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Abstract 

Combat sports in Iceland have gained increased popularity in recent years. Competition 

has increased among organizations as they strive to gain competitive advantage and 

simultaneously strengthening their brand. Most organizations rely on marketing to 

advertise their brand and it is mostly conducted through social media such as Facebook 

and Twitter. It is important for an organization to affect what comes into the minds of 

their consumers when they associate with their brand. 

The purpose of this thesis is to analyze the strength of the brand Mjölnir. The main 

objective of this thesis is to explore the strength of Mjölnir compared to other mixed 

martial arts brands in Iceland, as well as analyze what makes a brand strong and the 

theoretical methods behind it. The thesis begins with defining what a brand is and 

presents the aspects of brand management. A comparison is done between the theoretical 

methods of brand management with the deployed methods of Mjölnir. The thesis is set 

up in a form of a theoretical discussion of the main aspects of brand management and a 

qualitative research. At the end of the theoretical discussion, the strength of the brand in 

Iceland was evaluated. 

The key findings of this thesis are that there are many benefits of having a strong brand 

such as increased consumer loyalty and brand equity. In the case of Mjölnir, having a 

strong brand has resulted in increased amounts of participants, compared to rival 

organizations, and increased brand loyalty among their consumers. 
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Útdráttur 

Bardagaíþróttir á Íslandi hafa náð auknum vinsældum undanfarin ár. Samkeppni hefur 

aukist og stofnanir keppa um að ná samkeppnisforskoti og styrkja vörumerki sín. Flestar 

stofnanir treysta á markaðssetningu til að auglýsa vörumerkið sitt og það er að mestu 

framkvæmt gegnum samfélagsmiðla eins og til dæmis Facebook og Twitter. Það er 

mikilvægt fyrir fyrirtæki að hafa jákvæð fyrstu áhrif þegar vörumerkið kemur upp í huga 

neytenda. 

Tilgangur þessarar ritgerðar er að greina styrkleika á vörumerki íþróttafélagsins Mjölnis. 

Til þess að greina styrkleikann er meðal annars gerður samanburður á vörumerkjum 

annarra blandaðra bardagaíþróttafélaga á Íslandi. Einnig er fjallað um hvað það er sem 

styrkir vörumerki og voru til þess notaðar fræðilegar aðferðir. Í byrjum ritgerðarinnar er 

skilgreint hvað vörumerki er og kannað þætti vörumerkjastjórnunnar. Þar að auki er borið 

saman fræðilegar aðferðir vörumerkjastjórnunnar við aðferðir íþróttafélagsins Mjölnis. 

Ritgerðin er sett upp í formi fræðilegrar umfjöllunar og notast er við eigindlega rannsókn. 

Helstu niðurstöður þessarar ritgerðar eru að það eru margir kostir við að hafa sterkt 

vörumerki svo sem aukna tryggð neytenda og aukið vörumerkjavirði. Hvað varðar 

íþróttafélagið Mjölnir þá hefur styrkleiki vörumerkisins aukist með árunum sem hefur 

leitt til fjölgun þátttakenda miðað við samkeppnisaðila. 
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1  Introduction 

Mixed martial arts (MMA) is a relatively new sport in Iceland and rather uncommon 

compared to other sports such as football and handball. Despite great popularity of 

combat sports in recent years, there are relatively few organizations in Iceland that offer 

MMA. One organization stands out which has been in operation over a decade, Mjölnir 

sports club. Mjölnir is a pioneer in mixed martial arts in Iceland and is one of the few 

companies that offer MMA (Jón Viðar Arnþórsson, personal communication, August 21, 

2017). The organization has enjoyed popularity in recent years and a great deal of that is 

due to the success Gunnar Nelson has achieved in the world of MMA. 

1.1 Thesis statement 

The main objective of this thesis is to evaluate if Mjölnir is a strong brand based on 

theoretical methods and a qualitative research. The goal is to demonstrate the importance 

of brand management for an organization that wished to build a strong brand. 

1.2 Thesis overview 

This thesis is divided into several parts, it begins with presenting the history of Mjölnir 

and how the company has evolved into becoming Iceland’s biggest and most popular 

MMA organization. Chapter 3, 4, and 5 present theoretical methods used in brand 

marketing, management and positioning along with what makes a strong brand. Terms of 

these methods are defined and methods deployed by Mjölnir are compared with the 

theoretical methods. In chapter 6, the results of the thesis are summarized and Mjölnir is 

evaluated if it fits the criteria of a strong brand. Lastly, the limitations of the study and 

suggestion for possible future work related to this is presented.  
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2 History of Mjölnir 

Mjölnir was founded back in 2005 by a group of friends that had interest in combat 

sports. With the foundation of Mjölnir, they hoped that they would create a platform for 

Mixed Martial Arts (MMA) and Brazilian Jiu Jitsu (BJJ) in Iceland. Prior to that, most of 

the athletes trained in two exclusive groups, Mjölnir, which comes from the god Thor´s 

hammer from Norse mythology, and Straight Blast Gym Iceland (SBGI). Mjölnir MMA 

club was formed with the merger of these two groups.  

