated the nostalgic 
factor for the brand’s allegory for this 
relaunch by communicating it as the 
comeback as the year, but has the kernel 
values and narrative of ‘sharing is caring’ 
been prominent enough for this relaunch?   
  
 

Arcadia 
Since GB created the campaign “Comeback 
of the year” by including their consumers to 
vote for which product they wanted to bring 
back (Olivia Nilsson, interview, 8 October 
2020), this created a sense of community 
among the consumers. By spreading the 
poll online on their website and on social 
media (Olivia Nilsson, interview, 8 October 
2020) they included all stakeholders to take 
part in this decision and since the poll was 
available on social media this could further 
promote a two-way communication 
between GB and their consumers. The 
choice of making the consumers a part of 
the relaunch creates added value and an 
idealized sense of community surrounding 
the brand for the consumers (Brown, 
Kozinets & Sherry Jr, 2003) which implies 
that Igloo managed to fulfill the concept of 
arcadia when relaunching the brand. 
Aura 
Igloo has consistently kept the aura and 
essence of the brand, namely the USP of the 
two sticks and the specific cola flavor 
(Olivia Nilsson, interview, 8 October 2020). 
The aura is clearly present in the relaunch 
of the brand but with the addition of 
nostalgia as an extra brand value. The 
interesting and innovative element of Igloo 
was and is the two sticks, this is truly 
something that makes the brand unique and 
promotes the authenticity of the brand, also 
known as the aura.  
Autinomy 
The paradox in the Igloo brand can be found 
in the combination of the old and new. 
Especially seen in the campaign 
"Comeback of the year", which creates the 
nostalgic feeling of Igloo being an old 
product and a comeback. By activating the 
nostalgia in the relaunch campaign they 
managed to create a brand paradox that 
would not have been prominent if they just 
relaunched the old product without the 
campaign. Assuredly, consumers would 
buy the relaunched product which brings 
them nostalgia but by creating the campaign 
GB truly put emphasis on the combination 



of the old and new for Igloo. In addition, as 
mentioned by Olivia Nilsson (interview, 8 
October 2020), they examined the old 
product packaging to make the relaunched 
design very similar but not entirely the 
same. As it is a nostalgic product, they 
chose to keep the colors on the packaging a 
bit weaker compared to the other products 
in the GB portfolio to give it the nostalgic 
impression. However, their product 
packaging update might be too invisible for 
the consumers considering the relatively 
small changes, which in turn affects the 
brand paradox of not modernizing the brand 
enough and therefore the paradox of old and 
new foremost signifies the old.   

Discussion and conclusion  
The purpose of this study was to apply the 
‘Corporate Brand Identity Matrix’ (CBIM) 
(Urde 2013) and the ‘4As of retro branding’ 
(Brown, Kozinets & Sherry Jr, 2003) on the 
relaunches of Cuba Cola and Igloo. The 
research questions concerning what 
strategic choices have been made and how 
Cuba Cola and Igloo activated the nostalgic 
feeling when relaunching their brands have 
been covered in the analysis part of this 
research and will be further discussed in this 
section.  
This research has made it clear that the 
strategic choices are not always obvious 
when relaunching a brand. There are many 
questions that arise when the strategic 
choices are to be decided. For example, 
what attributes should be preserved, how 
much of the brand can be updated without 
the brand losing its core and how the brand 
should portray themselves in the sense of 
nostalgia. By comparing the two brands, 
one could see that there are both great 
similarities and differences in the strategic 
choices for the relaunches. Both Cuba Cola 
and Igloo emphasized that the flavors 
should be as similar as possible to the old 
taste in order to keep the nostalgia. 
However, the two brands showed major 
strategic discrepancies regarding the 
design. Igloo chose to keep the design 
similar to keep the nostalgia. Whereas, 

