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Studies suggest organisational identity to be suspended between designing an identity that 

provides the organisation with a distinctive character in order to secure differentiation, and 

constructing an identity that is considered legitimate by market and society by conforming to 

norms (e.g. Kroezen and Heugens 2012). The study explores organisational identity 

construction from a narrative vantage point within Danish micro- and craft breweries as 

suspended between these needs by asking: how do the breweries narratively construct 

identities in relation to the dual need for difference and sameness?  

 

Within the micro- and craft brewing sector, the different-sameness duality entails balancing 

tensions which acts as resources and constraints for organisational self-narrativising, i.e. 

tradition and renewal (Beverland et al. 2008); globality and locality (Carroll and 

Swaminathan 2000, Lewis and Vickerstaff 2001, Hede and Watne 2013); and organisation 

and community (Schnell and Reese 2003). 

 

This study is based in a narrative identity conceptualisation. Narrative is recognised as a 

useful theoretical lens for conceptualising and exploring organisations and their identities 

(e.g. Brown 2006, Czarniawska 1997, Gilpin 2008). Guided by dialogical reflexivity, insights 

are generated from the interplay between existing theories and empirical findings (Alvesson 

and Kärreman, 2011). The empirical material functions as a backdrop for entering into 

dialogue with, and reflecting on, the extant literature on identity, narrative and 

microbreweries. The empirical material consists in webpage texts from 65 breweries. The 

corpus is analysed to shed light on how the identities of the breweries are constructed through 

autobiographical narratives in light of the difference-sameness duality.  

 

References  
Alvesson, M. and Kärreman, D. 2011, Qualitative Research and Theory Development: 
Mystery as Method, Sage Publications, Thousand Oaks, CA. 
 
 



	   2 

Beverland, M.B., Lindgreen, A. and Vink, M.W.  (2008), “Projecting authenticity through 
advertising. Consumer judgments of Advertisers’ Claims”, Journal of Advertising, Vol. 37 
No. 1, pp. 5-15. 
 
Brown, A.D. (2006), “A narrative approach to collective identities”, Journal of Management 
Studies, Vol. 43 No. 4, pp. 731-753. 
 
Carroll, G.R. and Swaminathan, A (2000), “Why the Micro Brewery Movement? 
Organizational Dynamics of Resource Partitioning in the U.S. Brewing Industry”, American 
Journal of Sociology, Vol. 106 No. 3, pp. 715-762. 
 
Czarniawska, B. (1997), Narrating the Organization. Dramas of Institutional Identity, 
University of Chicago Press, Chicago, IL. 
 
Gilpin, D.R. (2008), “Narrating the organizational self: Reframing the role of the news 
release”, Public Relations Review, Vol. 34 No.1, pp. 9-18. 
 
Hede, A. and Watne, T. (2013), “Leveraging the Human Side of the Brand using a sense of 
place: Case studies of Craft Breweries”, Journal of Marketing Management, Vol. 29 No. 1/2, 
pp. 207-224. 
 
Kroezen, J. and Heugens, P.P.M.A.R. (2012), “Organizational Identity Formation: Processes 
of Identity Imprinting and Enactment in the Dutch Microbrewing Landscape”, in Schultz, M., 
Maquire, S., Langley, A. and Tsoukas, H. (eds.), Constructing identity in and around 
organizations, Oxford University Press, Oxford, pp. 89-127. 
 
Lewis, C. and Vickerstaff, A. (2001), “Beer Branding in British and Czech Companies: A 
Comparative Study” Marketing Intelligence & Planning, Vol. 19 No 5, pp. 341-350. 
 
Schnell, M. and Reese, J.F. (2003), “Microbreweries as Tools of Local Identity”, Journal of 
Cultural Geography, Vol. 21 No 1, pp. 45-69. 
 