The first formal practice was held in the autumn of 2005. For the first few months, 

Mjölnir had to rent space at Reykjavík Judo club called Þórshamar to host their practices. 

They barely had enough money to pay the rent and all the coaches volunteered for the 

club. In the autumn of 2006 Mjölnir moved into their accommodation in Reykjavik, 

Iceland and decided to put more emphasis on advertising. For the next four years, 

coaches of Mjölnir made posters, printed them out and promoted the club around the 

capital area in schools, stores, swimming pools and downtown Reykjavik. Coaches still 

worked voluntarily and the practice fee barely covered the cost of rent.  

In 2007, Mjölnir’s most iconic MMA fighter, Gunnar Nelson, was the first ever to 

compete professionally under the name and logo of Mjölnir. A year later, Mjölnir 

formally created a team that practiced and competed in and outside of Iceland. In the 

winter of 2010, Mjölnir was resigned of their lease and forced to find a new home for 

their MMA club. After searching for a while, they found their new home in the heart of 

down town Reykjavík. A lot of work had to be done to their new facility which was 

called “Mjölniskastalinn”. After a month of hard work and dedication by all the staff of 

Mjölnir, their new facility was ready, a stunning 1600 meters squared facility, which was 

unheard of in Europe for an MMA club.  

In the summer of 2012, Gunnar Nelson signed a contract with the Ultimate Fighting 

Championship (UFC), which is the biggest MMA promoter in the world. That signing is 

believed to be the biggest leap in the history of Icelandic combat sports. Interest in 

Mjölnir rose significantly, creating a positive image for the club and Gunnar became 

Iceland’s most popular sportsperson. In 2017, Mjölnir moved to an even bigger location 

in Reykjavík, Iceland. Their new location was 32.000 m
2 

with a newly equipped 3000 m
2 

facility.  
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One of the founders and current chairman of Mjölnir, Jón Viðar Arnþórsson, said that 

they want to make Mjölnir the center of MMA clubs in the world. Approximately 1600 

people practice at Mjölnir and Jón Viðar believes that with their new location they will 

easily be able to host 2000 to 3000 people training in a variety of different sports that 

they offer such as MMA, kickboxing, boxing, and Jiu-Jitsu (Mjölnir, n.d.; Hörður 

Guðmundsson, 2017).  
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3 Marketing 

In general, marketing refers to what an organization needs to do in order to create and 

exchange value with customers (Silk, 2006). The goal of marketing is to create long-term 

customer satisfaction rather than short-term deception. Marketing can be defined in many 

ways; the American Marketing Association (2013) defines marketing as “The activity, 

set of institutions, and processes for creating, communicating, delivering, and exchanging 

offerings that have value for costumers, clients, partners, and society at large.” Fahy and 

Jobber (2012) define marketing as “The delivery of value to customers at a profit”. 

Kotler and Keller (2012) define marketing as “a social and managerial process by which 

individuals and groups obtain what they need and want through creating and exchanging 

products and value with others”. Most companies in modern society include marketing in 

their business strategy. The success of an organization is often defined as how well the 

marketing is conducted. Peter Drucker stated “Because the purpose of business is to 

create and keep customers, it has only two central functions – marketing and innovation. 

The basic function of marketing is to attract and retain customers at a profit (Fahy & 

Jobber, 2012). One of the most valuable assets of an organization is its brands and that is 

why it is necessary that a marketing team manages its value accordingly. Brands are 

often the representation of that value proposition (Kotler & Keller, 2012). 

3.1 What is a brand?  

The American Marketing Association defines a brand as a “Name, term, design, symbol, 

or any other feature that identifies one seller´s good or service as distinct from those of 

other sellers” (American Marketing Association, n.d.). It is important to define a brand 

apart from a product. Products have the capacity to satisfy customers’ needs by providing 

them value, while a brand can help the customers to distinguish offers apart from one 

organization to another in a competitive environment (Fahy & Jobber, 2012). People 

commonly use brands to establish their status, such as which football team they choose to 

support, the cars they drive, and the clothes they wear are all a part of an image they are 

trying to represent (Brassington & Pettitt, 2012).  

A brand consists of three concepts; identity, image, and personality. For a brand to 

become successful, it should have a clear identity, because it answers the question, “Who 
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are you?” The answer can be found in the brand’s name, logo, and origin. Strong brands 

have a rare and definite identity that helps the consumer to trust the brand´s promises and 

what the organization signifies. Brand image is how the image of the brand is associated 

in the minds of the consumers. Associations come in all forms that reflect the 

characteristics or aspects of the product itself. However, brand image is only partly under 

the control of a brand manager. Factors such as word of mouth, social media, and news 

media influence the image of the brand. Brand personality appears when consumers have 

interactions with the brand (Brassington & Pettitt, 2012). 