Cuba Cola chose to update its entire product 
and brand design to blend in with its 
competitors.  
Nevertheless, there is a difference in brand 
structure. Igloo is a sub-brand to their 
mother brand – GB Glace. Concerning the 
Igloo relaunch there was more focus on 
relaunching a nostalgic ice cream than 
specifically relaunching Igloo. GB Glace 
has a wide assortment of ice creams and 
works more with their mother brand than 
with the specific individual sub-brands. We 
suggest that the reason for why GB Glace 
did not update and differentiate their Igloo 
brand considerably may be because they 
have other popular brands and thus did not 
feel the need to focus a great deal on Igloo 
specifically. This argument is based on the 
fact that GB Glace does not have a long-
term vision for the Igloo brand implying 
that they treat Igloo more as a product than 
a brand. In fact Olivia Nilsson (interview, 7 
October 2020) mentioned that they usually 
do not advertise one ice cream but rather the 
entire range. This has most likely affected 
the strategic choices since the relaunch 
campaign was supposed to be applicable for 
any classic and not specifically Igloo. The 
strategic choice to involve and engage GB 
Glace’s consumers in the relaunch created a 
strong idealized community which will be 
associated with all ice creams in the GB 
Glace assortment and not just Igloo. To 
summarize, there is and will always be a 
demand for ice cream especially during 
summer which is great for GB Glace, but 
which ice cream people want does not seem 
to matter to GB Glace as long as their profit 
is good.  
Cuba Cola, however, does not have the 
same brand structure as GB Glace 
considering that it is a brand with only two 
products. Thus, the Cuba Cola relaunch 
demands greater effort in the sense of brand 
building and communication since it does 
not use their mother brand (Spendrups) to 
endorse it. Consequently, Cuba Cola must 
differentiate itself in order to compete with 
Coca-Cola and Pepsi-Cola. They chose to 



imitate their competitors both with the 
colors and the design in order to blend in. 
The question is whether a customer chooses 
a product just because it has a similar design 
to their competitors or if a consumer 
becomes more curious if it is a product that 
has a more unique design and a design that 
evokes the nostalgic feeling. Although the 
analysis shows that there has been much 
effort to relaunch the brand, the question is 
whether the changes are too big in order to 
keep the nostalgic feeling.  
As stated in the analysis, Cuba Cola chose 
to change a big part of their brand identity 
in order to separate themselves from the 
left-wing politics that hijacked the brand. 
Hence, Cuba Cola is not only relaunching a 
nostalgic brand they also have to reposition 
themselves in order to align their brand 
identity and with their image, considering 
that the brand image was distorted. 
Accordingly, Cuba Cola has the difficult 
task to preserve the part of the brand story 
that creates nostalgia for their consumers 
but at the same time update it in order for 
the new consumers to get the right image of 
the brand. This demands more work with 
the brand identity and promise. Finally, as 
Igloo has made rather small changes to their 
brand for the relaunch they can be defined 
as a nostalgic brand, whereas Cuba Cola can 
be defined as a retro brand that works with 
their brand heritage in their 
communication.  
Conclusion 
The two cases are evidence that relaunches 
can differ significantly. Igloo has made 
minimal changes in order to create added 
value for the endorsing brand while Cuba 
Cola has made big changes to regain control 
over the brand. The question of which 
strategic strategy is most appropriate 
depends on the brand and the fundamental 
reasons why a brand is relaunched. Both 
brands have activated the nostalgia and 
brand heritage in their relaunches and tried 
to advertise the brand as something 
nostalgic to enhance the desire for the 
products. It can therefore be observed that 

the strategic choices a brand makes during 
a relaunch is affected by numerous factors 
that all depend on the brand’s structure, 
heritage and especially vision.  
Theoretical and managerial implications 
This study contributes to the existing 
literature as it provides a unique way of 
analyzing specific brand relaunches and 
their management for two time periods, 
namely the relaunch of Cuba Cola and 
Igloo. This was done by applying the 
‘CBIM’ (Urde, 2013) and the ‘4A:s of retro 
branding’ (Brown, Kozinets & Sherry Jr., 
2003) on the case studies. The main 
contribution of the study is that when 
relaunching a brand the strategic choices are 
mainly dependent on the brand structure, 
heritage and aim. Managers can use this 
knowledge to understand the strategic 
choices made from a corporate perspective 
as these real-life examples can be used as 
guides and illustrations to how one may 
relaunch an old brand. The case studies 
showcases several functions to how a brand 
can utilize and practically activate the 
nostalgia in a relaunch.  
Limitations and further research 
A limitation of this study is that the analysis 
only considers the corporate perspective 
and not the consumers’ perspective, it 
would therefore be interesting for further 
research to address both perspectives for a 
more thorough analysis. Another limitation 
comes from the fact that this study only 
covers two cases, to be able to generalize 
the findings even further more cases should 
be addressed. Future research related to this 
could be done using both qualitative and 
quantitative analysis for more credible 
results. In addition, this subject can be 
further research by developing a larger 
theoretical framework that touches brand 
architecture in relation to relaunching old 
brands.  
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Appendices 
Appendix 1: Interview-guide – Edward 
Liepe 
Background 

• Is it okay if we record the 
interview? This is so that we can 
transcribe later. 