3.2 Brand history 

The history of brands as we know it goes back centuries to the word brand from the old 

Norse word Brandr, which means “to burn”. Livestock owners commonly used brands to 

mark their animals to identify ownership (Fahy & Jobber, 2012). The earliest sign of 

branding in Europe was the medieval craft guilds. Craftsmen were required to mark their 

products so they could protect themselves and their customers against lesser quality 

products. This method was also used in fine arts, where artist signed their work to 

identify ownership. Since then, branding has gone to play an important role in today’s 

marketing. It enhances consumer´s lives, and the financial value of an organization 

(Kotler & Keller, 2012). 

3.3 Brand elements 

The design of a brand is an important factor for an organization. Establishing a successful 

brand that has a positive image in the community and a positive image in the minds of its 

consumers is difficult. It is important to look at factors that define the brand other than 

appearance. Such factors are: does the brand differentiate itself from the competition, is 

the name memorable, is it catchy, or does it offer something no other brand offers. These 

factors distinguish the brand from other brands. These factors are better known as brand 

elements. Before defining the brand elements, it is important that an organization looks at 

the criteria they must fulfill to maximize the potential of the brand elements. There are 

six criteria to consider when choosing brand elements: memorability, meaningfulness, 

likability, transferability, adaptability, and protectability (Keller, Apéria, & Georgson, 

2008). 
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Memorability 

The brand must create awareness among consumers to increase its equity. The reason 

why the brand must be memorable is so that consumers become more likely to choose 

their brand before considering other brands in the same category (Keller, Apéria, & 

Georgson, 2008).  

Meaningfulness 

Having a meaningful brand affects how descriptive and compelling the brand is in the 

minds of the consumers. The consumer should be able to tell the category of the brand by 

its design. It should also reveal if the brand is trustworthy and if it meets the expectations 

and needs of the consumers. A compelling brand indicates the features and the quality of 

the brand (Keller, Apéria, & Georgson, 2008).  

Likability 

The likability of a brand is subject to the consumer’s opinion. Features that make a brand 

likable are visibility, attractiveness, and an eye-catching design. The goal is to make the 

brand as appealing as possible apart from the product or service it provides. Therefore, it 

is necessary that the consumer likes the brand identity such as the design, name, or logo 

(Keller, Apéria, & Georgson, 2008).  

Transferability 

This criterion emphasizes how well the brand could adapt to a new environment, whether 

domestically or internationally. Transferability depends on how well elements of the 

brand translate abroad. To maintain the equity of the brand, it is important that the 

organization chooses a name that works both domestically and abroad and has no specific 

meaning behind it. The transferability also indicates how well the brand can expand its 

products or service (Keller, Apéria, & Georgson, 2008). 

Adaptability 

It is necessary to adjust to different circumstances in a marketplace with a lot of 

variables. Consumption patterns and the presumption of the consumers can rapidly 

change, which requires that the organization evolve to meet the needs and expectations of 

the market (Keller, Apéria, & Georgson, 2008). 

Protectability 

The brand must be defensible, both legally and competitively. When choosing elements 

for the brand, the organization must consider getting a patent on the brand’s design so the 
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competition cannot replicate it. Protectability in the sense of competition means that the 

organization should make the elements (e.g. logo or design) hard for the competition to 

replicate (Keller & Lechmann, 2003). 

3.3.1 Defining the elements  

The main elements of a brand are the name, logo, symbol, figure, and spokesperson. 

These elements have different effects on the brand but the main goal is to create a 

positive image in the minds of the consumer and increase brand equity (Keller, Apéria, & 

Georgson, 2008). It is nearly impossible to follow all the criteria mentioned above but it 

is necessary to have them in mind when choosing the brand elements. 

Name 

Choosing a brand name is by far the most important decision an organization can make 

and the most significant element. An effective brand name benefits the organization 

because it can differentiate itself from the competition which leads to competitive 

advantage (Jain & Griffith, 2011). While choosing the name, it is important to have the 

six criteria mentioned above in mind, such as the memorability, meaningfulness, and 

likability. Adhere (2017) is a marketing firm that specializes in branding strategies that 

developed seven rules an organization should follow while choosing a brand name. The 

first rule is the name shall be memorable, it is important that the name is easily 

pronounced to avoid a branding disaster. The second rule is to add vigour by adding 

visual elements to the name, which creates strong emotional associations and increases 

consumers’ reactions to the brand. The third rule is to choose words carefully, composing 

the brand of strong, positive or descriptive words. The fourth rule is to choose a brand 

name that has a clear identity. The brand name should provide a hint to the target 

audience what the organization offers. The fifth rule is a critical element for the success 

of the brand, choosing a domain name. It is good to have in mind that the domain name 

does not have to be the same as the organizations. The sixth rule is to make sure that the 

name is not similar to another brand. Having the same name can lead to legal issues, 

especially in related industries. Rule seven is the use of acronyms. If the brand name is 

too long, organizations can use acronyms to abbreviate their name. While these acronyms 

make sense to the organization, the public may have no idea what it stands for. 

Therefore, choosing a name that clearly defines what the brand stands for is important. 
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Logo & Symbol 

Logos and symbols are familiar factors because both are a visual symbolic element. A 

logo is a word, a symbol is a picture, and the combinations of both are emblems used to 

represent an organization. Logos and symbols make it possible to differentiate an 

organization from another (Keller, Apéria, & Georgson, 2008). 

Slogan 

The slogan is a crucial factor when it comes to the brand image. A slogan includes few 

simple words that are used to form a phrase, which is then used in promotional activities. 

These words trigger different emotions that consumers will associate with that brand. The 

purpose of the slogan is to ensure that the target audience has a clear understanding of the 

features and characteristics of the brand (Ke & Wang, 2013). 

Figure and Spokesperson 

Organizations often use a figure to present the product or service through advertising. A 

figure can create a positive image in the minds of the consumers, leading to increased 

brand equity (Keller, Apéria, & Georgson, 2008). A spokesperson, on the other hand, is 

an individual who is known in the community and can boost the validity of the brand 

with his communication skills and personality (Kotler, 2003).  

3.3.2 Brand elements of Mjölnir 

As mentioned above, when an organization is choosing its brand elements it is necessary 

to follow the six criteria and choose criteria that differentiate them from the competition 

(Keller, Apéria, & Georgson, 2008). Presented below are the criteria and the brand 

elements of Mjölnir and how well they fit the theoretical methods mentioned above. 

The brand Mjölnir is well known in Iceland and has a lot of awareness in the Icelandic 

community. Considering combat sports in Iceland, it is easy to say that Mjölnir has a 

competitive advantage over its competition. With over 1600 participants, people are more 

likely to choose Mjölnir before considering other brands in the same category. Mjölnir is 

trustworthy and people generally believe that Mjölnir meets the needs of their consumers 

based on their reputation and loyalty of their customers. The brand is genuinely likable 

because Icelanders are proud of representing the Viking culture and Mjölnir emphasizes 

on that factor. The logo design and the brand name are directly connected to the Viking 

culture. Mjölnir believes that the Viking culture is trending, increasing the international 

adaptability of the brand in the worldwide MMA community. Both the brand name and 
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the logo are protected by patents (Mjölnir, n.d.; Jón Viðar Arnþórsson, personal 

communication, August 21, 2017). 

When Mjölnir was founded, they did not knowingly use the theoretical methods of 

building a brand (Jón Viðar Arnþórsson, personal communication, August 21, 2017). 

Presented below are the brand elements of Mjölnir and the assessment of how well the 

brand fits the theoretical factors stated above. 

Name 

The brand name came up when Jón Viðar and other members of the Þórshamar Judo club 

named their practices “Mjölnisæfingar”. They decided to name their brand Mjölnir when 

they officially moved to their own location and started their own business. If compared to 

Adhere’s (2017) seven rules as stated above, one could say that Mjölnir lives up to nearly 

all of them. The first rule is that the name 

should be memorable. Jón Viðar believes 

that Mjölnir is a very memorable name 

because almost all of Icelandic students 

study Norse mythology in high school. 

The second rule is to use visual vigour. 

The name Mjölnir, as seen in figure 1, is 

written in ancient Viking rune letters that were specially designed for the organization. 

The third rule is to choose a name composed of strong, positive, or descriptive words. 

Mjölnir is a very strong and descriptive word as the meaning behind the name is 

connected to the magical hammer of the powerful Norse god, Thor. The fourth rule is to 

choose a name that provides a hint to the target audience about what the organization 

offers. The name Mjölnir does not clearly state what the organization offers but the text 

under their name, as seen in figure 1, indicates what the organization stands for. The fifth 

rule is to choose a domain name. The domain name of Mjölnir is the same as the brand 

name, making it easier for customers to find them online, which gives them a competitive 

advantage. The sixth rule is to choose a name that is not similar to other brands. Mjölnir 

shares no similarity to other brand names and they now have a patent for the name. Rule 

seven states there should be a use of acronyms. However, there was no need for Mjölnir 

to use acronyms as the name is very short and descriptive (Jón Viðar Arnþórsson, 

personal communication, August 21, 2017).  

Figure 1. Brand name written in Icelandic runs (Mjölnir, 

n.d.) 
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Logo and Symbol 

The first Mjölnir logo was a shark, which they used until 2011. 

Their new and current logo is the Mjölnir hammer, as seen in 

figure 2, which comes from Norse mythology. Mjölnir wants to 

recall ancient Icelandic Viking times by using Icelandic runes. 

They are very proud of their ancestors and want to show their 

gratitude (Jón Viðar Arnþórsson, personal communication, August 

21, 2017).  

Slogan 

The slogan of Mjölnir is “Orðstír deyr aldrei” which means, 

reputation never dies. The slogan comes from “Hávamál” which is a book of old Norse 

poems from the Viking age. Jón Viðar believes that the slogan fits well with the image of 

the brand (Jón Viðar Arnþórsson, personal communication, August 21, 2017). 