• Can you tell us a bit about 
yourself?   

• What's your role at Cuba cola and 
Saturnus? 

• Can you in a few words describe 
the Cuba Cola brand? 

Allegory 
• What were the core values of Cuba 

Cola? 
• How did you try to advertise your 

brand?  
Aura 

• Do you know if there is anything 
specific, such as the core values, 
size, shape, colours, that they chose 
to preserve when they relaunched 
the brand?  

• Which would say was your most 
important brand attribute in the 
past?  

Arcadia 
• Who were you trying to target?  

• What did they have in 
common? 

Antinomy 
• Do you know if they made any 

changes to the brand in order to fit 
today’s society?  

• If yes, which? 
• If no, why?  

What was your vision?  
Is there anything more you would like to 
add or something you feel we have missed 
to talk about? 



Appendix 2: Interview-guide – Jon 
Hilander 
Background 

• Is it okay if we record the 
interview? This is so that we can 
transcribe later. 

• Can you tell us a bit about 
yourself?   

• What's your role at Cuba cola and 
Spendrups? 

• Can you in a few words describe 
the Cuba Cola brand? 

Allegory 
• What are the core values of Cuba 

Cola? 
• Did you change the brand story 

(narrative) when you relanched the 
brand? 

• If Yes, why?  
• And how? 

• What are the main changes to the 
brand values compared to the 
values in the past? 

• How are you trying to advertise 
your brand?  

• How does your current marketing 
strategy differ from the previous 
one? 

Aura 
• Is there anything specific, such as 

the core values, size, shape, 
colours, that you chose to preserve 
when you relaunched the brand?  

• Something that you felt was 
needed to maintain because 
it was a part of the brand 
heritage/legacy? 

• Which would say is your most 
important brand attribute now?  

• Did it change over time? If 
yes, why? 

 

Arcadia 
• Would you say that the nostalgic 

factor, in your consumers’ mind, 
was a strong reason for you to 
relaunch the brand now? 

• Who are you trying to target?  
• What do they have in 

common? 
• Is there a characteristic or 

something about the old 
product/brand that you have tried to 
avoid associating it with now? 

Antinomy 
• Have you done any changes to the 

brand in order to fit today’s 
society?  

• If yes, which? 
• If no, why?  

• What choices have you done to 
keep the loyal/old consumers 
happy? 

If your brand was a person, how would you 
describe it in three words? 
What is your vision?  
Is there anything more you would like to 
add or something you feel we have missed 
to talk about? 
Appendix 1: Interview-guide – Olivia 
Nilsson 
Background 

• Is it okay if we record the 
interview? This is so that we can 
transcribe later. 

• Can you tell us a bit about 
yourself?   

• What's your role at GB and Igloo? 
• Can you in a few words describe 

the Igloo brand? 
Allegory 

• Why did you choose to relaunch 
this year? 



• What are the core values of Igloo? 
• Did you change the brand story 

(narrative) when you relanched the 
brand? 

• If Yes, why?  
• And how? 

• What are the main changes to the 
brand values compared to the 
values in the past? 

• How are you trying to advertise 
your brand?  

• How does your current marketing 
strategy differ from the previous 
one? 

Aura 
• Is there anything specific, such as 

the core values, size, shape, 
colours, that you chose to preserve 
when you relaunched the brand?  

• Something that you felt was 
needed to maintain because 
it was a part of the brand 
heritage/legacy? 

• Which would say is your most 
important brand attribute now?  

• Did it change over time? If 
yes, why? 

Arcadia 
• Would you say that the nostalgic 

factor, in your consumers’ mind, 
was a strong reason for you to 
relaunch the brand now? 

• Who are you trying to target?  
• What do they have in 

common? 
• Is there a characteristic or 

something about the old 
product/brand that you have tried to 
avoid associating it with now? 

 
 
 

Antinomy 
• Have you done any changes to the 

brand in order to fit today’s 
society?  

• If yes, which? 
• If no, why?  

• What choices have you done to 
keep the loyal/old consumers 
happy? 

If your brand was a person, how would you 
describe it in three words? 
What is your vision?  
Is there anything more you would like to 
add or something you feel we have missed 
to talk about? 
 
 