Figure and Spokesperson 

Mjölnir does not use a figure to advertise their brand, other than 

the Mjölnir hammer, which is their logo. However, the 

spokesperson of Mjölnir is Gunnar Nelson, seen in figure 3, 

because he is a well-known MMA fighter in Iceland and people 

connect him directly with Mjölnir (Jón Viðar Arnþórsson, 

personal communication, August 21, 2017).  

When comparing Mjölnir with the theoretical methods 

mentioned above, it is clear that they match the qualifications 

needed to be a successful brand. However, owning a successful 

brand is not as simple as just following the theoretical methods. 

Brand management is used to increase brand equity which leads to the success of a brand 

(Kotler & Keller, 2012). 

Figure 2. Current brand logo 

(Mjölnir, n.d.) 

Figure 3. MMA fighter Gunnar 

Nelson (HalfGuarded, 

2017) 
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4 Brand Management 

Brand management is a function of marketing that uses knowledge and skills to increase 

the perceived value of a brand and brand equity over time (Kapferer, 2008). Marketing 

managers develop their products into brands to create a unique position in the minds of 

consumers (Jobber, 2010). If a company utilizes effective brand management, the 

likelihood of increasing loyalty among its customers rapidly rises. That can be 

accomplished by building awareness of the brand and having a positive brand image. 

However, developing an effective strategic plan to increase awareness and maintain 

brand equity or gaining brand value requires a broader understanding of the brand, its 

customers and the organization’s overall vision (Investopedia, n.d.). According to Kotler 

and Keller (2012), increasing brand equity is one of the most distinctive skills of 

professional marketing. 

4.1 Brand equity 

Brand equity is used to measure the strength of a brand in the marketplace and high 

brand equity leads to increased sales and profit. Brand equity comes primarily from loyal 

consumers with high affection (Jobber, 2010). There are many ways to define brand 

equity. Aker (1991) defines brand equity as “a set of assets such as a name awareness, 

loyal customers, perceived quality, and associations that are linked to the brand and add 

value to the product or service being offered.” The American Marketing Association 

(n.d.) defines brand equity as “the value of a brand. From a consumer perspective, brand 

equity is based on consumer attitudes about positive brand attributes and favorable 

consequences of brand use.” Keller (2008) defines it as “the added value, endowed on the 

products and services. It may be reflected in the way consumers think, feel and act with 

respect to the brand, as well as in the prices, market share and profitability the brand 

commands.” These definitions all describe a brand with high equity as having a deep 

relationship with its consumers, with good attitudes, and high brand loyalty. Increasing 

consumer loyalty can be depicted as a pyramid with both rational and emotional factors 

(Johansson & Carlson, 2015).  
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4.1.1 Brand equity pyramid 

To strengthen the brand, an organization must go through several stages to increase 

consumer allegiance. The organization must make sure that consumers have knowledge 

of the brand preference for their brand over the competition. The organization can view 

this process in few steps, as shown in the brand equity pyramid in figure 4 below 

(Johansson & Carlson, 2015; Kotler & Keller, 2012).  

The first step is consumer recognition, 

as the consumer’s awareness of the 

brand makes all the difference. The goal 

is that the consumer finds the brand 

familiar. 

The second step is consumer 

perception, which is the image and the 

characteristics of the brand. Consumers 

form an opinion on the brand based on 

the image. They tend to think of a 

specific brand when they think of the 

brand category as a whole. The most 

important factor of this step is the value 

proposition that the organization gives. 

The value proposition is the factor that defines the brand such as the culture, 

characteristics, and image that identify the brand.  

The third step is consumer response, in which consumer attitudes and preferences come 

strongly into play. It is important for the organization to get a positive attitude towards 

the brand. The organization must identify its target segment and choose the right 

message, the right spokesperson, and the right media so the message is delivered to the 

specific target segment.  

The final step in the pyramid is consumer bonding. In this stage, a bonded relationship is 

formed between the consumer and the brand. Brand equity increases with increased trust 

between the brand and its consumers. A trusted brand can provide functional and 

psychological risk reduction and opportunity for self-expression which forges a strong 

bond (Johansson & Carlson, 2015).  

Looking at the brand equity pyramid, one would think the brand equity of a strong brand 

comes only from the top but the truth is that an organization will benefit from the 

Figure 4. Brand Equity Pyramid (Johansson & Carlson, 2015) 
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positive image of a brand even among consumers that are not completely loyal. Strong 

brands offer a great presence in the marketplace (Kotler & Keller, 2012).  

4.2 Brand equity of Mjölnir 

As stated above, if an organization wishes to strengthen its brand, it would be beneficial 

to go through the stages of the brand equity pyramid. Presented below is the evaluation 

of the theoretical methods of the brand equity pyramid for the Mjölnir brand.  

The first stage of the pyramid is consumer recognition. There is a lot of awareness and 

familiarity among Icelanders with the brand Mjölnir. Mjölnir is keen on being on the 

local news when fighters such as Gunnar Nelson are competing. For example, Gunnar 

Nelson is the most Googled Icelander, not just among sportspersons but overall Icelandic 

people.  

The second stage is consumer perception, the image, and characteristics of the brand. 

Mjölnir has an overall positive image in the community. They are known to be friendly 

and people training at Mjölnir feel welcomed. However, there are always people who 

look at combat sports as a violent act and therefore, have a negative image towards the 

brand. It is important to identify the value proposition of Mjölnir, which is to be 

welcoming to anyone wishing to practice.  

The third stage is consumer response. It is important to choose the right message, 

spokesperson and media to elicit a positive attitude towards the brand. Mjölnir has been 

marketing their brand through social media such as Facebook and Twitter from the 

beginning. Mjölnir took videos of practices and tagged people practicing, which lead to 

friends of those people seeing the videos, increasing brand awareness by thousands of 

people. This was their marketing strategy in the beginning and they believe that it is the 

main reason for their quick success.  

The fourth and final step is consumer bonding. At this stage, a bond between the 

consumers and the brand should have been made. Mjölnir believes that there is a strong 

bond between them and their consumers, demonstrated by their 1600-strong membership. 

They believe that their consumers are very proud of representing Mjölnir because they 

feel they are a part of the larger worldwide success of the Mjölnir MMA team (Jón Viðar 

Arnþórsson, personal communication, August 21, 2017). 

Comparing Mjölnir with the theoretical methods of the brand equity pyramid, it is clear 

that they have the qualities of a successful brand. In each stage of the pyramid, they have 
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strengths that give them a competitive advantage. However, having all the right elements 

and following all the right steps in the pyramid does not guarantee success if they do not 

target the right audience. Brand positioning is therefore necessary when an organization 

wants to reach their ideal target audience (Keller, Sternthal, & Tybout, 2002). 
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5 Brand positioning 

Brand positioning is an important factor when it comes to increasing brand equity. 

Positioning is about where the brand is placed in the minds of the consumers. If the 

positioning is wrongly conducted, reaching out to the target audience will be a nearly 

impossible task (Keller, Sternthal, & Tybout, 2002). The goal is to obtain a place in the 

minds of the consumers so they are likelier to choose the brand over another competitive 

brand in the same industry (Keegan & Green, 2005). A well-conducting brand 

positioning strategy consists of three factors: identifying the target segment, 

differentiating the brand from the competition, and creating a positioning map 

(Johansson & Carlson, 2015). 

5.1 Target segment 

When choosing a target segment, it is important to have in mind what possible unfilled 

segment exists in the market. Are there customers who could be served better? If there 

are, it is necessary to break the target segment into more precise sub-segments. Matching 

specific brand strengths against the competitive brands on important attributes generates 

a fit between the brand’s position and the segment’s ideal points. Brands that have 

similar attributes and occupy a similar positioning in the market are the relevant 

competitors. To gain the top-ranked position, an organization must analyse the strength 

and weakness of the relevant competitors. To determine if there is a competitive 

advantage, the organization must observe if the brand image is stronger than the 

competition, whether the brand is positioned closer to the consumers´ ideal points, and if 

the brand can win on price (Johansson & Carlson, 2015). 

5.2 Differentiation 

The competitive success of a brand depends on which attributes the brand has superiority 

over the competition, where it is lesser, and where it is equal to the competition. These 

are called points-of-difference (POD) and points-of-parity (POP) (Keller, Sternthal, & 

Tybout, 2002). Points-of-difference is those strong, efficient and unique features where a 

brand is superior to its competitors. Consumers strongly associate these features with the 

brand and believe that they cannot find similar features in other competitive brands 

(Keller, Apéria, & Georgson, 2008). However, points-of-parity are those features that 

other brands also share (Keller, Sternthal, & Tybout, 2002).  
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5.3 Positioning map 

Perceptual mapping is a good way to determine where the brand stands on the market. 

The map is simple to use. It has a horizontal axis and a vertical axis and it gives a 

marketing team the opportunity to position them on the market according to the scale 

they intend to use (Maccarthy, Mcguiggan, Perreaullt, & Quester, 2007). The map shows 

where the competitive brands are located based on how they are scored on important 

attributes. Both functional and 

emotional characteristics may include 

in the brand attributes. For example, 

this perceptual map shown in figure 5, 

represents the salient attributes of beer 

brands. There are four anchors and 

they are interpretations of the general 

direction and the length of the arrows 

is proportional to the importance of 

the attribute. The brands that are 

closer to each other are likelier to be 

competing for the same consumers 

(Johansson & Carlson, 2015). 

5.4 Brand positioning of Mjölnir 

Mjölnir has never conducted a brand positioning strategy (Jón Viðar Arnþórsson, 

personal communication, August 21, 2017). Presented below is the evaluation if Mjölnir 

current position gives them a competitive advantage.  

Target segment 

A target segment is a group of customers in a market that an organization wants to serve. 

Organizations compete against each other by trying to meet the needs of the consumer 

better than their competitors (Kurtz & Boone, 2010). The target segment of Mjölnir is 

everyone between the ages of five and 60 years old who want to practice combat sports 

or learn to defend themselves. They have several agreements with communities around 

the capital area to prepare people working in violent situations, such as police officers, 

immigration office staff, and security guards. Mjölnir sees an opportunity in servicing 

large corporate groups to fill the void between lunch time and early in the evening (Jón 

Viðar Arnþórsson, personal communication, August 21, 2017).  

Figure 5. Brand positioning map og beer brands (Johansson & 

Carlson, 2015) 
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Differentiation 

The success of a brand depends on which attributes the brand has superior over the 

competition (Keller, Sternthal, & Tybout, 2002). Presented below is the evaluation of the 

POP and the POD of Mjölnir and their competitors, Vallentuna Boxing Camp (VBC) and 

Fenrir (Jón Viðar Arnþórsson, personal communication, August 21, 2017). 

Vallentuna Boxing Camp opened in Iceland in 2009. It is rooted in Sweden and was once 

the biggest Muay Thai club in northern Europe. VBC in Iceland emphasizes on boxing 

and offer a variety of different courses such as Brazilian Jiu Jitsu, Muay Thai, Wrestling, 

and Spartan endurance. They are in the capital area in a 900 m
2
 facility and about 300 

people practice there (VBC, n.d.). 

Fenrir is an MMA club located in Akureyri, northern Iceland. It was unofficially founded 

in 2004 by Ingþór Örn Valdimarsson. In 2011, Fenrir opened its 45 m
2 

gym and started to 

offer beginner courses. In 2014, Fenrir expanded into a 550 m
2
 gym and about 200 

people practice there (Fenrir, n.d.). 

When comparing the POD and POP of Mjölnir, VBC, and Fenrir, it is obvious that 

Mjölnir has a competitive advantage over them both. The POP of Mjölnir and the other 

two clubs is, that they offer a variety of courses, however, Mjölnir offers far more (11) 

than VBC (6) and Fenrir (5) (Mjölnir, n.d.; VBC, n.d.; Fenrir, n.d.). The POD is that 

Mjölnir has a much larger facility, 3000 m
2
, and around 1600 people practice there (Jón 

Viðar Arnþórsson, personal communication, August 21, 2017) while VBC has a 900 m
2
 

facility and around 300 people practicing there (VBC, n.d.). Fenrir is the smallest of the 

three, owning a 550 m
2
 facility with around 200 people practicing there (Fenrir, n.d.). 

Mjölnir also offers additional service at their facility such as a bar, a hairdresser salon 

and a merchandise shop (Mjölnir, n.d.). VBC has a lounge where people can watch Tv, 

read, or talk (VBC, n.d.) and Fenrir offers a playroom with a PlayStation for kids and 

adults to hang out (Fenrir, n.d.).  
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Positioning map 

The chosen positioning map 

scales for Mjölnir are, size and 

service. They were chosen based 

on the strengths Mjölnir has over 

the competition. As seen in the 

differentiation chapter above, it 

can be seen that Mjölnir has a 

competitive advantage in both 

size and service. VBC is closest 

to Mjölnir and therefore 

considered to be their main 

competitor. Mjölnir also has a 

larger facility than their 

competitors and therefore, can 

offer more and better services 

(Jón Viðar Arnþórsson, personal communication, August 21, 2017). 

If an organization can effectively conduct a brand positioning strategy and follow the 

steps of the brand equity pyramid better than their rivals, they have gained competitive 

advantage on the market. When a brand has gained a competitive advantage and the 

brand is positioned in the minds of the consumers, it can be viewed as a strong brand. A 

strong brand has numerous benefits for both the organization and the consumers. 

However, managing and keeping a brand strong can itself be a daunting task. 

 

Figure 6. Brand positioning map of Mjölnir 
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6 Strong brands 

Building a strong brand is a common goal for many organizations. Having a strong brand 

increases brand equity significantly which benefits both the firm and consumers. It 

increases customer loyalty and the organization is less vulnerable to competitive brands. 

When building a strong brand, two questions arise: what makes a brand strong and how 

do you build a strong brand? These questions can be answered with the brand equity 

pyramid which was discussed above. The brand equity pyramid provides a unique 

perspective on how to build, measure, and manage a brand and how brand equity is 

increased (Keller, 2001). 

The fundamentals of the model are that the strength of a brand lies within what customers 

have heard, learned, felt and seen about the brand over time. In other words, the strength 

of a brand resides in the minds of the consumers. If an organization wishes to build a 

strong brand, it must ensure that consumers have a positive experience with the brand 

(Keller, 2001). To realize the importance of a strong brand for both the organization and 

consumers, it is necessary to address the benefits. 

6.1.1 The benefits of having a strong brand for consumers 

Reducing functional risk is one of the main benefits of having a strong brand. Consumers 

can trust that the brand performs to expectations. It also reduces financial and social risk, 

which means that consumers acquire what they are paying for and that the brand is 

socially accepted. A strong brand makes consumers´ lives easier by simplifying the 

purchasing decision. Trusted brands are continually purchased by consumers, which 

increases brand loyalty (Fahy & Jobber, 2012). 

6.1.2 The benefits of a strong brand for organizations 

There are many benefits of building and maintaining a strong brand. There are five 

prominent benefits of having a strong brand for organizations. The first benefit is the 

consumer recognition, this means that when consumers are considering a brand, they 

recognize the organizations brand. Consumers are more likely to choose a brand they are 

familiar with. The second benefit is, it gives organizations a competitive edge in the 

market. When consumers recognize the organizations brand and are likelier to choose the 

brand over their competitors, then the organization has a competitive advantage. The 
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third benefit is consumer loyalty and shared values. Consumers are attracted to brands 

with which they share values, leading to emotional connections and greater customer 

loyalty. Brand loyalty can last a lifetime and often transfers to future generations. The 

fourth benefit is, it eases the introduction of new products. When an organization has a 

strong brand and loyal consumers, it is easier to introduce new products. Loyal 

consumers are interested in testing new products and even anticipate them being released. 

The final benefit is enhanced credibility and ease of purchase. Strong brands enhance the 

credibility with its consumers, industry and the marketplace as a whole. Consumers are 

likelier to buy brands they know and if the brand is trusted, it is far more likely that they 

will choose that brand over the competition (Fanaras, 2013). 

6.2 Brand strength of Mjölnir 

Having originally started as a small brand back in 2005, few people recognized Mjölnir, 

however, that would change quickly. They manage to raise awareness for the brand when 

they began recording their practices, they made highlights and posted it on social media. 

Mjölnir tagged everybody in the video, which lead to families and friends of those people 

also seeing the video. This was their way of building awareness of the brand and until 

this day, they have not paid for a single advert. This strategy was successful as it created 

a great deal of excitement for practicing at Mjölnir. Today, Mjölnir is by far the biggest 

and most successful MMA club in Iceland and is even considered to be one of the best in 

Europe. The brand is strong because there is a lot of brand awareness and brand loyalty 

among their consumers. Jón Viðar believes that Mjölnir is one of Iceland’s strongest 

brands as they are well-known globally in the MMA community. Mjölnir sells a lot of 

their merchandises and everything they mark with their logo sells quickly. Clothing 

stores have asked them to sell Mjölnir products in their stores, such as t-shirts, sweaters, 

and pants. Currently, Mjölnir only sells their merchandises at their facility and online. 

However, they have not ruled out the possibility expanding (Jón Viðar Arnþórsson, 

personal communication, August 21, 2017). 

There are many benefits for Mjölnir having a strong brand and with being recognized on 

the market, consumers are likelier to choose their brand over another, giving them a 

competitive advantage (Fahy & Jobber, 2012). They have a loyal consumer base, as they 

have around 1600 people practicing and that number steadily increases each year (Jón 

Viðar Arnþórsson, personal communication, August 21, 2017). Another benefit for 

Mjölnir is that if they would like to introduce new courses or expand their gym to other 
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parts of Iceland, consumers would be likely to try it out as they trust that the brand would 

meet their expectations (Fanaras, 2013). Seeing that Mjölnir is a strong brand, this 

benefits both the company and the consumer. It reduces consumers’ functional risk, as 

Mjölnir is trusted and has loyal consumers. It reduces their financial risk because they 

can trust that Mjölnir provides the service they are paying for. Finally, it reduces their 

social risk, as Mjölnir is very socially accepted. Doing business with Mjölnir simplifies 

consumers purchasing decision, as they trust that Mjölnir will meet their expectation, 

knowing that Mjölnir is a strong brand and the leader in the market. 
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7 Conclusion  

The thesis introduced a qualitative research on Mjölnir sports club and the main objective 

was to evaluate if the brand is strong in Iceland. As brand elements, Mjölnir has a logo 

and symbol represented by Thor´s hammer and the Mjölnir name written in Icelandic 

runes. There is a lot of awareness and familiarity among Icelanders for Mjölnir. Mjölnir 

boasts an overall positive image as well as having a positive consumer attitude towards 

their social media platforms and the brand as a whole. The target segment of Mjölnir is 

everyone between the ages of five and 60 years old who want to practice combat sports 

or learn to defend themselves. Mjölnir compared to rival clubs (VBC and Fenrir) displays 

a competitive advantage by having a larger facility and are therefore able to offer a wider 

variety of service. Even though Mjölnir is a dominate force on the market with enormous 

competitive advantage, they still manage to make a great bond with participants. With 

these bonds intact, Mjölnir manages to build loyalty among their participant as they 

proudly represent the club. The aforementioned factors, as well as the results from the 

qualitative research, allow Mjölnir to be identified as a strong brand in Iceland. 

7.1 Future work 

As this thesis did not include a quantitative research, it is limited in scope. It could be 

interesting to expand this research to include a quantitative research were the opinions of 

the consumers are taken into consideration, this could further strengthen the evaluation of 

Mjölnir as a strong brand. Mjölnir having built a successful foundation domestically 

would make interesting to see if they could become a strong brand internationally. 
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